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The Effect of Beauty Influencers’ Characteristics and Product Characteristics
on New Product Acceptance Intentions
- Focusing on Chinese Consumers -

Ruiqi Xul), Eun-Hye Kim and Jin-Hwa Lee""

I)Department of Clothing and Textile, Pusan National University, Busan, Korea
Department of Fashion Design, Pukyong National University, Busan, Korea

Abstract: This study explored the impact of beauty influencers’ characteristics and product characteristics on new
product acceptance intentions and studied the mediating effects of consumer trust in this process. A survey was con-
ducted from February 22, 2021, to February 28, 2021, with Gen Y and Gen Z women in China, and 379 questionnaires
were analyzed. The conclusions are as follows: First, the characteristics of beauty influencers are authenticity and
expertise, similarity, attractiveness, interactivity, familiarity, and trustworthiness; product characteristics are cost,
image, product quality, product perception, sales promotion, and sustainability. Second, partial beauty influencers’ char-
acteristics and partial product characteristics have a positive impact on consumer confidence and acceptance intention
of the new product. Third, the mediating effect of consumer trust in the process by which beauty influencers’ char-
acteristics and product characteristics influence the intention of new product acceptance was determined. Therefore,
when beauty companies use influencers in marketing, it is necessary to understand their characteristics, consider their
professionality and authenticity, examine their reliability, and assess their ability to form connections with images and
viewers that match their products. Additionally, to increase the acceptance intention of new products, companies should
present the price of high-quality products, product sensibilities, and corporate images of products and establish mea-
sures that can positively affect consumers' acceptance intention of new products by combining them with the char-

acteristics of beauty influencers.

Key words: Chinese consumers(s= 4:H]#}), Beauty influencer characteristics(El <1Z 514
£4), Consumer trust (&H]#} 412]), New product acceptance intention(A1#]%F 4~
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gk oo AXIL Qi)

uAY EolollA Q1 VES A EEsted tiFelA 9
FEE vRE GikIlE JAEFAAMEAL 3P (Choi & Cheong,
2017; Park et al, 2014). &4 w|tjolE T3l FE] #A|Fol o
S ARS IRk AR FE IZEFAMEL AT (Wang
& Lee, 2019). JIZSFAAME AF AFUACIA VIELAE AL
43, B3 AnA Ade] #Ad AFS F331aL, AF ol
3 o4, ZHe 7 FRE Ayshe 9
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e A B EM% 53 XVJQI HE] 2l 2 3
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H] 58 FIFS nXH(Yoo & Hwang, 2020) BAl= QA=
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(Wang & Lee, 2018). Kang and Lee(200 )=
F712 AF38I3, Han(2019)s A1=FM 9] Hr
A& AAEATE Kim and Lee(2019)—— 214 %
, Sung and Kim(2020y= HE] S1&FA 9] B4
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E]-(Wang & Lee, 2018). Mayer et al.(1995)> 1]
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(Table 3). 711 FE AEFAM B 5
5332, p<0.001), X84 2 M+ (B=0.382, 1=9.107, p<
0.001), FFAME(8=10.318, t=7.203, p<0.001)& ZH|=} A=
AHALE Folgt G PAe ASE Yehdth FEakE-
(B=.006, t=.164, p>.05), = (B=-013, t=-327, p>.05),
]S4 (8= 068, r=1.593, p> .05y &H|=} Aol F2l3 o
5 mAA] gt wEbA M 2-190] HE] AEFFAM 54
1 A, 1 B AEA, fAMdo] AniAt Aol felg

a2 vAE A0 k), ole@ Ase woh, e o



724 SR SIR] A24H A6Z, 2022

Table 1. Factor analysis and reliability analysis of beauty influencer characteristics

Eigen value

. F . h'
Factor Measured item act.or (Cumulative Cronbach's
loading .
variance %)
This beauty influencer provides accurate product information. 720
This beauty influencer looks professional. 669
This beauty influencer seems to be well informed about the product. 650
Authzr:tmty This beauty influencer seems to be preparing a lot in advance. .648 3.963 %63
i i i 18.01 ’
Expertise This beauty influencer strives to elaborate. 641 (18.015)
This beauty influencer looks skilled when introducing information about the product.  .621
This beauty influencer feels consistent when introducing a product. .600
This beauty influencer feels heartfelt. .580
This beauty influencer‘s lifestyle is similar to mine. 819
o This beauty influencer’s style is similar to mine. 718 3.243
Similarity . . L . .849
This beauty influencer’s value is similar to mine. 694 (32.754)
The product recommended by this beauty influencer is perfect for me. .599
This beauty influencer is beautiful. 796 5162
1
Attractiveness This beauty influencer is attractive. 744 (42.583) .820
This beauty influencer is easy to get on my good side. .568 ’
This beauty influencer carefully reads the comments of her fans. 759
.. . . . . 2.012
Interactivity This beauty influencer answers her fans' questions seriously. 728 (51.729) 713
This beauty influencer listens carefully to her fans. 637 ’
. This beauty influencer gives me the feeling of a friend. 814 1.828
Familiar . . . . 819
This beauty influencer seems like a friendly person. 732 (60.038)
. I could feel the authenticity of this beauty influencer. 694 1.656
Trustworthiness . . 729
This beauty influencer seems to be very honest. 689 (67.566)
Table 2. Factor analysis and reliability analysis of acceptance intention of new product and consumer confidence
F Ei I
Factor Measured item acFor 1gen Ve }le Cronbach's a
loading  (Cumulative variance %)
I will actively recommend the new product to others. 788
Acceptance I want to buy the new product. 778 3211
intention of .856
new product I want to be an early adopter of the new product. .769 (32.111)
I will actively search for information about the new product. 765
I think the information provided by this beauty influencer is sufficient. 783
I am pleased with the information provided by this beauty influencer. 754
Consumer | think the information provided by this beauty influencer is believable. .687 3.184 860
Confidence I have a positive attitude towards the product in the video. .679 (63.955) '
I think the product in the video is trustworthy. .621
I think the product in the video meets my satisfaction expectations. .555
Z 27} AAE FIE LH|RA THE o siy A Eo t=2463, p<.05), AFEZZAB= 314, t=5.016, p<.001), AF 7
ok ARA R AS 7R3, 2ulAle] AR AYLS 7S Al 2(B=0.145, 1=2.423, p<0.05) 2H]2} Al=e] F(HH o=
A THE Q14jo] FHHOE W & rka welch I8 L TR o Vehdeh. BWoER(B=043, 1=

@ EJ; A= qﬂJr ;}wTable 4). o7 A

E B4 Fol H[E&(B=.204, 1=3.653, p<.001), °|"|A|(B=.138,

931, p>.05), AEAX(B=-.010, 1=-249, p> 05y AH|=}
N fo% GG 1A Qo) AT AR PrEe
735 MRE 7H flﬂg_@ﬁ 3ol HFHge @) gE
o] AlZe) TA TE|y BES WA T o7 Thyn,
aHRRe] 218 220l ‘:‘ZJJr AR A ZA7} AE] thet o
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Table 3. The effects of beauty influencer characteristics on consumer confidence

Dependent variable: consumer confidence

Independent variable

2

p t F R Tolerance VIF
Trustworthiness 220 5.332%** 532 1.878
Interactivity .006 .164 .606 1.651
Familiar -013 -327 .543 1.842

. 122.134%** .663
Attractiveness .068 1.593 .504 1.986
Authenticity & Expertise 382 9.107*** S13 1.948
Similarity 318 7.203%*** 465 2.151

*kp <.001
Table 4. The effect of product characteristics on consumer confidence
. Dependent variable: Consumer Confidence

Independent variable >
p t F R Tolerance VIF
Cost 204 3.653*** 397 2.522
Image 138 2.463* 394 2.535
Quality of products 314 5.016%** 317 3.157

o 72.179%** .538
sensibility of products 145 2.423* 345 2.901
Sales promotion .043 931 576 1.737
Environment friendly -.010 —-.249 727 1.376

£p<.05, *¥*%p< 001

W EX1S e Az oot AE 5420 A=, 1137
e 7R 3100 AlE
[e]
o

54 v, oluA|, AEFA, Al Aol A AlEe

43 TE| QIEFM B4, ME 54, 28Xt MEPL MEE
F82|=0l O|Xl= A&
43.1. FE AFFAA EAo] AAF T80l =
FE AZFAAN 540] 2AF x| vxe dEl o
g &4 A¥Rs Table 590 ABIATE o719 RE] QJAEFFAA
EX S AFAB=202, t=3.923, p<.001), WHA (=123,
1=2322, p<.05), SAMI(B= 439, 1=7.961, p<.001)& AlAE
oze) FJHAHLE ot FIFE vX= o= R
ok AERREA (8= 064, t=1.330, p>.05), V<A (B=-.026, =
-514, p>.05), AR F HEG(B=.001, £=.016, p>.058

HAE e

AAF ‘F%QJEOH Frolgh S vIAA it w7
ol 3

220 FE] ATTA B4l 2124, vy, §ARI0] AAE
Sgelo °4st B e slo RS, olefe
AR Hol, AAFS A TN e ATTAN 2w} v
& el AfaE AE A g3 el st 2ule] v
23 BE ARUSE AE SEES B 4 ok vk

432. AF Aol AAF T8z vlx

AFE Aol AAF ezl le]—t— Bl 2
= Table 69l AT 67l AF B4 5 ¥IE(B=.153, 1=
2.589, p<.05), °H|A|(f=.270, t=4.546, p<.001), Xﬂ%—%
(B=.150, t=2264, p<.05), AFE 23(B=.177, =279, p<
2 JAIF FEeEel AHoE fojet YFE HA= Li
vebgtt, FulER (=087, t=1.773, p>.05), JSHFA B =
—.045, t=-1.021, p>.05) AAF 5Ll oIt JFFS

=

Table 5. The effect of beauty influencer characteristics on acceptance intention of new product

Dependent variable: Acceptance intention of new product

Independent variable

p t F R Tolerance VIF
Trustworthiness 202 3.923%** 532 1.878
Interactivity .064 1.330 .606 1.651
Familiar -.026 -.514 543 1.842

) 55.787%** 473
Attractiveness 123 2.322% 504 1.986
Authenticity & Expertise .001 .016 S13 1.948
Similarity 439 7.961%** 465 2.151

*p<.05, ***p<.001
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Table 6. The effect of product characteristics on acceptance intention of new product

Dependent variable: Acceptance intention of new product

Independent variable

p t F R Tolerance VIF
Cost 153 2.589* 397 2.522
Image 270 4.546%** 394 2.535
Quality of products 150 2.264* 581444 484 317 3.157
sensibility of products 177 2.796** 345 2.901
Sales promotion .087 1.773 576 1.737
Environment friendly —-.045 -1.021 727 1.376
#p<.05, ¥**p< 001
XA ekQlt}. AH|RlE AE JHH0] B2 EFo| Er 95%A1 Z]F7be|l A }SHEH(LLCI, Low Limit Confidence
QAele 497t FF Atk AlFE A 871 } AL ZA 71wl Interval) 2 “J$HH(ULCI, Upper Limit Confidence Interval)
Aol I 0w AXH AL A vEs §95 B o] Atelel]l 02 EdFetal A o wizfaate] A3t fo
YO AR Wl wEhA 71 3-2¢] ﬂl 5421 HIE, o] gk A= JPHE = QUT(Lee, 2020).
v|A], AFEA, AF 230l AR Tzl feolgh J3s

Jeh}= 7oz 3elxg)

433. &HzF A7t AAFE 8o vXE 9
M2} A7 AAFE 82kl nXEe
Table 79} 2 v AE(B=

A= 734 z=21.001,
p< 001y AAF F8omd JHHoZ f2 & Qe v)

e ZAog Yeith &, AvA A7 28552 AAIE 4
{rr ZoRit= As ¢ F AUTh

4.4, 2H[X}t ME| Of7HE a0 ChEE A
e ASFAAMY 7+ B4 2 AFe Ao 2AE 78
oz S mH =T o] AR Al wiE AFS
28 SPSS 25.0°0 Process Macro v3.55 ©|83}d Model 4
£ 831 wiziEel s ASsidoh. 2ol vizaske]

0|)|

o

44.1. FE AEFAAN B AAFE F8oze] A
AR} Alg]e] wizfEt

FE AEFAAM Aol AAIFE #8205 FFS vA=
o o] &HRE AFe] 7hHas) el ASS 23] boot-
srappingS AH&-5F31tH(Shrout & Bolger, 2002). HE] 21ZF
Al BAo] 4H|R} AEE Zfete] AAE 8o Ee ol2=
7z FEu7IE 50008 WHESE31 bootsrappingS HA]
stgon 24 A7E Table 8o AAEATH 4] Ax A1F
AJ(p= 442, CI[357~528)), =284 (5=436, CI[.330~ .552]),

<73(B= 318, CI[.254~387]), i Ed(B=.393, CI[.308~.480]),
A4 D AEAB=.824, CI[.700~953]), FAHI(B=.338,
CI[.255~.424])°] *HW AFE ARt AAE 2ol
ol2% AR A 7HETHC] 95%AE T A 08 23S
A 9471 ‘qH"ﬂ BAHALE Fo3 Zlem vepgth wEtA

Table 7. The effect of consumer confidence on acceptance intention of new product

Dependent variable: Acceptance intention of new product

Independent variable

B ‘

F R Tolerance VIF

Consumer confidence 734 21.001***

441.052%** 539 1 1

wxkp < 001

Table 8. The mediating effect of consumer confidence in the relationship between beauty influencer characteristics and acceptance intention of new

products

Channel s BootSE  BootLLCI BootULCI

Trustworthiness — Consumer Confidence — Acceptance intention of new product 442 044 357 .528

Interactivity — Consumer Confidence — Acceptance intention of new product 436 056 330 .552

Familiar — Consumer Confidence — Acceptance intention of new product 318 034 254 387

Attractiveness — Consumer Confidence — Acceptance intention of new product 393 043 308 480

Authenticity & Expertise — Consumer Confidence — Acceptance intention of new product 824 065 700 953

Similarity — Consumer Confidence — Acceptance intention of new product 338 043 255 424

Note: Bias-corrected bootstrapping with 5000 samples
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Table 9. The mediating effect of consumer confidence in the relationship between product characteristics and acceptance intention of new products

A= B BootSE  BootLLCI BootULCI
Cost — Consumer Confidence — Acceptance intention of new product 506 057 397 617
Image — Consumer Confidence — Acceptance intention of new product 378 048 286 476
Quality of products — Consumer Confidence — Acceptance intention of new product 509 .066 383 .642
sensibility of products — Consumer Confidence — Acceptance intention of new product 459 057 349 572
Sales promotion — Consumer Confidence — Acceptance intention of new product 321 038 248 398
Environment friendly — Consumer Confidence — Acceptance intention of new product 314 051 217 417

Note: Bias-corrected bootstrapping with 5000 samples
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