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Abstract

This study investigated the role of YouTube in providing fashion information
and explored how fashion companies and individual YouTubers used this
platform to communicate with consumers and disseminate fashion contents.
This research identified two main types of YouTube information providers:
fashion companies and fashion YouTubers. It focused on characteristics of
YouTube fashion information (such as informativity, novelty, usefulness,
authenticity, and enjoyment) and their impact on consumer needs satisfaction,
information satisfaction, and information acceptance. An online survey was
conducted with female consumers aged 20 to 39 years, analyzing responses to
assess how YouTube fashion information affected consumer behavior and
decision-making. Using SPSS for statistical analysis, results indicated that
usefulness and enjoyment significantly influenced information acceptance,
particularly with fashion companies showing a stronger impact from usefulness,
while authenticity and enjoyment were more influential for fashion YouTubers.
Moreover, mediating effects of consumer needs satisfaction and information
satisfaction on the relationship between fashion information characteristics and
information acceptance were examined. Findings revealed that various
characteristics had different mediating effects based on whether the information
provider was a fashion company or a fashion YouTuber. Notably, enjoyment
and authenticity played crucial roles in mediating consumer needs satisfaction.
Overall, this study provides insights into how YouTube serves as a vital channel
for fashion information, influencing consumer satisfaction and behavior. It also
offers practical implications for fashion marketers on how to leverage YouTube
effectively to meet consumer needs and enhance information acceptance,
thereby proposing strategic marketing recommendations for fashion companies
and YouTubers.
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Table 1. Reliability and Validity Analysis of Research Model

Factor Cronbach’s
Factor name Item loadi
oading Alpha
This fashion YouTube channel fashion video seems to contain sufficient
N . . . 833
Informativity fashion product information and knowledge. 692
(IF) The fashion product information of this fashion YouTube channel fashion 657 '
video was professional. :
The fashion product information provided by this fashion YouTube 767
channel was unigue. '
The fashion product information provided by this fashion YouTube
Novelty . .
(NV) channel was unique compared to. the general fashion product 815 .800
information.
The fashion product information provided by this fashion YouTube 639
channel was differentiated from other fashion product information. ’
The fashion product information provided by this fashion YouTube 692
channel is useful. ’
Usefulness The fashion product information provided by this fashion YouTube
. . 718 .834
(UF) channel is worth using.
The fashion product information provided by this fashion YouTube 622
channel will be useful for me. ’
The fashion product information provided by this fashion YouTube 616
Authenticity channel seems to provide honest content based on real experiences. : 656
(AT) The fashion product information provided by this fashion YouTube ’
) L .. 756
channel did not feel like it was for publicity purposes.
The fashion product information provided by this fashion YouTube 510
channel stimulates my curiosity. ’
Enjoyment The fashion product information provided by this fashion YouTube
L ; 552 .835
(E)) channel is interesting.
The fashion product information provided by this fashion YouTube 624
channel is enjoyable. '
When | see fashion information on this YouTube channel, | can freely 615
Autonomy decide on the information | want to look for. ’ 666
(AU) When | see fashion information on this YouTube channel, | can freely 727 ’
express my thoughts and opinions. :
Through the fashion information of this YouTube channel, | feel that | 713
am a fashionable person. ’
Through the fashion information of this YouTube channel, | feel that |
. o . 764
Competence am a person who is qualified and capable of fashion. 903
) | feel a sense of accomplishment through the fashion information of this 310 '
YouTube channel. '
| feel that my fashion ability has improved a lot through the fashion 803
information of this YouTube channel. ’
| can find topics to talk to people through the fashion information of this 661
YouTube channel. ’
Through this YouTube channel's fashion information, | can be close to
) . . 724
Relatedness people who interact with fashion. 260
(RL) | can maintain good relationships with people through the fashion '
. . . 714
information of this YouTube channel.
| can build a consensus with people through the fashion information of 689

this YouTube channel.




24 OjMEH| =LA #2283 32

Table 1. Continued

Factor name tem Factor Cronbach’s
loading Alpha
| am satisfied with the fashion product information provided by the 720
fashion YouTube channel | watched. )
| felt that the fashion product information provided by the fashion
731
Information YouTube channel | watched was generally valuable.
: . | liked the fashion product information provided by the fashion YouTube
Satisfaction 721 .899
0s) channel | watched.
| looked at the fashion product information provided by the fashion
733
YouTube channel | watched.
| am satisfied with the experience of exploring fashion product 226
information using the fashion YouTube channel | watched. )
| was willing to buy the mentioned fashion products. 731
Information It had a significant impact on the decision to purchase the fashion 722
Acceptance products mentioned. ) 899
(IA) | wanted to buy the fashion products mentioned. 706
| became interested in the fashion products mentioned. 540
Table 2. £ffect of Fashion Information on Information Acceptance in Fashion Youtuber Channel
Variable B SE B t p VIF result
H1-1 IF — IA 118 .088 110 1.341 .183 1.623 Reject
H1-2 NV — IA -.021 .076 -.022 =277 .783 1.546 Reject
H1-3 UF — 1A 270 .094 282 2.876 .005™ 2.314 Accept
H1-4 AT — IA 181 074 217 2.448 .016%* 1.882 Accept
H1-5 E] — IA 281 104 .300 2.715 .008™ 2.940 Accept

R: .759 R% 575 Adjusted- R2: 555 F=27.654(p=.000)

Notes: *p<.05, **p<0.01, ***p<0.001. IF- Informativity, NV- Novelty, UF- Usefulness, AT- Authenticity, EJ- Enjoyment, IA-

Information acceptance
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H2-3ct= 71ZF= Itk (Table 5).

3. ¥EUZ0| of7yE}
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.02770), S84 (B=.0123, CI=[-.0026, .0334]), Aol wet A4 GRE A AR EXAY HE 580
Table 3. E£ffect of Fashion Information on Information Acceptance in Fashion Company Channel
Variable B SE B t p VIF result
H1-1 IF — 1A 029 .083 .026 354 724 1.236 Reject
H1-2 NV — |A .069 .090 .063 771 442 1.508 Reject
H1-3 UF — IA 461 .099 405 4,656 000" 1.713 Accept
H1-4 AT — 1A 065 .083 .060 177 439 1.356 Reject
H1-5 EJ — IA 376 .099 .354 3.810 .000™" 1.954 Accept

R 754 R% 565 Adjusted- R% 546 F=25.787(p=.000)
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Table 4. Mediating Effect of Consumer Needs Satistaction (Autonomy, Competence, Relateaness) in Fashion Youtuber Channel

Path B SE La uLa result
H2-1a IF— AU — IA .0034 .0084 -.0150 .0190 Reject
H2-2a NV — AU — |A .0046 .0097 -.0159 .0232 Reject
H2-3a UF — AU — IA .0066 .0133 -.0247 .0289 Reject
H2-4a AT — AU — |A .0082 0097 -.0123 .0267 Reject
H2-5a E] - AU — IA .0124 .0134 -.0169 .0364 Reject
H2-1b IF— CM — IA .0032 .0053 -.0072 0141 Reject
H2-2b NV — CM — 1A .0041 .0063 -.0075 .0178 Reject
H2-3b UF — CM — |A .0048 .0065 -.0070 .0189 Reject
H2-4b AT - CM — 1A .0066 .0061 -.0050 .0194 Reject
H2-5b E] - CM — 1A .0088 .0089 -.0085 .0269 Reject
H2-1c IF — RL — IA .0077 .0066 -.0031 .0230 Reject
H2-2¢ NV — RL — 1A .0088 .0986 -.0036 .0277 Reject
H2-3c UF — RL — IA .0123 .0092 -.0026 .0334 Reject
H2-4c AT — RL — IA .0096 .0069 -.0012 .0256 Reject
H2-5¢ E)] = RL— IA .0165 .0104 -.0023 .0383 Reject

Note: IF- Informativity, NV- Novelty, UF- Usefulness, AT- Authenticity, EJ- Enjoyment, IA- Information acceptance, AU-
Autonomy, CM- Competence, RL- Relatedness

Table 5. Mediating Effect of Consumer Needs Satisfaction (Autonomy, Competence, Relateaness) in Fashion Company Channel

Path B SE La uLa result
H2-1a IF— AU — IA .0775 .0527 .0006 .2023 Accept
H2-2a NV — AU — A .0481 .0324 -.0002 1240 Reject
H2-3a UF — AU — IA .0688 .0692 -.0652 .2077 Reject
H2-4a AT — AU — |A .0606 .0368 -.0024 1417 Reject
H2-5a E) — AU — 1A 0771 .0440 .0024 1733 Accept
H2-1b IF—CM — IA .0081 .0458 -.0719 113 Reject
H2-2b NV — CM — A 1532 .0765 .0334 3287 Accept
H2-3b UF > M — 1A 1144 .0496 .0305 .2209 Accept
H2-4b AT - M — |A .0754 .0094 1635 1635 Accept
H2-5b Bl - CM — IA 1062 .0499 .0250 2186 Accept
H2-1c IF— RL — IA .0638 0511 .0009 .1984 Accept
H2-2¢ NV — RL — IA .0570 .0494 -.0234 1674 Reject
H2-3c UF — RL — IA .0800 .0598 -.0146 2220 Reject
H2-4c AT — RL — IA .0586 .0409 .0003 1677 Accept

H2-5¢ E) - RL— IA .0720 .0496 .0019 .1985 Accept
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Table 6. Mediating Effect of Information Satisfaction in Fashion Youtuber Channel

Path B SE La uLa result
H3-1 IF— 1S — IA 3713 .0870 1891 .5336 Accept
H3-2 NV — IS — 1A 2093 .0906 .0359 .3905 Accept
H3-3 UF— IS — 1A 5103 .0923 3178 .6800 Accept
H3-4 AT — IS — IA 4145 .0869 .2430 .5843 Accept
H3-5 EJ—-IS—IA 5872 .0942 .3963 711 Accept

Note: IF- Informativity, IS- Information satisfaction, NV- Novelty, UF- Usefulness, AT- Authenticity, EJ- Enjoyment,

Information acceptance

IA-

Table 7. Mediating Effect of Information Satisfaction in Fashion Company Channel

Path B SE LLa uLa result
H3-1 IF—1S — 1A .2661 .0823 1405 4619 Accept
H3-2 NV — IS — IA 1163 .0458 .0339 2134 Accept
H3-3 UF— IS — 1A 2192 .0908 .0676 4218 Accept
H3-4 AT = IS = IA .1903 .0571 .0871 3122 Accept
H3-5 EJ—-IS— 1A 1678 .0662 .0554 3121 Accept
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Table 8. Dual Mediating Effect of Consumer Needs Satistaction and Information Satisfaction in Fashion Youtuber Channel

Path B SE La uLa result
H4-1a IF—> AU = IS — |IA 1520 .0528 .0585 .2645 Accept
H4-2a NV — AU — IS — IA 1836 .0563 .0849 .3047 Accept
H4-3a UF — AU — IS — 1A 1181 .0642 -.0020 2495 Reject
H4-4a AT = AU — IS — |A 1224 0511 .0313 2317 Accept
H4-5a B> AU =~ IS—IA .0773 .0657 -.0631 .2001 Reject
H4-1b F—CM = IS — IA 1350 .0486 .0515 2415 Accept
H4-2b NV —CM — IS — IA 1578 .0518 .0686 2736 Accept
H4-3b UF > CM — IS — IA 1110 .0403 .0303 .1898 Accept
H4-4b AT - CM — IS — |A .1082 .0384 .0395 1917 Accept
H4-5b El->CM—IS— 1A .0838 .0483 -.0046 1877 Reject
H4-1c IF— RL— IS — IA .1405 .0529 0512 .2540 Accept
H4-2¢ NV — RL — IS — IA .1590 .0485 .0736 2623 Accept
H4-3c UF—>RL—IS — IA 1182 .0500 .0310 2240 Accept
H4-4¢ AT - RL— IS — IA 1119 .0399 .0456 .2017 Accept
H4-5¢ E) > RL—=IS—IA .0925 .0496 -.0055 1920 Reject

Table 9. Dual Mediating Effect of Consumer Needs Satisfaction and Information Satistaction in Fashion Company Channel

Path B SE LLa uLa result
H4-1a IF— AU — IS — IA .0922 .0434 0174 1897 Accept
H4-2a NV — AU — IS — |A .0624 .0302 .0107 .1300 Accept
H4-3a UF — AU — IS — |A .0423 .0235 .0060 .0968 Accept
H4-4a AT - AU — IS — A .0676 .0323 .0149 1392 Accept
H4-5a E) > AU — IS — IA .0446 .0217 .0102 .0926 Accept
H4-1b IF—CM — IS — IA .0040 .0225 -.0395 .0522 Reject
H4-2b NV = CM = IS — 1A .0562 .0395 -0134 1416 Reject
H4-3b UF > CM = IS — IA .0061 .0118 -.0159 .0330 Reject
H4-4b AT > CM — IS — |A .0260 .0188 .0003 .0704 Accept
H4-5b BEl->CM—IS—IA .0093 .0137 -.0144 .0401 Reject
H4-1c IF—RL—IS — 1A .0706 .0361 0142 1529 Accept
H4-2¢ NV — RL — IS — IA .0966 .0400 .0286 1824 Accept
H4-3c UF—>RL— IS — IA .0327 .0195 .0036 .0776 Accept
H4-4c AT - RL— IS — IA .0652 .0272 .0181 1239 Accept

H4-5¢ E) > RL— IS — IA .0361 .0194 .0059 .0811 Accept
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AsL Beole 764, BAdE FFAPIed S48 +
o o] &750] T5E A¢ e Aed2 AE
e L7 g 89 AlFTeArEA el vehE
Aor Aydd metd, AAdos AWESNS o, &
TE0] BE 80 AFHY ¥Fe AT A A

spuk Sige] Qirkn ¥ 4 glovl, Wavh Y 2]
o7t Qelrke 2e & 4 ek

2t 9 Qe ]49] WEE Qg Anken|to] Al
o EolNwA mekel TG Auls ojEeAold 400}
P mAx 2w} FhD e B ARE dug
SRt avzte] WokE R4S Bo SRHE AR B4 3

B AT FAel mE 4% G5 Q6] FHE Fol a7
£ AFelel, vPIY L 2l BT Bopld F2L ww

o
S EHED Ll BIFEYO] g

R
Sl B Edste] ARk Aol SRA AN
Rck A AR B AdEA fRE 99 A2k Slat

72A2E TEoked] ot gt EF, 4u4Ee] 3u
Sgolme] ojg A7 A5HoE olRolxw glow], 4
HE 5§5t] TS T RS A 4TRA oy

= .
2 a7 A 719 il R Al wE fRE
T JH 5ol aHR BN YEHNES T A

g
ofat dAAAME A Yehde EAE T FFEE
5ol WM HEE BASte T She Aol Ho|1 9l &
AT o AHRkg 23o] IRl AR dAEe] HA
AHtE 25hE At "asiths Aljbdo] Qlch &% 4
Tl Amat ofdet WA AHAR] xjete] {5
B o AHo| tigt A7t o]Feld "aso] slrt. Eg,
B AL 20~30412 dife R At APEgey, &5
Bl diEst=dA e olZ Aol o] 8ot ARl
20~300] gt ozt fRE gaFelo] & 10thet A} o
fAp=0] Bol7k Q= 40~50tl, 60T oA7lA] okt
AFdi7t et gl SAlolch whhA ohket Aol
AHZE Yo ATE IRt Aol wet Ale]
Aol et Aol ol fg Ax 72 g7t g o=
dldElo] FF AFoME ttet AFHE oz AT

=1

=

o
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