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The Effect of K-beauty SNS Influencer on Chinese Consumers’ Acceptance Intention
of New Products: Focused on Elaboration Likelihood Model (ELM)

Lei Wang and Jin Hwa Lee'
Dept. of Clothing and Textile, Pusan National University, Busan, Korea

Abstract: The acceleration of digital transformation (DX) has resulted in SNS influencer marketing trends becoming the
mainstream of the new market. SNS influencers act as early adopters in the process of new products being accepted.
Chinese consumers are most affected by Hallyu, which increases interest in K-beauty products. This study analyzes how
K-beauty SNS influencers are related to Chinese consumers. A survey was conducted among Chinese millennial
consumers after watching videos provided by K-beauty SNS influencer; subsequently, 456 responses were used for data
analysis. As a result, the analysis based on the Elaboration Likelihood Model (ELM) distinguishes the central route and
the peripheral route in the process of Chinese consumers accepting new SNS products. The study findings suggested that
information quality, credibility, accuracy, and usefulness had significant effects on acceptance intention for new products
among central route factors, and similarity, trustworthiness, pleasure, expertise, and attractiveness also had significant
effects on the acceptance intention of new product among peripheral route factors. It was found that variables of the
central route, rather than those of peripheral route, had stronger effects on the acceptance intention for new products.
Consequently, the central route of K-beauty SNS influencer is more important to Chinese consumers' acceptance of new
products. It is expected that this study will offer beauty influencer marketing-based cosmetics brands efficient consumer

management suggestions.
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AAIF 8ol W] =7 HEiXE AHIRPE AEE 3
= AF BEI}F AFEAF 31 (Lee, 2015), Z 84 &
2] o€ (Early adoptor)2] & F23ItHKim, 1992). SNS
EFA4= SNS mﬂ/\i 2] oHYEIRA ah %ﬂﬂﬂ 5
oY, 2x= % l e ololdz AEE AAES TR
1 st SNS ¢ 04/\15— ZZ A E (Followers)llAl A x.
Kil=gei ek XﬂE = Zﬂ ah, AHRET AEHR] AFS F
a&ﬁla ke PE} DX Altlell Eojx AR de w7} o
1 tﬂra} J Axe] 2Bz} o S5l oigh JFH

MR Heke 7] BHE Fanc

o A=A = ATHKim, 2018).
] W& 01]*1 A E Q0] SNS AZFAAM S 27kt
FE3 gFge AR AAFE 8 9 ool Yehes
Algl9] 8k E-=(Hot trend)Ztal & = 9lom Abw Hojo}
Z23%k FAYell EFfiti & 4 JrkKim, 2019b). S35 K-
beauty SNS UZFFAUA 9] AM=E B3 K-beauty 2A|F]
gk & «LQ} T =rF A=Al tigh oS o=
°] SNS QIEFIA wARAME F835 & 7} g Aol
AtEET **6304%%]/\1{— SNS2] *é M ZFAA HA4
EH ATE FolE = qlong A Kbeauty SNS ¢l

ZFAAl ek F= &njAte EEEALOH gk A1E obF
Ul%—ﬁ& = Eli=

A 2 AFdMs APATE uEe R K-beauty SNS
AFFAAM oust 8Rlo] = AHANA FES v
285 =2 Awsl 7FsA 29 (ELM: Elaboration Likelihood
ModelyS 2l-§-3le] AHslazz} efch. AM2F ARAY A4
o 91o] K-beauty SNS AZFAA7} Algsle R 54 8
1S FHARE, AEFAAM ] BA 81 FHAEE g

o] AFollA= ELME EHE F47d=Q] ‘K-beauty SNS
AEFJAA} AlFete AR B4 a1+, FHAPER K-
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K-beauty SNS QJUZFJA7} S5 AH|RL] AAIFE 82 x0|
WA= @l thate] dotr iz} gtk g = ARIL T

an|Ae] Peolwel| JFS vE W oj= A=t o A3
&S HX=A] o] Amr Al stk ¥ Yoyt K-beauty A+
A3} SNS JIEFAA vHAES Aldleke 7S AT
A &gl ek o] &2l WIS AlFslaat gt

2. O|EH Hi&

2.1. &3 K-beautyoll CiEt +8
I ZEo| Jtsy

A AukARl gl Eelelze] e oulEid o
3.0 AZIE A gelz 2E Hel A ] ghRe] kg ofw]
3 B 4.0 AI712 HAETL AUthlLee, 2018). 5 %‘%
o hFAR QAL westel met Anjzkse] vl o
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gk o] Skl glom o]9f tiEo] F=o] sPE A
FEEZ At itk B3] K-beautyoll thet #4lo] AW
J o] FiE L edl, 2017 FHoE 3= AE
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< FES 5= 1939 2, FY AL 39.1%E 7153
w195 X3 H(Korea Trade-Investment Promotion Agency
[KOTRA], 2019). 59 = 3% Y T7H-2 20179
E 23.1%0190em, 20183 (1€9~10€)] & 7182 46.5%
of &3t F=2] F2 A 2MIREO] K-beauty AIFS T-7i
g m )RR o] B (Weibo), Meipai(MP)Z 53l Q1EF414
9] FH-olu A $7|5 Farsle] gkt A K-beauty
AF wEAL] 70% ol/dES &2AN AFe] AAEAL Yo
), 271A10) AFo) Slo} FAte] tigh AF|w7) Eol FHu)
FEREO R F3IT) o 9o BRI, CCFA 5 3HdllA
sl AR gk #Hilo] =2 FAH°IthHKOTRA, 2019).

F=9] e, mulde] Bg3 s 2017d 289 &
TEE 30.7% 3785 | FATHKOTRA, 2019). o]l K-beauty
of &3 FJRE HA HY 4 3= SNS9| FoAdo] hFEHL
o™, K-beauty 7| HES U SNSE o]g3le] HAL-$
= R3] 98 =gl

S AHAPgo] RskEel wet SNS 'l ik 8%
=AUtk T thdst AN EdE 9 Ado] AAE
o e} AHA Y 7157 FojERlen, Bk, 1ZFA
A, 82T So] Al4H] Ede mEl &) FA9 Al
3}, &v] Ade] FREFSP 71EEA ok e Aol
Vel #9] At nyskEn Zen|Q) AnjAlel] tigk 5
27} Zrlela lom RE|, WX, IFAE 2ok T4 Y
Al SR 18] K-beauty’} T AFOZE A&HQ 1&ES
& = A HUYTHKOTRA, 2019). ©lo K-beauty 719E0]
JAEFAA mAE, 020 FRE 59 AF5S &83l =
Aol XA w) 2ol g wAY ko] "ot} AJzlEr)
wab B AFolME K-beauty Q1ZSFAX7F S SNS Aol
A T AHRA oE JEE XEAE GolEal, o]F o
©29] K-beauty JIEFAME S8 7|HolAl T8 7124}
52 ANBIA st

j:w

s

Eu
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33 gtk(Son, 2018).

SNS QIEFAM = B2 2] W} Mega, Macro, Micro,
NanoZ TEETE Mega AEFAAM= 1008 3§ o)de] 2=
AE BT AR, o2 54 Hopll AEAEE 7 &9
A 2E(Specialist)etZ & 4= ATt 109k~1007+ He] Zz g
£ H{3% ZH$ Macro C’La—r‘ﬂ/ﬂlﬂu— she, 29 F7t

,000~109+ 3 =21 7% Micro 21ZF<14E}a 3t} Micro

F2olMe AEH H37 A%o] gor] Pk e 5
712

o} AR ZFFAMQ Nano S1ZFAME 10004
ZEE ZH=THGilpark, 2018)

% SNSE B3l &Fsle AZFIAM 9] 7l =
FEt el M = & Wé%—% FHoz FA3] 5o
ItH(Choi & Jung, 2017). AZFAX7} F-H3k] Al
<He 58 AF = BEds gk oot Hrke ot
iﬂlx}zﬂ A= Fafol] Akt FEFE 7)xIvk 237] o)

FAME gHHo 2 nAYd FgslEE HAE
—8— AZsiA ol FAlo|thKim, 2017a). 2016
E7} s A Bl mEE, ?:_w} A EAzR=
A wiAIR ] Fa Gt el ek, QJIEFIA ]
T 49%=, I F ALES0 56%<t ALl vt &
5 EAtHSon & Kim, 2017). SNS AollA ZFoire]
tF—dl2~ AE TR e AFEA 7IslETH R
AYE7] i) ojAl= AZFAAM7E 7IH9R AnlAelA 1
AFE FE= ool ® B AFsk, 259 JF F

F a7t Jrh(Park, 2018). AZFAX = SNS “dollA] A5}
B3 AE, HAls, JRol gk <12 ®is) Foll FF
th= AT A3yt 229 vt AthPark et al, 2014).
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K-beauty SNS 21&F214
?—2 AM7} ARESRE 917] Qe ool e F2 JE], o3,
LAY 522 I FAME FE #HE ofoldl& SNS 2%
HATAE g LuRtelAl 71 171
iofo|t}. o5 F2 3Pl g Ay sgEel ol
‘T:'rb‘r AFE FHe tigt S TFeR AFsie] T2
frah AnRE A& AAPAASL FAE 3]
o}, olzlgh %‘%z: k= AFFES SNS AbollA] HEl <l
OB BE= 191 HiT]ojgtar
§7l+ —‘ﬂ"jr(Klm 2017b). WEFA SNS AollA] K-beauty Al
3t ARE AT HEl QIZE2FAME K-beauty SNS 212
FAxEIL gt
olRHHAT o] Ao Hall =
ArdellA gh=te] olgthe L% 19} FAZEl S T AL
2 g i) o ZEf 9lE] ot Y SNSelx] 2=
AE FHa 508 B A3 JAEFFAA) T 1048 2330
GBS Azl F= SNS o] H (Weibo)2} $13 (WeChatyS &
a TR, ol oF 3187 Ao gl &S 7123
. miEe ddx 7] UY] 6.7% 7k ASE olFWg
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(Chae, 2018).
Chae(2018y= =€) JASFAAE &83 sPIE AF
AW Hke 190 viYo24 22 AWE FAger 7MY
3 A FR2E Ay, g 3, Ao de AR
o] Halld A< 7% v 91% AR elgkar A3l
(2018)9] Aol E YoM &l o AEF
£ HE ZgololEzx Xl%lo}ucl SNSUlEM elA =
] g sl Zlolgkal allom AdRlETt Uuiel {E
EFAM7T AEYOZA LHRA dgEe o] o
3199t Yoo(2018by= HE] AIE & A QZTAA o]
X9 sl LRI, AR, migAd) 25 7delmR|e} A
o)zl FAAA FE vzt ST
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23. Zust 7ty =4

o] AFollA+= Petty and Cacioppo(1986)7} #|StsH 71912
AE 348 A7 Pwsl 7154 24 (Elaboration Likelihood
Model: ELMYyS- o122 272 A9t A3l 7154 =
g2 AR E 55 A5 9L <S4 = (Central route)’
9} M 7 = (Peripheral route)’Z WrolA AsiaL Stk 5

4 A= L RREEREDRSERE S REENIES)
A Azolm, FH AzE T2 FHH Wet Aol gl
t e 99152 B M50l olFolAE Azolth. Yzt 7
54 me ANE grel F4 AR Be a9l F 2
slo] 79 Azl TYPHE TP ARIAIA 222 Fa
8Ae) An. A2 Bash Hgol dojurk Ast ek,

A FE FoplME Hwst 7k RS o83 A
= X vt ok AAFelXE s e #H oAt
ARo] o] Ar £ ARE ADs Puo] 40| 2o
A Q21ETaL ST Kim(2019byS HE] Q1ZFM o &
& AN Awst ks RS EOE AR S48 T4
ARE AAsom FRe] S48 AW §-84, AR A=A,
AR Ao R R e IZEFAX ] S AR
7b A v EHEE 5‘-?]715 FHARZE AR AEF
oAxe] & _4/\4 _”_/K}JH RS 23199t} Shin(2019)2
ad wtle] JISFAXE] F i"%ﬂé@ﬂ gk AolA Fa
s} 7Fs7d E%‘é EQE SAARE
B, ARe] AGPor PRI, FHARE FRATAZ

AEFAME 2, &4, wigA, AP Lkt
*dﬁyﬁ?a Eg2 2 dAFofXe FHEEEE= K-beauty SNS

TN Agsle sPE 54 JRE dAYsia ol 4

A 484, NEA, A, FAos LRI Ea
K-beauty SNS QIEFAAM AR} 2HA Aol gle FHd
ME FHAER AAs {314, A, miEg, e, A
PR et AFE PstarAt gt

A, JH EZ (Information qualityy> FRe| =7} &rt
U ASZAAX ti$t Zizo]t(Bhattacherjee & Sanford, 2006).
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, 71X, Byt B8 S AR FA3 &3] Ao 34
QS vHTKYang et al, 2006). 4, -84 (Usefulness)
A7t G55 AHo| gk 2848 oJnlstH, 7AI7) =
H AR Y QAEAd Es e AR F
gl?lﬁ‘r(Park, 2011; Seo & Yoo, 2017). F-8/4-& ARFgA12
JRo) gk ol gLt Bie] AHA1 FEFE PIRITHCui &
Kim, 2011; Park & Byun, 2011). T3} SNSol|A ¢l1ZF2lA
o] B {F-8AL FEAE] HH g re JIFgS mHY
719 AFe] A=A FEE mAE 2R A SEUTHKim,
2019b; Oh & Sung, 2018). AA, A2/ (Credibility)> BH
S AT ARE e A AFss JE FHod
TH(Sussman & Siegal, 2003). AlE|do] =2 AR disl]
Sx1e] FAZHQ wkgo] dEThs AT At ATHKim,
2007). WA, A& (Accuracy)el& FHe AlFgAke} AR
AR R e FEE 2SS wiAlEh, o2 AR
(Factell 245 & A#Z¢] A AFZ ¢Jn)3htkSong et al,
2016). =42 SNSM AlFEE HRIF HEairtal A7t
= A=EA FES FRAFE FH AREAEAA NS
AS 4 JtH(Ahn & Han, 2011). TR, 214 (Recency)©l
& AF SAISE Bl Grit AHIREEA] AEe] A AR
£ A&sa mEA Ads] & ¢ Ade AUAE L (Lee,
2013), DeLone and McLean(1992)9] $1--ll4 SNSo| FR=
geapr w2 HHolojof HH o]gale] Biol| TAAQ1 J
FOE ofF = vkl AWt A, #3174 (Pleasurey>
AE FEAPE SNSE ARSIAN S B ARIE 7= 4
=E U3cH(Van der Heijden, 2004). Agarwal and Karahanna
(2000)y= Fr3g0] =45 FEAES 54 AFoIU AHlE
o st $5221 Bl=E FABIAL, T8k A& ARl E
o 344 JS vA 5 Aok AWk duAl, A
(Similarity)> M2 7+e] ola], 2J4]) Bl=, 35 5o o] A+
‘%i]ilb J=Z 523} (Cho, 2002). Eagly et al.(1978)%
ZEFAAM il FAMES B4 NSRS uEE 2
EJ‘Z]-J_ 31T}, Belch and Belch(1994)= A BAIFA}T AR
TR} FALeE Ao B4E 7S 739U 23R 4
FHEU ARFEEIAIE v WY A, wWHA
(Attractiveness)y> AHEFF Al tiaiA] AbRpE FAHH o=
Aztshe JEE ou]sH(Kim et al, 2009) $8A50] H1
el tizte] =7)e B==, 2AAQ1 gt *‘ﬂm‘ =]

q;

Oorle & .
2

ol

r‘l

A& EFFeITHPark, 2012; Wang & Lee, 2018). 21ZF21A
o] EAS UE B d7olM Bt EA o= HHW*OI Hee
3 Atk Lee et al 2007y P Al HRAES ¥Rk

] A= fFEste HE #skE SXATe S8R AR-ET
3 ST} obgAl, A4 (TrustworthinessyS A XS Al F-dhs

AuLo] B4 olfps} AHE Aol 7, ARS 7R A
A e a7 AAH ARE AT & Aolga We F
2178 014 Hg oju]dth(Belch & Belch, 1994). gH.Llo]
2 AAES 7H o AlEEe] 2 ARE 9 o4ls] Wi

LHIRO] JAEF FE-0)E0) rlAfE

§5F Fws] 7PN RYELM)S FH0=- 577

of &Mzte] Fr el gk g B FujelAp AR 2
JS wX)A HrkSparkman & William, 1980). G, HAEA
(Expertisey> A52 wA|x|e] Zgu.o] 2ile] Fofol] tisf %
LA JJom AL M-S TR QS AeRE 2RApL /14
ke AL ou|dTh(Kim, 2005). ARH e FEA <12
et B85 AR tE] US 2] wie] wiAA e o
3 342 =S §43}7] 4tkShin & Cho, 2014).

MHNE TSzl A

ElXIEé 71’“01 HH} Zls}et Hgﬂ ol5o] Agshdel wkt
ZB|AFE 0] AAZ| 8 7 Z71E 3 9ok, K-beauty 7
PES APl A&H o' AAFS S8 JISFAME
o]-g3t] MRS UZ(Needs)E FEA17132 J@Zﬁ“ﬂ A1A]
£ o]Folazz} g}

SlEZoM e AFH9l %43

R

194 A3 A
S FIA B S
P2 ke Qe

4 ATHKim, 2019). AI=F

AXE AAE 78 ZHAlA de] AJHE(Barly adoptor)ZA]
HE 5 7] e ofoldla AHE AAFS SNS Aol ¥
B g dishs Fa% S S ik o2 FEEC
A ARE ALt AAFS TR 2HRES AEH]

22 98t =H8L AEd, AuRSe] FAHH

Ha and Lee(2018y= 2a}e] ¥ %71%141:4 go zu_sjr 7hs
A wee 7143_% Z=4)

the 2345 A3t

x%i 'r“&;(}** X—]E,] __/HJ4. ;Hy_a ;ﬂl‘%—g—
Aol mg} g2, A5, Bizo| YIS 7| uliFol (Bansal
& Voyer, 2000), ¥ A= K-beauty SNS UZFAA *éc
7z iz} M) K-beauty AAIE 827t %_E}
olgfal o F3I5AtE. FAH R, LH|RR] gt

4, 784, 234, B, A T Hre] 54 °°l°l
T SRS A, AN, wiEA, A, AR

Z2x]e] EA] oo]o] ¥3tE FHAZY u g8k 7}4\

g AQYstact. gk, ARAT FRS BT FHEA S B4
< oAGA A=l met gol=rt gk . 9
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ANEFAM7E T ¥Rk 2AE 8-o=d nRe JFS
AZHoR EAsl= o F&o] Ut WA FAAREE K-
beauty SNS QUZFAX 7} ALst AJre] 54 82, FH
ty SNS AIZFAX AHel 233 #Ho]

FHAAMZ FE3]0], K-beauty SNS UZF
H|Z} K-beauty AIAF 4820 m]X
= HE AR YA} Stk T3 K-beauty SNS
QZFAAM gt F= AH|REQ] K-beauty AIAIF 4~8-2] =0

s 29| aQle] o & TS HIA=A Lot
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72 ATRH (Fig. N AFEAS A3t

ATZAI 1. K-beauty SNS AZFFAA ] FAZ =29} A
29| 821E FE3A} i)

ATZAI2. K-beauty SNS QAEFAX e} F= AH|Ake] K-
beauty AIAF 8= 7ke] IAE Yol A} gt

H;. K-beauty SNS IZFAX9] 4RIt S5 &H|RLe]
K-beauty AIAIF &2l FS ma Zelt).

Hy.;. K-beauty SNS QIEFM ] AR FHo] F= AH|#}
9] K-beauty AAIF F&2lx0) g v]A Zolrt,

Hi,. K-beauty SNS Q1ZFM 9] Hr -840 T3+ 4]
ZFe] K-beauty AA|E 820 J&-2 v Zlolt},

H,;. K-beauty SNS S1ZFM <] A AlZgAo] F3t 4]
7] K-beauty AAF T80 S w|E Holth

Hi 4. K-beauty SNS 1ZF04 9] FR A o] F= 4uH]
7] K-beauty AAF T80 FES w|E Holth

His. K-beauty SNS 1ZF4 9] BR HAA o] F5 4uH]|
2] K-beauty 2AIF T80 FES wE Zolth

H,. K-beauty SNS QIEFX ] FHAZT}F T 4H|R
K-beauty AAIF T&2)xol] G A Aol

Hy,. K-beauty SNS QIZFAAI] f3/4d0] = AHRke]
K-beauty AIAIF &% FS ma Zelt).

Hy,. K-beauty SNS QIZFAAL] FAMIC] F= AH]Rke]

it
>

R
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Central Route
Information Quality
. Usefulness

Credibility

Accuracy

Recency

i

Acceptance
Intention of
New Product
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AH|ZALE 53] HEXE B3t & B AL A9,
ZANE T ZEUd Ao 94 &HR)F 47082 O R
20199 42 11L5E 4€25U71A]) 25 Zhell AA o]FofAth
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8h24] 2287(50.0%), THEH A|E} o] 937 (20.4%)°] 3, 4]
doll Aol = AR 1769 (38.6%), T 994 (21.7%), =5
& 7478(16.2%), A9 467 (10.1%), FH 327 (7.0%)>-2
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o] TF¥E & Aol e T 20300 A LHAE 4.1. K-beauty SNS QIEFIAM| FHH =} FHAZO
o2 ARZAE AAEIA) o] Ae EYIdy e T4 CHS BN QOIRAM o MEE 24
< BAE T AES A8t 2R eAMe AAF 8 K-beauty SNS QIZF4M SRR 74 Q& =&
o, AEFAMTE Heet FRo] B4 821, AZFIN] & Slell A2 2 S AASIIT 4 23t Table 12+ 7
d Tl FHEA ] 54 Bl £ME st S| <A ol 57§ agle] FEHITE 82 12 “FEAGEDY, 291 2&
M g F dE LFE HaskEit A GEDY, 891 3& AR FHAGED), 89l 4= B
Table 1. Exploratory factor analysis and reliability analysis of central route
Factor Eigen value
Factor Measured item . (Cumulative ~ Cronbach’a
loading .
variance %)
Information about new product delivered by Influencer is not difficult to understand. .807
Usefulness Information about new product delivered by Influencer is efficient to use 797 2.19 815
(US) P Y : : (14.599) ‘
Information about new product delivered by Influencer is effective to use. 782
The information about new product delivered by Influencer is honest. .824
Credibility Information about new product delivered by Influencer is straightforward 773 2.186 802
(CR) P 4 & ‘ : (29.173) :
Information about new product delivered by Influencer can be trusted. 764
Information nformation about new product delivered by Influencer is helpful. 798
quality Information about new product delivered by Influencer is valuable. 791 ( 423' 166286) 821
1Q Information about new product delivered by Influencer is beneficial. 774 .
Information about new product delivered by Influencer is detailed. 799
Accuracy Information about new product delivered by Influencer is error-free 773 2128 772
(AC) P 4 : : (57.814) :
Information about new product delivered by Influencer is accurate. 765
Information about new product delivered by Influencer is popular. 815
Recency Information about new product delivered by Influencer is timel 796 2124 790
(RE) p Y Y- : (71.972) :
Information about new product delivered by Influencer is up-to-date. 746
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4.4. Kbeauty SNS QBTN BMHRIL MRIE +8
o|=0fl DlxlE ¥g
2 A7 1S AFE] 98 FAAE 89S =9

H
T2, AAF FEAEE FHEFE T IJALHES A

Table 2. Exploratory factor analysis and reliability analysis of peripheral route

Factor Eigen value
Factor Measured item . (Cumulative  Cronbach’a
loading .
variance %)
Curiosity is met while watching this video from beauty influencer. 821
Pleasure . . . . . . . 2.221
(PL) Time went by without knowing it while watching this video from a beauty influencer.  .806 (14.807) .809
I am interested while watching this video from beauty influencer. 766
Beauty influencer from this video is capable. .841
Expertise . . . 2.181
(EX) Beauty influencer from this video has a lot of experience. .804 (29.349) .805
Beauty influencer from this video is professional. 779
Beauty influencer from this video is attractive. 819
Attractiveness . L . .. 2,122
(AT) Beauty influencer from this video is affinitive. .800 (43.496) .801
Beauty influencer from this video is appealing. 733
) Beauty influencer from this video is serious. .825
Trusnzl?]:t;l 1ness Beauty influencer from this video can be trusted. .801 ( 527"151969) 75
Beauty influencer from this video is honest. 775
o Beauty influencer from this video has a similar value to me. .805
Sm(l;fa)my Beauty influencer from this video is similar to my favorite style. 789 (72]‘?36992) 777
Beauty influencer from this video accepts information with similar criteria. 763
Table 3. Exploratory factor analysis and reliability analysis of acceptance intention of new product
. . Ei I
Factor Measured item Factor loading lgen va ,ue Cronbach’a
(Cumulative variance %)
I have an idea to use this new product. .845
Acceptance intention I have an idea to buy this new product. 835 2.740
of new product . . . (68.492) .846
(AINP) I am generally satisfied with this new product. .826 -
I'm interested in this new product. .804
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Table 4. Correlations among variables

2LHIRI] XA F&L w0 vRfE FF s} Tfed BYELM)E SHCE- 581

1 2 3 4 5 6 7 8 9 10 11
1. US 1
2. CR .389%* 1
3. 1Q A49%* S550%* 1
4. AC 376%* ASTHE Ad4 1
5. RE A492%* 389** A402%* 384** 1
6. PL A415%* A409** A404%* 309%* 443%* 1
7. EX A45%* 343%%* .393%* 249%%* 491 ** .398%* 1
8. AT .306%* 387** 382k 202%* 392 A20%* A32%* 1
9. TR 284%* A40** 375%* A10%* 321 %* 330%* 288%* A09** 1
10. SI 374%* 376%* A408** 282%* 309** A28** 343%* 364** 271%* 1
11. AINP  .498** 636%* 695%* S16%* A4T* 490%* A25%* A35%% AT4%* .500%* 1
##p<.01
Table 5. The effect of K-beauty SNS influencer’s central route on acceptance intention of new product
Dependent variable: acceptance intention of new product
Independent variable: 5
B t R Tolerance VIF
Usefulness 128 3.564%** 664 1.506
Credibility 280 7.540%** 619 1.614
Information quality 396 10.505%** 144.918%** 617 .600 1.668
Accuracy 141 4.040%** .699 1.430
Recency .062 1.767 .682 1.466
HEp< 001
TH(Table 5). ¥4 A7, $AHE 2AEA 784, 24, T2, WF FEeE FHATE T AR S
ARFH, AL AAF 8ol SAAA dFE mIAl THTable 6). 4 A, FHARS] ol 714 a9l =% o Al

= AoR UERTE 8 SHWR FEHS] tigh 7ox
o FIAE AAHE A3 HREFZDMH,,;: B=396, =10.505,
p<.001), AZAH,;: p=280, =7.540, p<.001), B H,:
B=.141, t=4.040, p<001), & (H: B=128, £3.564, p<.001)
Fo8 AAF FEYEe FIFE VXA e AR e
otk AN H, 5 B=062, =1.767, p>.05) AAZE SR w0
frolgt gks mHA] £ wEld 7M1 FEAHOE A
A=At

4.5. K-beauty SNS QEFHMo| FHAZI| MNE =8
o|=0f O|Xl= A&

2 AT 7H2E AEs] 8] FHARE 8918 59

rE

AT gl 3HH JFS AL 0= et A
W SYuse) FEuSd et 7=t fole A 2
I GAV (H,y: B=264, 6553, p<001), D24 (H,y: B=261,
6.646, p<.001), 314 (H,.;: B=.198, =4.706, p<.001), A&
A(Hys B=143, £3.508, p<0l), "NZEA (Hyz: P=.087, £=2.032,
p<05) 22 AAFE FEox FFgE WAL e HeR
el weba 7R 2= AR EH A

46. K-beauty SNS QIZFoIMo| ZMHZ9} FHART}
MHE 2o =0 0|X= Ade

‘?H——‘:Zﬂ 39] F=r PR AAE 89w QJIEFAA
o] FAAZY FHUAZ F ofFH AR Qo] ¢ YL v

Table 6. The effect of K-beauty SNS influencer’s peripheral route on acceptance intention of new product

Dependent variable: acceptance intention of new product

Independent variable

2

t F R Tolerance VIF

Pleasure .198 4.706%** .691 1.447
Expertise .143 3.508%** 735 1.360
Attractiveness .087 2.032% 73.888*** 451 .669 1.495
Trustworthiness 261 6.646%** 791 1.264
Similarity 264 6.553%** 754 1.326

*p<.05, ***p<.001
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Table 7. The effect of K-beauty SNS influencer’s central route and peripheral route on acceptance intention of new product

Dependent variable: acceptance intention of new product

Independent variable

B t F R Tolerance VIF
Usefulness .081 2.284%* 616 1.623
Credibility 215 5.806%** 571 1.752
Information quality 340 9.148*** .566 1.768
Accuracy 116 3.395%** 667 1.499
Recency .010 276 593 1.686
83.734%** 653
Pleasure .078 2.237* 633 1.579
Expertise .032 911 .630 1.587
Attractiveness .023 677 653 1.532
Trustworthiness .098 2.903%* 691 1.447
Similarity 134 4.044+* 705 1.419
*p<.05, **p<01, ***p<.001
A AAAE AF) SAstel FUAR 8903 FuARe] oA Bus) FESHE WU A 2HAES toR @
8% SYAFE, AAF FEIEE FEUSE AT AZH A7eke oM de)7t ok 2 97e] A SNS
ZAARNS ANSHATE B AAE Table 734 2ol B ABTAM G| AT e HE 4] B 4T B
A2 W40 2Q1¢ BE SR BN FUIRS & FUdche ol AHIE 3e 5 2lom vhig Hee

HI
o

g 71 =9t o8 e 7.%6} 7—‘4 HE F2 (=340, +9.148,
p<001), A2 (B=215, =5.806, p<.001), A (B=134, =4.044,
p<001), 2 (B=116, 3395, p<.001), 21X (B=098, =2.903,
p<O01), T84 (p=081, =2.284, p<.05), T3 (p=.078, =2.237,
p<05) T2 2 AAF FEoxe] gt o] & Ze=
gt} ARdE 93 9712 el & s B%Alg haksl
of Hlwsl B SR E=7527t Ttﬁ_%iaﬁ—m)it} Al
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th(Shin, 2019).
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