Journal of Next-generation Convergence Information Services Technology Vol.13, No.2, April (2024), pp.211-224
ISSN 2384-101X(p) 2672-1163(e) http://dx.doi.org/10.29056/jncist.2024.04.07

E|S(TikTok) HEI 2HX S40| &4 2AYE Fojo|zof

=
-A2|0olE{Q| miHdut 2HIX FE ME|HS WHHA2=

The Study of TikTok Beauty Content Characteristics on Male
Consumers' Cosmetic Purchase Intentions -Creator Attractiveness

and Content Information Reliability as Mediator Variable-
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Abstract

This study analyzed the impact of TikTok beauty content characteristics on the purchasing intentions of
cosmetics among Chinese male consumers and examined the mediating effects of the attractiveness of
creators and the reliability of content information. For the analysis, a survey was distributed to male
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consumers living in China, and a total of 422 valid responses were utilized. The results showed, first, that
the characteristics of TikTok beauty content are identified as informativeness, interactivity, entertainment,
and convenience. Second, it was confirmed that all these characteristics positively influence purchasing
intentions. Third, in the analysis of the mediating effect of the attractiveness of creators on the impact of
TikTok beauty content characteristics on male consumers' purchasing intentions, the attractiveness of creators
was found to have a partial mediating effect. Fourth, regarding the impact of TikTok beauty content
characteristics on purchasing intentions, the reliability of content information also demonstrated a partial
mediating effect. The findings of this study will help understand which characteristics of TikTok beauty
content influence male cosmetics purchasing intentions in China and how the attractiveness of creators and
the reliability of content information play roles.

Keyword : TikTok Beauty Content Characteristics, Creator Attractiveness, Content Information Reliability,
Purchase Intention
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[Table 1] TikTok beauty content characteristics Survey Questions
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oF IS DXl A2 UEHHCE 2EHA IO RE| SHIXO[ FEY (=205, p=000), 2289
=258, p=000), 22J(B=.159, p=001), HO’Y(B=132, p=006)2 0§ =0 EANCZ |o|t

g OIX|= A= LIEHKLCE ORR[9f 3EA 0N SRR RE| 2HIXO| S4an 2HX F2
A

—~

d2ld Qos A0 et 2, RFE| SHZEO FEHF(B=162, p=001), SSHEF(B=218

x|
=.000), 224(B=119, p=.014), HO|H(B=109, p=021)0] 2H= HE M2|H0| OJX|= F&H0| 2

r

mu

= =

CHHECH Z2ASgn, FHE FE M2ld Q010 #of o=0 O|X|= HEHB=188, p=000)2 9
SIQICt Ol EE RE| ZHZXOl E40| Ed YE OO0 0Kl FHoN 2HX HE
M2ld 29010] BEXNOl Oj7f s 7HXICHs AS LIEHHCH 2¥o| MHES LIEt= R
1A 31.9%, 2EHAIOIAM 30.4%, 3THAIGIA 32.79%0|0, &4t 8tA (S 1efg I RE SEH

FOIM CHESMEE YASHR| B2 A2 LIEFRCE Mgt W82 [& 9)¢t

my
0

5. 48

= @7= EE REl 2HX E40] = 4 AYE FU=0 0Kz ekt 2|0 0|E<
it 2R FEo| M2|go| off 07 =itE LIEf =X =4 ofRICh. 24 Zah HW, &
5 RE 2HE B2 FEY, 428, Q&Y Hod22 LIEfHC,. ol2fet Zut= FE| 12
ojcjof 2Hxo| E95 Aot &= (18], O19X] 2 [19], A&7 2 [2012] A Zutet FAfeH
ZIE ER=, Ol 7IE 2HXe £F Jd2[1 FHX F= Xo[of a2t FHX EHo 2 X
o7t glgs EOELL =M, & FEl 2HXS| £EH0| Hd HFF 70 OXls s
=Aoh 21 YEY, 428, 28, g1 Hold 220 & 0 =0 SFHY ek
2 OlXl= A2=Z UERGC o[2{3h Auk= MItZ| 212 7ot FARSICL £9], Bl RE| 2
£9| B4 T 42880 HE HEF 70 2=0 7HE 2 FggE DlRteE A2, §E BHZ
M MSdts CHdst d=48 7|15 Ha, T8, S7 S0l 2HA| {0 o=0f Tast ¥
g2 0K As =Qleh Ao[ch. MM, EE RE 2HZXO 540 FEYE, ¢4=XH8E, 284,
Holgo| Bd HHEF 70 =0 OiX= FoA, A2[0folEe| oiHY 22l0] Xl oA
BItE 7K A2 LIEtHL Ol= A2[00[E 2| DiH-J0| A2[0|0[E Lt AIFAL Atole] ZEH
A4S THA7|H, o= Qlsf Az|, TTH, H4FH HES S 70 2A=E 3= T 2
eloz Agots HOELL UM, §E RE| SHZ9 E40 FYEY, ¢4248Y, 28y, Hod
P oIS 70 220 OXj= oM 5

°
oC

7HRl= A22 LIEtRL Ol 28X FE 0|

[
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ob S oo, 2E=0f et M2EgE =0 7O 2F HFUM § 2 guS 2 o, 2T
Hoz F0f o=& Zeiote FacH 2YS UEHH 2 A7 2= 85 FE 2HZX9 5
40| = =9 EF 701 o/=0 OjXj= gt I2|00lEQ DjY X FHE FE HEHO0|
o gt St=Xl O3ffst= Ol =801 @ A0t 2% AFNME ZAHA OF AHFL 5
OlEj oL 22 2N A7S TSIt She.
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