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Abstract This study is a study that analyzes the user experience of a virtual makeup application in the
beauty industry where color or formulation testing is important. Recently, cases of beauty smart stores
and beauty applications using AR and AI are increasing. However, since virtual makeup is different
from testing a real product, it is necessary to derive needs through research from the user's side. In
order to compare user preferences by using AR and Al cases, six factors based on the emotional
interface model were analyzed through a questionnaire to identify items with statistically significant
figures. As a result, the user felt comfortable with the virtual makeup function, but showed that it needs
to be supplemented in terms of reliability. Since this study focused on the customer experience as a
real user and identified the main experience factors and needs of virtual makeup through two types

of comparison, it is hoped that this study will be useful as a prior study.
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Table 1. Makeup APP Review Matrix

You Cam Bixby Makeup Zam
Coavoraitss Make —up LOOEES Vision Plus Face
product
. 0 0 0 0 0
Information
Connect « « o o o
Purchases
Link
X b'e X X 0 0
Reviews
AR 0 0 0 0 0
Makeup
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Al Face < < < < o <Independent Variable>

Matching

AI Skin AR Apply Type e Al Matching Type

0 X be X X
Measurement Makeup Plus Compare ZamFace
<Dependent Variable>
3. A+ W

3.1 A5~

Ao Abel 24 Anke B2 AL ARle] 2
o Ag3l= AR vl WAT) 2Rle] dme B R
ALY 2] g vla, Bjstel Theal e ATE

A& EEskglvh

A, ot AR AgHe Aol Bad AFE
o) B el el oAl HE 3 7R ol
AP A 2B AGAES oA ek

S

A, AR Wo|=1e] A& walah AT B4 v An
AHEAES of| WAL § 4B STk

Ha Aol whe 2ok e Aul2 2d Bl
= O 7k s R 9 B A, 2ulE R

|E=

of

AH 2 o] AREARE] =4, AeA RS SHAA
% 4 Qe AU A AAel SRS

A&EH A FAE e 254 AlagloR Felsigith
A8 Aol = ArkE A9 Bll=e] JadAE
THAoR nsg o, ol A HH]*E} A
Ao BAE AE ok SFATH 8

15 A% & dlA 39 w—ﬂoﬂ w}i H]
&3l AH| 2ok ARAL & kel A

AR AF AEH %

ol A
J o

O
=
L

[e]

AF
O
83

[e)
=7 TS

E

=
ol
H
e
A
T

2]

] F&9 H
‘Makeup Plus'¥} ‘ZamFace & 41815}
Hlashs FEHHPR Aok 5
E]& olti<=(Stephen Anderson)2] 7
4 9] (Creating Pleasurable Interfaces) %X—] 22[9]
‘71%2d (Functional)’, ‘213 AJ(Reliable)’,
(Usable)’, ‘“Hz]4d(Convenient)’, ‘2] (Pleasurable)’,
‘oJu) A (Meaningfu)) & 7|HFo.2 3 AE A & ME
AdE Edi2 U=E EAE8ITH10].

———X

<Peference>
Creating Pleasurable Interfaces
<Meaningful >
Has personal significance
<Pleasurable>
An experience worth sharing
<Convenient>
Works exactly like you think
<Usable>
Can be used without difficulty
<Reliable>
Always available and accurate
<Functional>
Works as programmed

Fig. 1. Research Model
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Table 2. Interview Questionnaire Topic

Components Questions
) It is functioning well.
Functional
There is no mechanical error.
) It can trust the results by the service.
Reliable — -
Willing to buy products through it
Need skills like AR and Al to easily find
Usable information or products.
It provides useful information for my skin type.
) It configuration makes it easy to use.
Convenient

It procedures are easy to understand.

It is interesting and enjoyable.

Pleasurabl—e - - -
It feel special when using the service.

There is a willingness to recommend services to

Meaningful others.

It is worth constantly using the service.
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Fig. 2. Research Model
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Table 3. The Respondent Characteristics

Characteristic Components amount %
20's 50 50%
Age
30's 50 50%
Occupations 3 3%
job Profession 23 23%
Sales 5 5%

Service 10 10%

Office worker 20 20%

Freelancer 4 4%

Student 27 27%

Other 8 8%

Virtual makeup 0 67 67%

Experience X 33 339
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Table 4. Quantitative Survey Result

Components Division M SD F 2
AR 3.93 .607
Functional Al 3.48 .557 28.858 .000
Total 3.71 632
AR 3.43 7978
Reliable Al 3.055 .8254 10.672 .001
Total 3.243 .8312
AR 3.31 7875
Usable Al 3.46 .8548 1.666 .198
Total 3.385 .8232
AR 4.08 .6018
Convenient Al 3.8 .6590 9.842 .002
Total 3.94 .6450
AR 3.345 .8666
Pleasurable Al 3.91 .7958 23.062 .000
Total 3.628 .8768
AR 3.27 .8973
Meaningful Al 3.425 .6088 2.043 154
Total 3.347 7687
7 185 vk Fig. 33 2ol 71554, AlE]
A, M)A SHelA AR fr3e] Al fEurh B 4
£ noln §84 SWAAE Al £30] AR F3urh
S FAE e



AV RE ol Ag) sjZe Aol e AheA AW AT 463
B AT w3k AR Fola D@ 3 Adee] 20 sk ARE O Folo} sa mgow P oAy
o) 59, 300 5% % 109 gAro 2 A% QERE A 7|5 v s TR AES AA% T s
Atk 1 IR gl ATk BE, V)54, A Bl givl 2ad 0 /)5S s S o] T
24, A4 S AR Fdo] ZE P How AE Al 7o) E O] 9B stk oS FE ok,
o] B4< gkt 5= glo] W7} 7ekaly] el /)%
& ALgstel w2 HaEs]e Helsta =g on,
2ol 7] WlelFA%le] A% A= Aol7] He] Al 5
BAle] ThE AR Wl St vad g D
AT AL ¢ 5 A e
W AT f-8o] 5314 SHoq 537} ujad e 3
ol 7153 F4do] AR F-3ol Mls) 1A S ) -
or] B4 A3} F oy TulxE kel ¥ 4 glo]
A A FHE Hed o Arke wheolgt. 1
|2 Ed AFSARE 7MY 7|53 ZA=E 3 & o |
e s o1t 8ot el SuTe L
AL o & Y T
Fig. 4. Total Result Graph
5
4.5
3_‘5‘ 5. A&
3 S0 )
B A A4 vo) A AES A% HAESH 2
2 ol ojZeA oA <ol 7P mlo] A e Bl HlAE
2 gl ol HE ojZeAoldES e B
o Falo] Wi B U= mxae Ao oo
Functional  Reliable Usable  Convenient Pleasurable  Meaningful A zsg 03?——2«4. ,] x]-E T% I g}\u}
—— AR Apply Al Mactching AF7HA] B AT 7P dlo]a]] elZE|A o) el of

Fig. 3. AR & AI Result Graph

Fig. 4= AA Aol s ez A3 & o]
ok W, 715 w2 vehel A, o)
e do S=XE Wl
7H & el $ 7HE el Aol tet e
ASS 2 4 e AAELS EdollA] o)

P vl HiAES A H] el Al
s wlE] B2olel ¥ oleh =2t st
R|&H o2 /\],Q.UL 7<41:,/] I g AJo| R=3)o)
w4 ALY

Zlo

o 4

XE #]

—

N

A3l V)5

‘r“-l‘l‘

jz{—% = O A7 7R 7]

o

SIS Al 71

O

& L8 SHolAe] AF 2 QRS Fal AR}
Ll A5 Amugton, A7 A AAEL oE

g7lo1 AL S' 7P Hol A} Al Anl el vkt
HAES sk Zlo] A4 HAEShR: 3y g2 Akt
o W& AlEE & 5 vhs Aelde & = ASirk 17
U A ARSI RES} ApolE =7 7]
% k5ol i@ AHHe] Bastches
e A2 EE o]y 9)a ARl
AE el B Agolt lele) Hel e Eﬂ !
BAsl= WS welsle] mhE flo] 3y xﬂ%
53 ARgARE ] 7bg wlol=del tha 7
2 HoUES vhEojof & o He
4, STEE vige] Ak S8l 9l
=4 A2 Y 20 IA 442
= o] ekl v} eeele] U

o~
=

e e

=i
=

A

o

ale)

o



464 YAEFETAT A18H A1

=
AHA ARl Y@ HEEE g g e
010101: ) 74 oz ,ﬂrr/}ﬂp}

APetes g Zlo] ofd oz AFS ity
wfiell ofZelAlol el thek ANk Fhetar 5171 o

the 49 24< 9l Agaiont Wk ta B4
7} 9B o] Fo) x| #] ki),

o] H¥o] Faf FF Aol Aol & Hardo] )
om otoz B Ayl M) 2le 98514 e
2 whg,

REFERENCES

[1] H. Y. Paek, (2019). A Study on the Development of
Beauty Industry in the Era of the Fourth Industrial
Revolution, 7he Korean Society of Cosmetics and
Cosmetology 9(3), 455—462

[2] R. Morrar, H Arman, & S. Mousa, (2017). A Social
Innovation Perspective, Technology Innovation
Management Review, Fourth Industrial Revolution,
(Industry 4(0), 5—59

[3] B. W. Kim, (2018). A Study on the Skin Diagnostics
and Management Solution for the Smart Devices
Based on the Beauty Tech and the Smart Packaging
Business Platform Model, 7he Korean Society Of
Computer And Information, 498—499

[4] J. W. Kim, (2009). Review. The present condition of
the beauty industry in Korea, J kor. Soc. Cloth. Ind.
11, 1-5

[5] J. W. Park, & S. K. No, (2017). A Study of the
Characteristic of Make—up Application : The Korean
Society Of Design Culture, 469—480

[6] H. G. Park, (2017). K Beauty + Tech Wave?.
Marketing, 51(11), 42—51

[7]1 J. A. Kim & Y. K. Oh, (2017). Purchase Behavior and
Satisfaction of Online—only Brand Cosmetics, Asian J
Beauty Cosmetol, 16(1), 32—41

[8] E. J. Lee, & Y. N. Kim, (2019). The Influence of
Experience of Smart Beauty Service in 20s Female
College Students on Brand Attitude and Loyalty, 7he
Korean Society Of Design Culture, 377—392

[9] J. H. Ahn, & S. I. Kim, (2016). Comparison the
Difference of User Experience for Mobile Facebook
and Instagram  Using Nonparametric  Statistics
Methods, Journal of Digital Convergence, 14(11),
481—488

[10] S. Y. Shim, & S. I. Kim, (2020). A study on User
Experience for Home Appliances Experience Service

Design, Journal of Digital Convergence 18(2), 439—445.

[11] Y. S. Park, & E. H. Yim, (2019). Qualitative Research
on Motivations, Decision—Makers, and Effects of
Personal Color Consulting, Journal of Fashion Design,
19(2), 37-56.

[12] E. H. Chun, H. M. Seok, M. J. Chung, & E. J. Ko. (2017).
A Study on the Types of Product Review on Mobile
Beauty Perceived Information Authenticity, Brand
Attitude, Purchase Intention and e—WOM Intention,
Fashion & Text. Res. J. 19(2), 180—193.

[13] A. R. Han, (2020). A Case Study on Product Design
Based on Artificial Intelligence Technology, Journal of
the Korean society design culture, 26(1), 525—535

[14] E.J. Im, M. S. Park, & J. H. Ha, (2017). The Correlation
among Perception and Application of Personal Color
and Beauty Styling, J lnvest Cosmetol 13(4), 369—379.

[15] K. J. Lee, (2015). A Graphical Representation of the
Results from Post—hoc Analyses, Journal of the Korean
Data Analysis Society, 17(2(B)), 739—748.

2 =] & (Ji—Hye Woo) Rk
<2012 29 @A Tistil A1 Z R

ERREEC RS

- 20199 39 ~ AA) : T hEtal Ut
Bhekel TS Az el A

REE
POk | ARSA BT AR, Al 2
T4, BAET )

- E—Mail : jihye5127@naver.com
A % 21(Seung—In Kim) FRlER]

. 2001 39 ~ @A) Bolujsla =A)
AR ekl s

20069 39 ~ A FIhEha t)ap
oA AIE AE

- WAk L AR T AR]

1, Aul gl

© r2d2kim@naver.com

i

, Bi=

. E—Mail



