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ABSTRACT

As the fourth industry rapidly matures, Al-based customized cosmetic products are attracting attention as
an optimal way to satisfy customer needs. This study focuses on the skincare cosmetics market that is ac-
knowledged by previous researchers to be more efficient at adopting Al-based customization technologies.
The purpose of this research is to test the elaborated Technology Acceptance Model approach to Al-based
customized skincare products by exploring a moderating effect of self-efficacy toward consumption of skincare
products. Female consumers who purchased skincare cosmetics within three months were nvited to complete
an online survey and the collected data were analyzed through SPSS v. 25 and Process v. 13.4. As the pre-
vious literature suggested, the direct effects of the main independent variables such as perceived usefulness
and subjective norm were significant and positive. However, the impact of perceived ease of use remained
only indirectly significant regarding the purchase intention of Al-based customized cosmetics through perceived
uscfulness. Furthermore, the moderated mediating effect of self-efficacy was shown as insignificant; however,
we could find that the group with a low level of self-efficacy toward skincare products tended to rely on
perceived ease of use compared to the other group. Given these results, we could suggest that it is 1m-
portant for marketers of Al-based skincare products to pay more attention to offering products that have a
high level of usefulness as the subjective norm, with ensured perceived ease of use when targeting consumers
with a low level of self-efficacy.
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Self-efficacy toward
skincare product consumption
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{Fig. 1> Research Model toward Al-Customized Cosmetics
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recommended product by online.

There is an advertisement of AI customized skin care brand that tells you your skin type when you
enter the cosmetic brands you are currently using. The skin care brand featured in the advertisement is
a newly launched. It manufactures and distributes customized skin care products through its online web
site. Based on big data analysis and algorithm, the site can draw your skin types and current skin
concerns and recommend customized cosmetics suitable for you. Finally, you can purchase the

{Fig. 2> Scenario Provided in the Online Survey
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{Table 1> General Characteristics of Study Subjects

Attribute Type Frequency(n) Percent(%)
o 30~39 years old 204 53
Age Distribution
40~49 years old 178 47
Office worker 257 67
Public servant 18 5
) Specialized job 51 13
Occupations
Self-employed 21 6
Homemaker 29
Other(Student, Not employed) 6 2
High school graduate 41 11
) Undergraduate degree 293 77
Education
Graduate degree 47 12
Other 1 0
Married 204 53
Marital Status Single 174 46
Other 4 1
Below 200(MKW) 46 12
200-299(MKW) 133 35
Average 300-399(MKW) 72 19
Monthly Income 400-499(MKW) 40 11
(MKW = Million 500-599 (MK W) 41 11
Korean Won) 600-699(MKW) 17 5
700-799(MKW) 18 5
Above 799(MKW) 15 4
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{Table 2> Consumption Behaviors toward Skincare Products (Multiple Response)

Attribute Type Frequency(n) Percent(%)
Cleanser 237 62
Exfoliating agents 80 21
Toner 260 68
Essence(Serum) 194 51
Skincare Routine Lotion 19 4
Facial mask(Sheet) 154 40
Eye cream/Ample 146 38
Hydrating cream 211 55
Cream with functions 120 31
Sun screen 168 44
Dry skin type 113 30
Normal skin type 37 10
QOily skin type 32 8
) Combination skin type 208 55
Skin Types — -
Sensitive skin type 46 12
Atopic dermatitis 9 2
Other 1 0
Not sure 6 2
Low brand reputation 17 2
Low quality 41 6
Not suitable for my skin 78 11
I am not sure about the performance of functional materials 169 25
DE::;Z?;CSZH The price is not reasonable 70 10
I don't like the smell 34 5
Package design needs to be improved 37 5
I want to try a new brand product 200 29
Other 38 6
% A% WY F2UH 4T 3 A e 2 EH T30 7
L e 71Z AlFel dal Bk Aol A
T o B oATE AV AuE AzE 9EY 84
LIRS A% SAE 2l o) Age oo T A T SRS TleseRds
pelEta @ 4 g 3 smE Ay ggys oo TR ETERAE wse A
N5 ARl Be BuEol maHe wgy s 0 8014 AHE HEA, L Aelee
2 S4Fd Ue w0t BASE A g 4 g 8 IR TGV UTE AvHEn U o
9t Uzt BEd sPEEe SERleRE Fuldte A
e AzE F344 4 18 2 SEE 4
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OUTCOME VARIABLE: Perceived Usefulness
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Constant 44 11 4.03 .00 R=83
PEU 52 .04 12.50%** .00 =69
SN 37 04 10.86*** 00 £1(2.321) =419.01

OUTCOME VARIABLE:

Intention to Use
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Note. Perceived Ease of Use: PEU, Perceived Usefulness: PU, Subjective Norm: SN
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{Table 4> Moderated Mediation Analysis

OUTCOME VARIABLE: Perceived Usefulness

) SE t D Model summary
Constant 24 14 1.68 .09
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SEF__Group 55 23 2.43%* 02 =69
PEU*SEF__Group -16 07 -2.33 02 FU4.377) =213.27
SN 40 04 11.00 .00

OUTCOME VARIABLE: Perceived Ease of Use

yé; SE t D Model summary
Constant N .20 3.83 .00
PEU .06 10 62 54
PU 61 09 7.04 00 R=12
SEF__Group 23 33 .69 49 R=51
PEU*SEF__Group -01 14 -11 91 F16.375) =65.32
PU*SEF__Group -.08 12 -.61 .55
SN .20 .06 3.46 .00

Note. Perceived Ease of Use: PEU, Perceived Usefulness: PU, Self-efficacy toward skincare product consumption:

SEF, Subjective Norm: SN
001, **pX.05
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