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The Status and Marketing Analysis of Short-form Beauty Content

Sujeong Yun and Geumran Kim'
Dept. of Beauty and Arts Songwon University; Gwangju, Korea

Abstract: This study aimed to investigate the status and marketing of short-form beauty content, which has greatly influ-
enced diverse industries and cultural areas and spread rapidly among younger generations. For this purpose, we con-
ducted an online survey of young people from their teens to 40s. The results were as follows. Short-form beauty content
has spread rapidly among younger generations who are strongly interested in, have purchase intentions towards, and are
satisfied with such content. Regarding the purchase rate, makeup products scored the highest, and the rate of satisfaction
with the content was very high at 95.1%. We also found that short-form beauty content has the advantage of a short
watching time but the disadvantage of excessive advertisements. Additionally, the survey results indicated that customers
want fast communication in short-form content marketing. Short-form beauty content marketing is expected to positively
influence product promotion, brand recognition, and purchasing intention, presenting positive outlooks for short-form K-
Beauty content and diverse industries. However, our study faced difficulties collecting data on short-form beauty content
because of the limited amount of previous research. Effective data are expected to be available in the future due to the
ongoing development and expansion of short-form beauty content.
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(Park & Go, 2023).
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Fig. 1. Compared with the 1-year ago results, changes in watching time
of short-form contents.
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Table 1. Interest in beauty short-form contents

Cod Interest in beauty short-form contents 7
ode
Absolutely no No Typical Yes Obviously yes )
Student 0(.0) 0(.0) 22(22.0) 48(48.0) 30(30.0)
Worker 0(.0) 0(.0) 35(23.6) 82(55.4) 31(20.9)
Tob Running own business 0(.0) 0(.0) 3(25.0) 7(58.3) 2(16.7) 25.060"
ol
Professional 0(.0) 0(.0) 4(28.6) 4(28.6) 6(42.9) (.005)
Housewife 0(.0) 0(.0) 9(64.3) 4(28.6) 1(7.1)
Others 0(.0) 0(.0) 7(58.3) 4(33.3) 1(8.3)
Majoring in Majored 0(.0) 0(.0) 1(10.0) 3(30.0) 6(60.0) 7.653"
beauty or not Un-majored 0(.0) 0(.0) 79(27.2) 146(50.3) 65(22.4) (.022)
Total 0(.0) 0(.0) 80(26.7) 149(49.7) 71(23.7)
*p<.05, “p<.01
Table 2. Watching platforms of beauty short-form contents
Watching platforms 2
Code g P x
You-tube shorts Tic-toc Instagram reels »)
Male 102(68.0) 12(8.0) 36(24.0) 3.238
Gender
Female 87(58.0) 15(10.0) 48(32.0) (.198)
14-19 37(50.7) 7(9.6) 29(39.7)
20-29 57(74.0) 5(6.5) 15(19.5) 12.012
Age
30-39 51(67.1) 5(6.6) 20(26.3) (.062)
40-49 44(59.5) 10(13.5) 20(27.0)
Seoul 60(66.7) 6(6.7) 24(26.7)
Incheon/gyeonggi 63(64.9) 10(10.3) 24(24.7)
Chungchong 11(50.0) 1(4.5) 10(45.5) 8.885
Residential area
Jeolla 12(50.0) 4(16.7) 8(33.3) (:543)
Gyeongsang 32(66.7) 5(10.4) 11(22.9)
Gangwon/jeju 11(57.9) 1(5.3) 7(36.8)
High school graduated 39(52.0) 9(12.0) 27(36.0)
College graduated 27(67.5) 4(10.0) 9(22.5) 9.138
Education
University graduated 112(67.5) 14(8.4) 40(24.1) (.166)
Graduate school graduates 11(57.9) 0(.0) 8(42.1)
Student 62(62.0) 7(7.0) 31(31.0)
Office worker 91(61.5) 17(11.5) 40(27.0)
Tob Running own business 8(66.7) 1(8.3) 3(25.0) 7513
ol
Professional 11(78.6) 0(.0) 3(21.4) (.676)
Housewife 7(50.0) 2(14.3) 5(35.7)
Others 10(83.3) 0(.0) 2(16.7)
o Majored 6(60.0) 1(10.0) 3(30.0) 041
Majoring in beauty r not .
Un-majored 183(63.1) 26(9.0) 81(27.9) (:980)
) Unmarried 136(63.6) 18(8.4) 60(28.0) 324
Marriage .
Married 53(61.6) 9(10.5) 24(27.9) (:850)
Below 1,000,000 45(54.9) 5(6.1) 32(39.0)
Monthly income  Below 1,000,000-2,000,000 23(71.9) 309.4) 6(18.8) 9.547
(kw) Below 2,000,000-3,000,000 59(70.2) 8(9.5)0 17(20.2) (.145)
Above 3,000,000 62(60.8) 11(10.8) 29(28.4)
Total 189(63.0) 27(9.0) 84(28.0)
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Table 3. Purchasing products through beauty short-form contents
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A= Table 59} 72t B4 At ARFoZ B ow e
TS 38%(20.5%), W 1387 (74.6%), “ERE 8% (4.3%),
WG BEE 19(0.5%) 0% et HA| 95.1%7} HE] £E
Fel=E B3 AE Lufo] tjg)] vl Aoz B 4 9l
3R] ANk 4o wEbs Aol weh FAdeR
frefmlg Aol7F VRt o™ (p<.05), tha Alol= glont 7t 4

Purchasing products
Code gp ~
No ®)

14-19 53(72.6) 20(27.4)

20-29 56(72.7) 21(27.3) 16.733"
Age

30-39 42(55.3) 34(44.7) (:001)

40-49 34(45.9) 40(54.1)

Student 75(75.0) 25(25.0)

Office worker 79(53.4) 69(46.6)
Tob Running own business 7(58.3) 5(41.7) 13.254"

ol

Professional 10(71.4) 4(28.6) (:021)

Housewife 8(57.1) 6(42.9)

Others 6(50.0) 6(50.0)
o Majored 10(100.0) 0(.0) 6.431"

Majoring in beauty or not .
Un-majored 175(60.3) 115(39.7) (011)
. Un-married 142(66.4) 72(33.6) 6.942""
Marriage

Married 43(50.0) 43(50.0) (:008)

Total 185(61.7) 115(38.3)

*p<.05, “p<.01
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Table 4. Product types purchased through beauty short-form contents

Code Product types purchased 2
Hair care Make-up Clothing Perfume Others »)
Male 24(27.0) 40(44.9) 12(13.5) 8(9.0) 5(5.6) 41.968""
Gender
Female 2(2.1) 84(87.5) 6(6.3) 1(1.0) 3(3.1) (.000)
Seoul 3(5.7) 35(66.0) 9(17.0) 5(9.4) 1(1.9)
Incheon/gyeonggi 9(15.8) 41(71.9) 4(7.0) 1(1.8) 2(3.5)
Chungchong 0(.0) 17(94.4) 1(5.6) 0(.0) 0(.0) 36.675
Residential area
Jeolla 3(17.6) 10(58.8) 3(17.6) 1(5.9) 0(.0) (013)
Gyeongsang 9(32.1) 14(50.0) 1(3.6) 1(3.6) 3(10.7)
Gangwon/jeju 2(16.7) 7(58.3) 0(.0) 1(8.3) 2(16.7)
Student 13(17.3) 50(66.7) 6(8.0) 3(4.0) 3(4.0)
Office worker 11(13.9) 56(70.9) 9(11.4) 2(2.5) 1(1.3)
Running own business 1(14.3) 2(28.6) 1(14.3) 2(28.6) 1(14.3) 37.952"
fob Professional 0(.0) 7(70.0) 1(10.0) 1(10.0) 1(10.0) (.009)
Housewife 0(.0) 8(100.0) 0(.0) 0(.0) 0(.0)
Others 1(16.7) 1(16.7) 1(16.7) 1(16.7) 2(33.3)
Total 26(14.1) 124(67.0) 18(9.7) 9(4.9) 8(4.3)
"p<05, "p<.01, "p<.001
Table S. Satisfaction in product purchase through short-form contents
Code Satisfaction in product purchase Ve
Much unsatisfied Unsatisfied Satisfied Much satisfied ®)
Student 0(.0) 2(2.7) 53(70.7) 20(26.7)
Office worker 0(.0) 3(3.8) 61(77.2) 15(19.0)
Tob Running own business 0(.0) 0(.0) 7(100.0) 0(.0) 27.075"
Professional 1(10.0) 1(10.0) 7(70.0) 1(10.0) (.028)
Housewife 0(.0) 1(12.5) 6(75.0) 1(12.5)
Others 0(.0) 1(16.7) 4(66.7) 1(16.7)
Total 1(.5) 8(4.3) 138(74.6) 38(20.5)

'p<.05

A BT 80% ool FE £E ZHI=E 53 AFTviel o A Bk 29 (0.7%)C = e A 86.6%7t FEl % =l
g ke Ao® yeldtt 2 Yo AFFR JFS vRIta Adshs Aom B
T Utk 2ARPIRNe] dird Bl uletd e IF, HEEE,

42 FE| £E 26 OFE g Ay A7 et BAFORE folnlst zto)7k YEtTth
e e £E Fel= A" gis)] dolra, A (p<.05). HA APl wEpre thh Aol ot 7t Ay &
7ol dnbd B mat zjol7t YEAE Gotrr] fste] w T 80% oldo] HE £F Tz w"o] A|ESHe} Bl
AHEAS AAgE Aol AR Ze] FES vXITh Azteles AR Ve, HEE
ol AT ti 2ol oy 7t 8 BE 70% o)/de]
42.1. HE £F "= vAo] AFZTH} B AR = HE £ Zex= v go] AZZT R} X JTS n|F
o ulX= FF ol Aztele A0 et Bk u]g HE ool uet
HE £F Felz vAgo] AFZHe} HAE X & 1 M AeAre vEEA BF 80% olde] REl £F Fulx
e JFS B3 A Table 63 7o) B4 A3 442 nAgo] AEEHe} Bele Qlx|ice]] PakS mzltia AZs)
oz & o, wj$- ZZp 70%(23.3%), ‘ZZTF 1907 (63.3%), = AoZ Yepith

HE|TP 36%(12.0%), 22X TP 21(0.7%), HE] 22
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Table 6. The effects short-form content marketing had on product promotion and brand recognition

Code The effects of short-form content marketing on product promotion and brand recognition e
Absolutely no No Typical Yes Obviously yes ()
14-19 0(.0) 0(.0) 9(12.3) 37(50.7) 27(37.0)
Age 20-29 0(.0) 1(1.3) 6(7.8) 52(67.5) 18(23.4) 29.887""
30-39 2(2.6) 1(1.3) 8(10.5) 45(59.2) 20(26.3) (.003)
40-49 0(.0) 0(.0) 13(17.6) 56(75.7) 5(6.8)
High school 0(.0) 1(1.3) 12(16.0) 37(49.3) 25(33.3)
College attending 0(.0) 0(.0) 2(5.0) 24(60.0) 14(35.0) 25526
Education
College graduated 1(.6) 1(.6) 18(10.8) 119(71.7) 27(16.3) (013)
Graduates school 1(5.3) 0(.0) 4(21.1) 10(52.6) 4(21.1)
Majoring Majored 0(.0) 1(10.0) 1(10.0) 3(30.0) 5(50.0) 18.588"
In beauty Unmajored 2(.7) 1(.3) 35(12.1) 187(64.5) 65(22.4) (.001)
Total 2(.7) 2(.7) 36(12.0) 190(63.3) 70(23.3)
"p<.05, "'p<.01
422. HE] £ FZelx nlA|go] AH|z} ol o5 X 7hle Aog vehgy, D] webe Aot ARz
= 9y o A% AUHeE HE £F Zdx vpige] 2m4 7
HE| £% 2= ogo] Al 7o) omel] mAE o olwme] 93 vtk AAshs o Uekk Ea nlg
S 5243 A3 Table 73 2t B4 23 ARZow & AL R W= Tha 2ol glon) Axate}l vjAELA}
L=

2 o

, T ZETh 639 (21.0%), ‘ZETE 1949 (64.7%), ‘HE T 80% ool HE| $=E Felx niAElo] AH|x} Fujex
otk 39%(13.0%), ‘THARTE 31(1.0%), A& 154 & o FFE vIxvaL Azsh=s 2o ® Hebt
o 198(03%) 22 YeRt HA| 85.7%7t HE &% Zrl= w}

Aol AHA}F ] oo JFE mRITi AZehs Fo= 423. M)A Uz dagk RE] £F Ful=x viA" 84
B 4 ok ARk duby EAC] ulebMe FEeE, 2HZF Y=ol Hask RE] £F FH= vHE 2408 &
A, v]g Ao we} B L& -olm 3t xjo)7} LbE} A8t A= Table 87+ 7ith 84 A3 AxHo=z & o,
STH(p<.05). “W Ao wetr= 2=, tiska Agh o B Aol 149849.7%) 02 7P BA Yea, Tohge
T E9o] 5 Uishd &9 o)l HlE] AdH o= RE HEE 758(25.0%), AFZTH 347(11.3%), A4’ 261
SE Sex }741901 2Rz} el ool FEg MRtk A (8.7%), “AEHRIHE 24 16W(5.3%) =22 Yeht x4

Table 7. The effects beauty short-form marketing had on customer purchasing intention

Code The effects of beauty short-form contents marketing on purchasing intention 7
Absolutely no No Typical Yes Obviously yes »)
High school grgraduated 0(.0) 2(2.7) 12(16.0) 42(56.0) 19(25.3)
College attending 0(.0) 0(.0) 12.5) 23(57.5) 16(40.0) 31.582"
Education
University graduated 1(.6) 1(.6) 20(12.0) 122(73.5) 22(13.3) (.002)
Graduates 0(.0) 0(.0) 6(31.6) 7(36.8) 6(31.6)
Student 0(.0) 0(.0) 15(15.0) 56(56.0) 29(29.0)
Office worker 1(7) 0(.0) 19(12.8) 104(70.3) 24(16.2)
Tob Own business 0(.0) 1(8.3) 0(.0) 10(83.3) 1(8.3) 36.8417
Professional 0(.0) 1(7.1) 1(7.1) 6(42.9) 6(42.9) (012)
Housewife 0(.0) 1(7.1) 2(14.3) 10(71.4) 1(7.1)
Others 0(.0) 0(.0) 2(16.7) 8(66.7) 2(16.7)
Majoring in Majored 0(.0) 2(20.0) 0(.0) 3(30.0) 5(50.0) 44789
beauty or not Un-majored 1(.3) 1(.3) 39(13.4) 191(65.9) 58(20.0) (.000)
Total 1(.3) 3(1.0) 39(13.0) 194(64.7) 63(21.0)

p<.05, "p<.01, "p<.001
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Table 8. Marketing elements of beauty short-form contents marketing

needed by customers

Code Marketing elements 7
Information Communication Access Promotion Entertaining (2]
Gender Male 30(20.0) 81(54.0) 15(10.0) 14(9.3) 10(6.7) 6.808
Female 45(30.0) 68(45.3) 11(7.3) 20(13.3) 6(4.0) (-146)
14-19 22(30.1) 27(37.0) 6(8.2) 14(19.2) 4(5.5)
Age 20-29 20(26.0) 42(54.5) 709.1) 3(3.9) 5(6.5) 17.984
30-39 16(21.1) 46(60.5) 4(5.3) 6(7.9) 4(5.3) (.116)
40-49 17(23.0) 34(45.9) 9(12.2) 11(14.9) 3(4.1)
Seoul 20(22.2) 42(46.7) 14(15.6) 10(11.1) 44.4)
Incheon/gyeonggi 27(27.8) 51(52.6) 7(7.2) 9(9.3) 3(3.1)
Chungchong 4(18.2) 14(63.6) 2(9.1) 1(4.5) 1(4.5) 23.554
Residence
Jeolla 5(20.8) 13(54.2) 0(.0) 416.7) 2(8.3) (:262)
Gyeongsang 12(25.0) 21(43.8) 3(6.3) 9(18.8) 3(6.3)
Gangwon/jeju 7(36.8) 8(42.1) 0(.0) 1(5.3) 3(15.8)
High school 24(32.0) 32(42.7) 5(6.7) 9(12.0) 5(6.7)
College attending 8(20.0) 19(47.5) 5(12.5) 6(15.0) 2(5.0) 11.637
Education
University 37(22.3) 92(55.4) 12(7.2) 17(10.2) 8(4.8) (475)
Graduate school 6(31.6) 6(31.6) 421.1) 2(10.5) 1(5.3)
Student 28(28.0) 42(42.0) 9(9.0) 16(16.0) 5(5.0)
Office worker 34(23.0) 80(54.1) 13(8.8) 14(9.5) 7(4.7)
1o Own business 2(16.7) 7(58.3) 1(8.3) 1(8.3) 1(8.3) 13.451
Professional 5(35.7) 6(42.9) 1(7.1) 0(.0) 2(14.3) (:857)
Housewife 321.4) 8(57.1) 0(.0) 2(14.3) 1(7.1)
Others 3(25.0) 6(50.0) 2(16.7) 1(8.3) 0(.0)
Majoring in Majored 2(20.0) 6(60.0) 1(10.0) 1(10.0) 0(.0) 915
beauty Un-majored 73(25.2) 143(49.3) 25(8.6) 33(11.4) 16(5.5) (:922)
) Unmarried 57(26.6) 105(49.1) 17(7.9) 24(11.2) 11(5.1) 1.364
Marriage
Married 18(20.9) 44(51.2) 9(10.5) 10(11.6) 5(5.8) (-850)
Below Imillion 25(30.5) 29(35.4) 10(12.2) 13(15.9) 5(6.1)
Monthly income Below 1-2 million 9(28.1) 19(59.4) 13.1) 2(6.3) 13.1) 14.264
(kw) Below 2-3 million 19(22.6) 47(56.0) 4(4.8) 10(11.9) 4(4.8) (:284)
Above 3 million 22(21.6) 54(52.9) 11(10.8) 9(8.8) 6(5.9)
Total 75(25.0) 149(49.7) 26(8.7) 34(11.3) 16(5.3)

o WE Agdo] Wesitty Azt Aow B 3= 9t)
ZAIALe] dwkd B4l wEie BAHoR frofwidt 2
o7} YERIA] 2ktH(p>.05).

424. 78 % = vAI”e] JE A EAste] mA|
3

HE| %2 = sIge] HE| A% Bl e
ol B 23S BAG AT Table 99} 2rh BA Az

o= UEh} dAIHOR §F HE £F FHx gl He)
A% B8 B Al el TR0l Azt 2
o% B 4 gk ZAARE] QurE S mepE £

Hoz Fome

4.3. RE| %=E SHIxo| Mg

U2 HE £ 24z
A dAke] dubd EAde whet Zpolr7t e
slod w2} B8 AA|E Azjelt

43.1. HE =& Fdl=o] Ak

T FE oE Fdx

Zol7F vehdA] ed3kth(p=>.05).

103} 7+

ok 4 A ARH s B o, ¢
27 29%(9.7%)C = HERt thAlH e

5
= %F HE 2E Tz A84 dde] I Helea 4%

ol 1%
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Table 9. The effects beauty short-form contents had on revitalizing beauty market

Cod The effects of beauty short-form contents on revitalizing beauty market 2
ode
Positive Negative »)
Male 137(91.3) 13(8.7) 3.783
Gender
Female 145(96.7) 5(3.3) (.052)
14-19 69(94.5) 4(5.5)
20-29 73(94.8) 4(5.2) 780
Age
30-39 72(94.7) 4(5.3) (:854)
40-49 68(91.9) 6(8.1)
Seoul 81(90.0) 9(10.0)
Incheon/gyeonggi 93(95.9) 4(4.1)
Chungchong 21(95.5) 1(4.5) 3.689
Residence
Jeolla 23(95.8) 1(4.2) (:595)
Gyeongsang 46(95.8) 2(4.2)
Gangwon/jeju 18(94.7) 1(5.3)
High school 71(94.7) 4(5.3)
College attending 37(92.5) 3(7.5) 237
Education
University graduate 156(94.0) 10(6.0) (971)
Graduate school 18(94.7) 1(5.3)
Student 93(93.0) 7(7.0)
Office worker 139(93.9) 9(6.1)
Tob Own business 11(91.7) 1(8.3) 1.987
0
Professional 13(92.9) 1(7.1) (:851)
Housewife 14(100.0) 0(.0)
Others 12(100.0) 0(.0)
o Majored 9(90.0) 1(10.0) 293
Majoring in beauty
Unmajored 273(94.1) 17(5.9) (:588)
) Unmarried 202(94.4) 12(5.6) 204
Marriage
Married 80(93.0) 6(7.0) (.652)
Below 1 million 78(95.1) 4(4.9)
Monthly income Below 1-2 million 31(96.9) 1(3.1) 981
(kw) Below 2-3 million 78(92.9) 6(7.1) (.806)
Above 3 million 95(93.1) 7(6.9)
Total 282(94.0) 18(6.0)
Table 10. Outlooks of beauty short-form contents
Outlooks “
Code
Positive Negative Others ®)
Student 91(91.0) 9(9.0) 0(.0)
Office worker 135(91.2) 12(8.1) 1(7)
Job Own business 10(83.3) 2(16.7) 0(.0) 19.847"
0
Professional 10(71.4) 4(28.6) 0(.0) (.031)
Housewife 12(85.7) 2(14.3) 0(.0)
Others 11(91.7) 0(.0) 1(8.3)
Total 269(89.7) 29(9.7) 2(.7)

*p<.05
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Table 11. Outlooks of ‘k beauty short-form contents’

Code Outlooks of ‘k beauty short-form contents’ 7
Positive Negative (12)
Miajoring in beauty Majored 8(80.0) 2(20.0) 5.467"
Unmajored 278(95.9) 12(4.1) (.019)
Total 286(95.3) 14(4.7)

*p<.05
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