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Abstract YouTube has established itself as a major media platform. Businesses give more attention to
YouTube’s influence as marketing using the platform demonstrates positive effects. Accordingly, this
study aims to look into how the quasi—social interaction of the users of beauty content on YouTube
affect purchase behavior intentions and provide results as basic data for establishing an efficient
marketing strategy. Quasi—social interaction exerted significantly positive influence on purchase
behavior and purchase intention. This suggests that the stronger the quasi—social interaction becomes,
purchase behavior and purchase intention get stronger. Therefore, strategies for facilitating marketing

should be devised by increasing efficient quasi—social interaction according to user characteristics.
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Table 1. Characteristic of research subject

Category Frequency Percent
Male 132 48.2
Gender
Female 142 51.8
10—less than 20yrs 54 19.7
20—less than 30yrs 58 21.2
Age 30—less than 30yrs 53 19.3
40—less than 30yrs 54 19.7
over 50yrs 55 20.1
student 78 28.5
office work 105 38.3
specializde job 31 11.3
Job
self—employment 15 5.5
housewife 28 10.2
etc 17 6.2
less than 1 million won 75 27.4
1 million 'w_on*less than 2 30 10.9
million won
2 million won—less than 3 p
Monthly million won 59 215
average —
income 3 million won—less than 4 33 13.9
million won '
4 million '\jon—less than 5 37 135
million won
over 500 million won 35 12.8
A 274 100.0
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Table 2. Validation of Feasibility and Confidence for

Rl e =
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T

quasi—social interaction

oTﬂ._

ingredient
Factor Question factor | factor | factor
1 2 3
2. 1 feel coqurtable as if the cast 818 235 | 095
were my friends.
3. I think I've become a part of this
factorl cast. 792 | .243 | .180
emotional - -
interaction |1- The cast is as if I knew them. | .790 | .115 | .274
4. T would like to give advice when
the cast members haver a| .569 | .346 | .231
problem in the video.
10. The way the cast solves the
problem helps me when I try to| .215 | .770 | .125
solve a similar problem.
11. T sometimes look at YouTube
factor2 beauty content and imagine 055 | 794 | 258
cognitive what I would do in that| - : :
interaction situation.
9. Support the way the cast solves
the problem in the video. 326 | 721 1030
12. 1 enjoy comparing my thoughts _
with those of the cast. 384 1659 | .206
7. 1 sometimes watch YouTube
beauty content with other| .218 |—.021| .731
people.
8. When my favorite actor comes
out on another YouTube channel,| .046 | .324 | .693
factord I also watch the program.
behavioral
interaction |- I have experience talking about
the cast with friends or| .311 | .068 | .650
acquaintances.
6. When a newspaper or magazine
tells me about my favorite cast| .117 | .373 | .646
member, [ read the article.
Eigenvalue 2.707 | 2.567 | 2.151
Distributed description(%) 22.558|21.389(17.923
Cumulative variance description(%) 22.558(43.948(61.870
Confidence 826 | 794 | 702

KMO=.869, Bartlett's test y2=1232.643 (df=66, p=.000)
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Table 3. Validation of Feasibility and Confidence for
Intention of Behavior

Ingredient
Factor Question
factorl | factor2
2. Among products with similar prices, I am
thinking of purchasing beauty products 336 284
that are being used in YouTube beauty| .
content.
5. Although the products introduced by
YouTube's beat}ty contegts C At oo | 055
somewhat expensive, I am thinking of
buying them.
3. Among products with a similar price
factor] range, | would like to‘ purchase -beaut‘y 799 | 288
products that are being used in hair
Purchase
I . beauty content.
ntention
6. When purchasing a product, I am
thinking of considering the product|.702 |.375
introduced by Youtube Beauty Content.
1. They are willing to purchase beauty
products that are being used on|.699 |.379
YouTube's beauty content.
4. There is a possibility of purchasing
products that are usually introduced on|.652 |.389
YouTube's beauty content.
8. I would like to talk about YouTube beauty
contents  positively to my close[.205 |.865
acquaintances.
%ztcogxlem 7. If someone asks for advice on trends, I
. would recommend YouTube beauty|.265 [.805
endation
. content.
Intention
9. I will recommend a product introduced
by Youtube Beauty Content to my|.322 |.764
acquaintance
Eigenvalue 3.470 |2.582
Distributed description(%) 38.552(28.685
Cumulative variance description(%) 38.55267.237
Confidence .881 ].823
KMO=.903, Bartlett's test ¥2=1254.821 (df=36, p=.000)
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Table 4. The Effect of Quasi—social Interaction on
Purchase Intention

non—standardiz Stj;?g;di R2
Sortatin | ation factor | o t p F (Qd}j.
B S.E B
(constant) |1.928 190 10.142 | .000
Emotional \ = ;7 | 050 | 037 | 545 | 586
interaction
— 29.769| .249

Cognitive | 559 | 062 | 356 |5.328™| 000 | T |(:240)
interaction
Behavioral | 5o 1 050 | 185 | 2.912%| 004
interaction
Dependent variable : Purchase intention
*p<.01, "p<.001
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Table 5. The Effect of Quasi—social Interaction on
Recommend Intention

non—standar | standar
) dization | dization R2
Sortatin factor factor t P F (Adi. R?)
B S.E B
(constant) [1.329] .212 6.263 | .000
Emotional | 164 | 055 | 194 |2.955" | .003
interaction
— 39.139| 303
Lognitive 1 06| 069 | 304 [4.723| 000 | T | (295)
mnteraction
Behavioral 1 15, | 59 | 161 | 2.628" | .009
interaction
Dependent variable : Recommend intention
“p<.01, "p<.001
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