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A Study on the Influence of Social Media Experience and
Influencer on Consumer Satisfaction and Purchase Intention

Lee, Young Ae*
Ha, Kyu Soo™
Abstract

As expanding marketing channels via social media, a small number of ordinary people have played a role in the information
disseminator on social media. Therefore, this study aims to propose efficient social media marketing operation strategies by analyzing the
influence relationship from various prospective on beauty channel social media marketing

This study examined how beauty channel social media experience affects satisfaction and purchase intend. The components of social
media experience were divided into entertainment, interaction, trendiness, usefulness for analysis. Social media experience was confirmed
as a factor having significant effect on satisfaction and purchase intend.

As a result, the social media experience had a significant effect on the satisfaction and purchase intend and the influence relationship
of social media experience on each component was found to be entertainment, usefulness. Also, the expertise of beauty influencers had a
significant influence on satisfaction and purchase intend.

It is expected that the study results would be available as important data for beauty influencer-based marketing. This study attempted

to search for a marketing stratege plan for efficient consumer management and derive and suggest practical implications.

Keywords: social media, social network, influencer, satisfaction, purchase intend
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