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Abstract: As the influence of beauty influencers increases, the influencer cosmetics market is also
growing rapidly. As marketing using beauty influencers becomes more active, competition among
companies is intensifying, and marketing expenses paid by companies to influencers are also rapidly
increasing. As the influencer cosmetics market is entering its maturity stage, it is necessary to closely
analyze the characteristics and direction of change of the market to establish a response strategy.
Therefore, this study analyzed the effect of beauty influencer characteristics and reliability on sharing
intention and the mediating effect of satisfaction. A survey was conducted on 236 20s and 30s women,
and hypotheses were verified through the SPSS Process Macro. As a result, except for the attractiveness
it was confirmed that satisfaction had a partial mediating effect in the relationship between intimacy,
sincerity, professionalism, and reliability with sharing intention. These results suggest that content
production emphasizing intimacy, sincerity, and professionalism is necessary for consumers' voluntary
participation and diffusion in the marketing strategy of companies using beauty influencers. And it
shows that we should focus on the quality of the product itself that consumers can be satisfied. This
study has academic significance in that it specifically analyzed the mediating effect of satisfaction,
unlike previous studies on beauty influencers, which mainly analyzed the relationship between beauty
influencer characteristics and reliability, purchase intention and sharing intention.
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[Table 1] Characteristics of Survey Subjects (N=236)

TE IR %
o w - 0.0
o] 236 100.0
21-29 115 48.7
Hel 30-39 121 51.3
A4 15 6.4
ARTZ] 136 57.6
714 41 174
kel A9 30 12.7
A 2 0.8
T 6 2.5
7|} 6 2.5
1~37 31 13.1
Z29 5 4~61 120 50.8
7914 85 36.1
30 ¥ 11 47
40 £ 77 32.6
ZHl= 50 55 233
A7 AN 60 85 36.0
70 & 3 13
80 ¥ 5 2.1
B} 1 185 78.4
E
ylolH 106 44.9
Be ATRAN 22 = = o
g 7 4 3 53 25
o Het 35 - :
5 3] 25 10.6
12 95 A9 2 YT
ARG AT 7HES AT 9% W] 2244 Aol ofy [E 219k #Uh
[3E 2] W] 2444 Ao 8l SAYE
[Table 2] Operational Definition and Measurement Items
e 275 A9 HEEY APAT
g e #E JAEFAMTE EES AT wel] I3l
gzsege | AT UZF BAel Qe HE Reks #
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e AZTZANNA | e HE  ASFIAE S94Rs ALeA
WA | ARl glo] | Fevha A U HE AZFAE AgsA | [79.11]
EFEe AEARE et A7k = HH
=7E A | IEFIAME 2 AES FHE A
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A= 0.5 ©]4, Eigen value at2 1.0 ©]/e] 7|+2 = 4
A4, W™, JAEAd F 5 sde® FEHAY. ZAZbe] e AR 94
Cronbach’s a #t°e] 0.7 o|do = e #A7F glieh. =4, &+ o
gAld gl Ax Z}*Z} shupe]l gQlo = —ir%ﬂ%ig A

T A F = A PRI = AEA Cronbach's a
A =2 880 122 075 053 088
S| 803 172 072 219 045
A F 54 840 139 182 -012 144 860
A 53 771 .198 058 219 112
14 2d4 127 856 177 010 054
4743 219 817 .100 064 024
g2 104 826 087 085 138 o
141 169 842 091 .190 142
42 092 063 905 043 11
714433 061 056 809 115 046
X244 077 178 840 179 075 830
A1 155 175 803 151 158
=y 059 095 089 931 149
v 22 145 038 055 802 063
3 107 081 150 736 117 809
ED 098 102 161 762 097
34 -015 081 144 065 831
A1 113 139 -.026 096 799
A2 128 035 133 068 783 S
A3 112 064 092 .168 663
Eigen value 2.952 3.024 3.036 2.896 2.562 -
% of Variance 13.764 14.099 14.155 13.503 11.945 -

Note: KMO=0.854, Bartlett's test=1962.559(p<0.001), df=190.
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[ 4] FE AZFAA EA A7} w5 nx= gk

[Table 4] The Effect of Beauty Influencer Characteristics and Trust on Satisfaction

EUNT a— WEES A5 E53 A5 ) , FAY BAF |
B ¥=3 0F B 23} VIF
z142d 158 073 144 2.170% 031 791 1.264
2127 162 071 148 2.276% 024 824 1213
= k= -.068 074 -.060 -920 358 824 1213
A 146 077 121 1.901 059 855 1.169
AE = 286 074 258 3.876%** .000 781 1.280

R?=20.1, F=11.580%*

=, FH JdEFAA SAAH A= TRkl HA= IS A7 @l
g3 AEA s A, 1 Ade (1 519 Zoh gAY AdgEll Regke
29.6%% WEb L, A SAH Fik 19.336(p<.001)Z YERY} 3722 §2]35H o

A Az wige A9 s WA (B=0.303, t=4.222, p<.001), F2A(B=0.210, t=2.999,
p<.01), A& (B=0.166, t=2.189, p<.05), Al | =(B=0.145, t=1.991, p<.05)7} &2 ol 2|3t
e dFe v oH, olF Tl FEH JEFAAM IEAR IHAA, HAEA,
A7 209 FHEE FolAl= A gelstith

[E 5] HE ASTAN 549 Awst Fholwd mAs 9

[Table 5] The Effect of Beauty Influencer Characteristics and Trust on Sharing Intention

aus | Sgus B EES AT 73 AF ) , 394 BAF |
B EFS o F B FA} VIF
347 303 072 263 42004 .000 791 1.264
R 210 070 .183 2.999%* .003 824 1213
o E ]| 135 073 113 1.858 065 824 1213
A3 166 076 131 2.189% 030 855 1.169
AEFE 145 073 125 1.991* 048 781 1.280

R%=29.6, F=19.336%***

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

5.3 PROCESS macro Model 42 o3 wj/la3 AF

HE QJEFAA 547 AFRErt FFmd rAE dFe wEmed o wf=
Aolgh= AF7HA 39 HAF A¥e= v 2o

AA, FE JAZSFAA] IEAgo]l FfFEe v JFS wERe o3 wjrd
Aolgtz 71 AT A= [#F 6] 2o 7 AREY fodA HE: Ay, IEAe
TH 2 (B=0.333, t=4.876, p<.001)9} F]%=(B=0.396, t=5.760, p<.001)°l F2l3 H(+)<
FFE mFon, MEEE T E(B=0.284, t=4.527, p<.001)°l freold HH)Y FIS
2= Ao R e
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[E 6] Aol Felwel vAE JFola wHwe) Wjas 4%
[Table 6] Verification Result of Mediation Effect
B2 B SE t p LLCI ULCI
AL — s 333 068 4.876%%* .000 .199 468
AU - FRHY= 396 .069 5.760%** .000 261 532
= R 284 063 4507k .000 .160 407
Note: ***p<0.001
FEH JAEFAA9 EAgo] FFoZo TS mxe=dH Qo] w=Fxel HHad
944 A5E 9138 Bootstrappings AFE-3IGlth X Ado] WISEE A f3le] F o]k
ol2= AR FFE wiZlE 5,000 HHE FE3}o] Bootstrappings AAISH o™, A
AE [® 7)7 2ok 24 A3, A94e] BEEE FHate] THme oj2E AR
A% daste] os% AN 02 Egsn 9x @7 gEd FHoR 9@
Ao 7 YERETHB=0.095, CI[0.037~0.165]). wWzkA FHE C1ZFAAMe FHAL
THAwe AHA0R JFE vAE AAW, VHEG PR vhfste] GFL vlAE
il &3 7F Aol A AT
[32 7] LA o] Ffelo nA|&= FeolA vEe wiay f948 S
[Table 7] Result of Verifying Significance of Mediation Effect
SHES w7 T EH e Effect BootSE BootLLCI BootULCI
144 o = FTHo= 095 .033 037 165
=4, FEH JAEFAA Aol FHelre mA= G trKke o wjii=
Relge 7Ha 7&%— Ashe [E 83 2ok 2 AREe fo4 dF Av AL

4.363, p<. 001)9} 9] =(B=0.325, t=4.676, p<.001)°l] -Fo]&t

o |
~
+
N—’
1o ¢

FFE T ‘1% o7 Yo, wHEE F49%(B=0.312, t=4.917, p<.001)°] 2]
Ao dFs Hl A= s el *}Oﬂﬂ‘r
[3f 8] FAAo] FFomdl rX= FaolA] el wizlay) A3

[Table 8] Verification Result of Mediation Effect

A=

B S.E t p LLCI ULCI
144 - gEE 300 069 43635+ .000 165 436
A - FH= 325 070 4,676+ .000 .188 462
TNEE - FHon 312 064 4.9]7%%* .000 .187 437
Note: ***p<0.001
FEH JAEFAAY Aol Ffroled s vA=dH Qo] "EEe PP av
o HES 98 Bootstrappinge AF&SFATE FiE wiZRE 5,000 WHE FE5ho
Bootstrapping S A A3hlom w4 Ab= [F 99k gk w4 A3, Wyl WMHEES
Aokl Ffolwol ol Ame] AS HETe 95% A TN 05 EFsw
UA 7] wiel AAo=E Folgk Ao= UEFSTHB=0.094, CI[0.038~0.161]). whehA]
FE QEFAAY] AL FHoRd AdHon GFL WAL gAY, WHES
B3 wiete] G HlA WA} s AL FAQAsATh
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=Y LS FEUE Effect BootSE BootLLCI BootULCI
PRI o= ORI .094 031 038 161

Folmel mA= GEge wsio] o8 wifE
2} enh 7 BEEe o4 43Ad e

TS E(B=0.149, t=2.024, p<.05)9} Ff9%=(B=0.313, t=4.453, p<.001)°] +oldt A<
X o

FFS A AoR YEgon, R FH9%(B=0.358, t=5.781, p<.001)°] #<]g
Ao dFS VA= AoZ YErgT

[ 10] hZo] Bfolwd] VA eln wEEe) v ET A%

[Table 10] Verification Result of Mediation Effect

A= B S.E t p LLCI ULCI

ey - mEn .149 074 2.024* 044 004 295
] — FFolx 313 070 4.453%5% .000 175 452
ML - FHE 358 062 5781 %% .000 236 479

Note: ***p<0.001, * p<0.05

FE JAEFAAY wiHo] FFolieo I
94 ASS #1381 BootstrappingS A AR S
el

¢}
o] MEEEG Ffel IR

o Hdp
M
1%
i
_\7;1
rlr

4 i 2= 4

A FZE A0S E3Fstal 7] Wit folshA] R Ao = ERlE U THB=0.094, CI[-
0.004~0.118]). W&tA HE AZFAA Y wE S FFHojko] AP o=z JFS vxA T
NHHEZ AFste]l JFS vAE AEI) gl AL FAsdn

[ 11] o] gre]iedl mAl= FaFolr wEiee] viziast 7ol 45

[Table 11] Result of Verifying Significance of Mediation Effect

ESYPHS ulj 7] 8 5 TEHF Effect BootSE BootLLCI BootULCI
k=] o= FTHo= 053 031 -.004 118

=52 (B=0.294, t=3.858, p<.001)9} -2 %= (B=0.289, t=3.756, p<.001)°] <3t H(+)<
3] o= A=

QS A= AR YEgonw, v 39 5 (B=0.335, t=5.236, p<.001)°] F<]3
A FFS v A= AS gelsiglh

FE QJIZEFAAY iAol FF=e JFe vA=d o] HFxo Hdad
T4 HASE 2131 Bootstrapping= Ao, 4 Ay (£ 13]1% 2o 4
Ay, ATl WMFEE AFote FRE

Amel 79 HaTe 95%
2 o8 Aoz EhdrhB=0.099,
s

R =t

I
AE AR A 05 EFFekar A &7 wEel g

[e)

“‘[_—-
CI[0.035~0.175]). wWetA] HE QAEFAAMY AL Frodid HAHHo=m d3Fs
N7 sHARE, LR E B uprliste] S vAE wiladrr e Ae=
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vhebee)
(3 12] AEAdo] &l wA= FaFolA o] miyjayt H5
[Table 12] Verification Result of Mediation Effect
A= B SE t p LLCI ULCI
AR - e 294 076 3.858%#* 000 144 445
AR - TFYI= 289 077 3.756%** .000 137 441
HEE > FTHoE 335 064 5.236%** 000 209 461
Note: ***p<0.001
[3E 13] AEAdo] o mdl wA= FaolA wrHee] mizlast w24 A5
[Table 13] Result of Verifying Significance of Mediation Effect
EYHST wj A FTEUT Effect BootSE BootLLCI BootULCI
A2 st ERnC 099 036 035 175
S, FE QZRANC dE AR TR el nAE P wEwe] o
Ag Zolgts M HE Ades (B 149 22U 74 FAREY oA #H5AY
A E= 9 E(B=0.407, t=6.055, p<.001)°} 3 %=(B=0.277, t=3.756, p<.001)°ll -<]%F
BHY IS HAE AoR YeHoH, TR s 319 = (B=0.301, t=4.520, p<.001)°]

FO% A P VAL Ao vhehgt

[ 14] AR 7)o ol vA= GolA whhime] wiziast A4S

[Table 14] Verification Result of Mediation Effect

A= B S.E t P LLCI ULCI
AT - ST 407 .067 6.055%+%* .000 275 .540
AFE - FH% 277 .074 3.756%** .000 132 423
U - TR 301 .067 4.520%%* .000 .170 433
Note: ***p<0.001
HE ABFAMS WF AHms FHAES GFS vXEd 9o wEmg
HEEY Fold AS5S 93] Bootstrappings A AlSISl o, A A= [ 159 £k
B4 AR, ARt HEEE Ffote] THowel o2 AR A% WA 95%
AT 0% EHL AA 27w FHor  FolshArkB-0.123,
CI[0.055~0.200]). we}x FE QJIZEFAA g digt AFEs FHIEd AHHo=
FEFS A= sHARE, SRS R vpslstel S viA= viladrh e
Aoz FAAH A,
3E 15] A =T Sl vR= GEelA Sl wijay ol A5
[Table 15] Result of Verifying Significance of Mediation Effect
=Yg | 7 FTEAT Effect BootSE BootLLCI BootULCI
AF = ‘?}#E THIE 123 037 055 200
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