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Abstract

The cosmetic medical information mobile platform is evolving into a new channel for searching and
obtaining relevant information before using cosmetic medical service. In addition, the medical
institutions can facilitate the medical contracts, and take advantage of systemic customer management
through the cosmetic medical information mobile platform. Therefore, the paradigm of the cosmetic
medical mobile service industry is facing a flow of change through the use diffusion of cosmetic
medical information mobile platform. In this study, in order to explore the factors affecting the use
diffusion of the cosmetic medical information mobile platform, this study used the research model
of the influence of the characteristics of the cosmetic medical information mobile platform on
perceived convenience and usefulness, and use diffusion by applying TAM(Technology Acceptance
Model). As a result, immediateness, interactivity, and customization in the characteristics of cosmetic
medical information mobile platform had positive effects on the perceived convenience. Also,
interactivity, customization, and economics had positive impacts on perceived usefulness. In addition,
perceived convenience and usefulness had positive effects on the use diffusion. Through this study,
the factors influencing the use diffusion of cosmetic medical information mobile platform were
actually explored, and the service value of the cosmetic medical information mobile platform were
categorized. Future research is expected to contribute to the continuous improvement of quality and
expansion of the cosmetic medical service market based on various research.
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Fig. 1. ‘Babitalk’ 1
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Source: Cosmetic Medical Information Mobile Platform ‘Babitalk’ (2020).

Fig. 2. ‘Babitalk’ 2
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Fig. 3. ‘Gangnamunni’ 1
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Fig. 4. ‘Gangnamunni’ 2
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Source: Cosmetic Medical Information Mobile Platform ‘Gangnamunni’ (2020).

Fig. 5. ‘Goodoc’ 1
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Source: Cosmetic Medical Information Mobile Platform ‘Goodoc’ (2020).
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Fig. 6. ‘Goodoc’ 2
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Fig. 7. ‘Goodoc’ 3
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Table 1. Types of Cosmetic Medical Information Mobile Platform Service Value

Characteristics

Mobile Platform

Service Value

Immediateness
(M)

Interactivity
(IN)

Customization
(Cu)

Economics
(EC)

Goodoc

Beautysocial

Babitalk

=

Yeoshinticket

5 SN
=

SRR

Miclick

= -

Gangnamunni

e

Meinhi

o
f Sl

Providing information about current clinics and
pharmacies in operation anytime, anywhere
Providing data—based ranking information by theme

Providing real-time mobile consultation with doctors
Providing information translated into seven
languages by professional translators: English,
Chinese, Japanese, Vietnamese, Russian and Thai

Sharing usage epilogue information for clinic
Providing factual information through the ‘Clean
Campaign’

Providing mutual assessment information for clinic
Sharing satisfaction information for clinic

Providing personalized customer information
Providing requirements—reflective estimates

Providing customized information for each region
where the customer is located

Providing recommended clinic information to meet
customer needs

Providing information on medical expenses for
various clinics
Providing budget-appropriate quoting information

Providing a variety of treatment discount
information
Providing PR model recruitment information

Sources: Cosmetic Medical Information Mobile Platform ‘Goodoc’, ‘Beautysocial’, ‘Babitalk’, “Yeoshinticket’,
‘Miclick’, ‘Afoter’, ‘Gangnamunni’ and ‘Meinhi’ (2020)
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Fig. 8. Research Model
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Table 2. Operational Definition of Variables

Variable Definition Sources
The degree to which immediate Banwari and Lassar (1996),
Immediateness services are provided according to  Hong, Ham and Lee (2013), Lee (2005),
(M) user's needs through cosmetic Novak, Hoffman and Yung (2000),
medical information mobile Wu and Chang (2005),
platform Yuping and Shrum (2002)
The degree to support interaction
Interactivity and communication through Rogers (1986),
(IN) cosmetic medical information Yuping and Shrum (2002)
mobile platform
The degree to which services are
Customization  provided tailored to user' s needs Hong, HaLrgea(r;gOk)ee (2013),
() }Eggfng]gtiggsmggﬁem;g;gm Srinivasan, Anderson and Ponnavolu (2002)
The degree to which users feel
Economics reasonable or appropriate for the Al-Sabbahy, Ekinci and Riley (2004),
(EC) economic cost level of the service Petrick (2002),
through cosmetic medical Sweeney and Soutar (2001)
information mobile platform
Perceived The degree to which co_smetic
Convenience medical i_nformation mobile _
(PC) platform is easy to use and _ Davis (1989),
suitable for users Limayem, Hirt and Cheung (2007),
Park and Chen (2007),
Perceived The degree to which cosmetic Venkatesh et al. (2003)
Usefulness medical information mobile
(PU) platform can improve performance
Use The degree to which the use of
Diffusion cosmetic medical information Shin and Venkatesh (2004),
(UD) mobile platform encourages others Verkasalo et al. (2010)

to use it
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AL |
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Table 3. Results of Factor Analysis and Reliability

Variable Item 1 2 3 4 5 6 7 Corbadh s @
- N2 876 179 146 192 202 063 .103
Interactivity s g0 410 150 308 140 059 477 05

(IN)
INT 821 208 155 294 129 093 147

PU3 .091 .803 .045 .231 .047 .108 278

Perceived

Usefulness ~ PU2 274 737 219 -004 289 202 017 832

(PU) PUI 244 731 257 008 245 214 085

_ EC2 M0 23 84 101 21 067 27
ECO(E%”)"CS EC3 208 187 82 201 .08 .74 166 843

ECl 117 48 763 2% 005 283 072

_ M3 273 048 167 8% 199 004 008
'mmea'ﬁtf”ess IMI 258 014 213 804 246 -088 .13 819

M2 412 250 204 640 156 028 018

Use up2 28 473 1% 1% 85 151 -4
Diffusion ~ UD3 178 244 025 3% 817 470 257 872

(UD) UDI 169 190 131 413 815 010 302

oW 0% .18 75 040 129 904 077
C“St‘(’gﬂf)a“"” Cu2 046 230 .24 -005 .09 888 .22 809

CUl 246 -015 377 056 078 54 35

berceiveq  PC3 380 225 00 161 2@ 17 739
Convenience  PC1 351 3% 1% 210 202 .66 727 780

(PC) PC2 247 36 215 -03% 237 200 720

KMO=.865, Bartlett’ s X*=3,203.148(***1¢.001),
Percentage of cumulative variance explained=71.429%

wule ZPEL Fa vgAF = HS U SPSS 22,03 AMOS 20.0 /] ZE2Ia3s 28
Aot | uAs oes As £HL 1Y sto] 48kl
shith. A1 20209 19 29%E 15%
AR, 2XA] D3RI EARE S8l 224l
o8 AR AAstd ARE S vV, S2Zdule] 2
B Al A 107 e] AR €
71 FAPh 10780 AR 8] 1, B20o| Qdty EN

|37 59, GolRTIE g s

)

2 948l gAEPilot tes)E AAEFIC FEo] dubd 542 ved 2o A —8—
2he] o] AL wigo g HERsle Wt w7 139%8(30.4%), ¢4 31878(69.6%)2

Aot 3JE 4707 T FAHES 72 135 ool Wttt ?‘;%ﬂ%% 30t]7} 12978 (28.2%)

A elgh 45750 AE-gHo] FAEAM | o o7 7P wWekal, 4ot 1177(25.6%), 20th

o] Ho] & el BAo] AGEA 1 1029(22.3%), wm 99%9(21.79%), S0t ol
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Table 4. Results of Confirmatory Factor Analysis

Variable Item B B S.E. t-value AVE C.R.
. M1 1.042 808 061 16.984
'mme‘a',f}lt)e”ess IM2 937 42 .060 15.646 607 822
IM3 - 786 - -
N INT 937 862 039 24,038
'”‘er("l",j;'v”y IN2 947 884 038 25,038 759 904
IN3 - 868 - -
o cut 783 621 058 13.583
C“S“("C“L'f)a“on cu2 147 891 053 19.657 618 826
Ccu3 - 821 - -
_ EC - 731 045 17.709
ECO(E%T'CS EC2 906 778 047 19.196 656 850
EC3 797 910 - -
Perceived PCi - 176 - -
Convenience  PC2 791 665 055 14.195 541 778
(PC) PC3 914 760 056 16.512
Perceived PU1 - 863 - -
Usefulness  PU2 993 850 049 20.275 643 842
(PU) PU3 899 679 058 15,555
Use uDt - 864 - -
Diffusion uD2 862 764 046 18.868 700 875
(UD) uD3 946 878 042 22,654
2079 45.3%) 0.2 7P Btw, s 76 Analysis)& AA5F3L HHF/]““/\(VarimaX) 2]
(16.6%), X 729(15.8%), AH]2Z 661 Zr3| A& shdck g 7 R ]7} ==
(14.4%), AFAAF 199(4.2%), &2 119 ol 23] & HYEHeE Ax &, HE &= }91r
(2.4%), 7]E‘r 678(1.3%) o2 YERT BE ke HdA4s Yeplle B8 48 =E
ou]gl=  KMO(Kaiser-Meyer-Olkin)  S&+=
2. B QOIRAMIL Mz A 80522 UERal adli Ryl AREE

vje}sts= Bartlette] T8 A 7373 (Bartlett test

ST AT A3 A 4 of sphericity)27%  Bartlett®] X* zto]
3 ' g Q1E-A(EFA; Exploratory of Factor 3,203, 1482 Fro&Eo] 05 mvto g2 Yeht}
Analysis)¥ A2 % 737 (Reliability assessment) Qo1EM wio] HFet Aoz FUHYTH
S AL B4 A7E 89FstH (Table 3) TS FAEA o] 71.420%% YER} TFAE 8

=

I 2 ole] dggo] 2 Aoz ATAFHII
WA, 45 g3 A4S fl3 7 So02, YR Y dAd HAFS

4 garde ANsAT RArEdes 98 AL ARE AN F2 ael

= FAEEX(PCA; Principal Component 3 43} Al (Cronbach’s « coefficient) S A+
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Table 5. Results of Discrimination Validity

FEE A= 84

ZlergEds 7es 293

Correlation of Matrix

1 2 3 4 5 6 7
1. Immediateness 1.00
(M) (.779)
2. Interactivity 741" 1.00
(IN) (.549) (.871)
3. Customization 219 336" 1.00
(Ccu) (.048) (.113) (.786)
4. Economics 561" 519 5147 1.00
(EC) (.315) (.269) (.329) (.810)
5. Perosived Converience .608* 811" 624* .609" 1.00
(PC) (.370) (.658) (.389) (.371) (.736)
6. Perceived Usefuiness 416" 567" 570" .559* 789 1.00
(PU) (.173) (.321) (.325) (.312) (.623) (.802)
7. Use Diffusion r 619* 402* 4707 770" 622* 1.00
(UD) (.514) (.383) (.162) (.221) (.593) (.387) (.837)

Notes: 1. *p<.01
2. Diagonal Line=vAVE
3. The square values of correlation coefficient are

1] duirk oz 7 o
o2 ettt w
a*%q 4] 39l
AHgst

A%a

WA (FAJEFEAd) (Construct  validity)
o thst Aukzolw HEHel Wrhe 9
(Bentler, 1978), 8212 2 R(CFA; Confirmatory
Factor Analysis)< /,‘jj/\]é]-gﬂ,\lﬂ—'

A, JFEFSA (FHEFS ) (Convergent
validity)-& AA38}7] -,/]st B3 A, HE
*}ZQ(AVE Average Variance Extracted) 3,
NEAZ%=(C.R.; Construct Reliability) #-&

provided in parentheses.

golstgint. dutd o g B3} Ales 6 9]
A, FoREFEE w2 5 ol JiEAlEE &
2 7 ool HFEZAEES R &
T Bagozzi and Yi, 1988). (Table 4) 9l 1}

Efck vhst o] 7t 24 guol e Tt A
b 6% AR oln BREAEE b o)
GAE)E ghe AngEel 59 7urk B4 U
el S tigk JFEAdo] SR,
E}i__,‘, FHHELF A (Discriminant validity)
49317 Qs AAAS 1 4B A B
REIE lmatsich. 4
HoEEE Y AlF
o] =l ATwls 7 PEEE Sugs
%lC}(ng, 2004). (Table 5) ol JE}
2ol Zh A 2 A AR 3
o] AFLel A YR, A+
FHEFG o] S H T

rEF#JFL\ﬂFU-lM‘#JMO



294 FAFg3A] A4s5H A13 (20209 2¢)

Table 6. Results of Model Fit Analysis

Index Indicator Level Result
X 623.458
df(Degree of Freedom) 173 -
p-value 2.05 .000
CMIN(x*)/DF (Normed x*)
Absol (Minimun Chi-square/Degree of {3.00 3.604 N
bsolute Freedom)
Fit Index GF v
ery
(Goodness—of-Fit-Index) =90 867 Close
RMSEA
(Root Mean Square Error of <.08 .076 o
Approximation)
NFI
(Normed Fit Index) .90 91 ©
RFI
(Relative Fit Index) =90 B8 Close
Incremental IFI
Fit Index (Incremental Fit Index) =.90 9t ©
CFl
(Comparative Fit Index) .90 926 ©
TU
(Tucker—Lewis Index) =90 910 ©
AGFI
(Adjusted Goodness—of-Fit-Index) 2.8 850 ©
Parsimonious  PNFI
Fit Index  (Parsimony Normed Fit Index) =.60 1 ©
PG > 60 665 o

(Parsimony Goodness—of-Fit-Index)

4, ARDHO| BAT

H=
oo

oi7tAel

ATRF ] AYEE W77 93 RMSEA
(Root Mean Square Error of Approximation),
NFI(Normed Fit Index), TLI(Tucker-Lewis
Index), AGFI(Adjusted Goodness-of-Fit-Index)
59 HE AFE ARt Lee and Choi,

2019). RMSEAS] 79 05 o|3lo]H 2 A3t
I, .08 o]3to]H Hgk A, 10 o]dto|H

BT A¥E, 10 dojzhttd U A s
oJu)éth(Hong, 2000). NFI(Bentler and
Bonett, 1980)2} TLI(Tucker and Lewis, 1973)

= .90 oA, AGFI(Schermelleh-Engel, Moosbrugger
and Miiller, 2003)= .85 o]ito|d £& Zge
= om)slt}, (Table 6) 9 YeRS ule} ol
X?=623.458, df=173, GFI=.887, RMSEA=.076,
NFI=,901, TLI=.910, AGFI=.850 S22 & &}
U, Awbdo g 7|ERE A3EkaL glo] T
SE3LGThaL ke ¢ o
F3t7] flE FRHAA A=
TS AAEEE T B A= (Fig. 9 9F 2t

ATAIE a9kt v ot 94, vlE-
AYo)aAn muld ZHPF2 A (=2.600,
*p(.01), FT2-87(1=8.635, ***p(.001), Bt
E4(t=7.622, = p(.001)2 AztE Hz]Ad
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Fig. 9. Research Results

Immediateness

Perceived
Convenience

Use Diffusion

Customization

Perceived
Usefulness

*p=<.05, **p<.01, ***p<.001

Table 7. Results of Hypothesis Test

H Path Path Coeficent  p-value Result
H1-1 Immediateness — Perceived Convenience .18 .009 ™ Accepted
H1-2 Interactivity — Perceived Convenience .57 .000 ™ Accepted
H1-3 Customization — Perceived Convenience .39 .000 ™ Accepted
H1-4 Economics — Perceived Convenience -.01 .808 Rejected
H2—-1 Immediateness — Perceived Usefulness -.03 758 Rejected
H2-2 Interactivity — Perceived Usefulness A .000 ™ Accepted
H2-3 Customization — Perceived Usefulness .37 .000 ™ Accepted
H2-4 Economics — Perceived Usefulness 14 032 Accepted

H3 Perceived Convenience — Use Diffusion .66 .000 ™ Accepted

H4 Perceived Usefulness — Use Diffusion .16 .006 ™ Accepted

Note: *p¢.05, **p{.01, **p<.001

A(+)e] oJ3ko] Y= Ao JERGO ﬁo
e Azbd Aol Fofgh dFFol gle
o2 yeht}, Hi-1, HI-2, H1-3& A€ El‘ii
H1-4% 71Zb= ok,

o R, v R gl mutd S

o] FEA8(=5.424, *pC.001), SEEA
(t=6.407, ***p{.001), A4 (1=2.143, *p(.05)
AzbE 87800 Aol el = AL
Uehtor S A7k -840 Fef
5t ko] gle Aow eh}, H2-2, H2-3,

fe oo 2
kt rlo

s
o
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H2-4&= ALY H2-12 7|7 = Ak
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