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4 oHlE Fof AHRRe] Filolut whE §hEI SPFE BETE 4H|REO
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agnldelE thAlE BACe Augo] AEzgAe] et AP
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op. cit. pp. 42-46.
161) AR, op. cit. pp. 50-55.
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gt 24 oz & SEo FASAL

QATEASH ST 2RI o] ALGAH 2AE AR UeA 24 Wl

= B 1S O edtbeld s ¥ty ete 54 YA E Ax(Likert
scale) = FASHAT. AFEAH] EA4L s AAAEY] B4

A4d Az

FHE Ame SAWFIA 2O SPSS 21.0& o]8ote] AFEA &
At FAACcE AmEH g3 doh

AR, ALY AALFATY BG4S oty 9ol Y EAS AAlS
At

B, ZAEE] SNS ARE AElE doti 7] Qo HI=RAT 7&FAE
AASHH.

A, AFHAQl AMdu|tjo] A28
E, PE AUl A7 AEs dotEr] 9Jdf 89lEA (Factor
Analysis)@t A2 2A4-& AASHTE 8l 4o gRIFEHo=E FHEH
(Principle  Components)2  A-85tx, Q<91 3IdAYHo=  HZH
(Varimax)E& A&ttt SAHTet 879 AHiAE Uedl= 2914
A& (Factor loading)= dHEZQl &= . S 48
At QelEA 9] VEIIHe KMO(Kaise~Mayer—Olkin) ZE2} Bartlett]
T34 dEex skt o SAYESE Y Ao AFEE
3 2u8ts &utA4=(Cronbach's Alpha Coefficient) & ©]-8-5o] 2FQls}%c}.

UiA, AHZ-HHE fARE 4H2F R 7H] FHEAE dotkHr] 9
off mol&o] AFHEAlS AAISHT

AR, Adu|to] JoagAo] AHA-BHE WA} 482 TR 7}

o

& xSk,



H7] 9ol HEA= AAISHIH

A5, ABA WS PR FjdEe] nAe TS FotE7]
SARAS AAskth 2lARAY Ae, =Y R r WA
= 285tk

oAGA, AH|A-EHHE AL AHR; THEE o] mij7iH 347&}%"% Skl
Baron & Kenny(1986)¢] 394 aitASHHE Aottt 571 A5o=
sobel teste AAISHATE

oA, AFHJIS o] FREE Fotr7] 8] FREAS AASHI.
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A= (F 4-1>7 Zot
Ad FAHE A

2 A3, SEAY 90.1%7F 42 YERGI 9.9%
.4 dmE A 10t7F 28.4%= Ve, 20
7} 25.6%2 ZAE T 307 18.6%& UERET 40ti7t 16.7%= UrE}
ot 50tE 10.7%% ZAMES. AeoRE AHE Aat H2(65.1%)9
H]go] 71E(33.7%) Bt =91, 7|ete 1.2%= vebdth

2% g AnE Ay, 158y Ast T2 EH44.1%), et At

L = == =

o,
fu)
[Ulﬂl

N

o]

2 2YUQ42%), Aed At &2 E9(17.1%), diekd A o183(7.6%),
1ZE olsH(7.0%)9] &A= e
e AuE 2y, SYG2.5%), FA(23.5%), A=w2(10.9%), A2

(9.3%), 71EH6.1%), Tof H AFFA(5.3%), ZdA(4.1%), AHFA4.0%),
71E2(3.6%) 59 22 YETH.

SHAY] AF e AmE A¥, H245.3%), F71=40.0%), SH=
(12.3%), 734%(1.3%), 73RE(0.6%), A= (0.3%), AFE(0.2%) sl A
Fole AR yeigth ¢ & B 45 AmE A k=] ¢ 1001
A \9H49.1%), 2005+ AH(18.3%), 1009t ATH(14.7%), 3005+ Ath(7.3%),
4007 At (4.2%), 5008 YHH(3.2%), 7007 A (2.0%), 6007 ATh(1.2%)
Y £o2 Uyt sPES FYHES ¢ g S AHE 4y 5v
A 0TH(41.7%), 5% ¥ olAelA 109 ¥ 1eh(30.2%), 109 ¥H(17.9%),
207 Ai(5.9%), 307+ Al(3.2%), 407+ Al(0.6%), 507+ A ©]A4H0.7%)
59 o0& Ut
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(B 4-1-2) AF+5ALH B4

(N=905, %)
gz Hz -8
) (%)
A& 410 45.3
A7 = 362 40.0
S 5 0.6
AL 111 12.3
A 3 0.3
A= 12 1.3
AT 2 0.2
1009H ¢ wjgt 444 49.1
1009F oj 133 14.7
200 ] 166 18.3
3009 Ay 66 7.3
B &5 4007 e 38 4.2
500+ ) 29 3.2
6007+ Aty 11 1.2
7007 9 olAF 18 2.0
59t 1 w]qt 377 41.7
59k 9 oA ~ 10%F ¥ w\]qt 273 30.2
109F 4df 162 17.9
A
iﬁ’ 209t At 53 5.9
O
309 9 29 3.2
409+ Adf 5 0.6
508 & oA 6 0.7
SHA| 905 100.0
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A 24 ZAREAS SNS A A

HEEAS S8 AN HA|e] SNS AHgAdd] E4S AnE HAibe
Tt ZTHE 4-2).
£ S°A7] SNS ARS Efotal golct BReh SNS o8 7|7k A

HiEg Ao, 6 o) (41.5%), 4d oldollA 6| mTH(17.2%), 28 o]/FollA
(17.1%), 6704 oA 2 n|uh(12.7%), 6704 w|et(11.4%) 59 <
A2 Uergtth BGeF SNSO| 5 5 AmE ZAx, 100 o dellA 1000
™ u|9H(47.3%), 100" "|9H41.3%), 10009 o]ArelA 50007 w]7H9.9%),
5000 ol4FellA 10000 ©lTH0.8%), 100009 ©14(0.7%) 52 A= 1
Bttt 19 B SNS H& AI-S AmE A3 147 veh32.3%), 1A13E
o[ oAl 2A1ZF H|TH(28.4%), 2417t o/FellA 3W mTH(14.9%), 4AIZE ol
(13.4%), 3AZt ol 4XZE BITk(11.0%)5 2] +=A2 Yerslt

SNSollA| ®H=2<) ot =ty SFE BT disiA ¥l £2 AmE 24
¥, ofm WA g o] o]YAma](29.7%), 2822 H2|H=H27.0%), otze]H
Al g o] 5f|2H25.0%), otRaEIHAIH ] o|HE=(19.3%), LGAZS] tjmo]24f
(15.1%), otmeHATe] ole|u}-2(14.4%), otrdHAT] A314(13.5%),
ofe|HA| L] ofo] @ u|(11.7%), oFRe|HAIH] whkgE(10.4%), EYREE
9.3%), HlolAHE2(8.8%), ololEXMNC]  wHAKT.1%), AW o}
(AHC)(5.5%), T &oht(1.1%) 52| &2 ekttt

~
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H 4-2) SNSAHAH E£4

(N=905, %)
uE AN |y
SNS AA % = 905 | 100.0 -
6704 mwk 103 | 11.4 -
670 o] ~ 2:d mgk 115 | 127 -
ale E]Nﬁ o1& 2y ol ~ 4 wwk 155 | 17.1 -
- 4d o1 ~ 6y d mwk 156 | 17.2| -
6d ol 376 | 415 -
1009 wgk 374 | 41.3 -
99 SNsel 100 ©]4 ~ 1,000 vk 428 | 47.3 -
BES 1,0007 ©]¢ ~ 5,000% w]gt 90 9.9 -
5,000 ©]AF ~ 10,0009 w|vk 7 0.8 -
10,0007 o]4 6 0.7 -
1AIZE m] Rk 292 | 32.3 -
1AIZE o] ~ 2A]3F \|gE 257 | 28.4 -
12 F3t SNS | 2AIRE o] ~ 3A1ZF mwRE 135 | 14.9 -
e AIRE 3AIZE o]2F ~ 4AZF mk 100 | 11.0| -
4N 7L o] 121 | 13.4 -
G 905 | 100.0 -
PR H H A (o] Y 232 g]) 242 | 15.0 | 29.7
oF KLY H A (o] H =) 157 9.7 | 19.3
O} HA ] (w5 = 85 5.3 | 10.4
o} R H A (o} 2] w5 ) 117 73| 14.4
o} KL # A ] (o}o] 2.57) 95 59| 11.7
A o} R o H A= (3] 2}) 204 | 12.6| 25.0
= g [orEEEAE (S 110 | 6.8| 135
B EUrg(EYRd) 76 4.7 9.3
dlo] A 2] ¥ & 72 4.5 8.8
of| o] B4 A (1] AF) 58 3.6 7.1
LGAZ 7 (H o o] 2~4F) 123 7.6 15.1
Z2l e (dA g H ) 220 | 13.6| 27.0
| ofrt 9 0.6 1.1
7h 78] o} (AHC) 45 2.8 5.5
37 1613 | 100.0 | 197.9
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ZAA AAe] SNSO| High Q1AS VEEAR AuE Avs o2t
ZoHE 4-3).

ST SNS2 o] dAkAel dFo] dEHo|ty = SHAE
3.14+1.22, qteF st SNS7F Hi#f€ oA U= ofdstA ofZd Aeoltp 2=
SHAt= o 2.62+1.30, U= g SNS F5A9] Aozt =71y 2
= SEHAE ¥ 241+1.13, Y= 5FF B9t s SNSo| H&5HA] koW
AEEZRE ZAEld Aoty 2= §8EAE B 2.20+1.15, U= AFEE
oAA sl SNS& gtotal Woh= Ao ARAHS 7ty = @A Hd
2.00 £1.049] &0z eht

S SNS2 o] dAFZQl 5o dREolty = gHo] 7P Etth
(E 4-3) SNSo|| thsh <14

L= H4M) | EZFHAES.D)

ol SNS2 o] dA4#el g5 dREolrt 3.14 1.22
L ol 5ot ofd SNl H&ola] ghom Abg
SayE A2 Lol #20 b
L Ao s SNSS gttty @l Ao
Z]'—]?‘/\‘:]ﬁ% _1:71711—4_ 200 104
U= ol SNS 3549 dolatal =71t} 2.41 1.13
ToF Btk iz | BN R R B r AE 7]
oroF St SNS7F H2jEttH U= ofAshA ofZ 262 1,30
Zoltt
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A3 A wed B3 9 JeEE 43

2 AT A ATHAE Zzte] ZHFRE e gL A
S FEALS Fohl WrE o] g5 AARATY AFErAL A

AlsHae.

1) 24dnto] 42874

aguito] 4ogAe] et aqlis Ame (& 4-4yolch. Bartett]
Dol P e M AT x* FS 13641.503(df=231, Sig.=0.000).2 Liet
U ESE Aole] 2918 olSue AuuAst ¥k, KMOO| HEAY
S FAT 27 KMOZEL 0959 Ueht 238 477t 2948 A
shod] AAE Ao WREon], TEAS 0478 o4O LR} 2%
4 7Pe BEAYE Zlog pase] aARNS ANskdrt 1 At Ay
A-BAE FEAge A Aol APor FAHAT, AF AP 64.2%=
R, AATEE Ans 25.0%2 ety A4 3RS0 AfsAs

QQ1263%)e Wt Bests SHE BATE NS4 HAE 719
ot} Aol 4tk U7t WRoJshe SAE HA=L SNSolA AE HHE
@77 Ak, Wt 2RA(Ee Fota)ste HAE HAst omatel ujd
3 eakl(SNS)o] 2 AAHo] gk, W7t Beets SE HAE] NS
L 2 olgAET Rt RS FIUS & ) Yt B2oshe sy

.
-

£ B o] SNSE U7 BdEel #AE & AT

rl

t SFgE HA=9] SNSoA W =&o] EasiHH =&
= Zold, Wt ¥2Yste oFE HHES] SNSolM= W7t ¥ske 9
2 AES Fv € 7 A Y 2gEE AAENUA. wEbA, 29112 SNS

_68_



89120203%) W7k Bt SR BASo SNSE AE Fant
ofIE Fol ol g7te] o] A&stA gk, Ut Edste dE B
S| SNSE o] g2ke] Eutolut ZoAgte & gt Wt BR st 5t
A& BWSO] SNSE o]gate] HEol oigh gHo] w2}, Wt H2sh=
S4E BACO] SNSE o] gae] @7 870 w2 whec) W g2
dole HE BAES] SNS& AlFolvt date] digh o]-§#ke] Az wi=
A grESTh Wb gRYste 9}”” R 594 NSE= xﬂ It o}qﬂg

O
sHE ELEJ SNS7} SIPATS PSR K=
= W] SNSOA HAGH A=
T "RYsh: FE BWE] SNSTL 7}7»741

o
|z

SNSOA &5 ‘GJ BE
2 £ SFE HAZO) SNSoJA] orE

olgatel A%aly] kol EFER FAHUL wEkA, 29132 SNSS &
= 7|1 3PE HEel JoE F

=
92 = Ygor TAH] glo} i Foli oz Pushgct.
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Q91 | @92 | Qo3 | X
adultle] 3ERH B ey | wed | A | B
AL 2o | A

b mEost: shgE HAck
Hi7t gste SHEE SNS 0811 | 0207 | 0.034 | 0.747
A BHE ZRQlo|u Ho] Lk
W7t Z2st= 3PgE BT =, SNSI

= 0.782 | 0.322 | 0.056 | 0.718

A AE ARE 4717 dor
Wt B2 (@ Fota)shs sH4E B
cL oxmalel uiatwt 2akl(SNS)o] & | 0.763 | 0.271 | 0.046 | 0.658
AA = At
W7t 2ot 3PgE HI:MT O SNS+=

2 ol8xET} theFst AHE Fuwke | 0730 | 0.294 | 0.237 | 0.676
% 9lct
Wt BEsks oFE HEIES] SNSE,
Wt BaiEel IAE & /AT & A | 0.696 0.286 | 0.272 | 0.641
495019k
e BEYste sE BASo YuE

675 25 252 105

SNSOlH AT A 0.6 0253 | 0 0.583

L ggolsle 34 Halto AHE
+ Ie S = o 3 0.592 | 0.334 | 0.327 | 0.569
SNSoA A= Zo] Hesirtal 7tk
Yob BRoele SR HAEo| SNSE,
ol g HIR Y] &t AFEFIIE Ho | 0.574 0.352 | 0.320 | 0.556
ZFrt
W7t F2Ysts SE HA=o] SNSelA]

57 21 . .

o £gol Basio £ee 5 oyt | 00 | VA8 | 03691009
W7t 22 )ot= sPE B9 SNSofA
= W7t Yot FEHE AES FE= & 5| 0497 0.276 | 0.394 | 0.478
gict
Wt Z29lsl= SE HIZo SNSE,
AF Gy oHIE Fof o]gzte] gigo 0.347 0.777 | 0.199 | 0.765
e

7} @2l PFE Halt o] SNSE,
Hi7t gt SR 0.329 | 0.747 | 0.280 | 0.745
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E ko
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293
N
4

oX, offl ofd

0.310

0.314

0.746

W7t weeshe
olg7te] a7t

SPE BWE=9o] SNSE,
gpof w24 ¥h-ggict

0.367

0.305

0.722

ST EAS
Aol el

BHa#l= 9] SNS+,
18Ake] Azte] wh

0.398

0.698

0.316

0.745

b}

0.413

0.648

0.131

0.608

0.153

0.140

0.841

0.750

0.032

0.104

0.811

0.670

0.306

0.320

0.662

0.634

0.146

0.271

0.654

0.523

0.325

0.389

0.510

0.517

0.428

0.364

0.496

0.561

5.791
26.321
26.321

0.922

4.464
20.290
46.611
0.915

3.865
17.569
64.180
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Aefl tigt Qo174 Aito|t}, Bartlett?]

|Z-BE A
£ 4-5)L 2uz-sA= B ) A
FAS FHAT A x* F2 5717.781(df=36, Sig.=0.000)= LteRL}
= Ajolo] 89le olEThet APV FRak, KMORE 09112 Ueh
249 A=sl fRAe ANstd A8 Ao wuEgon FEAL
0.539 ol4o=® Uety QQ1EA 7MS WEA7|= Aox s R
48 AxEsct
O 2 AHA-E-E A gdxder FAHEIN, AA AYE
60.9%% ek, A7 BBEC] AEAGE 09182 Uehdrh Ll
Helle #AE A Sdl A ol SAETS deeder WY
stol olFe] HAe] A8 o] AsStn oo HAdAL Z4Eg
So Bage Aesrad.
(HE 4-5) &Mzt = #A 9 e
2MA-BAE BA 242F 254
W7t F2 o]-8sh= SNSOA, U7t = sk BfE(olst 1 BEE)9 0.539
SPEES T 6]'1_ 7]e] )
W7t F2 o] 8st= SNSolA, 1 sPE Hlto] At migls =7tk 0.631
W7l F& o]gsk= SNSoIA, 11 shgE BHErE s SE 14os fij
= 0.543
ehohal =7k
W7t F2 o]gsh= SNSOA, 1 sPgE Hl=rt 718 nhgoll & 0.654
W7t F2 o]8sk= SNSoAM, 1 sPgE HHEE YA keol "ot 0.694
U7b F=2 o8k SNSOA, wet B3t AgEolatd 1 3PE Hills
- 0.615
5 Fobat 0|t}
W7t F2 o] 85t SNSolA, 1 sPE Bt U Ao Fasitt 0.676
W7F = o]gsh= SNSolAM, t= I 3P Haizo] JHs) 2 0.555
W7t F= olgshe SNSOlA, 11 3PE Bl i A B2 9T
. 0.572
Rl
IR 4 5.480
N EHZE (%) 60.889
1A (%) 60.889
A= Z A 4=(Cronbach's Alpha) 0.918
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E 4D FE s Aol ot 884 ZAatolrt. Bartlett
o] B HL HHT At x* FHE 4507.392(df=45, Sig.=0.000)2 e}
HRE Atolof] 991 o] ERet Az FE5H, KMOZ 0.877=2
EfL SA% 2Zt57E QQlEAS Aokt HHES Aoz JoEon, F
542 0462 ooz Yeht 9B M-S TEA7|E Ao iy o]
QEAS AAstylet. I A¥t PR Fulsrle F e AAder A
A, AA APEL 64.7%= VeI, AATE Aits 46.0%2 VeERY
1, A FREO] AR EASL 0.8742 YER} FEH 99l 47 HAET A
o= IaE It

291139.8%) ‘W sl SalA, A E@sts] dsiA, clmA
Holx Hold, ESE §A7] $IsIA, olmIAE vHRA] SIaA, 1 Aol

st71 Wzel, 2EHAE sjastAy ZRdgs A Y 2des

F8e
TAGY. 29 18 SRS BT FFS AL 57 F ARl
e gAsL ong WEHoR RS dsks BRER A
ooz ‘mhHA o FHstrt
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(E 4-7) F FilideEe] A

91 [ f92
IFE Y E EHET x| A6y | FEA

kel kel
s Hstr] Q1A 0.888 | 0.066 | 0.793
M= EASH] SlsiA 0.817 | 0.214 | 0.714
ofj ] Holi Aloj 0.815 | -0.072 | 0.669
=95 FAISHT fsiA 0.782 | 0.230 | 0.664
olm| 25 HHL7] 54 0.634 | 0.293 | 0.488
71 AFe] fragel”] wiZel 0.633 | 0.319 | 0.502
AEAE dfastAY 712 AgS flsiA 0.597 | 0.324 | 0.462
B 2k(e )7t Al 0.095 | 0.865 | 0.757
A= S BAISH] flshiA 0.221 | 0.855 | 0.780
A2Ee 271 S8l 0.187 | 0.781 | 0.645

Gk 3.983 | 2.490

WA (%) 39.829 | 24.904

FAHF (D) 39.829 | 64.733

A=) = A4=(Cronbach's Alpha) 0.881 0.819
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ABSTRACT

Effects of Social Media Interactivity on Cosmetics
Purchasing Behaviors: Consumer—Brand
Relationship and Consumer Situation Mediated
Effect

Kim, In-Ok

Major in Beauty Design Management
Dept. of Media Design

The Graduate School

Hansung University

This study provides consumer—brand reviews and can affect the
relationship between social media interactivity and the components of
social media interactivity and the relationship between social media
interactivity and consumer—brand reviews for consumers in their teens to
50s. The operational definition and questionnaire of the research variables
were revised and supplemented according to the purpose of this study
and re—established based on literature review and previous research
analysis. Face—to—face and mobile were used to survey and collect
questionnaires. A total of 905 copies of the collected data were analyzed
for frequency, descriptive statistics, factor analysis, reliability analysis,
correlation analysis, regression analysis, and path analysis using
SPSS(statistical package for social science) ver 21.0 for research purposes.

In summarizing the dimensions of the variables as a result of empirical
analysis, the sub—dimensions of consumer—brand interactivity within social
media were classified into 'reciprocal interactivity, responsiveness, and
individual party’. The sub—dimensions of Cosmetics purchase behavior
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were classified into ‘attractive dimension’ and 'consumption dimension'.
Consumer—brand relation and consumer satisfaction were judged as one
dimension.

Effects of components of social media interactivity on cosmetic
purchasing behavior and the effects of consumer—brand relation and
content variables that can affect the relationship between components of
social media interaction and cosmetic purchasing behavior. Hypothesis 1
was adopted as a significant level that social media interactivity had a
positive (+) effect on the consumer—brand relation. Hypothesis 2 was
adopted as a significant level that social media interactivity has a positive
(+) effect on the consumer satisfaction. Hypothesis 3 was adopted as a
significant level because the consumer—brand relation and the consumer
satisfaction showed a correlation. Hypothesis 4 was adopted as a
significant level that the consumer—brand relation has a positive (+) effect
on cosmetic purchasing behavior. Hypothesis 5, the premise that
consumer satisfaction has a positive (+) effect on cosmetic purchasing
behavior was partially adopted. Consumer—brand relation showed a
positive (+) relationship in the attractive dimension of cosmetic
purchasing behavior. However, the consumer—brand relationship did not
have a significant effect on the consumption dimension of cosmetic
purchasing behavior. Hypothesis 6, the premise that social media
interactivity will have a positive (+) effect on cosmetic purchasing
behavior was partially adopted. As a result of examining the effect of
social media interactivity on cosmetic purchasing behavior, the levels of
reciprocal interactivity, responsiveness, and individual participation of
social media interactivity showed a positive (+) relationship in the
attractive dimension of cosmetic purchasing behavior. Only the individual
participation dimension of social media interactivity was found to have a
positive (+) effect on the consumption dimension of cosmetic purchase
behavior. However, the reciprocal interaction of social media interactivity
showed a negative (-) relation with the consumption dimension of
cosmetic purchasing behavior. It was found that the reactivity of social
media interactivity did not have a significant effect on the consumption
dimension of cosmetic purchase behavior. Hypothesis 7 was completely
rejected as it showed that the consumer—brand relationship did not have
a significant positive (+) effect as a mediating effect in the effect of social
media interactivity on cosmetic purchasing behavior. Hypothesis 8 was
completely rejected as it did not significantly affect consumer satisfaction
as a mediating effect in the effect of social media interactivity on
cosmetic purchase behavior.
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As a result of path analysis of the research variables, the components
of social media interactivity influenced  purchasing  behavior,
consumer—brand relation and consumer satisfaction, consumer brand and
consumer satisfaction have a correlation. Consumer brand and customer
satisfaction were found to influence cosmetic purchase behavior.

According to the analysis results of this study, it can be concluded
that the social media consumer—brand interactivity component influences
the consumer—brand relationship, consumer satisfaction, and cosmetic
purchasing behavior, which are key factors in cosmetic marketing strategy
establishment. It was found that the consumer—brand relationship and
consumer satisfaction, which are important factors in reducing marketing
costs for cosmetics brands such as loyal customers, have a correlation
with each other. In addition, it can be said that the cosmetic purchase
behavior related to the direct profit increase of cosmetic brands is
affected by the consumer—brand relationship and customer satisfaction.

[(Key words] Consumer—Brand Interactivity, Social Media Interactivity,
Consumer—Brand  Relationship, ~ Consumer  Satisfaction, =~ Cosmetics
Purchasing Behaviors, Social Media Marketing
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