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Impact of SNS Beauty Influencer Characteristics on Trust and Word-of-Mouth Intentions:

The Moderating Effect of Engagement
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Abstract: With the growing preference among Chinese consumers for purchasing beauty products through social media
networks (SNS), influencer marketing has recently emerged as a crucial strategy for maximizing word-of-mouth effects.
This study aims to ascertain the impact of SNS beauty influencers' characteristics on trustworthiness and consumers'
intentions to engage in word-of-mouth promotion. Furthermore, the study seeks to explore the moderating role of con-
sumer involvement in the relationship between SNS beauty influencer characteristics and the trust consumers place in
them. As part of an empirical analysis, an online survey was administered to 259 Chinese female consumers who had pre-
viously purchased beauty products through influencers on SNS. The data gathered were scrutinized by conducting mul-
tiple and hierarchical regression analysis to test the proposed hypotheses. The findings indicated that the attributes of
“expertise,” “intimacy,” and “homogeneity” in SNS beauty influencers significantly affect influencer trust, whereas
“charm” does not have a significant impact. Moreover, consumer involvement was found to moderate the relationship
between SNS beauty influencer characteristics (expertise, intimacy, charm, and homogeneity) and influencer trust. Addi-
tionally, influencer trust positively influenced the intention to engage in word-of-mouth activities. These findings signify
that leveraging influencers possessing qualities such as expertise, intimacy, and homogeneity can help enhance product
exposure, popularity, and sales of the beauty industry. This study contributes valuable insights into the strategic utilization
of influencer characteristics in the beauty industry and digital marketing, highlighting their pivotalrole in consumer
engagement and the success of marketing strategies.

Key words: beauty influencer (FE] 21ZF<1A1), SNS beauty influencer (SNS HE] 21ZF4]), influencer trust (Q1Z
Fo4 A18]), word-of-mouth intentions (74 ¢]%), engagement (Fo] %)
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Table 1. Factors of SNS beauty influencers characteristics

Researcher Factor

Information Usefulness, Empathy,

Lee(2020) Trustworthiness, Charm

Yu and Choi(2020) Expertise, Homogeneity

Expertise, Authenticity, Familiar, Similarity,
Likeability

Expertise, Engagement, Homogeneity

Lee et al.(2020)

Lee and Pyo(2020)
Kwak(2020)
Kim(2021)

Charm, Trustworthiness, Expertise, Intimacy
Intimacy, Charm

Trustworthiness, Interactivity, Familiar, Charm,

X 1.(2022
u et al.2022) Attractiveness, Expertise, Similarity

Kim(2023) Charm
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Fig. 1. Research model.
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Table 2. Reference table for survey design in thesis writing

Measurement variable Item Source
Expertise 6
Beanty influencer characteristis Intimacy 6 MicCracken(1989). Lee(2020), Kwak(2020), Kim(2021),
Charm 6 Zhong(2022), Kim(2023)
Homogeneity 6
Influencers trust 6 Kim(2021), Kim(2023)
Word-of-Mouth intentions 5 Hong(1998)
Engagement 6 Zaichkowsky(1985), Lee(2021)
Demographic characteristics 5 -
All 46
3 7ke] AlE|w 9 eSS BRI flgk & aQlRA Table 3. Characteristics of respondents (N=259)
I A= A4S sk /g 7] JREAE welsb] € Classification N %
3 AT B4, A 7HES AFE] 8 O AR Gender Female 259 100.0
A, g3l AR, 283 AAA SARAS skt Under 205 20 7.7
20s 86 332
4 gﬁ-&!.’éﬂ} Age 30s 78 30.1
40s 37 14.3
41. QITEAEE EM 2N 50s and above 38 14.7
ALFE] NJTEATH EAL tlSa Pt} AEe oA High school diploma or below 42 16.2
259%(100.0%), AHhE 20t) olat 20‘33(7.7%), 20tH 863 Education Associate's degree 63 243
(33.2%), 30t] 78%(30.1%), 40t] 37%(14.3%), 1|3 50t Bachelor's degree 16~ 4438
o1 389 (14.7%) 0.2 -2ttt AL 71%/M4H40] 659 Master's degree or above 38 14.7
(25.1%)0.2 7P Boka, WS 3o ek Ajsh 2 £} Technical/Production 65 25.1
b 116W@#4.8%)0.2 714 =9I, A% 7 25 10,000~ Government employee 003
15000919 mlEto] 1487 (57.19%)0.2 7 wekon, AW Office/Management 29 11.2
7191 A2l ($E)E 1,000~2,00091F PI7Hel 1217 (46.7%)°] , selfremployed W
Vg A vehde, ATERS] ATEASH] Bge gge  OC oo oo
ales/Service .
Table 391 A4 et 2t Housewife 16 6.2
42 &% =7e| MEe} Ef Suent S
B ol7o] AL SNS HE| AlEEelhe] EAel A4 Other 7 2.7
v = T =T TOR TS, < 10,000RMB 60 232
A, Y % Bl RN Azisf 74 ool v Monthy 0000415 000RVS s s
AE AYE UL, AT U 29l WA Bekok o] e 1500020 000RMB s 139
W 24 G LA ke Aol ol BAAIE 3 ouschol 2000025 H0RVB ;o
7¥sl7] flsta, AdsdAl i Eol tigh 8]liAle] A3de vt >25,000RMB 8 3.1
&= 918 Kaiser-Meyer-Olkin(KMO) == 32 2Rlstion, <1,000RMB 33 12.7
_ Monthly ;
Bartlett®] 7374 A% FlolAlw%k Lol <.052 FsAE A average 1,000~2,000RMB 121 46.7
At gk 74 a1 Wiy AXAFS Hrshr] s personal 2,000~3,000RMB 76 293
Cronbach's 03 AF&sle] Agw A % 3kt expenditure 3,000~4,000RMB 12 4.6
A3, aREAS B Ak AHEE 72.716%= Y (Allowance) >4,000 RMB 17 6.6
wem, KMO %kol 9500 % 62 *ﬁ]—a}oq Q9180 A3t Total 259 100

8969.6910113% Olt )42
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S350th o]5 HIRORE SNS HE] IZFAAN 545 vER) aelez FE33in
= AEA, 2184, wigA, 28a 24 89S FEHEUH 4 =] A= B4, AEe Alg gro]l BF 8 9
Telm AETAN AlE, TH G, Telw delwg Wwe]  gow ekt Alzidel Susch 7 24 B5e K1)
Table 4. Validity and reliability verification results
Factor Item Factor Commun- Eigen Variance Cron-
loading  ality value explained bach's o
This influencer gives off a feeling of expertise in beauty. .703 702
This influencer has a lot of knowledge in the field of beauty. 678 689
. This influencer excels in presenting beauty content. 705 7129
Expertise . 4572 11.152 883
This influencer has extensive experience with beauty products. .854 .847
This influencer is proficient in creating product-related content. 853 .848
This influencer always strives for professionalism in their work. 765 719
This influencer gives a friendly vibe. .673 .688
This influencer makes you feel comfortable. .638 .687
. This influencer fosters a sense of intimacy with subscribers. .691 716
Intimacy o . . . 4.555  11.109  .873
This influencer portrays an image that resonates with the subscribers. 719 733
This influencer is well-known to me. 702 734
You can feel authenticity from this influencer. 742 11
This influencer's face has a touch of femininity (masculinity). 730 743
This influencer dresses well. 755 745
Charm This influencer is likable. 671 728 4390 10707 878
This influencer possesses an attractive appearance. 781 77
This influencer leaves a positive impression. 747 748
This influencer is charming. 706 .690
This influencer shares similar interests with me. 768 741
This influencer shares similar values with me. 754 17
Homo- This influencer shares similar tastes with me. 760 716
geneity The products recommended by this influencer are what I want. .690 .688 438710700 883
The products recommended by this influencer are from brands I know. 715 675
The products recommended by this influencer are from brands I know. 126 11
This influencer provides trustworthy product recommendations. 750 763
This influencer offers excellent products. 730 735
Influencers  The product information provided by this influencer is reliable. 17 735
Trust This influencer's information meets my expectations. 776 7190 +092 9838 878
This influencer makes efforts for customer satisfaction. .684 712
I can trust this influencer and continue to make purchases. 761 743
I would like to recommend the products introduced by this influencer to others. .704 707
Word-of- I will talk about the products introduced by this influencer with others. 710 693
Mouth I will inform others about the products introduced by this influencer. 751 763 3523 8592 879
Intentions | recognize the value of sharing the beauty products introduced by this influencer. .699 697
Positive comments are made about this influencer's product introductions. 734 741
This beauty product is useful to me. 770 741
This beauty product holds value for me. 752 739
This beauty product is essential for me. 761 .696
Engagement . 4345 10598  .886
I need this beauty product. 741 676
I am interested in this beauty product. 749 713
I pay close attention to this beauty product. 752 687

Total explained variance: 72.716, KMO: .950, Batlett's test statistic: 8969.691(p: .000)
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ol 6 ol Vet NFEd B d5shs A%
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A% Ak, F 44 A% 576100 <.00)02 4k B
g Zloz et 9, A% R 3 467=, 471

2] SNS HE] JAEF(A 540] JIEFIN AEE 46.7% 4
4.3, A2 24 Halal ke A B Qo mgl, theadds Eklst
@4 2ol HAEE 3 NEE AteldA ARATE o] 7] 9%+ VIF 32 10 ©J38t2 ths3id4dol gleg Jehlz
|ate] W 7He] #AEA B4, Table 59 AXE = Art.
8 WAFES] Hargtel g FABAL p<.001 2N F 7+ =2 tigk fo¥E #4943, SNS FE AFFAA
(o] AHAAE Bt o] Ade W 7R WEke] YX|% B4 Sl 18Ae] Feo]l 7P A YERE S H (p=.000),
S Uehlx glon, Aukzlog AAAAS i Ay HE 71 AEA(p=001), 24 (p=004) SA F23 FLFS v
o] F¥ ol EAI7F fle-g VERT, 3 BE ¥ 7 et g3 JIEFAA AF Folgh J3S vAA] &
o] AHHATE 3 Zle R Il ATHp > .05). WA 7Hd HI2 FE40=2 A=At
44. 7P Hd=dqn 442. <V H2> ASAR
2 A7) B48 @8] 213l SNS HEl QIEFAA 9] v <THd H2> QUEFAA A== 74 Y=ol 384U 9
7 FAALRIERA, 2184, wigAd B E4)E SHET < A Aotk tigk AFdde o At
2 ARSI AEFAA A= A s FHATE AR AZFAAM A= 74 e vX= G ERIs] 9
st @SR 9 v R AAEIE theo] Table S TS| EA AdE Table 790 AAIE vkl 7o) 4=
6ol AA1E wRe} 7}, R? 7H& 360, F W31 146.369°1M, o3& 7+ 0002
Z YT ole) JIEFAA Al A o= TAA 4
44.1. < HI> A543 IS v Aoz ERIFHIL wEA AZFFAAM A7t =
<7 H1> ‘SNS HE AZEFAA B, 2124, v 55 A orrt TR B S olow, oo wEt ke
g4 g8 3a4)e] JAEFAAN A= A+l d3FS A A H2= AH= A
olthrof tigh HE A= v At
Table 5. Correlation analysis results
Factor Expertise Intimacy Charm Homogeneity Inﬂ;zrslfers Woirndt-ecr)i-il(\)/ll](;uth Engagement
Expertise 1
Intimacy 5547 1
Charm 577 605" 1
Homogeneity 498" 608" 576" 1
Influencers Trust 536 627" 533" 547 1
Word-of-Mouth Intentions 547" 590" 555" 536" 602" 1
Engagement 495" 552" 526" 446 5517 505" 1

#p < 01, **%p < 001

Table 6. Verification of the impact of SNS beauty influencer characteristics on influencer trust

Dependent Independent ~ Non-standardized Coefficient 5 , » Collinearity statistics

variable variable B Std. Error Residual VIF
Correlation 400 211 1.893 .060

Expertise 191 .059 192 3.247 001%* .589 1.697

Inﬂ;i‘;fers Intimacy 365 068 346 5.398 000+ 502 1.993

Charm 115 066 110 1.734 084 511 1.958

Homogeneity 194 067 177 2.895 .004** 551 1.815

R’= 476, AR*= 467, F=57.610, p=.000, Durbin-Watson= 2.067

*p <.05, **p <.01, ***p <.001
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Table 7. Verification of the Impact of Influencer Trust on Word-of-Mouth Intentions

Dependent Independent Non-standardized coefficient 5 , Collinearity statistics
variable variable B Std. Error r Residual VIF
Correlation 1.529 168 9.098 .000***

Word-of-Mouth

) . Influencers trust .563 .047 .602 12.098 .000*** 1.000 1.000
intentions

R*= 363, AR* =360, F=146.369, p=.000, Durbin-Watson = 2.096

%p <05, Fp < 01, *%p < 001

Table 8. Verification of the moderating role of involvement in the relationship between SNS beauty influencer characteristics and influencer trust

Change in statistics

1 536 287 284 .83460 287 103.467 1 257 .000***
2 629 395 390 77024 .108 45.743 1 256 .000***
3 657 432 425 74785 .037 16.560 1 255 .000%**
Note 1) Step 1: Expertise
Note 2) Step 2: Expertise, Engagement
Note 3) Step 3: Expertise, Engagement, Expertise x Engagement
Change in statistics
. 2
Step R R? Adjusted R t Change in e Change in F 1;25;?; olf IEZZ?; 02f »
1 627 393 391 76995 393 166.542 1 257 .000***
2 673 454 449 73210 .061 28.263 1 256 .000%**
3 704 495 489 .70505 041 21.019 1 255 .000%***
Note 1) Step 1: Intimacy
Note 2) Step 2: Intimacy, Engagement
Note 3) Step 3: Intimacy, Engagement, Intimacy x Engagement
Change in statistics
Step R R? Adjusted R t Change in I Chnge in F Dfreégerngn 0110 foegerngn 0; »
1 533 284 281 .83654 284 101.796 1 257 .000%**
2 .620 385 .380 77666 101 42.160 1 256 .000***
3 654 428 422 75025 .043 19.343 1 255 000***
Note 1) Step 1: Charm
Note 2) Step 2: Charm, Engagement
Note 3) Step 3: Charm, Engagement, Charm x Engagement
Change in statistics
. 2
Step R R? Adjusted R t Change in & Change in F ]?C:egergz; Olf ]?cfeg;g;sn 0; »
1 547 299 296 0.82755 0.299 109.636 1 257 000***
2 645 417 412 0.75650 0.118 51.541 1 256 .000***
3 .680 463 457 0.72714 0.046 22.092 1 255 .000%**
Note 1) Step 1: Homogeneity
Note 2) Step 2: Homogeneity, Engagement
Note 3) Step 3: Homogeneity, Engagement, Homogeneity x Engagement
*p<.05, ¥*p<.01, **¥p<.001
443. <IWd H3> H5A3 avRkEo] FEskes {E JASFAM S 2500
<7Md H3> ‘SNS HE| IZFAMe] EEZA, A2, T A1E Zhol B 2d Aol J=A'S AT flel
g 9 FAA ) ISFAAM A=Y AN BTt 2 A 2H3 RS AT 244 2= Table 81 A

2 1
A 4 @ Zolthel Ud AFATE e o, Al vhe} e,
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IR E SNS Tl AFTAM 549 selaclgo] & olejd & ApARNE HEes ANES AN tew
A QBTN ARe] folg G AL Aoz vub g

stk W3, 2RO HeARE T Folw SNS HE o) A, FE AFAA ] ARH A2, Fn AR, 2%
E2A 549 F19102150] 207t ABTAN Azl o sle] UG WA B4, T FA YL ABFAA] )
A8 fol% GFS PIAE 0= vebgth. S, SEANA @ 20149] AF YO FRE GBL S ek ol HE)
B AR B, AWl i AeE W BWYx  AFES HIPsRe /9 oldd B2 welsel Aas
Bolwe] fol88 glo] W 0018t 2pl Ueh), ek SNS HE| AERANE Aujsta Ae) Aeke Falof itk
A, A0, A 8 SR ABTAA A e @ S, Hel ABRUNE Bk /1YSL ol rhAY
Ag zdske ddo] g RO AU Aepo] AFS) leh Wil Fo) FRH JFL MW 5

oJEE AT M H3S JYHOH, 2450] BES Aok RS AXsky AFHoE Fgso} sk
She FE QBRI 543 5] sk Alg) gl Helwrt A, 23} BelEo} e HE| AEL Wlsks HE 7]
2l A% ke 22 FAAUTT GEL 2} QBTN BE NS o)/ A=
SNS FE AEFN] EHL 2@ AP dasicl &

58 B 2 At Q.

e B AT HEl /1Y % HE AFe] 22 vpAY
5.1 YATAT W AIARY AZRANZ0IA EHHR) SNS HE IR Mg Ak

E] A3 A" ep" 2okl #8398 Xl ES AlEst
il Atk & A7AAE EdE BE, QSR 7P $8
SNSel| e]gk o W2 o] W3} Lol FE] AEFAA ] A== Pl Esor & aae oot 3, A2, viEA %
7b 7 AFAdEe] a3 98 o) Axdrs anAe] B e AlEel e #o

ol & AellX= SNS HE| JASFAA S4o] AEFA 7F ek AlEel g AFE oS s, 4 9
A AE g A ool miRlE S BAsAt silen, & F7/MIRIths ARHe] T gl A7l 97t Qloh
o] Y& HACIM Beme] 2 AT HAFol FZo] ATt

A SNSE Fol HE AL
H9th. oA T 245

o i

O

il
o:

G

o]zt A7 =S 9sle] SNSolA HEl AEL 7o) 3 52. o7 SN ¥ &% o7 Wt
Fol A= T A AHAE dFeR 28Rl AERAF F, 2 A= SNS HE| AEFFAA EAo] AEFAA AE
% 2599°] f8 HES R AR E S sl T & 7he] < IA 9, 283 o R 7 I
A, oSl AR 9 AAIA 3)ARA oA Bl 2 3 el o7} Ik 2 B A
ASEA A3, AA, SNS HE] QIEFAA ] EA1 & = o 28 dHA7E EAjei
g, U B FAAL AR IEFAN gk A= & AR, theFek SNS Z;Fvlch FE] ASFAAM7} bkt &
o3t 244 JFS mxE Ao vehith JdAe) 1 & dol g TE[H, FF Ot FARES U ARt
QS vAY, augo 7 AR FAX0] S vHE E9] SNS EUFH Aswo} AFFAM gt AF=E 7
Zo= wotEITh eyt uiEAde JIEFAA Al FFF ot 0|5 &gatd, U E9ARl vAY AR A F
< HXA] Fshrt UL Ao}, a2 0], Lee et al.(2020)2] AToIME FRE
EA, AZFAA 2F7F 72 omel 2 JgS v ERFANA FE AEFTFAAM B 244, 31248 9 5704
= AeF I o] &Mzle] Fell= H=d] S FFS A= A=
AR, SNS HE| AZFAX ] B3 JAZFAA Al=le] & ERstT). olef st A dds ohdet T/ SNS EEelA R
AoM Foimes 2E 9T s A= Yepth E] AFFAAM S S ofFleke ol =52 & Zlolth
0|33 AFE ulgo = SNS HE AZFAM AEA, 3 4, 2 Aolrs anRe] EEet oz BEo] Al
1A 2 FEAL Fslsle] EFAA ] e AvjREe] Al g A ool mXE Gl tigh #A0] o]Fo|X|R] skt
B8 SN AEe Ui A =S =Y F S A ol Am|xte] EYPEr} AFFAA ] BANA oBA AT
2 . o] A g AHAE g g 7)E At S SRRl tigk F7HHel At 8ET ) olE &
7} BE QIEFAM] B4 Fold WAL A FHH JES TN oE It A+ Adle AEFAA v
B PAA R, wEAHL SAAA FFE XA e AT '35 O AL oldlislke ul 714 £ S Aolth
ZA7KKim, 2021; Kim & Park, 2006)2} #gFalt}, L3k HE AR, & AFME 5 A LHAES AL R
4 g miEgo] JIZRAA Alg|ete] AAA Hxe] 24 AA37] W'l Azl dnkste] g7 Ut wekA
A T AolMs ZAF tide] ol Fasitt 2 SNS o]

o] ASS ERIgH M3 A (Chen & Kim, 2022)& A
a3k 43 HE AEF el BAo] JE FHERE Bolu U2
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