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Impact on Female Consumer Behavior and Purchase Intention
: The experience of AR makeup based on marital status
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Abstract Over time, the beauty industry has entered a mature industry and cannot survive unless it
changes. In reality, the AR market for virtual experimental marketing is growing in the beauty industry,
and global companies like FACEBOOK in the US are investing heavily in AR. Therefore, this study
utilizes augmented reality technique to find out how the experience of using AR application affects
female consumers' satisfaction and how they feel. This study will focus on how the relationship with
purchase intention is mediated. In addition, we will help to suggest the development direction of
augmented reality with makeup by analyzing the overall factors at the time when new technology,

augmented reality marketing is becoming active.
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Fig. 1. The Four Realms of an Experience
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Table 1. Correlation Analysis

Av. |SD.| 1 2 3 4 5
1.109 |.501|.201**| 1
2.893 |.773].302%* |.313** | 1
3.567 |.855|.339%* |.449** | 501** | 1
3.414 | 734 |.409%* | 391%* | .320%* |.211* 1
3.459 |.713 |.401%**|.387** |.289** |.200* |.198**| 1
3.350 |.729.310% |.301* |.402** |.392** |372**|.329**| 1

1. Marital Status, 2. Escapist, 3. Entertainment,
4. Satisfaction 5. Purchase Intention

(o)
~

|l [W[IN|=

i
N
to

Mt M=)

—

I'-III

ol
el
fi

I

=

£ gk 9)(2007), Jeong et al. (2009)°f
AL ”4 ]%] nd A, EAL AP LR
A & =2oAe 189 A& sty
—’}‘-%6}04 247H 23Z ArgstoiTh
2 Oliver(1997)% Price et al.(1995)9] =&
stof 57 £ HiR o R AXQ1(2013)Y &%
ARESFR AL, Tl Q&= Salisbury et al.(2001)9] &
T NS e R £791(2013)9] S ARESHATh
ANE HIFo R AR B AFE flof 831E
A(Factor analysis) A} AZ T (reliability) 24 2
T= Table 33 Zt} Table 32 AHEH, ‘F77d
A ojEAClAE B AES =dE W, U= U]'
OE AAC = A 22 A4S By, 43

¢

e

RN
l

L G
(=)

Ul

<
—T=

r
r-E

By
K

o

] mlo filo
Ol

éﬁmz

r l

> 9
ot e
5 ich
)
)
2]
N Mo
o
:°=1'.
—_>'i,
&
S
ity
)
e
E=)
i
rr
—E‘
N
o

o]

e
o)

N
=

i)

A,

o

o

_0|L
X
o
g,
rr
i)
N
oyl
i
il
£
2o
> 2
= 1 >
o,

o
-

oft
m
o

ol
[e]

e oo pitom e
[
&
¥
ol

gl
18
o
o
-
ol
Kl
0,
Ir =
Y
N
lo
Ir
)
o =

>,
:F:l“
&
9
Mt
Ac)
A,
0,
X,
>
n1u
filo
M= @ ogm o
H
|r

o
rek

N
£

<

1o
oZ
e
fii o
%
ol
o
%S,
)
rOlA
o

e
>
H
flo
ol
) ol r f

ST

oH.
—Or"‘
xR
k1
fo
ro,
1o
%0,
&
ki
]
e f
oH,
st
4
0,
e

)
2]
filo

e
Hlﬁzl\{é@ru
5 1
Fo
. ©
o
-
o,
ol

[N
Mo o
o}
5
|o

Lo QL ol

24

i)
[
Mo £
o v, T
o £ of¥
i (I
[
Ho&
=

> o o m rlo

o)
R

i)

il i
)
)

NIO olﬁ
[ o3
N, gl
>
)
nd
| Q M
i)
R0
o =
Q. M
e Mo
RCA
K9
o &
rd
fijo r‘ﬁ?
oy
o N

o,
R

X

ol

)
oX
o
-,
>
ML)
)
9, rr
m o

pile
)

i)

1)

FIO 1

2l
1 &,

!
o)
N

2
C o
filo
T
>

O
<

A
)
2
2]
pr

Y

Ko

O\I

o o

I

fi e W

2 <

) E

i

iz} i

ACh

X fr

O,

2
:
T
n
o
o
i)Y

Fr ke 72908 32HIE UuKcronbach's a)%}ol
0.601o 2 AFEE TrE3lt

‘TAAA A oJEA AL o] 85t AFE B
o] = T Auidey, FHEA o4 oj&AlolA
AHAE o] gsl= A2 w4, ST 1A of

Ee)AloIAE ol83le] S Ee Aol Wie- &4
o, S48 WA ol &= Aol AlFe] ojgA B

9
fr -
2 g

of 8 ok= AL e AT 8912 745kl

Aozl BHEetlal 81| e
= A e 72108 ESiT
01%?4 A WOH et \%94 Uﬂ% £

_(‘)_p‘

> of fio

g @

rr
N
)
-lo

il o

oft 30
| H
e o
A
30

ng
o = OIN
o0 O N
R
Fol‘r_}ld
ot rE
)
o] o
155
F‘OIN
>
éﬁ
R
ﬁé
ERL
éi
% o Mk
ﬁ%
o
HHE
=
oo T

i

i
b
-

b Ut T
)
f
ohl‘d -
ol rlo
=
N

Q9] B E AYe 4 Qe Ak 32 727
U1K cronbach's @)Zke] 0.60143 02 AlF

HUOHU 3@ 1o oo fy ®
vy K

o o

=

-t 101'

e

ot

—1>

0

_r;

Ouﬂ]

" ?7@@ ol Elﬂloné *1 35t

n1r4

il

| icH
2 ]
st
"o

)

O



ZE2R0| M2 SZLBH(AR) HOIZY 0| 01y

It FOHQI=0) Ojxl= F B3

AH[R} BE

J
_fl_,
)t
£

[e]
4 ojgeAl S A *l“oﬂoF A AFS 7Yk
thel gele sk Gl RS ool
Bl 8919 SIS AET & Ak A= g
83302 &9Ith

o gl o r{r

-

Mo of

Table 2. Factor Analysis and Reliability Analysis

T+ 3,128 P- Value %IOI 0.001 == oﬂxﬂ a a} 1

Table 4. T-test analysis(Escapist)

Factor N Ave. S.D. t
Descrip single 160 3.59 0.86 3.645%**
—tive
Factor Married 125 3.12 0.72 3.218***

Variable Index LZZCJ.% Reliability
024 | 623
025 | 599
. 023 | 29
(EG"S(():)ap‘St 0.28 820 82
027 | 740
026 | 682
Q16 | 934
Experience Q.18 .837
zgag)ables (E;(t)r)]et\c 0.20 748 729
021 | 659
022 | 764
009 | 629
om | 698
5n(§)ertainment 012 739 721
013 | 699
Q15 | 873
02 | 659
o Q05 | 669
Satisfaction(5Q) 003 783 727
Q01 | 619
Purchase Intention(4Q) Q.30 962 833

43 ATEABE S £

2 Q7o) QATEATH SHL Table 39} 2t
B Qo] HERAF SYRE 285908, AToins
ulEo] 56.1%, 7180] 43.9%= HEo] H &Y}

Table 3. Descriptive Analysis

Total 285 100.0%
Marital Single 160 56.1%
Status Married 125 43.9%
4 25020 OE S MTHLHXRI0|

441 o EOH XN
Table 45 AHWEH, v]&9] Ht2 3.59, 7]1&2] 3

442 0" M
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Table 5. T-test analysis(Esthetic)

Factor N Ave. S.D. t

Descrip single 160 2.87 0.99 0.929**

—tive
Factor Married 125 218 0.91 0.937**

443 E7R H¥
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2> 3192 P—value ] 0.05 4\—? 1A Sask] B2
of wjgo] 7

Table 6. T-test analysis(Entertainment)

Factor N Ave. S.D. t
Descrip single 160 3.29 0.81 2.397**
—tive
Factor Married 125 3.19 0.72 2.409**
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Table 7. Results

(df) CFl TLI RMSEA SRMR
15012.276(1562) | 0.835 0.812 0.077 0.023
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Fig. 3. Experience Variables Effect based on Purchase
Intention
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Fig. 4. Experience Variables Effect based on
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Table 8. Mediation Effect Results

Mediation Effect
Path (95% level)
) , ) , 0.172%**
Escapist — Satisfaction — Purchase Intention [0.111, 0.220]
. . . . 0.052*%**
Esthetic — Satisfaction — Purchase Intention (0,003, 0.182]
Entertainment — Satisfaction 0.273***
— Purchase Intention [0.074, 0.299]
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