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Abstract: This study was conducted to analyze the effect of augmented reality color cosmetics
experience characteristics on purchase intention and the mediating effect of brand reliability. For the
study, a survey was conducted on 213 consumers who had experienced augmented reality technology,
and the hypothesis was verified through SPSS and Process Macro. As a result of the study, it was
confirmed that interaction, reality, and immersion, which are the experience characteristics of
augmented reality color cosmetics, all had a significant positive effect on brand reliability and purchase
intention. In particular, interaction and immersion were identified as major variables affecting purchase
intention. Therefore, cosmetics companies should immediately provide necessary cosmetics information
through real-time interaction with consumers to increase immersion and satisfaction. In addition, brand
reliability has a mediating effect in the relationship between augmented reality color cosmetics
experience characteristics and purchase intention, companies should recognize the importance of brand
reliability and focus on producing content to gain brand reliability. This study has academic significance
in that it empirically analyzed the mediating effect of brand reliability, breaking away from the tendency
of existing studies related to augmented reality to mainly identify the relationship between augmented
reality characteristics and consumer attitudes.
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[Fig. 1] Research Model
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[Table 1] Characteristics of Survey Subjects (N=213)

T W= () %

pope ki 70 32.9
o] 143 67.1

20 111 52.1

ol 30 o 40 18.8
40 oj 44 20.7

50 o]+ 18 8.5

ey, diEdA 67 315

24 3 Ak 81 38.0
A2 20 9.4
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[Table 2] Operational Definition and Measurement Items
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[Table 3] Exploratory Factor Analysis and Reliability

T AA 7 AzERg = I Cronbach's a

A7 3 .816 117 312

AAZE 4 .801 231 221

AAZ 1 719 279 348 859
A A7 2 .631 432 212
A AL 3 273 766 262
3381 251 749 133
43282 089 743 378 839
Ao AL 4 236 721 282

E9% 2 280 285 779

2% 4 259 284 728 839
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2Y9E 3 510 219 .644
== 1 297 .340 .608
Eigen value 2.919 2.877 2.543 -
% of Variance 24329 23.979 21.191 -
Note: KMO=0.923, Bartlett's test=1427.344(p<0.001), df=68.
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] =3 FAES 71.400(p<.001) 0.2 VEY 3] A4S 23k )
4(B=0.197, =3.073, p<.01), AAZB=0334, 5.299, p<.001),
EJE(B=0.175, =2.490, p<.05) EF BA= AlFTo] Foldt H+)e dFS v H
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[Table 4] The Effects of Augmented Reality Experience Characteristics on Brand Reliability

== 2 == 2 1A a =3
[N — MEEd AS EE3 AF ) ) 394 $AY |
B XZ3 o F B 3} VIF
b A5 A8 197 .064 209 3.073™ .002 512 1.953
j g
:Jf:] = A A7 334 063 391 5.299™* .000 434 2.302
2= 175 070 .199 2.490* 014 371 2.697

R2=50.6, F=71.400"""

Note: *#%p<0.001, *p<0.01, * p<0.05

=4, S4ad AxsdE AF 54l Fuloxel wAe dF%s A8k Hsl
gedAEM e AAsksla, o A (%519 2k 3149 *—éﬂéf’-ﬂﬂ R2%L
55.1%% YERAL, 78 FAE FabS 85.639(p<.001)F FlE o] 3742 frofskaltt.

A3, A5 z8(B=0.298, =4.595, p<.001), AATHB=0.193, =3.026, p<.01),

B-Q1 2 (B=0.306, =4.286, p<.001) =5 Fujelo] #93F A (+)e] P3FS mFon, o2
=28 =7tdA AxsAEE A d E}HJ ATAE AR, BEErt om FujoEL
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[Table 5] The Effects of Augmented Reality Experience Characteristics on Purchase Intention

5] 57484 AF 540 o re wX= JF

- O ©°

U . HEZs AF g3 A% ) , AR 5A% |
B EZ3 o F B 23} VIF
e 2§ 298 065 297 4595 .000 512 1.953
TFujel® | ARz 193 064 213 3.026™ .003 434 2.302
EYE 306 071 326 4286 .000 371 2.697

R2=55.1, F=85.639"""

Note: #*%5<0.001, **p<0.01
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[Table 6] Verification of the Mediation Effect of Brand Reliability

A= B S.E t p LLCI ULCI

A5Ag > BUaE AFE 621 .058 10.757°" .000 .507 734
A5 - Fjo 294 051 5.787"" .000 194 394
BT ANFEE 5 Fojox 574 .049 11.770"** .000 478 .670

TAEE AxEE AP 5H T FEARol Fujemed dFs mA=d 3o
BAe A=z HHadt fo4d AS5ES $18) Bootstrappings AHESESITE Az ARE-o]
A NHEE ARt Fuloe] ol2E AR FRuAE 50000 W S5}
Bootstrapping= A AISHlaL, &4 Ade [ 7] YERY AT BAA R, Adszbgol
HAE MRS Fste] Frjelkel o2+ 7§i0ﬂ/\1 AR EHe] 95% A= T3tel 05
kAl A 7] wiiEe] AAHoRE Fod A= UERSTHB=0.356, CI[0.265~0.453]).
ek g Frekmd ARHes  JFSE FAN, BIA= AES

I

[E 7] 352§l Tolelo] v Pl BA= AR WAL FIH PF

[Table 7] Verification of Significance of the Mediation Effect of Brand Reliability

W w7 A= FTEHASF Effect BootSE BootLLCI BootULCI
& BAE AMEE TH o= 356 048 265 453

54 T AAZe]l FujoEe WX FEFS
g Zolgt= 7Md HE Ade [E 817 Ak 7 AREe
A= A EB=0.618, =12.562, p<.001)2} 77 &] =(B=0.206, =4
p<00D)el  Fol3t A9 FIFS vHAE ez yYelgon, HAE AFEE
Tl 2] %= (B=0.599, =11.157, p<.001)°] 3t H(+)2 J&FS v A= AL &Asn

[3E 8] AAlzto]l Fmjol ol mX= FaFolA BA= A= ey A5
[Table 8] Verification of the Mediation Effect of Brand Reliability
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A= B S.E t p LLCI ULCI
AAT > BHE JFE 618 .049 12.562™" .000 521 715
AL - T 206 051 4.054™ .000 .106 306
BAE AL - Fujoe .599 054 11.157" .000 493 705
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[Table 9] Verification of Significance of the Mediation Effect of Brand Reliability

EPHE ol 7 A TEUS Effect BootSE BootLLCI BootULCI

A A2 Ba= AEFE T = 370 052 270 474
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ASAY BdEs BA= A5 (B=0.689, =14.481, p<.001)2} 1l 2] = (B=0.263, =4.760,
p<00D)°l]  F23 HH)9 dFS vAE= ez UEwern, BHID AFEE
Tl & = (B=0.551, =9.745, p<.001)l] 2]t FH+)e FegFS nH= Aoz ey
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[Table 10] Verification of the Mediation Effect of Brand Reliability

AR B S.E t p LLCI ULCI

YT - BUs AFE 689 048 14.481™" .000 .595 783
EYE - Tl = 263 055 4.760™" .000 154 372
BUE AFEE o Fujox 551 .057 9.745™" .000 440 663

Note: ***p<(0.001

SHAE NxstEE AP A T 9% ek S vA = Qo] Bils
AEEe 2 aR Fold HESES 9@ Bootstrappings AAISIF oM, A A [
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A RET 95%9] AlF T A 0 Edeta JA 7] wiie] FHoR frodh
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[Table 11] Verification of Significance of the Mediation Effect of Brand Reliability
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Feags T Zad AE ARE AFFoEA e EdE AlFste] au|A
AP WMHS Folm Aol o Folth A4, BiE =T TN MzsdE
ANE 547 Fojejmete] AANA FE wisladrr lerng s Ve SAEA
Mz AE AP Asstsd o] TN EAER ol Bas AFL FoAS
1A 3ta AH|te] AFE 7] 98k ZElx A# @ upAE A FPo|E FFaof &
287F 3

2 ATE VS SAEA A AFEe] R FAAA 5T AN HE (ko] T
HAE HHst=d HERY A g Adg o yolrh, BAE= AF
A EA] FAHoR A BASATE HolA A ou|rt ) ek s
7190] SAEN VlEs FE&Fe Jo AFHA AMAEE Z=EEUTE HiAM=
olo)7} dtt. aEy B dATE SAAAS AT AAES doxFste] dEs
ZAFSEAAIRE, g ofAd o] mlgollA ool 2v] AE WA YEhy A7 AAE
Antslslrlol = A7 Jvkal & 4 Stk aEla AYATE BEuUlR SAAYE 548
Feag, AAT, 2] Wente g A4S WPt By, o2 tekst 54 digh
A AT £ ot wepsd gom Z=7HE e #e 7S AYPT wo =
02 teket SAdAe] 548 83 A4t desitta dudn
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