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Abstract : This study attempted to investigate the influence of a beauty influencer’s characteristics on
makeup behavior and color cosmetics purchase intention against young female consumers in their

20-30s, who are a primary target for beauty influencer marketing. It aimed to provide basic data
which are helpful in promoting marketing and expanding markets for color cosmetics through beauty

influencers. For this, a questionnaire survey was conducted. Among a total of 563 questionnaires

distributed across Seoul and capital region, 531 copies were used for final analysis, and the results
found the followings: In terms of age, factors affecting beauty influencers’ characteristics differed

depending on reliability and expertise. Specifically, reliability and communicative competence had a
positive effect(+) on all makeup behavior while expertise revealed a positive influence on base makeup

only. In color cosmetics purchase intention, a positive effect was observed in reliability, communicative
competence and attractiveness. In particular, reliability showed the largest influence. Therefore, there

should be continued efforts to maintain a long—term relationship with consumers through
communication based on beauty influencers’ characteristics and by delivering more diverse makeup

and color cosmetics—related information in an open and honest fashion.
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Table 1. Validation of reliability and validity of measurement tools

Factor loadin Figenvalues
variable Factor name & Dispersion(%) Cronbach's a
Accumulate(%)
C 3.307
(SReiiEt‘ilgrylS) 0.5 or more 15.745 0.847
d 15.745
Attractiven 3.282
(7 aje‘sforfss)s 0.5 or more 15.631 0.816
d 31.376
. 3.179
E .
hlnﬂ“e“?er. R 0.5 or more 15.138 0.818
characteristics qu 46.514
. 2.516
Transf 1 :
ragster Sapabi 035 or more 11.981 0.738
q 58.494
KMO=0.902, x* =4544.478, df=210, p=0.000
Contouring make—up 2.594
behavior 0.5 or more 19.951 0.891
(3 questions) 19.951
Cheek make—up 2.481
behavior 0.5 or more 19.084 0.893
(3 questions) 39.035
Lip make—up 2.458
behavior 0.5 or more 18.910 0.877
Make-up (3 questions) 57.945
behavior
ma]iaesfup 2.008
. 0.5 or more 15.448 0.827
behavior
. 73.393
(2 questions)
Eye make-up 1.295
behavior 0.5 or more 9.958 0.740
(2 questions) 83.351
KMO=0.907, x* =4904.335, df=78, p=0.000
Point make—up 3.137
cosmetics 0.5 or more 34.853 0.878
Color cosmetics (5 questions) 34.853
purchase Base make—up 2.920
intention cosmetics 0.5 or more 32.444 0.803
(4 questions) 67.297
KMO=0.827, x* =2759.613, df=36, p=0.000
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Table 2. Subjects’ Social Network Service (SNS) Use Patterns

Sortation selection N (%)
youtube 118 (22.2)

Instagram 355 (66.9)

Most used SNS Facebook 36 6.8)
blog 22 4.1)

less than 15 minutes 24 4.5)

15 minutes~less than 30 minutes 58 (10.9)

Average usage )

time per day 30 minutes~less than 1 hour 114 (21.5)

1 hour~less than 2 hours 156 (29.4)

more than 2 hours 179 (33.7)

2~3 pieces 178 (33.5)

inforlfnesg(t)}rji)erlla;e\irage 4~5 pieces 124 234
daily 6~ Tpieces 44 8.3)

8 or more 120 (22.6)

Color cosmetics Yes 427 (80.4)
purchasing experience No 104 (19.6)
20,000 won 102 (19.2)

< 20,000 won~50,000 won 213 (40.1)

Color cosmetics purchase < 50,000 won~100,000 won 120 (22.6)
cost < 100,000 won~200,000 won 31 (5.8)

< 200,000 won 18 (3.4)

never bought 47 8.9
Total 531 (100.0)

Ao ATFAGH 54 2 0] e
E
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EX F AFx @ HREEgro] §ojgt AolE B
AcHp<0.05). ¥ B FYERE wfHZoA
5009Hd oA (M=3.91)9] FU+tol, AEE(M=
4.00) 9 AGLB(M=3.68)2 B%F 509t mlgt
FATA =L, AR ZoAE 509 mgtat
5009H ool eltollA ARt Hlg(M=
32602 =7 YelgAR 2R BAHoR {9
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& JFHEE vHATH19]. B AFA] JAEFA 3.3, Z} ol AEHEH EAM
Aol ojgt Asi7t we4s Aste WAAE § RE QERdde] 54, delades, Azt
= gwlel wge gomi, 2], ABFANS  AE Tojolx 7re] ARAL 2R e
e aulde] FHA WeS ofFolujzd  sl& EARAL ANSIT 7 wazte] oz
WEAOl w4 Amol diF AL} Foh  ATEAL ANsiler], 1 ATH Tabel 49]
[22] UERfigieh & AFollMe BE Hpte] A
AZE Ahe] BAZ b, BAHo fel
Table 3. Differences in Beauty Influencer’s Characteristics by Demographi Characteristics
. . . Transfer
. ) N Reliability ~ Attractiveness Expertise i
Sortation Selection @) Capability
” "M s M SO M SO M _sD
. 433
Single (81.5) 319 066 385 053 395 0.63 3.63 055
Marriage . 98
Status Married (18.5) 319 0.63 390 047 392 058 358 047
Total (i?)é) 3.19 066 385 052 394 062 3.62 0.54
t(p) 0.00000.992)  0.726(0.395)  0.217(0.642) 0.703(0.402)
81
20~24s (15.3) 339 0.66 3.86 0.56 411 0.61 373 0.54
256
25~29s (48.2) 316 0.64 3.86 0.51 392 062 3.62 0.52
123
age 30~34s (23.2) 316 068 386 052 395 0.62 358 0.60
71
35~39s (13.4) 312 0.62 382 0.51 384 0.61 361 048
531
Total (100) 319 066 385 052 394 0.62 362 0.54
F(p) 3.040(0.029)  0.116(0.951)  2.761(0.042") 1.384(0.247)
5]
0.5 million won 7.7 326 072 376 060 400 0.70 3.68 0.58
<05 to 15 82
million wonL (15.4) 321 0.58 384 0.55 394 059 355 0.53
(15 to 3 million 276
Monthly won (52.0) 320 0.67 3.85 0.50 397 0.60 3.63 0.53
average -
. I 103
income ¢ 3 million won 309 068 389 049 389 063 362 0.58
to 5 million won (19.4)
aps 29
< 5 million won (5.5) 326 0,51 391 0.56 3.84 0.68 3.64 0.51
Total 58(1)) 319 066 385 052 394 0.62 362 0.54
F(p) 0.814(0.517)  0.597(0.665)  0.580(0.677) 0.462(0.763)

*p<0.05
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Table 4. Analysis of Variable Correlations
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Factor name Mean A B C

Reliability 3.19 1
Attractiveness 3.85 3307 1
Expertise 3.94 493" 470" 1
Transfer Capability 3.62 .544"" 410" .399™"
Contouring 355 391" 176" 267" 3477 1
make—up behavior
Cheek make-up 5 )1 4157 231" 267" 366" 504" 1
behavior
Lip make=up 5 o 365 14" 206" 380" 590" 5877 1
behavior
Base makemup 5 oo ysper ga7tt 3477t 4347 5157 5180 5587 1
behavior
Eye make—up Y ke ok ok * % ) s s *k
behavior 3.63 .405 177 266 388 .640 .601 .622 .558 1
Point make—up
cosmetics 3.59 40777 27577 30277 40377 41477 38077 48077 44777 46677 1
purchase intention
Base make-up
cosmetics purchase 3.37 479 278 256 .424 405 441 531 462 472 .609 1

intention

*p<0.05, **p<0.01, A: Reliability, B: Attractiveness, C: Expertise, D: Transfer Capability, E:
Contouring make—up behavior, F: Cheek make—up behavior, G: Lip make—up behavior, H: Base
make—up behavior, I: Eye make-up behavior, J: Point make—up cosmetics purchase intention, K:

Base make—up cosmetics purchase intention

SHAI(p<0.5, p<0.01) Hepger, Z L
Bl JIEFAA 54 weladdE, MzebdE
T ole] WA weisde] it

utebd e WHaeghe] BACAM FAHC R F
ot A EAlshs Aor yEhged, £
Aol At 7ol Wt dAste] osfet
FHE I dHEE Aoz BrhEA.

HE JAEFAA 5ol Ho|adPETY T
@ vola el wAE 2 AR HEY
o] 17.6%°]1L, 2AAL FAHCR Fout A
o2 BHelE]glo v (F=29.297, p<0.001), HEl ¢l
2294 EAO 989 F AF=(=5.196,
p<0.001), A5 (=3.722, p<0.001)E A=

F mlola el B9 dFE vAE Aer 4y
Bt TH(p<0.001). ERE A= mlo]A e WA
FFlAE AP Aol 19.7%°],
A4 SAHCR Fouet Ao elH
#(F=33.588, p<0.001), HE IEFIA E
st91asl & A1=E(t=5.760, p<0.001), ¥
(t=3.652, p<0.001)> A= wlo]Zhefl A (+)9]

o

1o |o tot 1|

pil
/3

=
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Vol. 38, No. 4 (2021) TE AEFAA EAo] 20-300) o4 AH[ZY] Hlo]2YdT F AxPFE Fuidrd] vAe dF
Table 5. The Influence of Beauty Influencer’s Characteristics on make—up behavior
Independent  Dependent Unstandgrdmed Standa}rdlzed Durbin—
. i Coefficients Coefficients t
variable variable Watson
B SE Beta
(Constant) 1.109 294 3774 000
Reliability 337 .065 262 5196 .000""
Attractiveness ~ Contouring - 034 076 - 021 ~446 656
make—up 1.973
. behavior BaseM
Expertise behavior .067 .075 1.524 128
Transfer EyeM .
Capability bebevior 077 183 3722 .000
Adj-R” =0.176, F=29.297, p=0.000
(Constant) 824 282 2.923 .004
Reliability 358 .062 .286 5760 000"
Attractiveness ek 077 073 048 1.055 292
make—up : : : : ‘ 1.981
Expertise behavior 043 064 032 671 502
Transfer 271 074 178 3.652 .000°"
Capability
Adj-R” =0.197, F=33.588, p=0.000
(Constant) 1.124 268 4190 .000
Reliability 268 059 225 4530 .000""
. Li
Attractiveness P 009 069 006 126900 g4
Expertise behavior 120 061 .095 1.964 050
Transfer 314 070 217 4453 000"
Capability
Adj—R” =0.194, F=32.922, p=0.000
(Constant) 813 248 3284 001
Reliability .300 .055 262 5505 .000""
) Base
Attractiveness make—up .009 .064 .006 135 .893 2.025
Expertise behavior 144 056 119 2555 011
Transfer 337 065 242 5183 .000""
Capability
Adj—R” =0.261, F=47.840, p=0.000
(Constant) 1.398 256 5451 000
Reliability . 294 057 258 5203 .000"""
Attractiveness 107 -.049 066 -034  -742 4S8 5o,
Expertise behavior 073 .058 .060 1.249 212
Transfer 329 067 237 4890 .000°"
Capability
Adj-R* =0.201, F=34.238, p=0.000
"p<0.05, ""p<0.001
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Fe "Ae Aoz deyn | delaiel
e FFIAE ARG d¥Hol 19.4%
ol1, AL FAXHCR {ou|gt AoR gl

oM (F=32.922, p<0.001), HE <AZFIA
EAO] 519a9l F ARE(1=4.530, p<0.001),
AD52(1=4.453, p<0.001) & wHojTYo #
(H)9] FFE uAE= A2 Yepsit HolA ||
o3l "l FFAE FHRFe] Ay
o] 26.1%°]1, 34 FAHoZ fom|gt A
o7 ol gl 0 m(F=47.840, p<0.001), H¥
E2A4 B shfla’l F AEE(=5.505,
p<0.001), ARE(t=2.555, p<0.05), ALs"
(¢=5.183, p<0.001)-> o] Ho]a el A (+)2]
FFE v Ao YERgth ofo] Hlo]a e
2] FPAE ARG dPg=o] 20.1%
ol1, FPAL EAA R Gojmgt Aoz Flol
]9l 0w (F=34.238, p<0.001), HE <QI=ZFolA
EAO] 519129l F AFE(:=5.203, p<0.001),
A58 (t=4.890, p<0.001)2 ofo] wlo]=Zgo]
()] &S ok

of MAE AL BEY AR
shglachd Aewet A
5ol 2 G 2

.

filo
=)
E

"
2t

L= Hlo]A Ho]Zddolgt FFS u|x= H
on, AFEr}t HoladdyF M & I
)z W2 Vet Zhu[23]E SNSOlA
S A7 Yol AES a8For 4AekT 4
St QJIEFAAL Hold wiAz] ASe
gasiotal o19al, Hwangl24]9] AtolAl&
g fFHO HAz] dEsgo] wo]adWF
S A Aoz AdE EESC
EFAAE AvRtete] AFd FHYE
o RE Aoyt sHFE Ff 2o &
< F= AFRFeR, AHola HMEH AFAAN
o ArA W HEH e HAA] dAgsge] |
oladYsol FdFE vAH, A=} w24E A
ste WAIZZE o 2 arel vhe-2 dErH20].
olfgt A=l AHGAAIEC] AR2oA W3t
g AledezA FAHAEE FAot AH|AL
ool A71AQl JAE fAlsk=t] Sagt de

QTH25].

0

1
dr O Jjn =¥ o %@ Fd . 1o off

r

of ofl dr
o ox, MM,
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EQog sfo] th
AAtRal B A= Table 63
E] AEZFAA 0] Eo] ERIE wf
E 9% e
2 FAHcR
foulgt Aoz gl on(F=37.808, p<
0.001), FE QAEFAA EAL st9lasl 5 4
FE(t=4.699, p<0.001), W5 (=4.571, p<
0.001)2 XQIE wo]a¢] 7 Fufelkol &
(1)9] &S nAE= Aoz Yepgtt T3 Ho]
2 Hlo]ay PR Fufelkol Xl oA
Lt Irgo Aol 26.9%0]1, AL 5
Aoz fojujgt Aoz SRIEG o (F=49.792,
p<0.001), FEl QAEFAA 549 st¥al 5
AF % (t=7.533, p<0.001), A5 (t=4.531, p<
0.001), ML (t=2.234, p<0.05)%= H|o]A Ho]
a9 s Faielze] F(+)o JFS HAE
Aoz v
kA FE QIEFAA EA9] shelagld A
gk, A9sd, st MRePYE Fujolwo
FFE wA HEE Yepgen, O F A
7t MzegE oz 7P 2 IS vlA
£ BFE Yeigth ARk AHR JEAI
AEZAANA H2 AFLE 2t H$ 458
7t =4 JeEgH 2], A4 QEFA ou|z|
3 AlgAo] w&4E REAE Pz ot
AcH26]. TS w2 AES EROILE S
ZuEA BEE S 7 QIEFAA9] ofn|
27} oFstAl HAPE o2 AH|IAES] "k
271801 E°lA Ht. Ji[28]19] AFoME= A
JAEFAA L mjgd/do] A&HAREOE 9l
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F A Aoz AiE EEohrh S
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FFE A Adog AWRE TESt] B AF
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Table 6. The Influence of Beauty Influencer’s Characteristics on Color Cosmetics Purchase Intention

Independent  Dependent Unstandgrdmed Standgrghzed Durbin-
. . Coefficients Coefficients t p
variable variable Watson
B SE Beta
(Constant) 1.103 235 4.699 .000
Reliability Point 243 052 230 4699 000"
) make—up
Attractiveness oo .105 .060 079 1738 .083 1.959
Expertise purchase 072 054 064 1.344 179
Transfer intention
e 282 .062 219 4.571 .000™""
Capability
Adj-R* =0.217, F=37.808, p=0.000
(Constant) 926 225 4.108 .000
Reliability Base 374 050 357 7533 000"
] make—up .
Attractiveness cosmetics 130 .058 .098 2.234 .026 1.992
Expertise purchase -.056 .051 -.050 -1.084 279
Transfer —intention 268 059 210 4531 000"
Capability
Adj-R* =0.269, F=49.792, p=0.000
"p<0.05, ""p<0.001
4. 2 E 2 7P = vt 283 JAFEASE &
ol T FERIZEFAA B4 ZoloA= A
B oL HE olZzoA upAge Za3t Holl 2 FE JIEFUA B4 F AlFEk: ¥
AHAZR] 20-30H] o4 AHIAE HdeR Aol {23t 2pol& Ik (p<0.05).
E] QIZ29140] EXo] wlo]AAHF Mz5} AR, RE ABZAAN B4, voladys, A
FE o] oudt S mA=A] st ZoPgE Tl AEEAE dokd A &
17 stk o] HE o=Z2dx= gt = W] AT A+ AEEAE b
AZAAE nHA" 9 A Sdo] ERo] He Bt}
ARE AlFsty] Yot 1 AdE gofstd A, e QJIZEFRAAN EAo] wle|a g Fel
ot 2t n2= FPolAe FE dEFAA E4Y 5t
A, FE SNS o] 8AHo|A 71 Wol o]-gst QI AlE|kel Haeg2 7AFoF Ho|39],
L SNSEE QIAENTH 66.9%, S5H 222% 4 23 wo]a4, ¥ wol2y, HlolA wolAY,
oJal, SR W o[ BAIZR 2AIKE ool 29.4%, oto] mlo]2PYEF] RE Ho|lZFHF = A
o2 P4 B HEwEgEl 2~37] 33.5%% (H9] s vAl= H4E UEHL, MEEs
71 A debdth B2 HE JIEFAA] A Hlo|& wo]a el HF(+)e] JFS wAE= W
HE 5 MxsPgE Fuidd-2 AA2 80.4%, FHoH, AZErt BE Ho]ad s M 2
AzshdE g2 27l ~5TH nigto] 40.1% A9 FFE vA= H4E UEET
2 7P A Yebdth AR, RE AEFAAN EAdo] MxsYE
A, A SAE EAoAE AE ofFd=R TFujejre] HAl= FFolMe AR, W5
njEo] 81.5%, AFERE 25~29417F 48.2%, 4 = ZRIE do|ay SPFE Fuolze] A+
Bt FUERE 1509 ~3009H mlgte] 52.0% FFE vAE "SR UERL, AfE, ddE
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