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Analysis of Attributes of Contents Information and User’s Attitude
Depending on Type of Providing Brand Cosmetics Information in
Instagram
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Abstract The influence of SNS platform in the mobile environment has grown greatly. Among the various social
networking services(SNS), this study analyzed the question of 311 women to investigate whether any difference
exists between reliability of contents information, informativeness and playfulness as well as how attributes of
contents information influence user attitude depending on the difference in type of providing information provided
by “Innisfree” Cosmetics, the company account of Instagram. According to analysis, first, no difference exists
between reliability of contents information, informativeness and playfulness depending on the type of providing
information. Second, reliability and the playfulness of contents information influence purchase intention. Third,
contents information “informativeness” and “playfulness” influence loyalty. Fourth, the “informativeness” and
“playfulness” of contents information influence User Satisfaction. Considering such result, it is confirmed that the
type of providing information provided by company does not influence account attributes and the “playfulness” of
contents information is significant factor which influences all user attitude.
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Table 1. Variables and Operational Definitions

Variable Operational definition Source N
The degree of reliability | R. M. Sparkman & B.
Reliability | through the information | W. Locander. (1980)[34]1| 5

provided in the Instagram| Ohanian, R. (1990)[20]

The degree of
Informative| informativeness through

) ) ) (2013)[35) 5
ness the '|nformat|on provided K. Y. Lee (2010)(36)
in the Instagram

J. K, Shon & Y. A. Park

The degree of playfulness| M. Koufaris (2002)[27]
through the information | C. L. Hsu & H. P. Lu,| 5
provided in the Instagram (2007)[37]

Playfulnes
S

Intention to purchase the | J. Y. Kim & J. M. Kim
products after seeing the (2018)[38] 3
content K. Y. Lee (2010)[39]

Purchase
intention

Continuous to purchase | Assael, H. (1988)[40]

Loyalty |[the products after seeing| . Y. Kim & J. M. Kim | 4
the content (2018)(38]
) ) A. Bhattaherjee
User Satisfaction the products (2002)[41] 4

satisfaction | after seeing the content R. L Oliver (1990)32]
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Table 3. Results validity and reliability analysis

Factors
. . Variable iqen— ;
Table 2. Experimental Materials Factor Factor Eigen Vazlanc Crc?nba
loading value (%) ch's a
Type Sample Image us 2 925 gg
- ~ uUs 3 917 .
US 4 80 B 6.01 31.61 972
Us 1 890 926
Image L4 842 853
Type L3 808 875 3.10 16.31 923
L1 764 888
L2 Deleted
P 860 845
P1 829 882
272 14.32 .
P4 685 841 3 908
Video T P 3 616 882
deo Type P2 Deleted
R2 7% 891
R 1 773 858 262 13.80 910
R 4 748 801
R 35 Deleted
15 878 884
| 4 712 893 1.80 9.46 902
Carousel Type | 2 654 91
113
Pl 2 927 907
1.57 2. .
Pl 3 875 885 ° ® 849
Pl 1 Deleted

w2k 3117 B 01749(100.0%), A
AA A 99.7%6E 2HA]8HA

KMO=.921, Bartlett test x*=6709.873(df=171, p<.000)

I(Informativeness), P(Playfulness), Pl(Purchase intention), L(Loyalty),
US(User satisfaction)
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Table 4. Research question 1, 2, 3 results

Dep. Types of F/Cronbac
variable Information M SP h's a
Image 3.7041 73199

Loyalty Video 3.7353 69469 %3?/
Carousel 3.6096 61278
) Image 3.8231 71828
informatven |vigeo 38030 | 73021 | 391/677
Carousel 3.8829 58887
Image 3.6063 75630
Playfulness | Video 3.6005 72377 1.054/.350
Carousel 3.4820 64289

4.4.2 AFEA 4, 5, 6 A3}
ATEA] 4, 5, 6 AFE= Table 59 2t}

Table 5. Research Question 4, 5, 6 results
Dep Indep
Var Var SE b ! P
Const .268 - 8.302 .000
Reliability 105 342 3.941 .000
Purchase '”form;t've”e 087 | -262 | -3643 | 000
intention
Playfulness .098 216 2.562 .01

R=.396, R*=.157, Adj. R*=.148
F=19.006, P=.000, Durbin-Watson=1.209

Indep
Dep Var Var SE B t P
Const 216 - 5.159 .000
Reliability .085 .020 264 TR
Informativene | 70 | 437 | ggs4 | 000
Loyalty SS
Playfulness .079 175 2.338 .020

R=.579, R*=.336, Adj. R*=.329
F=51.702, P=.000, Durbin-Watson=1.707

Dep Indep
Var Var SE b ! P
Const 199 - 7.786 .000
Reliability 078 -.062 =797 426
User |Informativene | gec | 501 | 7782 | 000
satisfaction Ss
Playfulness .073 159 2104 .036

R=.569, R*=.324, Adj. R*=.318
F=49.091, P=.000, Durbin-Watson=1.772
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