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Abstracts

A Study on the Beauty Influencer’ Contents Viewing Motives and Satisfaction
Level on Sponsored Products with MZ Generation

Song, Shieun

Ph.D., Dept. of Interactive Contents, Inha University

Kim, Sanghoon

Ph.D., Professor, Dept. of Media Communication, Inha University

Women's pursuit of value in aesthetics out of the desire for beauty remains unchanged and is still ongoing, In
the past, the desire for beauty was limited to women, However, it has become an area of interest to everyone
now, The most popular media among the youth these days to satisfy such a public need is personal digital
media, The personal digital media is the best marketing means in the current beauty industry, The subjects of
this study are women of the MZ generation who value consumption, and they have a great influence in the
beauty industry, The MZ generation, which accounts for 44.6% of Korea's economically active population, is the
main customer base of beauty companies and brands, Thus, this study had a close look at the communication
strategy of personal media and verified a positive relationship among the viewing motives of the MZ generation,
attitudes toward sponsored products in beauty contents, and satisfaction level with purchasing sponsored
products, The results of this study assists to establish communication strategies for the planners and producers

who intend to enter into the personal media beauty content industry,

Key words: Beauty influencer, Personal media, Viewing motives, Sponsorship, Purchasing satisfaction
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