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[Abstract]

This research focuses on women in their 20s and 30s who have experience in consuming beauty
products in the live broadcast of beauty products in China to find out the effects of consumers'
consumption propensity on beauty product selection attributes. The data analysis is performed from April
29 to May 25, 2021 by using SPSSWIN 21.0 program for frequency analysis, factor analysis, reliability
appraisal, technical statistical analysis, correlation analysis and multiple regression analysis. And the
results of the study are as follows: According to the survey, the general characteristics are 20~25
years old, university, and the consumer price is between 500,000 and 1 million won. In terms of
consumption propensity that the intrinsic pursuit of consumption, the impulsive consumption, the external
pursuit of consumption were on a high average score which was 3.76, 3.63, 3.56 respectively, and in
terms of the selection attributes of beauty products that the product intrinsic attributes, and the external
attributes of products were on a high average score which was 3.91, 3.69 respectively. The
external/internal attributes of beauty product selection attributes are all related to consumption propensity.
According to the survey, the external pursuit of consumption, internal pursuit of consumption, and
impulsive consumption of the propensity to consume all have a meaningful influence on the
external/internal attributes of products. This result proves that the consumption tendency of beauty live
broadcast consumers has a huge impact on the selection attributes of beauty products. In this regard,
according to the consumption tendencies of Chinese women, the necessity of differentiated
live-streaming marketing strategies for beauty products based on the characteristics of beauty product

brands, categories, and designs has been proposed.
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II. Study Methodology

1. Participants and the period of study
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III. Results and Discussion

1. General Characteristics of Subjects
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2. Factor analysis of survey tools
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2.2 Factor analysis of beauty product selection
attributes
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Table 1. Factor analysis of consumption propensity

Question Factor
1 2 3
Even if it's expensive, I will use famous brands for my image. .800 .280 .084
Buy products similar to those used by friends. .770 181 268
o You tend to think after buying. .758 .027 294
EXtr”_]SIC It would be proud that I have a unique style or a specific brand product. .690 334 .083
pursuit of .
consumption Luxury enhances my social status and seems more successful. 679 347 110
I buy in accordance with the standards of the people in the group I belong to.  .631 199 301
Only the necessary beauty products are purchased and the efficacy is considered.  .589 .086 -.397
When a product is popular, people are interested in it and buy it. 498 A27 341
It is purchased only when it is worth the product price. .039 .703 .050
Intrinsic Check the price and quality carefully before purchasing the product. -.003 .653 307
pursuit of I think products from famous brands are better than general products. 364 .588 019
consumption Even if it's expensive, I buy products of good quality. 403 564 181
I am willing to spend a lot of time in collecting and comparing various information
to buy high-quality and cheap products. 354 L5 193
. [ don't intend to purchase it, but I also have experience in impulse purchasing
Impulswg because of satisfactory products, sales, and salesperson recommendations. 212 232 L
consumption ! !
I often buy beauty products when I feel good. 365 245 656
Eigen value 4.338 2.517 1.756
Variance Description(%) 28.919 16.782 11.706
Cumulative Description(%) 28.919 45702 57.408
KMO = 945, Bartlett's test x?=3441.693 (df=105, p=.000)
Table 2. Factor analysis of beauty product selection attributes
. Factor
Question 1 >
Choose the product that BJ introduces well. .801 159
External product I' choose new products .be.cause that I'm curious about them. 799 103
properties I'll choose the product if it's trendy. .707 159
Choose a unique design or a pretty product. 595 281
Choose high-quality and inexpensive products. .583 187
Choose a product of which quality is reliable in quality. 132 746
Internal product Effectiveness and efficacy are important. 164 739
properties It's important if it suits me well. 175 701
Choose one with good ingredients. .228 664
Eigen value 2.599 2211
Variance Description(%) 28.875 24562
Cumulative Description(%) 28.875 53.438

KMO = 857, Bartlett's test x?=1241.646 (df=36, p=.000)
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Table 3. Reliability appraisal

Classification Number of questions Cronbach's «
Extrinsic pursuit of consumption 8 892
Consumption propensity Intrinsic pursuit of consumption 5 707
Impulsive consumption 2 633
Selection attributes of External product properties 5 771
beauty products Internal product properties 4 718

4. Consumption propensity, Selection
attributes of beauty products
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Table 4. Consumption propensity, Selection

attributes of beauty products

Classification M SD
Extrinsi it of
xtrinsic pursuit o 356 88
. consumption
Consumption o .
. Intrinsic pursuit of
propensity . 3.76 67
consumption
Impulsive consumption 3.63 .90
Selection .
attributes of External product properties 3.69 73
beauty .
products Internal product properties 3.91 .70

5. Correlation between consumption
propensity and beauty product selection
attribute
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6. Effects of consumption propensity on

selection attributes of beauty products
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Table 5. Correlation between consumption propensity and beauty product selection attribute

Consumption propensity Selection attributes
Classification Extrinsic Intrinsic .
. . Impulsive External Internal
pursuit pursuit
. Extrinsic pursuit of consumption 1
Consumption L . )
. Intrinsic pursuit of consumption 614 1
propensity . .
Impulsive consumption 622 525 1
Selection External product properties 726" 668" 582" 1
attributes Internal product properties 245" 538" 305" 4617 1

" p<.001



154  Journal of The Korea Society of Computer and Information

E;
ﬂ
38 -

Pl oigt 2ae AT 299 03
(F=304.572, p<.001). Av|AdEQ] A FI AH|
=.440, p<.001), YA F3 4H]|( 3=.325, p<.001),
Al 28|( B=.138, p<.00]) o2 AlF A £/
ojuj3t gl ujx|: 202 Uehton, y
P9 oA £7 aulet YA £7 4u], 557
Fol 242 AE AR £40] e g 9
28] dFgo] REAE A=HEd AFHA
Ale e Lot7] ¢t el ddse
R?=0.3092 XA ¥zl 30.9%= 3]Hr&S
913 o 4 glom, Ryl djgt BArEd A
= 02 [OloIRTHF=84.530, p<.001). AH|/d
e 2H]($=.598, p<.001), A FA- AH(
=-.191, p<.001), 5549l d\_H](B .109, p<.05) =2
AE WA £80] folnjgt L2 tlxle Aoz UE
LJ—OD:] o]L AH ]/2-)163:0 LH?H i:rl. iﬂ]g} KEHO] A
B0 225, AA 27 28] H24F AE
YA 4ol &2 S ojujgict,

DAM42 2] FRAH], FEaH]

avggol he BAvjREEY Gak, S,
2 4REA, 27 5 2012Yagl vt

6L7%2 BARBS WYelD USe ¥ 2 9o
o
L=
=

oy =
ox oz J0 off w Ll o

=

2 b

|
j|

L

E
ot
= i‘i

=

X

wx Jpr
> o
e

Y,

l—O

oX on
o,
rﬂE

()9 B2 Fergol ok wuet B ApAuer o
XStAck. ol2iat At 2w, HE| AR AulAle] A
9ol HERIE A& Gojujdt FFL nlA|L 9
ouj, A8lte] Aupggol w2t HEAE ALete £
PR £ 4 QL UEY HEAES Ogai] A

AUEA A
coo

CEl

&7 AP AvlAle) HElo] 22 A 210
2 ARH

12 0O AN

IV. Conclusions

o A
% AvlRio] 9l 20-30c] o
F Ae40] vRlE o

A} %/5}?_}— 7:];1_} q%‘r 751-2 HAZ29O olog]
FAJgRLS] Qi3 20~25417} 42.0%, S2ie of
27} 35.3%, Y452 50~ 10094 O]gto] 33.4%= 7}
WS Avlre] Aulgge oF 27

Jﬂl 3567‘*, "EE.OJ 28] Pt 3.634, WA 3 &

o] W 376K, HEAE A4 AE A8 44 3
3 3694, UK 44 B2 391802 i ekt
HERIE HEa0 AE W/ 442 2 41 A

ﬁ

W 2HIR19] 2HIFF ()] o
2H195o] HEPAIE M40

AHIFO) AR £ b, A £7 A, FEH

o] 202 AE 98 44, AU £40) SAS o=

=
1

RolulE FFAS A& Ao Uerdey ojye] At &
W P4 AulAe] 2u)dgo] HEFE Aesgo] 2
ol U GRS I/ ulRlE AS AFSIAC,

B oo 23220, 300 AS oS0 d\_H]Hoh}
B4 d S BAs Aats dyist Al7led A e R &
2 92 A¥SS 1ash A7t KIsgElojof & Zo|rt. ”.4_1
SeiAlciol] A AVYALT BoPd = HEIAIES] A
T} 2QAP} =o}Al 710 2 miElch o]of AT AjuRAo]
A AEC] AEEAS Tejst REAIE Jidetet Alesirt

1]

al
7199 ol SR U o Al

2

a
S

Table 6. Effects of consumption propensity on selection attributes of beauty products

Dependent variable Independent variable B B t p R? adj R? F
(constant) 669 6.064™ .000
External EthgifurZ“:f:;t of 365 440 11967 000
product e pr o 617 615 304572
~ properties SIc pursuit 353 325 9.600™ 000
Selection consumption
attributes Impulsive consumption RN 138 4041 .000
of beauty (constant) 1.803 12.699™ .000
products insi i
Internal EXtE‘;‘i;%ﬁ;: of 152 -191 3863 000
product Intrinsi it of .309 .305 84.530"
properties nrinsic pursuit-o 622 598 13.163 .000
consumption
Impulsive consumption .084 109 2.382" .018

* p<.05, " p<.001
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