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The Influence of Characteristics of Beauty Influencers’ Social Media Contents on Color
Cosmetics Purchase Intention
- Focusing on the Millennial Generation -

Eun-Seo Heo and Hyun-jin Jeon

f

Dept. of Beauty Art, Honam University, Gwangju, Korea

Abstract: This study attempted to investigate the characteristics of beauty influencers’ social media contents and examine
their influence on color cosmetics purchase intention. For this, female millennials who have shown an interest or sub-
scribed beauty contents on social media platforms as followers were selected by convenience sampling. In terms of a
research method, a self-administered questionnaire was performed from September 19 to 30, 2022. Among a total of 220
questionnaires distributed, 200 copies excluding poorly answered ones were used for final analysis. The collected data were
analyzed by frequency analysis, descriptive statistics, factor analysis, reliability analysis, correlation analysis and multiple
regression analysis, using SPSS 24.0, and the results found the followings: First, concerning characteristics of beauty influ-
encers’ beauty contents, five factors were derived: reliability, professionalism, social attractiveness, attractive appearance,
sympathy In purchase intention, on the contrary, two factors were obtained: base makeup, point makeup. Second, regarding
the effects of characteristics of beauty contents on color cosmetics purchase intention, ‘professionalism (8= -.170
p = .015)" and ‘physical attractiveness (8= —.148, p = .037)" revealed a negative influence with statistical significance.
Through the result, by demonstrating the effect on the intention to purchase color cosmetics based on the beauty contents
feature of the beauty influencer, it is considered that the purchasing power of the color cosmetics industry will continue
to increase and help to suggest more effective color cosmetics promotion ways and indicators which companies can utilize.
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o Wsleh= A} EANE=E vetshe Zlo] HA o F23A
3 UTHADn et al., 2018). Aleiel] Hlsl HA1E 7]
%o gEg W At & By Aol Millennialsye 1ETY
FE o83 SNSE sl JHE A 7lEo] Hojurt
(Park, 2018). 15L& SNSE £+ 715 wjA|ol|A Zzldlo|El9}
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oS Bl AlF FE s Hals g AFe] v
g FHoz 857 dtkSong, 2019). 191 Azl 0]
29k 121 7o)t B v ojdkEo] = EEE AA|
71959 AFE FHY 7199 olmAvolole B2 dFE

PIAAL gLoH (Hwang, 2022), Aetst AR} 714, Al|3to]
e REIAEFANS AF B 5840 Bl oj5e] 2
HxE B2959] AujgEkx 3k vz}

AU DALl S 20183 715 A QlT-9] 28.8%
£ AABHAA 20219 &H]9] FFE o)F= 4 AR
A el 78 THChang, 2021). RHULGAHHE 7)elvte] glo]
Z2ERS FEI FEAQl ANE ARl 735;}01 o]
W avjydelgia B 4 otk ZnfEES) Qe FH T)E
ARl Slo} oj#go] §lE o5 SNSoA] ARile] 04_1_7\} 3}
= AR FH=E Ag glo] ol8siH, S £A &3 A
2] 3 TR, AHIESHY] 558 FEshe ZoE Wl
oh ES A5 &M 2R AVE UHM# Fe A=,
27 SHolA dEUIAtie] FuEe AlE S o=
Asatar Ack(Im, 2021).
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7b el el mAE dF(Park, 2020), DAt B
mlo]Zgiol ek <14 B AR A A (Park, 2018)5
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2.1, UL LM ¥ SM

DHYLA 7t vepd txE By A7 e 24 T
ol Zfol7} At ik oz 1980 % (1980~1982: )%
B 20003t] Z(2000~200437k4] 248 Atz $-2ut 7]
T dEo 2= 194~3949] s Th(Park, 2018). BgH AlA|
Q1to] 379 12 AA|EPH, tighl=o] QI F 40%S AHA
8laL(Kim & Kim, 2017), DelUL Ath7}t 22} AIAIHA o]
o Bt oAl A3 2EE Sl e HolnlE AldE
AX L TFE 20d7F ABE FEEA 2 Aolgka Asiuth
(Go, 2016). BEUGM= 3 FR7|EINS] EHo= o
#o] PC, AMIEE T URAE 7|&s st 7|e 2133 e]
o muld Zgo] s53 BE AnEE BAdo] Eob SNSe
& Hlgo] =2 v F7F 7He] A Qlo] &Gek ARE

Fehe EEo] EEskA o]FARAL UThKim & Lee, 2020).
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olxy dHUge tAd 71718 S5 e & ok A=
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Agency, 2017)
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(Jung, 2018). S & H|tjo] A TS FA0IR} FE

AR AR B AR EOE AR BAES vl
FYE GRU JREs] TEASH LFWN Sl

AEsd 4

HeE|Ed= & 7}% B2 HSS
ZHgk Felxo ]‘:]'(Hwang, 2018). Ho]= %i 338 e UE
= Y FEZYL o]gAEo] HEFHEE A
Jsle T hrﬂhi B k. o7, dide welasd,
W uﬂ 124, AE wlola9] & ok THe] SH=E
, T Opke A4 ol ol8AlEe] AH wet &
I 2171] Azt =5 7Y SRS A AES
Pl Eo=HA AFe] F4 9 AT At o]FoiX= 7
Aol7] Wil AFe] Aol Hte] & F U= AF 2H2

Telz7t Q715 AA He Aotk AF 2HE SR
2 AololEl7E AR AN AlFe] B, 7HE, A, A

4 5 H89 ARE IRl olgAEA 1 AES 1
FHH(Son, 2018). °]HHA o)A EL PFEFS Fulslr] A
Aol Fujatarzt shs AlFe 43E Hrkehes a8t &EH
2ZA HEZU=2E 8312 J2S & 5 3
4, MxSIEE Fofo|=
Engel et al.2006y> TS EE AHREe] AGE v BT

T e v BE2 ovishs Zos He % Aldo] 3
& &AH 7Fsde® Ao, Fulelert AR AF
< Fjske dEoR SAXE FAIAE e E=A Vet
Tkl IATHON et al., 2010). B3, Fujelmdt $42 Q913
NAH &7 52 5710l ofa e she AlFed Avas
olAlEl, AREAM] AAHL Bl AL Hrisitia s
t}. o]} o] Fujelrs AH|R7} FulElAlERs Aol t)E
Ao oR)e] FHolgtal Hold 4 AUrth(Lee, 2020).
AH|AE B4 4Ry Balsd gis) vi$ 52072l xS
7HAAL ok sheeks ofw g Aol o) sl s el
7Fs7de] mpjsitt o4 Al 2710 tigk FefelAls E7)ske
7F BrhSeok, 2008). o]2igt Alol= i AA @Al A

o
RS A WA 23 AT, A2 5 DY 290] Hg
¥ 4 e Aoz W,

AMzsPgEL THe] ZA- A (cover) D HA| H}EL %3
GAQL Hle]x wo]lag] sPEEH FHA (R, B, © §) At
82 B B4 el 0 A Bl mot o}éﬂz o)
HA9l ome 7hpe] Fi TIIE vjoay HHEOR BE
fok. b 2ol SNSAeA] Az uﬂolﬂW’ Z*Li
AZHERl B o) Zeial glon], HE] QTN Hu
2 5o B MxsIFE Foivk BYS Hm 9 o)

Oz H 2A&EHo| g JIFS v|XIthPark & Lee,
2021). oMY sPgE oo Fujasel AHAA g
HXs AR 842R s sl sk =R Ao
F AL PFo] Lojupr] A dAZA Fujthel thelt Bl
of o5t F&F T HPAFEC] Urh(Hwang, 2018).

HA9] wlolawo)aYe T3] wRe ES HESa 4
g Avshe IYEd WHOE AFE TRE Woladulo|x,
gedolA, B¢y, A FJER 758 FRANE FA
Hzhe)] ekght), e 10 Ale] wjolzmo|ay SR
71%5730] F7k=lo] tddol FERoH, wolayge] xAW
s TR BAlel sl R 715l AA v
oz A3 ATH(Jung, 2018). wWekA Ho]2mo] =Y
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A, 9 B FEIE 59 710l F7REel SAIEA Sk
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6.1. }-AI‘Engl'ol oIH[-X-I _)g

ZA AL LA B4 tial] doliy] lste] WIER
Ag AANF A3E Table 17+ 7ok %S 30t 1034
(51.5%), 20th 974 (48.5%)=0 & UEPgTh 2e A AR
Z]o] 479 (23.5%)0.2 714 E=A UElskem, il aqn)2sz]o]
457(22.5%), S 379 (18.5%), AFA/NAAA 299 (14.5%),
ZAEA 227 (11.0%), 232 17%5(8.5%), ADFF 395 (1.5%) <=
S =2 vER). s skl AEF 8 £Y90] 919 (45.5%)= 7t
2 =4 vEReH, dEdiska A 9 Y9 679(33.5%),
=% 229(11.0%), e A 2 £ 207(10.0%)
TO 2 eI
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6.2. ZAIHAR}e| REIZHZSEY

AP EALS] FEERI=EA0] disf dotir] flste] H=
A4S AAE A= Table 28} 2t

AFEE SNSE FREIT 1019 (50.5%)= 718 =4 Ut
wrom, QlxElad 621 (31.0%), Hol2E 20 (10.0%), E&
2 178 (8.5%)E0E YERTE Ht SNS o] 8AI7H 2417
ol/do] 848 (42.0%)= 7HE A UEREOH, 1A7-2A17F 1|
vho] 7178(35.5%), 30&~1A17F mIRko] 40 (20.0%), 15%~30
i Rle] SHQRS5%RECE Vel 2 Hlolay AuE 2t
= SNSE FFE7F 1219(60.5%)2 7 =4 b}E} ko ¢l
2B 61%(30.5%), B2 18(9.0%), Hol2E 04(0.0%)
o2 Uedth SNS ARE By pujd o Ha Mzshy
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Table 1. General characteristics of subjects

Sortation Frequency(N) Percentage(%)
Age 20s 97 48.5
30s 103 51.5
Specialized job 22 11.0
Self-employed/private business 29 14.5
A sales/service position 45 225
Job An administrative/office job 47 235
Housewife 3 1.5
Student 37 18.5
An educational position 17 8.5
High school graduation 22 11.0
Attending and graduating from a junior college 67 335
Education level
Attending and graduating from university 91 45.5
Attending and graduating from graduate school 20 10.0
Total 200 100.0
Table 2. Characteristics of SNS Use of Survey Subjects
Sortation Frequency(N) Percentage(%o)
YouTube 101 50.5
Instagram 62 31.0
SNS that you prefer
Facebook 20 10.0
Blog 17 85
15 minutes to less than 30 minutes 5 2.5
30 minutes to less than an hour 40 20.0
Average SNS usage time
1 to less than 2 hours 71 355
For more than two hours 84 42.0
YouTube 121 60.5
Usually search for makeup information on Instagram 61 305
SNS Facebook 0 0.0
Blog 18 9.0
less than 20,000 won 5 2.5
20,000 won or more to less than 50,000 won 26 13.0
Average monthly purchase cost of color 50,000 won or more to less than 100,000 won 74 37.0
cosmetics purchased by looking at SNS 100,000 won or more to less than 200,000 won 57 28.5
200,000 won or more 36 18.0
Never purchased 2 1.0
Total 200 100.0
F oSS SE9 oPg-100 vde] WEGTOWE Y R 7hed] FEE 29 JRRAT B2 208 shiel 291
=7 vebtom, 103H o d-20mkel mRke] 57H(285%), 20  OF Foln] 2l o] FEEYALS fASES s &
2l opdel 3678 (18.0%), 25k o’d~51kl wigk 268 (13.0%), A WS AT 8flEAe dAlske FgelM T
28k wlek 59(2.5%), T o] §lE 2% (1.0%)=0 = e AN BHAd Thed WEENAS] SuE flsl] HyiHow
W}, g2 7|l FAE E4(Principal component analysis)yS-
AAEAL, QXA ZFY destE S8 WU s 3
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A S Barlews] 734 AAHE WA HAslel AN

(Kim, 2011). 53+ SH=72] A4S 74%0}71 946}04 =
U#A4E 53 Cronbach’s oAlTE E83le] £ d
t}. Cronbach’s oAlS=2] 7h& z+ 291 W %Xé—‘f_j%a 7re] 3
PAE Lol ZoR 0olX 1Kfele] ks zhom SA3 7]
7 _9_14— 011:1]-7(4__& Als|zFstAFoll A 0.60 ©]Ato]
° 2 s (Park, 2009).
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QRNEA At el o] A 5] ot ARt} AR
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Q291 2(13.234%)y= AEA’, 291 3(12205%) Al8A wjg@Ad,
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=2 sk 7 8119 aFAX|e}F FEES B 040 ©
Jo= et E}%*éﬂ ASE A0E Yehda, A= wat
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754 Xz 359.385(p <.001)°.2 UER} HHse Aoz B
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Table 3. Validation of validity and reliability of beauty influencer characteristics

Ingredient
Question Reliability Profc?ssion- So.cial Attractive Sympathy Community
alism attractiveness appearance
Beauty influencers post genuine content. .898 .056 .037 .002 .040 813
Beauty products promoted by beauty influencers are reliable. 772 —112 .045 .044 .006 613
Beauty influencers post candid points about beauty products. 752 011 -.039 —-.048 —-.046 572
The posting provided by Beauty Influencers is always consistent. 545 —-.009 118 —-.061 470 536
Beauty influencers should have ; (t)l(liill tl:vel of knowledge about beauty 009 840 041 05 _0%2 714
Beauty influencers always strive for the professionalism of their work. —.061 715 —-.136 —-.040 -.075 .540
Beauty influencers are well qualified to evaluate beauty products. .087 11 .069 .099 .027 .529
Beauty influencers provide information about recent beauty trends.  —.069 .603 104 —-.045 .094 400
Beauty influencers are likely to have a good relationship with people —008 —008 265 031 086 756
around them.
Beauty influencers make me want to have a conversation. 017 .056 771 .092 -.039 .608
Beauty influencers seem to have good affinity. .081 -.033 701 —-.038 -.103 511
The beauty influencer is pretty in appearance. —-.011 012 .103 910 .005 .839
Beauty influencers have a sophisticated image. -.019 016 —-.024 907 —.088 831
If you have an opinior.l you want to .deliver toa b'ea.luty influencer, it is 026 036 —097 034 756 585
not difficult to deliver your opinion.

Beauty influencers should have excellent empathy. —.144 —-.085 —-.109 —-.028 11 .546
Beauty influencers communicate well with subscribers. 354 052 .180 -.006 542 455

Eigen Value 2437 2.117 1.953 1.685 1.645

Accumulate variance(%) 15.230 13.234 12.205 10.530 10.282

Cumulative Description (%) 15.230 28.463 40.669 51.199 61.480

Reliability 754 672 .703 789 .600

KMO = 0.606, Bartlett's test 3> =814.282 (df= 120, p =.000)
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Table 4. Verification of validity and reliability of cosmetic purchase intention through beauty influencer information

. Ingredient .
Question . Community
Base makeup Point makeup
After seeing the beauty influencer information, I am willing to visit the cosmetics store and test point
. .886 -.096 793
makeup cosmetics.
They are willing to purchase point makeup cosmetics based on beauty influencer information. .881 —-.008 775
I am willing to voluntarily promote point makeup cosmetics on my SNS through beauty influencer 727 071 533
information. ’ ' ’
I am willing to purchase base makeup cosmetics based on beauty influencer information. .030 .883 781
I am willing to voluntarily promote base makeup cosmetics on my SNS through beauty influencer _ 028 266 751
information. ’ ’ ’
I am willing to recommend base makeup cosmetics based on beauty influencer information to others. -.013 627 393
Eigen Value 2.089 1.938
Accumulate variance(%o) 34.824 32.295
Cumulative description (%) 34.824 67.119
Reliability 780 719

KMO = .614, Bartlett's test x> =359.385 (df=15, p=0.000)

6.6. 7|=8A A A HS
F8 W] VleEA B 7 bt AdAE 24 2
F= Table 59 2t} WA FQ ®Fe] 7leTARY 24 #

S 7T o FERISFAMG SR 4 8 AR Al
£ 7% 2 Aso] miewE ARt Yoli] & HFS
AR B Lee(2020)0] A-7e} FARGH A%z & &

A M=3.751.012), 374 M=343*802)2.2 UEILIL, 6.7. BE[QIZZoIM EM0| BE[QISZIM MEE E5I M=
S e Skl ad FRIEM0]A M =3.62(x.960), SIAE Fofe| =0l D|X|= A&
Hlol2mo] =] M=3.05974) 22 YEelith 72+ W4 7+ 4 6.7.1. HEIJIEFAAM EAo] EAEM0IAS] 2ol mA=
HHAE EAT A RERIZTFAAN 549 A= 3243 I
< FAXSE Fefug Aol AT e LR e FERIZFAA EAdo] REIIZTFAM ARE T3 Azxs}
STHp <.01). Zeiv RERIEFAA 549 A28+ sd# AE lelee] ZRIEHAY gl A IS ASSt
ool ¥RIEM0]AY, HERIZSFAX Ao Sy 7] 913t T3S Al Ave Table 631 2l
43 sPgE Fulele] ERIEH|AYS: FAKCRE Fon BAA3 A9 R)S 24.7%2 UERESeH FRle 2521
g ()] AHIATE e AR YERTHp <.05). ol# P<O0DZ FAXHS=E Fofnigt A5 YeRTh SEHFER
Ade HEJASTFAMG A+ umjgio] vers £ = RERISFAA B4 1910 HEAF(B=-.170 p=.015)
EmolzY FHielEs} Brhe ZOR SN ol S 3 AmEiEH (=148, p= 03701 EANOE fouldt
Table 5. Technical statistics and correlation analysis

Beauty influencer characteristics Intention to buy cosmetics

Sortation MSD - Profession- Social Attractive Point Base
Reliability alism  attractiveness appearance Sympathy makeup makeup
Reliability 3.76+.843 1
Beauty Professionalism 3.95+.699 -.023 1
influencer ~ Social attractiveness ~ 3.69+.919 .091 011 1
characteristics - Atgractive appearance  3.75+1.012 —-.039 .036 .075 1
Sympathy 3.43+.802 229" —ol1 -016 —.085 1

Intention to Point makeup 3.62+.960 —.054 —174" -.036 —157 058 1
buy cosmetics Base makeup 3.05+£.974 —.094 —-.083 .021 .016 —-.028 -.026 1

p<.05, “p<.0l
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Table 6. The effect of beauty influencer characteristics on test purchasing factors

Non-standardization coefficient

Standardization coefficient

Sortation t p
B SE p

Constant 5204 643 8.099 000
Reliability -.087 082 -.076 -1.064 288
Professionalism -234 .096 -.170 —2.442" 015
Social attractiveness Point makeup -.016 073 -.015 =215 .830
Attractive appearance —-.140 .066 —.148 -2.105 .037
Sympathy 072 .086 .060 .841 401

R*= 247, Adj. R?=.037, F=2521"", p=.000

Dependent variable: Cosmetics purchase intention-Point makeup
p<.05, p<.001
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