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Abstract : The purpose of this study was to investigate the impact of the characteristics of beauty
short form content on consumer behavior, and to provide academic basic data to beauty and
marketing through statistical research related to beauty short form content. A total of 405 effective
surveys collected through online surveys of beauty consumers were finally used for statistical analysis.
As a result of the analysis, it can be seen that the higher the characteristics of beauty short form
content, the higher the purchase intention, recommendation intention, and customer satisfaction.
Therefore, it consists of content that can win trust that will appeal to consumers when producing
beauty short form content, and it is believed that it will facilitate communication with consumers,
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facilitate spread in a short period of time, and contribute to sales by inducing positive consumption

behavior.

Keywords - Beauty short form content, Consumer behavior, Purchase intention, Recommendation

intention, Customer satisfaction
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Table 1. Demographic characteristics of subjects

Distinction Frequency (N) Percentage (%)

Sex Male 65 16.0
Female 340 84.0
Twenty 139 34.3
Age Thirty 180 44 4
Over Forty 86 21.2
. Unmarried 245 60.5
Marital Status Married 160 39.5
Under High School Graduation 44 10.9

Level of . .
Education Junior College Gradua?lon 319 78.8
Over College Graduation 42 10.4
Student 51 12.6
Office job 177 437
Public official 25 6.2

Job .

Engineering job 22 5.4
Profession 47 11.6
etc 83 20.5
Under 2 million won 83 20.5
. 2 million ~ Under 3 million won 64 15.8
monthly income 3 million ~ Under 4 million won 130 32.1
average 4 million ~ Under 5 million won 78 19.3
Over 5 million won 50 12.3
A 405 100.0
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Table 2. Validation of validity and reliability of beauty short form content characteristics
Sub—factors
Question o . .
Reliability |Interaction [Informality| Playfulness
9. The 1nf-orma.t10n of the beauty short form content 849 120 193 140
I watched is reliable.
12: The 'beauty §hort form content I watched provides 798 209 271 058
reliable information..
11. The mfprmatlon of the beauty short form content 792 21 237 033
I watched is accurate.
10. The information on the be.auty short form content 748 204 075 029
that I watched can be found in the source.
14. The 'beauty short form content [ watch is easy to 088 851 145 095
communicate.
15. The bea'uty short form content I watch answers 183 790 081 089
questions quickly.
13. The beauty short form content I watch solves 186 710 256 142
problems well.
16: The beauty‘short form content I watch collects 330 633 029 025
opinions from viewers well.
7. .T}.le beauty short form content I watched provides 319 121 780 084
realistic information.
S.The beautx short fgrm content I watched provides 305 167 748 1
differentiated information.
5.. The ~beauty short form content I watched provides 106 070 726 249
original information.
6. The b(?auty shgrt form content I watched provides 075 151 662 263
the latest information.
. 1. The beauty short form content I watched is — 008 133 127 788
interesting.
.2. The beauty short form content I watched is 084 096 198 759
interesting.
.4. The b;auty short form content I watched feels 100 _ o 057 732
like time flies.
3. The bea.lut.y short form content 1 watched 037 151 250 630
stimulates curiosity.
Eigenvalue 2.959 2.596 2.524 2.409
Variance Description (%) 18.492 16.224 15.774 15.054
Accumulated Description (%) 18.492 34,715 50.489 65.543
Reliability .865 815 .801 755

KMO=.865, Bartlett's test x* =2805.055 (df=120, p=.000)
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Beauty Shortform Content Characteristics Consumer behavior
Distinction Recommen
Playfulness |Informality | Reliability | Interaction Cgstomer Purchflse dation
satisfaction | intention | . .
intention

Playfulness 1
Informality 436" 1

Reliability 204" 4977 1

Interaction 255" 387" 485" 1

Customer | apeee | 5ot | 474t | 4597 1

satisfaction

.Purch.aSC 360*** .358*** '363*** '271*** .577*** 1

intention

Reco.mmer%dan 276" 387" 2647 458" 550" 498" !

on intention

EEEY
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Table 4. The Effect of Beauty Shortform Content Characteristics on Customer Satisfaction

7

o Non-standardized coefficient Standardi; ation
Distinction coefficient t P
B SE B
(Constant) 667 183 3.638 .000
Playfulness 252 .044 247 57477 .000
Informality 204 .049 201 4,145 .000
Reliability 176 .038 222 4,653 .000
Interaction 171 036 211 4.684""" .000
R® =410, Adj. R* =404, F=69.505""", p=.000
""p<.001
Table 5. The Effect of Beauty Shortform Content Characteristics on Purchase Intention
Non-standardized Standardization
Distinction coefficient coefficient t p
B SE B
(Constant) 128 272 2.673 .008
Playfulness 331 .065 250 5.082""" .000
Informality 151 073 115 2.065" .040
Reliability 238 .056 231 4237 .000
Interaction 054 054 051 995 321
R* =229, Adj. R* =221, F=29.649""", p=.000
"p<.05, p<001
o= yeth = JE 2F ZH= 549 sk Ao A9 27.6%2 UEHT
e fsl4d, g, R w&E T SRR AoA8A4(5=315 p<.00D),
o OEk olx]E ZoR & 4 Ut HRA(B=.167, p<L01), A=A (5=.108, p<.05),
oldu], A7Eo] A[7.8l= AU EA G314 (5 =101, p<.05)°] frojalgt
o] Fuf oke] Folgt P mFtkal sHe A1) g uAe Ao Yeyt & H
o, FZolo AF[35]+ 191 mltje] Frlxo] B £E Zdz 549 oiglacd 4oA84,
dol Fuf ok folgt P mFthr 5ol BEAQ, A=, Kool ¥24E FH Jgrr
on 9m|e] AL[36]E HE GRH Ze=9] Fo= Zor B 4 Atk
E/do] Fuf ok foJgt JgS mFtta st olA o] A[37]= SNS HE EAo] FA
Ao ol 2 AT Autel fAsit o] {oJgt P mFoeH, <ol AL
H1-3. BE £Z Fex EXS 2H oro [10]&= SNS EAo] 54 okof foju|et g
Folmlgt H(+)9] S mA Aok S "AE AoR Uyt 3 JAEok B4
HE £% 242 EX4o] 54 ok ujx= ajo] A [38], ¥ HoF HAXA20]19] A&
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2= Table 63 At} &4 23 AR F ct.
SAFS 38.179(p<.001) 2] A5 Holw, 3]
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Table 6. The Effect of Beauty Shortform Content Characteristics on Recommendation Intention

Non-standardized Standardization
Distinction coefficient coefficient t p
B S.E B
(Constant) -.327 322 -1.016 310
Playfulness 164 077 .101 2.125 034
Informality 268 .086 167 3.100" .002
Reliability 136 .066 .108 2.050" 041
Interaction 404 .064 315 6.3177"" .000

R® =276, Adj. R” =269, F=38.179""", p=.000
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"p<.05, TpL01, "Tp<001
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