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Abstract :

Journal of the Korean Applied Science and Technology

This study collected 411 copies of data from women in their 20s and 30s in Seoul and

Gyeonggi Province who had received non—face—to—face counseling services from beauty influencer and

analyzed them with the SPSS WIN 20.0 statistical program. The purpose of the study was to identify
the effect of non—face—to—face consultation service quality on customer reliability and purchasing
behavior, analyze the mediating effect of customer reliability, and provide basic data necessary for
establishing beauty and cosmetics marketing strategies. As a result of the study, first, it can be seen
that the main purpose of use of the beauty influencer non—face—to—face counseling service differs

according to age, occupation, and average monthly income. Second, correlations between each variable
appeared. Third, it was found that the higher the quality of non—face—to—face counseling services of
beauty influencer, the higher the purchasing behavior. Fourth, the higher the customer reliability, the
higher the purchasing behavior. Fifth, in the relationship between non—face—to—face counseling service

quality and purchasing behavior of beauty influencer, customer trust was confirmed to have a partial
mediating effect. In the future, it is hoped that the results of this study will be useful as basic data for

establishing beauty and cosmetics marketing strategies.

Keywords * Beauty Influencer, non—face—to—tface consultation, Quality of Service, Purchasing Behavior,

Customer Confidence
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Table 1. The Purpose of Using the Non—Face—to—face consultation service of the beauty influencer
according to the general characteristics

The main purpose of using the beauty

influencer's non—face—to—face Fisher
Division Choice consultation service Total I'e
A B C D 2
8 12 14 10 44
20~24 182 @13 (L8 (227 (1000)
250 45 34 78 28 185
N 24.3)  (184) (422) (15.1) (100.0) 17.461
& 034 32 25 45 15 117 (0.040%
(27.4) 21.4) (38.5) (12.8) (100.0)
3530 28 5 23 9 65
@31) () (354) (13.8) (100.0)
Marricd 29 23 61 25 138
Marital 21.0) (167 (442 (181 (100.0)  6.330
Status ool 84 53 99 37 273 (0.096)
et (30.8) (194) (363) (13.6) (100.0)
office and managerial 33 20 24 9 86
positions (38.4) (233 (279 (105 (100.0)
positions 17 13 31 10 71
Sales and service (23.9) (18.3) 43.7) (14.1) (100.0)
Occunati ional 41 26 54 16 137 24.044
ceupation protessiona (29.9)  (19.0)0  (39.4) (11.7) (100.0) (0.017%)
self- 15 9 24 11 59
employment (25.4) (15.3) (40.7)  (18.6) (100.0)
. t 7 8 27 16 58
a civit servan 12.1)  (13.8)  (46.6) (27.6) (100.0)
- 8 1 1 3 13
130 million won > 6y @ @31 100.0)
. 26 7 16 8 57
. 150~250 million won > 05 6y (123 (@8.1)  (140) (100.0)
verage . 45 45 78 27 195  35.746
h{[omhly 250~350 million won > o3y 031)  (40.0)  (13.8)  (100.0) (0.000%**)
neome 12 18 39 13 82
~450 mill
350~450 million won > 1) o (00 w76 (159 (100.0)
2 5 26 11 64
450 milli <
50 million won (344) (78 406 (17.2) (100.0)
Toul 113 76 160 62 411
o 275 (185 (389) (15.1) (100.0)

*p<0.05, ***p<0.001, A: It's easy to get various cosmetic information, B: It's convenient to buy
cosmetics, C: You can get skin counseling regardless of the time and place, D: I was able to get
more detailed counseling than face—to—face counseling
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Table 2. Correlation analysis of each variable
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The name of

o factor M A B C D E F
Convenience 3.93 1
Informativity 4.00 555" 1
Professionalism 3.95 52477 6317 1
Interactivity 3.93 488" 6017 6797 1
Customer confidence 3.98 592" 658" 700" 17 1
Purchasing behavior 4.04 5297 6377 6367 6387 6947 1

*#p<0.01, A: Convenience, B: Informativity, C: Professionalism, D: Interactivity, E: Customer

confidence, F: Purchasing behavior

Table 3. The Effect of the Quality of Non-face—to—face Consultation Service in the Beauty
influencer on Customer Reliability

Independent Dependent Durbin—
variable variable B SE g t p Watson
(constant) 654 123 5.295 .000

Convenience 150 .029 .190 5.202  .000%***

Informativity Customer 179 039 191 4631 .000*** 2022

confidence
Professionalism 223 .039 248 5.689  .000***
interactivity .289 .036 .341 8.135  .000***
Adj-R*  =0.653, F=193.628, p=0.000

4% 50,001
A £=0341, A4 £=0.248, BHA £=0.191, 3.4, RE| QUEFAUMO| H|CHH AT AMHA
HYAY £=0.190 o2 IAAFE Folgt 3 EXH2 Foigsol ojxl= E
(P9 FgFS uFLh ol AsEed, dEA, 2 dFE TudEE TEHSe, R <
AEA, HEgo] sobdaes DAL JA = Aol HgH A AuA £4S EYHH
oF--&(p<0.001) HreRdT}, £3145[18]9] A+ v St Table 49t Zo] tFIHARAS AA|

84 ooF AulAEds mAL=Iete] BAel A
T () G vFL, By F919 @
FolAs nANRE GAo Hue] AR
Aol Qe mAE Aoz slsidrh w5
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Table 4. The Effect of the Quality of Non-face—to—face Consultation Service in Beauty influencer

on Purchasing Behavior

e Deme SE £ Vaon
(constant) 1.136 197 5771 .000
Convenience 4 .160 .046 174 3.469 .001%***
Informativity Consiggfjbihty 157 062 144 2541 011* 1937
Professionalism 210 .063 .201 3.362 .001%***
Interactivity 192 .057 195 3.391 .001***
Adj-R*  =0.345, F=54.925, p=0.000
(constant) 1.623 181 8.951  .000
Convenience 118 .042 143 2.782  .006**
Informativity Effectiveness .188 .057 192 3.308 .001*** 1.778
Professionalism 181 .058 192 3.135  .002**
Interactivity 136 .052 153 2.598 .010**
Adj-R* =0.313, F=47.739, p=0.000
(constant) 928 .128 7.227  .000
Convenience .026 .030 .034 .867 .387
Informativity usefulness .333 .040 .364 8.296 .000***  1.780
Professionalism 145 041 .164 3.543 .000%***
Interactivity 284 .037 342 7.675 .000***
Adj-R*  =0.606, F=158.848, p=0.000
*p<0.05, **p<0.01, ***p<0.001
HE JEFAAY HdA AdF Auls F4o] ARE Auf A & FFE mAL, Ao
aol mlAE P2 F=47.7398 2|HRYo] [23]2 ZHjzpe] FufjaigolA HEAdS Fof A
FoASHAI(p<0.001) Wbt A4 £=0.192, 4 Zgro] wobAal ATl oJ=rt wopittal shl
B £=0.192, 32284 £=0.153, #Had 2 on, 742412 FE AEFAAEC] AHA
=0.143 +=22 FIF Folg F(+HY FF o] FAE Y AoAgE FVHNE 4 e o
aRLh ol MEA, ARA, 428, "o &Rt AM=E Fo AES BAE FAot]
ol Fordem MY A =ord2(p0.01, Moz g ol Aog Hystdnh £ 193
p<0.001) jepdTE. [25]2 1T7]&9 PE= Qe Aot HHF
-F’rE] AEFAA O HhH A Au]A FHo] AE A Al 2HAES AFoHA s, AlE
8780l mA= g2 F=158.848= 3IJARTY ﬂi—J 882 FHidselE Fag 8<lol
] v4°}7ﬂ(p<0 001) Yebeteh ARA £=0.364, 3 SkSIT
R #=0342, AEA £=0.164 0=
84 ] Rt A(+)9] FFe nlHeH, o= 3.5, DHMR eI} AOj#SO O|Xl= FE
ARA, 42284, AEEo] =oHdaE F84 2 de TETE TEHTE, IAARE
AA] =oF-Z(p<0.001) UreRdTt. AH|zboA] A £ SR St tFHRAes AR A
2H AF9 FHep M| Aes FuigEo] ZRol Table 59t 2t} W] AAXE L7} 744 240
2uhgh AETHE 829 meto]| Qs AA st n2e G2 FARFo] FosHAIF= 165.310,
g8ol= Aolth21]. A-8A22]2 JAEFAAY p<0.001) ettt ZANEE £=0.5372 714
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Table 5. The impact of customer confidence on purchasing behavior

Independent Dependent Durbin—
variable variable B SE s t P Watson
(constant) price 1.499 .196 7.661 .000 5018
Customer  considerability 623 048 537 12.857 .000%**
confidence ) ) ) ) )
Adj-R* =0.286, F=165.310, p=0.000
(constant) 1.854 176 10.537 .000
Effectiveness 1.849
Customer .560 044 537 12.865 .000***
confidence
Adj-R* =0.286, F=165.516, p=0.000
(constant) 1.201 133 9.059 .000
usefulness 1.755
Customer 716 033 733 21.819 .000%**
confidence
Adj-R* =0.537, F=476.079, p=0.000
**%* p<0.001

a#Hgol Folgt HF(+)e IF
IANZ LT} Eold R JhA nejy oA] =ot
A-&(p<0.001) LeERATE,

AN R gl ulXE JTF AR
| Sol5HAI(F=165.516, p<0.001) UFEF:tch,
AN L £=0.5372 A Sogt A+
, ol AN} EoldLE
4] Al EobS(p<0.001) HrERHTE
IANEETE {880 uAe dF2 AR
J0]  §-o)6HAI(F=476.079, p<0.001) LFepyict.
IANFE £=0.73302 G-&A GoJFt A+)
o] dFS mHon, ol IALF LTt FobdS

|

(]

2l
MG Ao A R oE S8 B
£ el AA06, 27) of ol S F8
stk 2, 7h olgaks Rl AERelMe )
W AE2sh AEC] e ARE S g 9l
1, 3AGA AL chetel, e Hele Sl

LRt EQ JUsH g¥le) Fa, P @

go] 2ehel =, AFES} wrhd AES P
AR A7, A 5 Fojste Fuias ol
Foliths 22 & 4 gk el%l28]e] )
SAo] B ATelAE BANT FojRse]
F4A GPL vAE Aow vt B A7
Aol §ARE AT Lrepek

3.6. REl USEAM| HIHH HE MHA
ST PSS AN DL

oH7H & 2t

3.6.1. Heldat puPEe] FA A 1A=
o] w7 gzt

HE JAEFAAL] vt g Aula F49
ey Fufedse] FANA AL L] uf
NadsE B4 wihs]AEA A= Table 60
Uepielch 194 ASelA #Hejde 1A=
o fogt H(H)e] JFe uA, 294 AS
oAl WA FuigEol Folt A IF
S oA ui/jEA MA|xA0] FEH . 3¢
A HASolA Hedo] FuigEel et A+
o] Y v, AAAE I} FufgEe] §-of
g ()] FFS vH FERupfEIT SR
Pom Hagde] JFEL £=0.529914 4
=0.1822 ZAsHHoh wEbd JE AEFAA Y]
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ZVESE FueEs FUletal, IAMEES}
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Table 6. The mediating effect of customer reliability in the relationship between convenience and

purchasing behavior

Independent Dependent Durbin—
variable variable B SE g t p Watson
(constant) Customer 2.144 127 16,943 .000 1790

Convenience confidence 467 031 592 14.875 .000%**

Adj-R* =349, F=221.255, p=.000
(constant) Purchasing 2.541 122 2.888 .000 1739
Convenience behavior 381 .030 529 12.610 .000***

Adj-R* =278, F=19.025, p=.000

(constant) 1.395 1132 1.563 .000

Convenience Purchasing 131 .031 182 4201 .000*** 1 gog
Cust behavior ’

ustomer 535 .040 586 13.512 .000%**
confidence
Adj—-R* =.500, F=206.100, p=.000
Sobel test=10.002
4% 5 001

3.6.2. BRAT TP BANA 1A
=9 wiAazt

He QERIMY Hw e Aus FA)
AuAs pojasel AN AN o
Maake A5 uAsl A AvHe Table 70
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oA ARAe FajRse ol Ao o
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FHg4E A PAsE St A2 ¢
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% gle
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Table 7. The mediating effect of customer reliability in the relationship between informativity and
purchasing behavior

Independent Dependent Durbin—
variable variable B SE 4 t Watson
(constant) Customer 1.509 142 1603 000 050
Informativity confidence 617 035 658 17.650 .000***
Adj-R?* =431, F=311.538, p=.000
(constant) Purchasing 1.854 133 13.941 .000 778
Informativity behavior 546 033 637 16703 .000%**
Adj-R® =.404, F=278.984, p=.000
(constant) 1.187 132 8.961 .000
Informativity Purchasing 273 038 318 7.134  .000*** | gs7
Cust behavior )
ustomer 442 041 484 1.848 .000***
confidence

Adj-R* =.536, F=348.960, p=.000
Sobel test=9.197

%% (001

lable 8. The mediating effect of customer reliability in the relationship between expertise and
purchasing behavior

Independent Dependent Durbin—
variable variable B SE s t Watson
(constant) Customer 1.492 128 11.654 .000 L o4
Professionalism confidence 630 .032 .700 19.802 .000*** .
Adj—-R* =.488, F=392.102, p=.000
(constant) Purchasing 1.973 126 15.636 .000 1750
Professionalism behavior 523 031 636 16.667 .000%**
Adj-R* =.403, F=277.776, p=.000
(constant) 1.310 130 1.064 .000
Professionalism Pg;ﬁziis(i;g 243 .039 295 6.187 .000*** 1849
Customer 444 044 487 1204 .000%**
confidence

Adj—-R* =.523, F=225.973, p=.000
Sobel test=8.980

%% 5 001
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Table 9. The mediating effect
purchasing behavior

3 o5 BANA nAM= RS a1

of customer reliability in the relationship between interaction and

Independent Dependent Durbin—
variable variable B SE g t P Watson
(constant) Customer 1.589 117 13.524 .000 1,989

interactivity confidence 608 029 717 2786 .000%**

Adj-R* =513, F=432.049, p=.000
(constant) Purcha.sing 2.096 118 17.694 .000 780
interactivity behavior 494 .030 638 16.741  .000***

Adj-R* =.405, F=28.254, p=.000
(constant) 1.390 .128 1.855 .000
interactivity Purchasing 224 .038 289 5886 .000*** | gg
Cust behavior :

ustomer 444 045 486 9.907  .000***

confidence

Adj-R* =519, F=222.479, p=.000

Sobel test=8.927
%% p<.001
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