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Abstract The purpose of this study is to understand the influence of beauty commercial advertising
by gender based on information on beauty trends among men and women in their 20s and to
confirm the effectiveness of beauty advertising as a marketing tool. To this end, a survey was
conducted on men and women in their 20s who are most interested in appearance and use SNS.
Women chose YouTube as the most accessible, reliable, and informative ads, while men chose
Instagram, TV, and YouTube respectively, and found that YouTube ads were the most influential
for women in their 20s and Instagram ads for men in their 20s. These results can be used to build
new strategies in the service and marketing sectors of the future beauty market.

Key Words : Beauty, Beauty level of interest, Commercial advertising, Characteristics of men and
women in their twenties, Beauty products
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Table 1. Differences in general characteristics
according to gender
ot w M Al ,
ortation
N % N % N % X
20-21 62 496 34 281 96 39.0
22-23 50 400 47 388 97 394
Ao 22340
¢ (.000)
24-25 7 56 26215 33 134
26 or higher 6 48 14 116 20 8.1
graduation
from high 8 64 18 149 26 106
school
final ni
cduca "1 01808 73 584 64 446 127 516 )
stuaen 9.880

tional
backg lunior college
round  graduation

(.020)

four-year

university or 29 232 40 33.1 69 28.0
higher

All 125 100 121 100 246 100

" pC05, ™" p¢.001
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Table 2. Differences in perspectives on beauty
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W M All
Sortation (o)
N % N % N %

very high 17 136 6 50 23 93

interest in high 53 424 34 281 87 354 19,69

beauty (%OO
products low 52 416 65 53.7 117 476 )
very low 3 24 16 132 19 7.7
hair 5 40 27 223 32 130
beauty  makewp 80 640 11 9.1 91 37.0 i3
products of (000
interest nail 4 32 1 08 5 20 )
skin 36 28.8 82 67.8 118 48.0
written
efficacy and 40 32.0 71 58.7 111 45.1
effectiveness
review 71 56.8 31 256 102 415
consideratio 27.05
ns when design 3 24 217 65 20 77
purchasing (.000
products low price 4 32 10 83 14 57 )
commercial 1 08 1 08 2 08
model
etc 6 48 6 50 12 49
All 125 100 121 100 246 100
*** p(.001
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Table 3. differences in the influence of beauty
advertising by gender

W M All
Sortation P
N % N % N %

Experie to be a
nce of lot
purchasing to be

beauty from time 45 36.0 25 20.7 70 285
products to time
that you almost
don't need  pever

7 56 1 08 8 33

21.615

49 392 42 347 91 370 (000)

due to
advertisem h8ve Mo 5, 495 53 438 77 313
ents at all

experience 10 bea 45 435 5 49 20 g9
of lot

purchasing to be
beauty  from time 52 416 42 347 94 382

advertising  to time
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recommen never

ded by an
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ce ata
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Ef . to be
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beauty to time -
products 001
through ar'gvoeﬁt 35 280 36 298 71 289 OO
beauty h
advertising ";ealrl‘o 17 136 40 331 57 232

Al 125 100 121 100 246 100

" pC01, ™ p¢.001
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Table 4. Differences in beauty products purchased
through gender-based advertising.

W M All
Sortation X(p)
N % N % N %
hair 4 37 14173 18 95
The product
that | bought makeup 61 565 11 136 72 38.1 39.512
the most due
to the nail 3 28 2 25 5 26 (000
commercial
skin 40 37.0 54 66.7 94 497
TV 5 46 3 37 8 42
Vmg“b 45 417 17 210 62 328
advertising that Instagra 28 250 25 309 53 280
had the m
greatest impact faceboo 16.201°
on beauty 9 83 13160 22 116 (413
products
purchases vlog 6 56 8 99 14 74
Beauty 13 190 7 86 20 106
app
etc 2 19 8 99 10 b3
review 23 21.3 43 53.1 66 349
The advertising gegion 70 648 34 420 104 550
effect that 2735
influenced the ~ low 5 46 0 00 5§ 26 =
purchase of price ’ ’ ’ 000
beauty products  high (000
; 2 19 1 12 3 1.6
the most price
etc 8 74 3 37 11 58
All 108 100 81 100 189 100

" p(.05, ™" p¢.001

Table 5. Differences in accessibility, Table reliability,
and information of beauty advertising by

gender
Sortat W M All )
ortation
N % N % N % X®
often to come g5 411 32 264 87 35.4
into contact
somtimes to
. come into 47 37.6 42 347 89 36.2
Accessi
- contact -
bility to barely 1o 17.363
arely 01
beauty  einto 23 184 41339 64 260 7
ads
contact
have never
been in 0 00 6 50 6 24
contact
the TV 10 80 11 91 21 85
most youtube 50 40.0 27 223 77 31.3
frequen .
tly instagram 46 36.8 50 41.3 96 39.0
encoun facebook 14 112 17 140 31 126 1(6(')???
btefed viog 16 25 2.0
eauty
advertis Beauty app 3 24 4 33 7 28
ing etc 00 9 74 9 37
TV 16 12.8 31 2566 47 19.1
one's youtube 42 336 21 174 63 256
most instagram 5 40 12 99 17 69
trusted 26429"
beauty facebook 1 08 4 33 5 20 (o)
adverti vlog 12 96 9 74 21 85
sing Beauty app 41 328 24 198 65 264
etc 8 64 20165 28 114
TV 6 48 15124 21 85
the youtube 61 488 41 339 102415
most
informa instagram 14 112 17 140 31 126 15.788
tive facebook 3 24 6 50 9 37 :
beauty viog 12 96 13107 25 102 (019
adverti
sing Beauty app 25 20.0 16 132 41 16.7
etc 4 32 13107 17 69
All 125 100 121 100 246 100
p<.05, ™ p¢.01, ™ p¢.001
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