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Abstract The purpose of this study is to investigate the relationship between attitude, purchase intention, and
intention to share content and brand intention according to Influencer contents and branded content types. The results
of this study are as follows: First, beauty products have a positive effect on the content intention and purchase
intention as well as the sharing intention as compared to the branded contents. Second, V-commerce of innovative
products showed that the branded content was more positive than the influencer content, but the purchase intention
was lower. In addition, the content of sharing is higher than that of branded content. Third, the sharing intention
was more positive than the beauty product, and the influencer content was higher than the branded content. The
purpose of this study is to examine the attitude, purchasing intention, and sharing intention of beauty products and
innovative products, which are most frequently used and most interested in users, to examine the content strategy
of V-Commerce.
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Table 1. Result of MANOVA, ANOVA

MANOVA ANOVA

Main Effect | s’ . content | purchase | share

Lambda attitude intention | intention
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type

Broonent | 4y | 55w | 5746w | 9952+ | 4389w
type
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