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Abstract @ This study conducted a survey to analyze the influence of the consumer—brand
interaction and the consumer—brand relationship on motivation and satisfaction based on the perceived
age of men and women in their teens and 50s who subscribe to cosmetic brands through SNS
accounts. For statistical processing of the collected data, frequency analysis, factor analysis, reliability
analysis, regression analysis, and multiple regression analysis were performed with SPSS 21.0. The
perceived age of the subjects was classified into 'perceived lower group', 'perceived middle group’, and
‘perceived higher group' according to the difference between the age perceived by others and the age
perceived by themselves. In the three groups, the consumer—brand interaction and the consumer—brand
relationship showed a meaningful positive relationship with motivation, and the consumer—brand
relationship was found to be a major variable explaining 'attractive’ among motivation. In the three
groups, the consumer—brand interaction and the consumer—brand relationship showed a significant
positive relationship with satisfaction, and the consumer—brand relationship appeared as a major
variable explaining satisfaction. Therefore, the conclusion of this study is that by perceived age group,
the consumer—brand interaction and the consumer—brand relationship have a positive effect on
motivation and satisfaction. In particular, it was found that the consumer—brand relationship is a
major variable in cosmetics motivation and satisfaction. As this study empirically analyzes the
influence of age perceived on SNS on cosmetics brand marketing, it is considered to be a practical
implication for establishing cosmetics sales strategy and basic data that can be used for marketing.

Keywords . SNS, Perceived age, Consumer—brand interaction, Consumer—brand relationship,
Motivation, Catistaction
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Table 1. Demographic characteristics

(N=number of people, %)

Frequency Percentage
Category N) %)
Male 90 9.9
Gender Female 815 90.1
10’s 257 28.4
20’s 232 25.6
Age group 30’s 168 18.6
40’s 151 16.7
50’s and above 97 10.7
Less than high school 63 7.0
High-School Graduation 399 441
Academic background Under College Graduation 155 17.1
under University Graduation 219 24.2
More than Graduate school 69 7.6
Professional 99 10.7
Strudent 294 32.3
Occupation Work for company/ business 190 21.0
Self—emplyed 54 6.0
Not Employed/ other 268 30.0
Less than 10 444 49.1
Income Over 10 ~ Less than 20 133 14.7
. Over 20 ~ Less than 30 166 18.3
(Unit, 100,000 won) Over 30 ~ Less than 40 66 73
Over 40 96 10.6
Less than 5 377 41.7
Over 5 ~ Less than 10 273 30.2
cosmetic purchasecost Over 10 ~ Less than 20 162 17.9
(Unit, 10,000 won) Over 20 ~ Less than 30 53 5.9
Over 30 ~ Less than 40 29 3.2
Over 40 11 1.3
Total 905 100.0

Table 2. Group classification based on perceived age groups

(N=number of people, %)

Frequency | Percentage
Category ) %)
The perception age of others is lower than one's
.. . 144 15.9
own subjective age (Perceived lower group)
Your subjective age is equal to the perceived age of
Groups others (Perceived middle group) 615 68.0
The perception age of others is higher than one's
. . ; 146 16.1
own subjective age (Perceived higher group)
Total 905 100.0
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Table 3. Consumer—brand interaction dimensions
Foctorl Foctor2 Foctor3 Com
Measurement Items Reciprocity | Reactivity Personal mona
relationship participation | lity
The SNS of the cosmetics brand that T am following is easy 0.811 0.297 0.034 0.747
to access and subscribe to it
It is easy to get product mformat}on from SNS of the 0.782 0322 0.056 0.718
cosmetics brand that I am following
The cosmetics brand I'm following is well connected offline 0.763 0271 0.046 0.658
and online
I can exchange various information with other users on SNS 0.730 0.294 0.237 0.676
of following a cosmetic brand
The SNS of the cosmetics brand that I am following is 0.696 0.256 0.272 0.641
structured to attract my interest
I want to get the information of the cosmetics brand I am 0.675 0.253 0.252 0.583
following from SNS
I think it is convenient to get information about the cosmetics 0.592 0.334 0327 0.569
brand I am following on SNS
The SNS 9f the cosmetics brand that I am following shows 0.574 0.352 0.320 0.556
consumers honest reviews
I will help you if you ask for help on SNS of the cosmetics 0.570 0.218 0.369 0.508
brand 1 am following
I can get the prod}ict I want through SNS of the cosmetics 0.497 0.276 0.394 0.478
brand 1 am following
On SNS of the cgsmetlcs brand that I am following, users 0.347 0777 0.199 0.765
comments are quickly posted on advertisements and events
The ?NS of t-he cosmetics brand that I follow well accepts 0.329 0.747 0.280 0.745
users' complaints or suggestions
The SN§ of theAcosmetlcs brand I'm following quickly answers 0310 0.743 0.314 0.746
the user's questions
Th-e SNS of the cosmetics bfand that I am following responds 0.367 0.704 0.305 0.722
quickly to the needs or desires of the user
Th.e SNS of the cosmetics brand that I am following responds 0.398 0.698 0316 0.745
quickly to the user's thoughts about the product
Users of SNS'of cosmetics brands that I follow quickly 0.413 0.648 0.131 0.608
comment on its advertisements and events
The SNS of the cosmetics br%nd that I am following is a very 0.153 0.140 0.841 0.750
important part of my daily life
When there is a problem W'lth SNS Qf the cosmetics brand that 0.032 0.104 0.811 0.670
I am following, I sympathize with it like my problem
I feel very close to the SNS of the cosmetics brand that T am 0.306 0.320 0.662 0.634
following
I like to write anc} upload pictures on SNS of cosmetics brands 0.146 0.271 0.654 0523
that I am following
I share the mforma}ﬂon I learned from SNS of the cosmetics 0.325 0.389 0.510 0.517
brand I am following with others
I want to communicate Wlth‘ other users on SNS of the 0.428 0.364 0.496 0.561
cosmetics brand I am following
Eigenvalue 5.791 4.464 3.865
Individual variations(%) 26.321 20.290 17.569
Cumulative Variants(%) 26.321 46.611 64.180
Cronbach's Alpha 0.922 0.915 0.853
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Table 4. Consumer—brand relationship Dimensions
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Measurement Items Commonality
On social media that T use often, I feel good when I buy the cosmetics I'm 0.539
following ‘
On social media that 1 use often, I feel strongly attracted to the cosmetics
. 0.631
brand I am following
On social media that I use often, I feel that the cosmetics brand I am 0.543
following treats me as a special customer )
On social media that 1 use often, I like the cosmetics brand that I am
. 0.654
following the most
On social media that T use often, the cosmetics brand that I follow is helpful 0.694
to me
On social media that I use often, someone similar to me would be my
. . 0.615
follower and like the cosmetics brand
On social media that 1 use often, in my life I follow and cosmetics brand is 0.676
important
On social media that I use often, I am obsessed with cosmetics brands that I 0.555
am following ’
On social media that I use often, the cosmetics brand that I follow has a lot 0.572
of influence on my life :
Eigenvalue 5.480
Individual variations(%) 60.889
Cumulative Variants(%) 60.889
Cronbach's Alpha 0.918
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Table 5. Dimensions of motivation to buy cosmetics
Measurement Items Foctor.l Foctorz Commonality
Attractive Consuming
In order to add more charm 0.888 0.066 0.793
In order to express our individuality 0.817 0.214 0.714
In order to look pretty 0.815 -0.072 0.669
In order to maintain dignity 0.782 0.230 0.664
In order to change my image 0.634 0.293 0.488
It's a trendy product 0.633 0.319 0.502
In order to relieve stress or refresh yourself 0.597 0.324 0.462
Because of the recommendation of your spouse 0.095 0.865 0.757
or lover
In order to show off one's wealth 0.221 0.855 0.780
In order to get a free gift 0.187 0.781 0.645
Eigenvalue 3.983 2.490
Individual variations(%) 39.829 24.904
Cumulative Variants(%) 39.829 64.733
Cronbach's Alpha 0.881 0.819
Table 6. Satisfaction dimensions
Measurement Items Commonality
I am satisfied with the price of the cosmetics I am using 0.429
Satisfied with the function and effect of the cosmetics being used 0.636
I am satisfied with the large capacity of the cosmetics I am using 0.501
Satisfied with the ingredients of the cosmetics you are using 0.661
I am satisfied with the scent of the cosmetics I am using 0.557
I am satisfied with the container design of the cosmetics I am using 0.557
Satisfied with the convenience of using the cosmetics in use 0.656
Satisfied with the brand of cosmetics you are using 0.669
Satisfied with the place to purchase the cosmetics you are using 0.556
Eigenvalue 5.221
Individual variations(%) 58.012
Cumulative Variants(%) 58.012
Cronbach's Alpha 0.907
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3.3. TTHY, SNSOIM AHR-HUBE M5 33.1.1, Ao, AHz-BAHT Ao zhgol
ZZut At RS ¥ UFE 29| FufE7)e vAE I
oy Al e 247 oz g Avz-HEs A
Al S gidos AvA-HlE 458 20| LujEr]o] ]% skS ool A}
I FAL e ¥ BELE re] #AEAS & L thS Table 73 Zth ‘2ZE AATE ] AL
ofi7] 9J5f 3RS HAAstH e, 1 At —TLUH%ﬂ FolAE wiEgA iH]ZF—E%E 2
T2t o] UrERyiTh S2-go] odl 32.8% AYEH, E35] ‘5FF T
Aot i Folg o] FUMEeE WEHdE F
3.3.1. FAed, Av-BHE Aoagat Z¥ole A+ AL EAlsHe AR UERd
AL FuiE7)el vxE IF o}, FulE7] SolAE ‘AHEE HQl oA
Al Ade 24z ez st AHR-ElE of oJsl| 20.1% AWEH, 7| Hodo] 7t
A28t Anz-HAE FAE FufErlef] s ANH LT FUkehe ()] AV EA
A= JFE Yot Avj= ohSa} Pt = Aor yehdt A" FHAF Ae

TFaiE7] FolME AL AHA-ERE A

Table 7. Groups, the effect of consumer—brand interaction on purchase motivation

Depe.ndent Independent variable .
. variable . , | Modified .
Groups (consumer—brand Jij B t Sig. | R ) F Sig.
(purchase . . R
. . interaction
motivation)
(Constant) -0.054 —-0.749 | 0.455
Rfctl.pm‘;t.y 0.456 | 0.417 | 6.053 | 0.000
Attractive repa 1O fp 0.342| 0.328 [24.267)0.000%**
ersona 0.363 | 0.360 | 5.227 | 0.000
(1) participation
Reactivity 0.147 | 0.160 | 2.318 | 0.022
(Constant) 0.122 1.645 | 0.102
Consuming Pe.rs:ona'l 0432 | 0455 | 6.088 | 0.000 0.207| 0.201 |37.059(0.000
participation
(Constant) -0.061 -1.678 | 0.094
Rfctl.pmcgy 0.286 | 0.291 | 8.008 | 0.000
Attractive repa 108 llp 0.191| 0.187 [47.973)0.000%**
ersona 0.269 | 0.264 | 7.266 | 0.000
partlclpatlon
() Reactivity 0.189 | 0.188 | 5.155 | 0.000
(Constant) -0.021 -0.607 | 0.544
Personal
Consuming participation 0.448 1 0.452 | 12.603 | 0.000 0.211] 0.209 |81.985/0.000%***
Reciprocity | _g 474 | -0,077| -2.140 | 0.033
relationship
(Constant) 0.250 3.503 | 0.001
Attractive Reciprocity 0.278 | 0.291 | 3.698 | 0.000 [0.114| 0.102 |9.195 [0.000***
relationship
Reactivity 0.162 | 0.158 | 2.010 | 0.046
3) (Constant) -0.025 -0.327 | 0.744
Personal
Consuming participation 0.526 | 0.484 | 6.892 | 0.000 0.296| 0.286 |30.036(0.000%**
Reciprocity ~0.274 [ -0.240 | -3.415 | 0.001
relationship

a. (=perceived lower group; (2)=perceived middle group; (3)=perceived higher group, ***p<0.001
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Table 8. Groups, The effect of the consumer—brand relationship on purchase motivation

Dependent
.| variable . . , | Modified .
Groups (purchase Independent variable B t Sig. | R R’ F Sig.
motivation)
(Constant) -2.104 -7.371 | 0.000
Attractive | The consgmerfbrand 0.666 10.545| 7.748 | 0.000 0.297] 0.292 |60.027(0.000
) relationship
(Constant) -0.993 -3.267 | 0.001
. _ 3k ok ok
Consuming | The consumer- brand 0369 103211 4.032 | 0.000 0.103| 0.096 |16.2600.000
relationship
(Constant) -1.943 -14.4451 0.000 208.84
. _ M & %k ok
Attractive | The consumer- brand 0.613 10504 14.452 | 0.000 0.254| 0.253 9 0.000
@) relationship
(Constant) -1.137 -7.865 | 0.000
Consuming | The consgmerfbrand 0364 10.307! 7.981 | 0.000 0.094| 0.093 |63.6910.000
relationship
(Constant) -1.472 -5.200 | 0.000
. _ 38 ok sk
Attractive | The consurmer- brand 0551 104611 6.241 | 0.000 0.213| 0.207 |38.9550.000
) relationship
(Constant) -0.833 -2.209 | 0.029
Consuming | The consgmerfbrand 0238 |0.166! 2.021 | 0.045 0.028| 0.021 | 4.085 | 0.045
relationship

a: (I)=perceived lower group: (2)=perceived middle group: (3)=perceived higher group, ***p<0.001, **p<0.05
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SNSoIH 2H|A-BHES 4ozt 2HA-HAE WAV} FoiE7]6 B o)A

Table 9. Groups, the effect of consumer—brand interaction on satisfaction

Independent variable -
Groups® Dep gndent (consumer—brand B B t Sig. | R Moc£1f1ed F Sig.
variable . . R
interaction)
(Constant) 3.417 78.604 | 0.000
ilectlgsscﬁgy 0.379 | 0527 | 8338 | 0.000
(1) Pa lp 0.447| 0436 |37.795|0.000%**
ersona 0.216 | 0.326 | 5.167 | 0.000
participation
Reactivity 0.143 | 0.236 | 3.731 | 0.000
(Constant) 3.450 150.487] 0.000
. ) Reciprocity
o Satisfaction relationship 0.291 | 0.432 | 12.982 | 0.000 0322|0310 |06.046| 0000+
Reactivity 0.236 | 0.341 | 10.225 | 0.000 |- : : '
Personal 0.089 | 0.128 | 3.834 | 0.000
part1c1pat10n
(Constant) 3.452 71.565 | 0.000
©) Reciprocity 0.237 | 0.351 | 4.654 | 0.000 |0.188| 0.176 |16.503|0.000%**
relationship
Reactivity 0.173 | 0.239 | 3.164 | 0.002

a. (1)=perceived lower group, (2)=perceived middle group; (3)=perceived higher group, ***p<0.001
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Table 10. Groups, The impact of the consumer—brand relationship on Satisfaction

.| Dependent . . , | Modified .
Groups variable Independent variable B B t Sig. | R R F Sig.
(Constant) -2.104 -7.371 | 0.000
) - 0.297| 0.292 |60.027 |0.000%**
the consumer~brand | 6o | 0545 | 7748 | 0.000
relationship
Satisfaction (Constant) -1.943 —14.4451 0.000
@) - 0.254| 0.253 [208.8490.000***
the consumer~brand | 613 | 0504 | 14,452 | 0.000
relationship
(Constant) -1.472 -5.200 | 0.000
3) - 0.213| 0.207 |38.9550.000***
( the consumer~brand | 51 | 0 461 | 6241 | 0000
relationship
a: (1)=perceived lower group; (2)=perceived middle group; (3)=perceived higher group, ***p<0.001
Table 11. Groups, the effect of purchase motivation on satisfaction
Independent
. | Dependent variable . ) Modified .
Groups variable (purchase g B ' Sig. R R’ F Sig.
motivation)
(Constant) | 3.467 66.733 | 0.000
W Atractive | 0278 | 0423 | 5.549 | o000 | ¢178 | 0172 | 30.796 0000
[ (Constant) | 3.466 138.190 | 0.000
(2) Satisfaction Attt 5500 T 6436 T 1199 176,000 0.190 0.189 | 143.798|0.000
(Constant) | 3.374 67.567 | 0.000
3 ) * ok ok
® Attractive | 0.302 | 0.427 | 5.670 0.000 0.183 0.177 32.151 10.000

a: (1)=perceived lower group; (2)=perceived middle group; (3)=perceived higher group, ***p<0.001
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