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A Study on the Influencer Characteristics of Insta-Toon Characters

: Focusing on Para-social Interaction
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Abstract

The purpose of this study is to study the characteristics of character influencer, focusing on para-social
interaction, centering on Instagram characters. As the webtoon industry develops around large platforms, the
quantitative expansion of users and works is rapidly taking place, and as a result, webtoons can be easily
found on platforms such as SNS due to their attractiveness to content diversity. Since Instagram characters
act as influencer and interact by increasing intimacy with readers, consumers' preference and use of SNS
webtoons such as Instagram, which are provided for free, is high. Accordingly, three works were selected
for everyday cartoons featuring artist characters, and all three works were analyzed to have attractiveness,
intimacy, professionalism, and reliability as influencer. In addition, as a influencer with a large number of
subscribers, it has been studied that para-social interactions with readers are active. In the future, it is
expected that various SNS platform-based webtoons genres, diversity of contents, and research on webtoon
characters will be expanded.
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