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1) Pine, B. J. (1999). The experience economy: Work is theatre & every business a
stage. Strategic Horizons LLP.

2) The rise of the experience economy: unlocking new opportunities for business success
https://www.glion.edu/magazine/experience —economy —unlocking—new—opportunities —for
—business—success/(AtEH A A: 2026. 04. 08)

3) Holbrook, M. B. (2002). Consumer value a framework for analysis and research : A
framework for analysis and research (Taylor & Francis e—Library ed). Taylor &
Francis [CAM].
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4) The Business of Fashion, & McKinsey & Company. (2025). The state of fashion:
Beauty (Vol. 2).
https://www.businessoffashion.com/reports/beauty/the —state —of —fashion—beauty —2025—re
port/(AEAMU: 2026. 04. 08)

5) Burnell, K., Traver, J. M., & Maheux, A. J. (2025). Longitudinal associations
between Appearance evaluation during video chat and body image concerns: A test
of the “perfect storm” framework. Body Image, 52, 101856.

6) In 2024, there were 110 million individuals aged 20 to 50 living alone in China
.https://finance.sina.com.cn/jjxw/2026 —01—15/doc—inhhkrvx4800933.shtml?froms=ggmp(
Am 7ML 2026, 04. 08)

7) Agrawal, A., Kondai, A., & Vemuri, K. (2025). Psychological Effect of Al driven
marketing tools for beauty/facial feature enhancement. arXiv preprint arXiv:2504.17055.
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8) The Business of Fashion, & McKinsey & Company. (2025). op. cit.
9) Pine, B. J., & Gilmore, J. H. (1998).Welcome to the experience economy. Harvard
Business Review, 76(4), 97—105.
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20108l Sl A Heldah HEelE ]z o] Al AL 7w 53
Al2~"lo] A E T A 34A| FHYE Thomas H. Davenport et al.(2020)2
1!}

AEA 5ol 2nake] oAb AA S A dsta Jilskd A Alwshs A
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10) Ricci, F., Rokach, L., & Shapira, B. (2021). Recommender systems: Techniques,
applications, and challenges. Recommender systems handbook, 1—35.
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3] /\]iEél(Decision Support System) o = o]aj& < it}
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s 71, A A 2E, 2da JFE AHE 3 A4S Fef 1
dEo] shoh webA AL FE #4919 ds
e, Ao s B#E APATFE 7= VIR 7 7IRE A
TEote] Belstaat ok Al #E FH 9] AT [F 2

11) Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2020). How artificial
intelligence will change the future of marketing. Journal of the academy of marketing
science, 48(1), 24—42.

12) YouCam Makeup: Perfect Corp. (n.d.). YouCam Makeup: The #1 makeup App.
https://www.perfectcorp.com/consumer/Apps/ymk

13) Meitu: Meitu Inc. (n.d.). Meitu App. https://pro.meitu.com/
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7]4H Thomas H.

Davenport et
al. (2020)15)

Francesco FH A =TS ALgAe] Moot dlE HolHE 48
Ricci et al. | 7HSI3td A& 2 Au|= ABAE Alge= AR DEH
(2021)16) e
71%| Ming—Hui
719 Huang & [AI 7]0F Au] 2t 17 e & Bgste] 253 35483
Roland Rust AJAstE Mu|=E Aoz AR e FY
(2021)17)
oFe | WE THx: dolag, dolxE, HYE 5 9w wA
Aa ©1(2022)1®) | E ATt anjate] A7) 18 S8 SHAV= 9
g
Ghayathri, A.| Al 27hE FE] A28le Agae] 9g 5441 324
& Mohan, N.|[HeJEE A8t A 58 wolay £F4E& Algst=
(2025) 19 Aed Mujaz Ao

14) Krizhevsky, A., Sutskever, I., & Hinton, G. E. (2012). ImageNet classification with
deep convolutional neural networks. Advances in Neural Information Processing
Systems, 25, 1097-1105.

15) Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2020). op. cit.

16) Ricci, F., Rokach, L., & Shapira, B.(2021). op. cit.

17) Huang, M. H., & Rust, R. T. (2021). A strategic framework for artificial intelligence
in marketing. Journal of the academy of marketing science, 49(1), 30—50.

18) o], $H%. (2022). HE FRE Fel=E43 ol ate] BE o we] v gk ¢
k=] §-8k3) %] 5, 28(2), 340—348.

19) Ghayathri, A., & Mohan, N. (2025). AI—-Enhanced Personalization: Crafting Tailored
Experiences for Every Customer. In AI Marketing (pp. 17—37). Chapman and
Hall/CRC
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w3k el d A ~8lS System Usability Scale(SUS) 3 7}o| A 83.36 4L 7]

2akm 2o AHgR BEEE btk obeel Crisalixst 2 JP5%
A 3D-4D A B OIH V1% fast ¢ 7o A2 AR A

a37F el 2020 ATE S AT E A2 T3 g A, vido}
E T AlEshd FE Zofell M= Al 719 o] &8o] HAF F7hstar 3l

Gl
= Ao Yeheth ofol ket Lokl M &85 = Al 7+E F4d 4

22) Beauty and Fashion Tech Trends Around the World. (2022)

https://www.perfectcorp.com/business/color—trends/global —beauty —fashion—tech—trends—2022.

23) Yusri, M. A. I, Amron, M. T., & Wahab, Z. A. (2026, January). A Hybrid Al
Hairstyle Recommendation System Based on Face Shape Classification. In 2026
International Conference on Cognitive Systems and Computer Interaction (ICoSCI) (pp.
1-6). IEEE.

24) Hollard—Kissel, F. (2020). Etude comparative Crisalix 4D versus Crisalix 3D versus
essal par prothéses externes dans la chirurgie d'augmentation mammaire (Doctoral
dissertation, Université de Lorraine).
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Al 2 A AP A (Experiential Factors)
1. APex9 Ay

A2 ek e A58 do] 34 A (Subjective Truth)<S vl
3= #goltt. Kierkegaard(1946)9] A&5-2]4] el wp2mzs), gL 7
WA APET Ji]le] 7= e o] o T e, o= Al 9§

@ A7) d| wgel 4ed & gl

AW Lkt AHGATE 54 AFoI} Aul 2B o] §3He AAANA P
A S B AN AAE w2 oS, e 715 o] &2 ol
AgANA ov] Y AR AFae A4 Aol 5 OAL s)&9
WA G A gk 715 AP A e] ARk gadtel whel, ALgx7t of
AR S A2 A 457 o84S AARE Fad FoR

oelg el APerE AAHeR UUe UEAS O£ Pine &
Gilmore(1998)9] @A) o] &o|th20) o5& ABL o2, s, A, AJv]9]
U 7b fam pRe, v1ge] Algeks Bk 848 A5 B A
ARe AT 5 ek gtk 2, AR 9] WAsHE o] ohleh, ALg:
Ae] ol WAlsh Bl net FAEE FaE dom olsd & ik

S AW el AR AeE Al faEy Agshs dels @

A7k Atk olo] the Csikszentmihalyi(1990)+& =% (Flow) ©] &S %53 A

ol 4 S9s dx =
sto] o) E43 g = dEs BYow Aostglon, ojgjg 4ol A
24 gkEwal ohyg)l zjo} s E ¥ Fe FHAQ WE o]Erha ®okt)
ol AP hvt 2N A oa] FAE Wyl ol ALERl AlE A
o} A5 2gstHA 1 gt 2AETE S AT

25) Kierkegaard, S. (1946). Kierkegaard anthology. Princeton University Press.

26) Pine, B. J., & Gilmore, J. H. (1998). op. cit.

27) Csikszentmihalyi, M. (1990). Flow: The Psychology of Optimal Experience. New
York: Harper and Row.
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ojg} T o]&A =g o R APasre tUAH FHANA US F
L3 guE ZHA "k 28l 3 2utd FA A= AREATE Ao s
FoAgstn ARS A5 Wi, 299 A 22 AP 2avt A
&7 st Asel Tad TS vAE Ao Yyt
HEgk Mathwick et al.(2001)-2> S8 3 M-S &gk A 7FA] 7F AF-8-A}
3 7R Q1A el Fa g S ghrhal W om 20) muted Ao A =
olelgh AP aATF ALAMG el TS M A= Aom Rl T30

53] Adaxre] Fo4e FE 2 SAHE(AR) 7I8 Au]2oA o5
FogXth AL 9 AR 7S 83 FE ofEAolde dee R A
TE gol 7H vlelad, olwA] WE Fo| APES AFTTFOoEN AR
A 9SS T Kim & Forsythe(2008)% o]2]g 74

Aol Ardat eego] Abgar AlE B7E B Ve F8ol Tad 9T

mvkaL ghglow 3D W] (2021) 9] ATelAE o=, wE, A, A

27b ARER S g fond dFS vAE Aew UEw

32) o]= A QAT HEl o wgto A Al A o]

£ 0 o o
N
iy}

2 yHe] Ay wsle| = S v Zvhs Hol ArxFa 9l
Lennon(2010)2 A|Z}4 Ap=o] 74 whkgof JgkS wzlt)ar gl o 33)

dn(2024)2 A 247 A AEge AR B e v

28) Hoffman, D. L., & Novak, T. P. (1996). Marketing in hypermedia computer—mediated
environments: Conceptual foundations.Journal of marketing,60(3), 50—68.

29) Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential value:
conceptualization, measurement and Application in the catalog and Internet
shopping environmenty .Journal of retailing,77(1), 39—56.

30) Jung, T., Chung, N., & Leue, M. C. (2015). The determinants of recommendations
to use augmented reality technologies: The case of a Korean theme park.Tourism
management,49, 75—86.

31) Kim, J., & Forsythe, S. (2008). Adoption of Virtual Try—on technology for online
apparel shopping. Journal of Interactive Marketing, 22(2), 45-59

32) B (2021). “F4EA FEQ AP QA E AFRANSE D oo ux|E
GP. GRS e Al E

33) Ha, Y., & Lennon, S. J. (2010). Online visual merchandising (VMD) cues and
consumer pleasure and arousal: Purchasing versus browsing situation.Psychology &
Marketing,27(2), 141-165.
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Measuring Constructs and Their Relationships. Decision Support Systems, 52, 450—463.

35) Lee, Y. and Kozar, K. (2012) Understanding of Website Usability: Specifying and
36) Novak, T. P., Hoffman, D. L., & Yung, Y. F. (2000). Measuring the customer

experience in online environments: A structural modeling approach. Marketing science,

19(1), 22—-42.
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(1998)37)

Csikszentmi =9 — AgH
iksz . i 29 (Flow) o2& %4 A g
haly: Ao Alg] A Ale] AW W= R Aot

Pk A
(1990)38) = i R =0 _ %
Schmitt A& 78k
A Ag ZE(SEM) AlA N
(1999)39 vwAY &z
Hoffman & B
Y Ao =43 =Y — HE 2
Novak .
ALEA A B A PFo=

(1996)40)

Lol —» L) A

Novak et Sural SN 29 A =N 5 87
al. e 2

A
- VI RN
| Mathwick ]
N A — w5 ¥
et al. =22l AF7= 54
7HA] Q14]

(2001)42)

Jung et al. 2etd o8 A} A —

(2015)43) A SO AT AHE-2 e

Kim & . . Ad — AF

7RIS (AR) S o A AREA}
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A AT

(2008)41 T&

g AR HE Y Ao sy =R Ay — W —
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(2010)46) oo
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Arld A8 AT FEole) vA e, ws | AF — A5t
(2024)4D @3F (FEZF wioR) Al — PFo=
Ha & Stoel2}Ql &3 2387 7l& 78 o534, |[AF — 744
(2009)48) | ZE(TAM) 3+ 34 24 BEAd | &/l
AGAHEA) —
Lee & | jgy Ams 1% 48 | Any, | A7a
ozar | mA(TAM) 7hel A AT | A 5| H8& 80l
- = 1t i 1l 1 O T o o [ o
TAM 7| (2012)49 — Ao
A Novak et ) e
EEL R RS S R
. 24 B O
(2000)59
Kim & 3 o
AR A@H 7= +& dA | AnA, | Ad — TAM
Forsythe
24 L 22
(2008)51)
37) Pine, B. J., & Gilmore, J. H. (1998). op. cit.
38) Csikszentmihalyi, M. (1990). op. cit.
39) Schmitt, B. (1999). Experiential marketing. Journal of marketing management,

15(1-3), 53—-67.

40) Hoffman, D. L., & Novak, T. P. (1996). op. cit.

41) Novak, T. P., Hoffman, D. L., & Yung, Y. F. (2000). op. cit.

42) Mathwick, C., Malhotra, N., & Rigdon, E. (2001). op. cit.

43) Jung, T., Chung, N., & Leue, M. C. (2015). op. cit.

44) Kim, J., & Forsythe, S. (2008). op. cit.

45) ¥FEE]L (2021) op. cit.

46) Ha, Y., & Lennon, S. J. (2010). op. cit.

47) Am ¢ (2024), op. cit.

48) Ha, S., & Stoel, L. (2009). Consumer e—shopping acceptance: Antecedents in a

technology acceptance model. Journal of business research, 62(5), 565—571.
49) Lee, Y. & Kozar, K. (2012) op. cit.
50) Novak, T. P., Hoffman, D. L., & Yung, Y. F.(2000),
51) Kim, J., & Forsythe, S.(2008). op. cit.
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2. AFgaa 89l

1) 224 A" (Entertainment Experience)

oA AGE ol AT A PN Frlsk AV S =AW Z 3
Ao 1AL Aers AL oJn ey w47 9(2001)% 224 Aol
7S B A A3 NG gL fudchn Agsieons), §4
£(2016)8 o] F ZAGE fuaE AY 242 BATh) £ 154 9
(2015) 224 Aol 421 ol APE 2FH 0w Foahs Hgoln
1 PSS Z, ol §4bE AW I AAS Z/1WA FHH A
g3 f8lH 2ALS AWl B

2) 254 A8 (Educational Experience)

ol SEH 02 FelFu A Aze A4
3 ARE olafela Shesh: AL E ATk ol @ wiH AL 7
2 §2 B3 ol FolAn], AY FlA A
3 2 RS E=9 wEE AP A
el Y9IAZ HEH, o] §AE Aok ARE @) 9l8) A
al

7IA A58 58] Ad Al

=
i
Mo
=
ofo
tlo
Y
Au)
=
Ir

52) Pine, B. J., & Gilmore, J. H. (1998).op. cit.

53) TUUL TUMENJARGAL.(2024). "MZ A tie] HepH 2 7gadd ) o] g2 mof &3k o
T Agdista AAEe =

54) 8415, (2016). “ToHFEA Y AFAA |2 (4Es) T FEJ=ofe] JEFTA AT : Pine
¥} Gilmore2] APAA ) ES FHoZ" ¢SSt g BrAFSHS] =i

55) AFA, 0]71% , w53, (2015). AT AA(4Es)o] &S H 83 =313 Ao x4 7}
Aol rEE A HEore A gk Wwdk Sl BFAS TR, TdAgd
0, 17(1), 1-109.

56) shad. (2009). Ul - A& <& FFA] APo] AP A%, AGRE H o5k
") %])+= & — Pined} Gilmore?] A& 74 A o] & (Experience Economy)< T4 o2 —. I3

FAT; , 24(5), 359-380.
57) AAE], A, R4 (2010). T 7]#] 52 A E (Experience) 49} ZA 2,1
el gho] A B3 A, TauESAT, |, 13(1), 39 — 60.
58) 3], &2 (2019). AFAA AH w2 7MdEA vzl A zbE o] Wi
A Erd wXe g R EAIAT, , 14(1), 43-68.
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61) L4A13] (2019). “
|+4F

e

AY Ab 24

60) Frivt. (2020). “a A Z3E 93 573 A (Augmented Reality) 719 S0 v
(e}

64) Yoon, S. J., & Lee, H. J. (2017). Does customer experience management pay off?

59) Pine, B. J., & Gilmore, J. H. (1998).op. cit.

£T}.64)

63)



A 3 A v}&x]H (Psychological Healing)

o =2 o]&st o, Sigmund Freud(1961)65 ¢} Jacques Lacan(2006)-2-66) G-

Fol & FA 4l st 5
a5}, Martin Seligman(2002)<2 44 7H7do] 7i19] gy H5& 53
A7l HA 201de AxeA 6D

-

[e]
ol27k o] &4 M2 Al 7[ik tAE &AM v T3 ouE 7
=

oh 22y AT JE 53 sie] A el tid dfdTels = ge
wAA BRo] EAFT. R AFES AL 71N RE AH] 27 ARE AL Al
A vo] V)EE Adsbetal, OB Wt AV EAAE oM
¢ 92 AR 5 A Y dEFE 29 o dvkar A

A, vE ATE2 ALY RIS A Vs 7 Al o] ARgARl Al A7
olg & 3olal, ejio] W FAHES A, A UHHS FEd
A4 A adE P 2T FEET S, AL FHE FH 92 ARl A
A QB3N e84 dF= sA v F e olT A HA4S Adn

Evidence from local versus global hotel brands in South Korea. Journal of Hospitality
Marketing & Management, 26(6), 585—605.

65) Freud, S. (1961). The ego and the id. In J. Strachey (Ed. & Trans.), The standard
edition of the complete psy—chological works of Sigmund Freud(Vol. 19, pp. 3—66).
London: Hogarth Press. (Original work published1923).

66) Lacan, J. (1968). The Mirror—Phase as Formative of the Function of the I. New Left
Review, 51, 71-77.

67) Seligman, M. E. (2002). Positive psychology, positive prevention, and positive therapy.
Handbook of positive psychology, 2(2002), 3—12.
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(3 2-5] wharA] AT
T A= A4 A Fa uE
otamund freud oA fE A% 9 7oA
A& Agst 7D Jacques |HE T4 A4t - _
259 #la RHoR ol
Lacan’2)
QL9 Martin =4 BA A% AR Aot AAE &
=74 delst Seligman7s) 719k A Ae A g A=
gx & Barbara & 4 S8A Aol AT &g 4
o]&#  |Fredrickson™)| 5 o]& AE A 54 7
_ , T PEL FHH A e
P Ed Diener? | 3 E7-(SWB) B &
o= HEow F3E THA AlE A
B Huta, V., & Eudaimonia iy i N B
A1 @ 4] Aol @S Fal BEHE AFH
Waterman, A.| (Zrg]2oj=
P& PE
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A . . |TRA el x¥E w A e
A (201007 AAM xE i )
HARE 2 Pl J&F
Al H¥ Hussain, B., i
o o | Aslam, S, &| % I | ALSNS — 44 olslAdl W
S0 T ] Imran, Al oy ) R E L
(7 B3| (2025)78)
. LA o|= m] A
e o g | MsScistawski, 7‘3}'3 Zj;’ 0];} Al 3ol A ] FH, A5, 18l
°H T L (2025)79) Eae] e | 1A 7HAe BEAE 24

71) Freud, S. (1961). op. cit.

72) Lacan, J. (1968). op. cit.

73) Seligman, M. E. (2002). op. cit.

74) Fredrickson, B. L. (2001). op. cit.

75) Diener, E., Emmons, R. A., Larsen, R. J., and Griffin, S. (1985). op. cit.

76) Huta, V., & Waterman, A. S. (2014). Eudaimonia and its distinction from hedonia:
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(Positive Emotion Expression)
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ABSTRACT

The Impact of Experiential Factors of Al Beauty
Recommendation Apps on Psychological Healing among
Chinese Female Beauty Consumers

— Focusing on the Mediating Effect of App Acceptance —

Qiao, Yi—He

Major in Beauty Design Management
Dept. of Media Design

The Graduate School

Hansung University

In recent years, as Al technology has become deeply integrated
into the beauty industry, Al beauty recommendation apps that
provide personalized recommendations and intelligent analysis have
shown increasing potential as a medium for “digital healing.”

In particular, beauty consumption trends in China are shifting
beyond simple functional needs toward the pursuit of emotional
value and psychological comfort. However, most Al services still
focus primarily on functional efficiency, overlooking users’ deeper

needs for emotional empathy and psychological safety. Therefore, this
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study aimed to empirically examine the effect of experiential factors
of Al beauty recommendation apps on psychological healing through
the mediating role of app acceptance among Chinese female beauty
consumers. In this study, psychological healing is defined as the level
of psychological stability, emotional comfort, and recovery of positive
emotions experienced during the use of Al beauty recommendation
apps.

Data were collected through an online anonymous survey. The
participants were Chinese women with experience using Al beauty
recommendation apps, and a diverse sample was obtained. A total
of 515 responses were analyzed using IBM SPSS Statistics Ver. 29.0
and PROCESS Macro Ver. 5.0. The results are as follows.

First, experiential factors had a significant effect on psychological
healing. Second, experiential factors had a significant effect on app
acceptance. Third, app acceptance had a significant effect on
psychological healing. Fourth, app acceptance had a significant
mediating effect in the relationship between experiential factors and
psychological healing.

According to the results, experiential factors were identified as a
major factor influencing psychological healing. Experiential factors
not only had a direct positive effect on psychological healing among
Chinese female beauty consumers but also exerted an indirect healing
effect through app acceptance. App acceptance showed a significant
mediating effect between the two variables, indicating that the extent
to which experiential factors are transformed into emotional value
may vary depending on how users perceive the innovativeness,
usefulness, and adaptability of the app.

Therefore, for Korean beauty brands to successfully enter the

Chinese market, it 1s necessary to move beyond functional—
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efficiency —oriented design and further strengthen experiential factors,
including entertainment, escapist, and esthetic experiences. The
findings of this study provide practical implications for Korean
beauty brands seeking to create differentiated emotional value and
enhance user loyalty in the Chinese market. In addition, this study
has academic significance in that it comprehensively examines the
relationships among experiential factors, app acceptance, and

psychological healing in the context of Al beauty service research.

[Keywords] AI Beauty Recommendation App, Experiential Factors, App
Acceptance, Psychological Healing, Technology Acceptance Model (TAM),

Diffusion of Innovation Theory, Chinese Female Beauty Consumers
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