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Attractiveness, Information Quality, and Continuous Use Intention Toward Social Media
Beauty Influencers

Hyun Jin Jeon'
Dept. of Beauty Art, Honam University, Gwangju, Korea

Abstract: This study empirically analyzed how the attractiveness and information quality of beauty influencers active in
SNS activities affect recent consumers’ intention to continue using them. The study subjects were beauty students major-
ing in Gwangju Metropolitan City who are interested in recent SNS beauty-related content or are direct followers and sub-
scribe to related videos. This study utilized convenience sampling and a self-administered questionnaire in which
respondents directly filled out their responses. The questionnaire survey was conducted from March 27 to April 21, 2023.
A total of 250 questionnaires were distributed and 245 were collected. Of these, a total of 230 were valid, excluding 15
with incomplete or insincere responses. The collected data were analyzed using SPSS ver. 25.0. Frequency, exploratory
factor, descriptive statistical, correlation, and multiple regression analyses were conducted to verify the research hypoth-
esis. The results are summarized as follows. First, the attractiveness of social media beauty influencers affects the inten-
tion to continue using. Second, attractiveness partially affects information quality. Third, the information quality of social
media beauty influencers partially affects the intention to continue using.
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A FE AEFAAM ] wlE e R FAL AHR7} 7]
A7l AlFolut Au|zel] tist Al 2|29 Aol wet A&
H|z2} el o]z PEke FErh(Park, 2020).

A=7HA] FE OJ—aeriEP #HE 78] HyATES A
T HH, Ha2023)y= HE ASFAA B35 ZRI= &HAo] +
oA A ) :rL”HL—u_Oﬂ 1 A& 9, Park and Lee(2021)
< FE QAEFTAAN EAo] 20~300) o4 AH|Re] wol2
s P MzsPPE Pl BAT, LeeQ024)E HE
FE JAEFAN B 7541 o] JE] AF o;oﬂ H] ]
= 89 59 A7t =] 2 o), HE AEFFAA
o] Mgy} AE FA F AEHH o] gelxd HgH ﬁ%% 5
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o] mig gy} Au F2 F A& o|gelxd gk 03_?—94 &l
40| A71Ed

wEbr] B Ape AAntoje] ko g RE AZSFAA
o] FEFo] ZF7KEel wEk TI‘E]XHE‘J’]' Zelzo] =& ANS
7 B EHEAE U FE] IEFAAY wigde o5
o] Algshs FEl AF 2 HEl Sxl=o] B FHo| AMzp

o1 A% olgsliee] oarcw L VAR AR

T

_>.:

>
ﬁ
B
=}
X
o&‘l
-Ii‘i
&
i)
9,
N
B
N
[l
il
2
oH
9‘&
N
By
ot
i)

2. O|EH Hi&

2.1. RE[QZETIMo| o=y

)| 4 o] HEO] v olne IS oS (Jang,
2021), HE] Q1ZFAM 9] viEPL T3] 9] ofmx|Hnt o}
e} A8 7E ARAZAEA ] WY, H5E 2 e
23, FEAF XSk B4, Als, 7 A HE F
7MA] E8HetHHa & Lam, 2017). Lee et al.(2020)2] 1l
M FE JAEFAAM G g AAPT FE JIEFAA
A =7 3743 e 384 AHeE Hont. g
An(2023)= IZFAX A =AR = AAH vzt xﬂﬂﬂﬂ o]
WA R Qg Blo R Ao, Lee(2024)] AT-elM=
5, fH, YR el sk hﬂlt
Sy A FgARA ] sz} 520 FE <
EFUAM F7IAE wjgdelgiar Aol o]X¥H HE <
EFAAM 9 mig AL o|ux|7} thgahA HbE o B=R] AlFe]
olrRE Z EHolA JlaL, AHIRES] WS HolEIth
B 4 ok wEgk A8 AFEddXE migge] tid 7%%14%1
olAell A Flele] WAIR] HE g3E Xdria BEA gk
fralol Fa mdle] JiEe AHsl] s Fa taTi
oA H(Kim, 2015).

SHH, Kim(2016) wiElAdS AL 3g0lA TE AlEE
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tahks HE ol =ARAE nHEAuE o R LRSI &
3k Kim and Jun(2016)2] SAFolM e AR Zue| S| 2u)s
AR A E, AZANEE 519 Q1o E FRIFIL,
Chae(2020)2] ATFolAM = A3 A e, SA]2wE {%@uﬂﬁa‘,

nAg g o7 FESIITE Oh and Sung(2019
of JAFFAAN ] g o] FFE vA= A
Chae(2020y2 Avdwn|t|o] oA migdE AnjrlEe] &3
ol gL E 7 A F e T2 89 39| FhE Bl
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ek Fdolgtal AoJsilon, e MY A7 Axe] w=H
AR FHALE AT ARA2H O] FRHIZRTE e &
Hlxo] 71X =2 A o]eth(Wang, 2019; Wnag, 2022).

38, Wnag(2019)¢] Oﬂ%hoﬂﬁb AR FAL FAA, AN
A eA, AR BFHIINA, A3 AE(Byeon, 2020;
King & Epstein, 1983)01])\1L AR Fde] HAx=H HPH
S FE, J2 8o, S ] ]O}OQOE] Wang(2022)
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23. XEH o289
A&7 0]-€-2] % (continuous use intentiony= AH|A}} AFE
2 AH|E AujRieke] FAE fAlshe A aaRwM A A
dE 7o 2 gk wjgfel tigk 7t et dqH o g3k
THDorsch et al., 2000). =3t A&7 o]g-2 gt AH|R}Eo0]
o] &gk AFo}t AH|AE thA] o] &3t A& AE'E o3t
), 54 Au|ze] gk 7o) Hrlel] mal AXErh(Meng et
al.,, 2017; Yoon & Kim, 20006).

g, Adut]ofe} ARgARe] A& o] &g THE A9
Aol wEr Avdn|t]o] ARG REE= i Axdn|T]o]
o] A&A olgoro) HHPHQl IS AW, ARGAFY] R
o] 2gvt]e] FA3 A&H olgo® 7 wiriHsrEA
FE A= Ao L}E}k}D}(Chae 2020). B3+ Chae(2020)]
2X = Sdutio] Q1T wjgie] AR FH A&H
olg-2o =zl HX= °1'5k°ﬂ e AT JAZSFAA ] vy
A A &2 olgormete] Alojox] Hu FHo| uirf s
Fsle Aom yehston, AZFAAM ] mjz/do] Hr F
s B9 AR S‘ihloﬂJ- AL U AL ©]
A aAdv|t]o] FE AT ] Zel= FHl| gt 7=
2ol A&F ook e Er X’i‘% Felzo| gk W
ol wpet Jge] o ATl B F vk w2 Aol
Al avdvto]elr FE ?l—ax?‘od/ﬂiﬂ g AR FA

447 olgolme] Jae vA Rolet fFakr.
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2 AtE FFFArC AFse vES dFshes TE
S FeE HelFZ (convenience sampling)3FATh. ©] A%
2022 ARGFAAD A7l Baxe] w2, 200)7F A
nltje] o]g-go] 7Fg 2 A¥UE SNSS 2] o] gain,
A2tz Flo]aE-S Wol ARSIl e ATl oA,

rlo

olele FAFN Th el B Telxsh BUs 29
3] wEe] B Aol AW tyTos wust

(KISDI STAT Report, 2022).
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Ao RE AZFFAA o] 25 (Facebook), FHFE
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B FEAE BAlL e 190 FHRE Fo], Holag, )
o o s EOﬂ gk HE #HE JHE AR JE
o8 FE AFE L AU el Age] dF

= 7 A= NAE nETHGao, 2019).
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423}, Kim and Jun(2016) 13532 B Ao B2o) g
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Table 1. General and work-related characteristics of research subjects

Sortaion Frequency(N) Percentage(%)
Gender Men 36 15.7
Women 194 84.3
Hardly 8 35
Less than 30 minutes 39 17.0
30 minutes to less than an hour 40 17.4
Average daily use of social media Less than 1 to 2 hours 42 18.3
Less than 2 to 3 hours 23 10.0
Less than 3 to 4 hours 61 26.5
More than 4 hours 17 7.4
Zero 0 0.0
Number of channels related to beauty One thing 41 17.8
(including cosmetics) that you Two 44 19.1
subscribe to Three 39 17.0
Four or more 106 46.1
YouTube 104 452
Instagram 114 49.6
A frequently used SNS channel
Facebook 10 43
etc 2 0.9
less than 1,000 people 14 6.1
1,000 to less than 10,000 people 30 13.0
The number of SNS followers of 10,000 to less than 100,000 people 15 6.5
beauty influencers 100,000 to less than 500,000 people 19 83
500,000 to less than 1 million people 99 43.0
More than a million people 53 23.0
Total 230 100.0

Algt A= Table 13 722oW, AMu|t]o] HE] QIZTAME
Bl FE E REARCHESE)S Hetst] S8l o
& HIEREAS A3 A= Table 29F 7t} Tabel 12] ¥4
Az}, AHL oz} 1949 (84.3%), HAF 36H(15.7%) =02 1}
ERsit). 3 "k AEn|T]o] o §AIZRE 3AI7F~4ATE W
617(26.5%), 1AI7H-2A17F BTk 427 (18.3%), 30%~1A17F W
T 409 (17.4%), 3058 19t 399 (17.0%), 2~3A17F vlqt 239
(10.0%), 4X17F o1+ 17%8(7.4%), 712] A =T} 84 (3.5%)
TO 2 Uepkon, FE3le RE@EPEESH 3 Ad =
4l o1 1067 (46.1%), 271 4474(19.1%), 17 41%(17.8%),
370 399 (17.0%), 07 0%(0.0%) =2 Uepdt) A5 o] &
3= SNS A2 AXEf#: 11478 (49.6%), FHE 10478
(45.2%), o8 108 (4.3%), 71Et 25(0.9%) <o = Vyelt
3, FEEAY FAE 7 FE QJIETFAA ] SNS ZES-
FE 50%H~1009+ W 997 (43.0%), 1005+ o)Ak 537
(23.0%), 17478~19F4 w2k 304 (13.0%), 109F8~509+3 gk
199 (8.3%), 1%18~10914 w9k 1578 (6.5%), 197 mIRF 149
(6.1%) <22 Yebt)

Table 2= 2dw|t]olollx] HE] AEFAX7} A Fshs HE

Table 2. Respondents' use of SNS beauty content (multiple responses)

Products purchased or

considered for purchase Frequency(N) - Percentage(%)

Basic cosmetics 150 31.2
Color cosmetics 104 21.6

Hair products 86 17.9

Nail products 6 1.2

Body products or perfumes 102 21.2
Etc 33 6.9

Total 481 100.0

HE ARE AA & F F2 FusiAY s 28 E JE
AFS ot oz Had 1l olde] HEAIF B4E 7
Al HRAG T Pe 7Fedol JerR oiE-ggsiA stk
I Az, $HAEC] 7Y FulE s AU FulE g HE
AEL 7NZIPFEN=150, 312%)%) Aoz Yeptoen, ot
o7 MZIAEN=104, 21.6%), HICIA|EZoIL}t F(N=102,
21.2%) =22 Yeptt. o3 Aahs HE AEFAAM 54
I ez EAo] FHAIE A PSRz rX= 9P

[
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3 Varimax 3|AHE 0|83l FAR Q184S AAG 4
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th, Srlrlyt doeks #E IEFAA d=2 W7t
Wgol ZAER7] wZol DI oz HHsoith &
4= FE JAEFIME AAJElL, wiEHR] AAE 7R3 ‘Rl
e FE AEFAA ] Al ek 37 8] 2=
we] AlAviegro s Wrgskivt.

422 AR FE g g B AEE HS

il SFAM AR FZ] S dotstr] el

*301 E2 Z1o= FofE|glon, o] gRlEoe] A AA W
& 66.608% Tt BFFA HHA] KMO=79= UERES
U# Banlett«] T A A §=1328484, dr=120, p<.001

Table 3. Factor analysis on the attractiveness of social media beauty influencers

Factor loadings

Question Social Professional Facial Physical ~Commonality
attractiveness attractiveness attractiveness attractiveness

Beauty Inflation creates a good relationship with people .850 —-.035 235 -.051 781
Beauty influencer makes people comfortable and happy .828 358 —-113 .060 .830
Beauty influencer makes people want to have a conversation 795 279 —-.027 .100 720
The beauty influencer has a great speaking ability 774 313 .080 191 740
Beauty influencer has good expressions such as gestures 750 245 316 —-.052 725
The beauty influencer has a great sense of humor 737 —-.030 .194 452 787
Beauty influencer makes people happy 667 337 —-.247 119 634
A beauty influencer is the right person for a responsible position in her field .091 824 201 .045 730
A beauty influencer takes her work very seriously .198 811 154 .140 740
The beauty influencer will handle any situation given to her about her work 237 784 .001 222 720
The beauty influencer is fulfilling its social responsibilities 206 770 —-.067 326 746
A beauty influencer is very serious about her job 205 761 301 -.007 711
1 think the beauty influencer will be fair when it comes to dealing with things 371 710 025 343 760
The beauty influencer is pretty(handsom) .199 —.054 874 132 .823
The beauty influencer has a feminine(masculine) beauty -.037 293 .847 123 .820
The beauty influencer is sexy .086 225 .033 .862 .802
A beauty influencer has an attractive body 17 336 312 .697 710

Eigenvalues 7.461 2410 1.737 1.171

Variance explanatory power(%) 43.886 14.174 10.218 6.888

Cumulative variance explanatory power(%) 43.886 58.060 68.278 75.166

Cronbach's o 913 911 .829 .694

KMO=.82, Bartlett’s Test ¥’=3006.286" (df=136, p<.001)
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Table 4. Analysis of factors on information quality of sns beauty influencers

Factor loadings

Question — - — Commonality
Latest factors Interactivity Convenience Reliability ~ Usefulness
I think beauty influencers are up to date .808 —-.099 283 .189 110 789
I think the information provided through beauty influencers is 716 171 277 — 029 087 627
trendy
I think beauty influencers provide information in a timely 661 302 147 183 268 655
manner
I think the information provided by beauty influencers is 606 34 141 198 417 740
constantly updated
I think ther.e are a lot of comments. with the same disposition 067 754 320 1 066 692
as beauty influencers through various people
I thu?k there are a lot f’f positive comments on the information 3 201 -040 190 164 606
provided by beauty influencers
1 thll.'lk there is a lot of e.mpathy (like) for the information 064 679 30 323 027 661
provided through beauty influencers
I think ‘that Varlous' 1nf0nnat10{1 is easily provided through 185 196 747 040 176 664
beauty influencers in a short time
¥ think 1.t is easy. to understand becal.lse the cont‘ent of .the 144 199 704 54 193 658
information provided through beauty influencers is specific.
1 th{nk beauty-related information f:an be easily provided 267 075 669 41 033 584
anytime, anywhere through beauty influencers
¥ think the' source of information provided by beauty 084 106 090 758 061 681
influencers is easy to understand
¥ think the on-s?ret?n beauty products provided by beauty 208 _239 048 720 014 666
influencers are lifelike
1 thl}’]k 'the information provided through beauty influencers is _o12 070 234 635 41 51
professional
I think the information provided through beauty influencers is
more valuable than using other media (advertising, word of 179 .001 032 403 747 754
mouth promotion)
1 thm'k I'm getting mformat'lon about beauty products more —039 — 007 444 006 704 694
effectively through beauty influencers
I think it's easier to get 1n10@at10n about the beauty products 185 390 123 007 679 665
you want through beauty influencers
Eigenvalues 5.220 1.675 1.349 1.273 1.140
Variance explanatory power(%) 32.627 10.469 8.434 7.955 7.122
Cumulative variance explanatory power(%) 32.627 43.096 51.530 59.486 66.608
Cronbach's o 182 731 .683 635 .680

KMO=.79, Bartlett’s Test y’=1328.484" (df=120, p<.001)

Aoz BRat. 89 2= HE ABFANY FUT
gl gzl e ARES E9
1= ?_]_D?
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FAEA7] w2l Heg o gHsiict

-
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Al Hofda, shae] JE AlFo] dEFH FLahH, 7E
EFUM7E AFshes ARIF A olgtal ARtk W80

o

AEFINE Tl Algsls 7t be A, 7+H3E)
& olgsh= ZHT tf ZR7E 3L, FEIRE tigh HRE
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Table 5. A factor analysis on the continuous use intention of sns beauty influencer

Question Intention to use continuously
I intend to continue using this beauty influencer sns in the future 619
I will continue to use this beauty influencer sns more often in the future 617
I look forward to getting the information I need using this beauty influencer sns in the future 552
I think it is necessary to use this beauty influencer sns in the future .568
I'm going to prioritize his/her social media and subscribe 7128
I will continue to follow his/her social media in the futur 612
Eigenvalues 3.697
Variance explanatory power(%) 61.612
Cumulative variance explanatory power(%) 61.612
Cronbach's o 872

KMO=.85 Bartlett’s Test 1°=649.686  (df=15, p<.001)
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Table 6. The effect of beauty influencer's attractiveness on continuous use intention

. Unstandardized coefficients Standardized 5 Durbin-
Independent variable 5 SE 5 t F R Watson
(Constant) 1.492 263 5681
Social attractiveness 203 060 220 3367
Professional attractiveness  [ntention t 197 063 231 3.122" 26.672"" 322 2.031
Facial attractiveness ~ Use continuously 143 053 160 2.709™
Physical attractiveness 123 .054 153 2.289"
The entire The entire 664 064 563 102947 105.962"" 317 2.017

Dependent variable :

Intention to use continuously

p<.05, “p<.01, "p<.001
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Table 7. The effect of beauty influencer's attractiveness on information quality
. Unstandardized coefficients Sta.ndar.dlzed 5 Durbin-
Independent variable coefficients t F R
Watson
B SE B
(Constant) 2.381 243 9785
Social attractiveness -.014 .056 -.016 —.246
Professional attractiveness 106 058 138 1.816 223437 284 1.686
Latest factors .
Facial attractiveness 403 .049 501 8.237
Physical attractiveness —-.041 .050 -.507 -.825
(Constant) 1.697 275 6.175
Social attractiveness 120 .063 132 1.907
Professional attractiveness - 216 066 257 327577 175157 237 1.656
Interactivity ok
Facial attractiveness .199 .055 226 3.608
Physical attractiveness .023 .056 .030 417
(Constant) 2.938 262 11.216
Social attractiveness -.079 .060 -.091 -1.306
Professional attractiveness ) 392 063 489 6225 17.173"" 234 1.646
Convenience e
Facial attractiveness .188 .053 224 3.565
Physical attractiveness -.128 053 -.170 2395
(Constant) 3.027 280 10.823"
Social attractiveness .166 .064 .198 2.581"
Professional attractiveness o 024 067 031 354 3762 063 1.485
Reliability
Facial attractiveness .104 .056 129 1.859
Physical attractiveness —.068 .057 —.094 —-1.194
(Constant) 2435 261 9325
Social attractiveness -.012 .060 -.014 -.196
Professional attractiveness 305 063 -382 4858 170677 233 1.134
Usefulness P
Facial attractiveness 224 .052 268 4.264
Physical attractiveness —-.065 053 —-.087 -1.220
The entire the entire 393 046 496 86217 74326 246 1.460

Dependent variable : Information Quality

"p<05, "p<.01, "p<.001
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Table 8. The effect of information quality on the intention to continuous use of beauty influencer
Unstandardized Standardized
Independent variable coefficients coefficients t F R Durbin-
B SE ; Watson
(Constant) 1.627 340 4792""
Latest factors —-.090 076 —-.081 —-1.182
Interactivity —-.195 .074 —.183 -2.630 .
Convenience Mentiontouse - 3¢, 066 375 sqas 0P A2 2239
continuously "
Reliability .092 .069 .084 1.334
Usefulness 431 072 403 6.023""
The entire  The entire 611 090 Al 6809 46365 169 2231

dependent variable : Intention to use continuously

**p<_0] i ***p<_00]
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