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ABSTRACT

This research endeavors to delve into the diverse categories of video content pertaining to personal color
that find prominence on the YouTube platform, along with assessing the extent of viewer interaction and en-
gagement these contents elicit. The procedure for procuring video content centered around personal color
from YouTube encompassed a meticulous process of querying the platform using the keyword "personal col-
or," subsequently handpicking the top 100 videos based on their accrued view counts. The outcome of the
comprehensive analysis unveiled three distinct genres of video content associated with personal color: first, ac-
counts of personal color diagnosis experiences; second, dissemination of information concerning personal col-
or analysis; and finally, endorsements and recommendations for fashion and beauty products aligned with an
individual's personal color palette. Concurrently, the quantification of viewer engagement was undertaken
through the scrutiny of metrics such as view counts, likes, and comments on these videos. To empirically
corroborate the influence of personal color-centric content on YouTube in driving viewer engagement, a
one-way analysis of varlance was executed. The ensuing findings conclusively highlighted that viewer engage-
ment exhibited a pronounced upswing i instances where personal color diagnosis experiences took prece-
dence, In comparison to other categories of personal color-related content. By affording a comprehensive cat-
egorization of consumer behaviors revolving around personal color consumption ito three discermble arche-
types, this study makes a valuable contribution to the theoretical underpinnings of this domain. This typology
not only offers a conceptual framework but also paves the way for subsequent investigations aimed at prob-
ing the distinct impact and efficacy inherent within each delineated category of content. The discernment that
experiential content engenders heightened viewer engagement underscores the strategic opportunity for beauty
and fashion brands to strategically channel their efforts towards curating immersive, emotionally resonant en-

counters for their discerning consumer base.
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AAE EF77F e Table 1.

Researcher Diagnostic Part Personal Color Type
Jackson The center of skin Spring Autumn Summer Winter
(1980) color
Renae The center of skin
Y b b
(1985) color ellow base Blue base
Warm-light Warm-dark Cool-light Cool-dark
High High High High
Fuji Combination of skin contrast contrast contras contrast
(1995) color and hair color Warm-light Warm-dark Cool-light Cool-dark
Low Low Low Low
contrast contrast contras contrast
Light Soft Light Soft
Spillane & Sherlock | Combination of skin
W W 1 1
(1995) color and hair color arm am Coo Coo
Clear Deep Clear Deep
(Lee, 2012)
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3. £H|AF QIAO[X|HE T4 ES T94 vUelE &8ss Aol Fest
M, 34 ARE Fdste FHEE VYse

WheARES Ane Hesd A5 FL 10 gam9e 220, Gavianes et al (2018)
8 HdeR 2ol #4(interest), &9 o UAY ool AHEDE AU A oraer
(immersion), <] (attention), ﬁi( preference) 5 o Hol Ea) A gAH LA AE A
o CE EUSE AGSE AAND BIL ) yrag s A dAvian BAY 2
A2 golstr A .OE]]?_}_-Z:]IQE AACIANE = Tolne] 23)(2). Eobe RZ T =9 &
R SR ANH SR AT TV BT o gg) 259 + Aok 2949 QAolABE
3 oxAHA NPdeR A eHrh(Pentina szol BS Wot HEEE Zes] T A
Guiloux, & Micu, 2018). 283 ACAMEE o g aan aolms szo =
58 el v anAe AR ool 2EE snz zoeg vEAY 9ze yEE 4F
—er%(Dessart Veloutsou, & Morgan-Thomas, Mol oA} md Eo0] Uehd 2 9ltHGavilanes
2016). A% SIACIAMES A% ARAZ S ) i) ANZon} 2HzE $EH0E 2
o] g o] MR HA AR PFSs X HEhe A3 g 92e AAFAY ARe To
gtat= 71| ol tH(Brodie, Hollebeek, Juric, & llic, S REO 2ujAY O 2 wo] W FoZ B

2011: Mollen & Wilson, 2010). 3%&2 <lA|o]A]

’ 2 317] YRl
MEL 2ulze 434 R 935 AW TH SEHANE 94 AR, Tole ¥,
TS el WA PSR EE WA WET yguy) 2= 9949 39 A5E Az
o)n| 3k} (Hollebeek & Chen, 2014; Van Doorn NEAEL Ao AHE Z2d wel g2 &=
o) =2 vl v — R \__
et al., 2010) E_E}FL]—H’ (13_]. ] ] ]%E% U]E]oi /\]73 tﬂ'%’% E%]_ _/,: glljr ‘ﬁ“ﬁ‘ﬁ %ogzb]_ ‘ijqzl:% gH
FAQIA FHeE BEES WA AZVIE o pone ez denge, Eoha Sn AH
G CIF CIESu YFE IE TR g gy v 3449 AEs BEge
(R?dgers & Thorson, 2018). . ?l?ﬂo]xl 1_‘—]—5—’5 EPd o (Munaro et al, 2021). © Uolrt E Ak
AR RN A SR AR E gy oae gz gHss A9 49
Uk pAS Aae GEE AR T AR A agag ge g 120 849 25 NS
Bdvel mE DlelARES MAS BU W gage mo)g 2 4 9lck(Sabate, Berbegal-
= 5l gk B8 2= 9)
st Ml A, AHI ]_ SICE S Mirabent, Cafiabate, & Lebherz, 2014). °l°ﬂ =
o) 7 AR £2L B g WEEA o e WHM sz 3 WM o
WAIAEES AHESHA. ANARES Ga5tag g
Scott & Craig-Lees(2010)+= <QlAIOIAHEES
muols auxt 187 WAAE Ads F= o 1L oiarg
Azeey Aostgon, vre #AS T CE SR
ZAzs} AR 2Rz ARdloEus B ooy
& &40 AL SHAE ALAE ERFOEM, -
SIAO|AHE Y} AAHETEY HUth [ee & Park B AFE HAAEZAY FHE §3o uE
(2001) ) AFANNE LA AANAREES £ AFR AANANES AxEoayn dAx thra
7] 918l 2Adute} =2 783 o A ol A 357t HE HAdAns 2adxz &



A AT W AE4 dE dzel #E 2 KRLY
e AAT F Aok WA FsleA A7
%o QLS Wi SNSolF 71y BEE A B A7ANS AREAN Y HaddH
MEol sl fuel H3 gk EAE gFm Lo cuow THI A SRS
AN MaRRY BY mHze) 8¢ wRa y oo oo s ZAFE AToE 44
ool et AR AAclAWES gasng @ WIS TARE FHANG Gin sxg 6
Ho2 dael ALY ArEAs dest pr, 7 R IR AR TS AgRAR 97
ARSI 271 AMolE 20234 39 272
ATEA 11 FFEAN e siaggy 2 0 080 48 0P @A wadeas 9
el sas s el wA2E SHAYLw, 241 /1% o 23
armal 2 sidde s ga qng N9 WEARS Q9T B an 2
oA EE A n FRE TH2) AAE The3) oK Table 2)
A SRRE AAROE 1Y Be 408 239
WA el madia  E 3% B ERECR FAAe 0187 09
goen e Aaaes gA ATE e 5

{Table 2> Top 20 Contents by View Counts

YouTube Name Number of Views Number of Likes Iggrr;l;eernf:
1 Hyeri(3l2]) 2,863,656 36,000 2,525
2 Soy ASMR 1,737,787 39,000 1,433
3 Kim Double soup(# %% Double soup) 1,690,203 16,000 903
4 Jonathan (ZU¢) 1,316,212 18,000 564
5 Ieoj makeup 1,125,189 10,000 698
6 Hyojinjo(& %1 %) 1,056,130 9,600 743
7 Youngpyeong TV (% H ElH]yptv) 867,012 12,000 626
8 Hold on yunki(Z3gol-&71) 848,286 18,000 835
9 Wootso (% 4wootso) 829,176 11,000 846
10 Nosori(nosori’= 422 ) 638,314 4,900 170
11 Yoo true 598,468 7,500 683
12 Aori(e}el) 499,961 4,700 369
13 Beautysoom (- E] & beautysoom ) 466,071 10,000 181
14 Soyoon (4 soyoon) 452,660 5,200 434
15 Pabburi( 38 2]) 406,676 4,900 529
16 Yeranggarang (ol &7 ) 365,322 7,300 370
17 Yuria (2 okyuria) 348,573 4,300 369
18 An office worker(3]AFa) 346,100 4,100 608
19 Yulri(& 2 yulri) 343,576 3,800 351
20 Younggi TV (< 71E]4]) 340,844 2,800 120
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(Table 3> The Descriptive Characteristics of the Numbers of View, Like, and Comments
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