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Analysis of Preferences for One-person Broadcast Contents in Special Makeup

Soo Zy Kim and Eun Sil Kim'
Dept. of Beauty Design & Science, Gwangju University, Gwangju, Korea

Abstract: Recently, the use of one-person broadcast content for special makeup videos has gained momentum. This study
aims to analyze the factors preferred by various age groups as the total number of clicks increase on special makeup videos.
It also aims to provide beauty creators with useful data to help them create videos that generate more clicks based on the
derived elements. We analyzed previous studies and divided the subjective indicators into place & accessories, editing,
model (Y/N), contents and field, and characteristics of the creators. We analyzed top 5 videos from among 257 videos
uploaded before July 1, 2020. The subjective indicators were analyzed through a questionnaire survey attempted by 60
respondents in their 10-30s from Jeollanam-do and Gwangju between July 20 to August 31, 2020. The questions majorly
focused on intimacy, attractiveness, professionalism, informativity, and playfulness. We analyzed the collected data using
SPSS 21.0, and obtained the following results: Informativity, professionalism, attractiveness, and playfulness were con-
sidered to be more influential by those aged 10 to 30 years. In particular, factors like visual elements, linguistic char-
acteristics, experts, background music and sound effects, celebrities, product information, and knowhow were most
preferred. In fact, it was easy to make videos using these elements. The above results confirmed the utility of such data
for beauty-creators-to-be in creating videos that generate more clicks.

Key words: special makeup (5 #7), personal media (131 <), beauty contents (F-E] £81=), beauty YouTube (F-
1), beauty video production (F-E] 37 #12h
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Know-how, Tips/Product
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Introduction/Storytelling

.

Beauty/Fashion and
Advertising/Characters and
Stage/Art Makeup/Special Makeup

Place/Prop

Location/No props

.

Special effects/Captors/Sound
effacts/Background music/
Narration/Video time

Fig. 1. Objective indexes.
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Fig. 2. Subjective standards.



Creators and contents themselves are attractive and
defined to the extent that they are attracted and liked
without their knowledge.

Itis defined as feeling comfortable and friendly and
forming empathy and bonds between creators and
subscribers.

It is defined as academic, high intellectual level
excellent techniques and skills, feeling
professionalism, and giving credibility.

It is defined as the degree to which you feel satisfied
by obtaining a lot of information or that you thinkit is
useful and usefu

R’s about having fun, having fun,
Because of this, | want to watch it continuously.
It's defined as the feeling of being immersed and

falling into it

Fig. 3. Terms and definitions.
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Analysis criteria/Video ranking Ist 2nd 3rd 4th Sth
Linguistic characteristics Standard / foreign / native / technical term
Age group 30s 20s 20s 30s 20s
Creator
. Gender woman woman woman Man woman
properties
Celebrity (6] (0] X (0] o
Expert O (0] X (0] O
Time 9'4" 410" 101" 5'39" 12'31"
Subtitle O 0] (0) (0) (0)
Narration (6] X (¢} (6] X
Sound effect X (0] X o (0]
Background music (0] (0] (0] (0] (0]
Editing elements -
Color correction (6] (6] (0] O X
Filtering X X X (0] X
Special effects Insert image (0] (0] (0] (0] (0]
Speed X X X X X
Change (6] O X (6] (6]
Place Interior concept background Interior background
Place/prop

Props O (0] (0] O O
Model X X (¢} X X
Product review O X (0] X X
Know-how and tips (0] (0] (0] (0] (0]
Content contents Procedures/procedures (6] (0] (0] (0] (0]
Storytelling O (0] (0] (0] (0]
Product information (0] (0] (0] (0] (0]
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. . Age Entire b
Sortation Video number 10s N(%) 20s N(%) 30s N(%) N(%) (@)
1 2(3.8) 16(29.6) 4(7.4) 22(13.8)
2 16(30.8) 7(13.0) 9(16.7) 32(20.0) .
Playability 3 3(5.8) 47.4) 5(9.3) 12(7.5) 22('?)21)
4 21(40.4) 21(38.9) 27(50.0) 69(43.1) '
5 10(19.2) 6(11.1) 9(16.7) 25(15.6)
1 21(40.4) 1(1.9) 3(5.6) 25(15.6)
2 17(32.7) 3(5.6) 1(1.9) 21(13.1)
Friendliness 3 2(3.8) 27(50.0) 32(59.3) 61(38.1) 86('33(7))
4 47.7) 9(16.7) 1324.1) 26(16.3) '
5 8(15.4) 14(25.9) 59.3) 27(16.9)
1 3(5.8) 3(5.6) 3(5.6) 9(5.6)
2 6(11.5) 6(11.1) 15(27.8) 27(16.9) .
Charming 3 1(1.9) 2(3.7) 5(9.3) 8(5.0) 24(%?)3)
4 28(53.8) 15(27.8) 9(16.7) 52(32.5) '
5 14(26.9) 28(51.9) 22(40.7) 64(40.0)
1 1(1.9) 1(1.9) 7(13.0) 9(5.6)
‘ 2 47.7) 3(5.6) 3(5.6) 10(6.3) .
Icrl‘:;’;ng;rt‘ 3 13(25.0) 7(13.0) 2G3.7) 22(13.8) 1?;‘?2)
4 9(17.3) 13(24.1) 15(27.8) 37(23.1)
5 25(48.1) 30(55.6) 27(50.0) 82(51.3)
1 9(17.3) 7(13.0) 15(27.8) 31(19.4)
2 3(5.8) 10(18.5) 3(5.6) 16(10.0) .
Professionalism 3 1(1.9) 3(5.6) 1(1.9) 53.1) ! ig?g)
4 17(32.7) 17(31.5) 7(13.0) 41(25.6) '
5 22(42.3) 17(31.5) 28(51.9) 67(41.9)
Entire 52(100.0) 54(100.0) 54(100.0) 160(100.0)

p<.05, “p<.01, p<.001

oo @

o

o,
ro

oL 0.\‘1 O.>|‘.4



F7 8 19 A FH=O P #4371
Table 3. Factors affecting top video views according to subjective factors by age
Sortation Age Entire X2
10s N(%) 20s N(%) 30s N(%) N(%) ()
Creator characteristics 9(17.3) 17(31.5) 13(24.1) 39(24.4)
Editing elements 27(51.9) 22(40.7) 29(53.7) 78(48.8)
Playability Place/prop 9(17.3) 2(3.7) 3(5.6) 14(8.8) 13((1)]6(?;)
Model 3(5.8) 4(7.4) 509.3) 12(7.5)
Content contents 4(7.7) 9(16.7) 4(7.4) 17(10.6)
Creator characteristics 15(28.8) 16(29.6) 13(24.1) 44(27.5)
Editing elements 4(7.7) 3(5.6) 6(11.1) 13(8.1) ”
Friendliness Place/prop 18(34.6) 5(9.3) 4(7.4) 27(16.9) 22(331)
Model 4(7.7) 4(7.4) 4(7.4) 12(7.5)
Content contents 11(21.2) 26(48.1) 27(50.0) 64(40.0)
Creator characteristics 25(48.1) 28(51.9) 15(27.8) 68(42.5)
Editing elements 13(25.0) 10(18.5) 6(11.1) 29(18.1) "
Charming Place/prop 4(7.7) 6(11.1) 3(5.6) 13(8.1) 25(?)?)51)
Model 2(3.8) 3(5.6) 3(5.6) 8(5.0)
Content contents 8(15.4) 7(13.0) 27(50.0) 42(26.3)
Creator characteristics 13(25.0) 12(22.2) 13(24.1) 38(23.8)
) Editing elements 3(5.8) 4(7.4) 509.3) 12(7.5)
I;f::;‘::f: Place/prop 1(1.9) 1(1.9) 2(3.7) 42.5) 1(35;
Model 2(3.8) 2(3.7) 3(5.6) 7(4.4)
Content contents 33(63.5) 35(64.8) 31(57.4) 99(61.9)
Creator characteristics 13(25.0) 11(20.4) 31(57.4) 55(34.4)
Editing elements 5(9.6) 6(11.1) 3(5.6) 14(8.8) o
Professionalism Place/prop 3(5.8) 16(29.6) 3(5.6) 22(13.8) 33(333)
Model 5(9.6) 3(5.6) 3(5.6) 11(6.9)
Content contents 26(50.0) 18(33.3) 14(25.9) 58(36.3)
Entire 52(100.0) 54(100.0) 54(100.0) 160(100.0)
“p<.01, p<.001
Table 4. Reasons why selection of subjective factors by age is beauty creator’s characteristics
Sortation Age Entire X2
10s N(%) 205 N(%) 30s N(%) N(%) ()
Because of the linguistic nature 3(33.3) 3(17.6) 4(30.8) 10(25.6)
Because of gender 4(44.4) 1(5.9) 0(.0) 5(12.8) ”
Because i'm an expert (or an ordinary person) 0(.0) 1(5.9) 6(46.2) 7(17.9) 24.684
Playability (.002)
Because of one's age 0(.0) 2(11.8) 0(.0) 2(5.1)
Because i'm a celebrity (or an ordinary person) 2(22.2) 10(58.8) 3(23.1) 15(38.5)
Entire 9(100.0) 17(100.0) 13(100.0) 39(100.0)
Because of the linguistic nature 4(26.7) 5(31.3) 4(30.8) 13(29.5)
Because of gender 3(20.0) 2(12.5) 1(7.7) 6(13.6)
Because i'm an expert (or an ordinary person) 5(33.3) 4(25.0) 3(23.1) 12(27.3) 8.068
Friendliness (427)
Because of one's age 0(.0) 4(25.0) 1(7.7) 5(11.4)
Because i'm a celebrity (or an ordinary person) 3(20.0) 1(6.3) 4(30.8) 8(18.2)
Entire 15(100.0) 16(100.0) 13(100.0) 44(100.0)
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Table 4. Continued.

Age

2

Sortation Entire X
10s N(%) 20s N(%) 30s N(%) N(%) ()
Because of the linguistic nature 4(16.0) 5(17.9) 4(26.7) 13(19.1)
Because of gender 2(8.0) 2(7.1) 0(.0) 4(5.9)
Because i'm an expert (or an ordinary person) 4(16.0) 14(50.0) 5(33.3) 23(33.8) 1375
Charming (.181)
Because of one's age 4(16.0) 2(7.1) 3(20.0) 9(13.2)
Because i'm a celebrity (or an ordinary person) 11(44.0) 5(17.9) 3(20.0) 19(27.9)
Entire 25(100.0) 28(100.0) 15(100.0) 68(100.0)
Because of the linguistic nature 5(38.5) 5(41.7) 7(53.8) 17(44.7)
Information Because i'm an expert (or an ordinary person) 7(53.8) 4(33.3) 1(7.7) 12(31.6) 7(?(1)2)
department  Because i'm a celebrity (or an ordinary person) 1(7.7) 3(25.0) 5(38.5) 9(23.7)
Entire 13(100.0) 12(100.0) 13(100.0) 38(100.0)
Because of the linguistic nature 4(30.8) 5(45.5) 18(58.1) 27(49.1)
Because of gender 1(7.7) 19.1) 0(.0) 2(3.6)
Because i'm an expert (or an ordinary person) 4(30.8) 4(36.4) 6(19.4) 14(25.5) 6851
Professionalism (.553)
Because of one's age 1(7.7) 0(.0) 13.2) 2(3.6)
Because i'm a celebrity (or an ordinary person) 3(23.1) 1(9.1) 6(19.4) 10(18.2)
Entire 13(100.0) 11(100.0) 31(100.0) 55(100.0)
**p <.01
Table S. Reasons why selection of subjective factors by age is an editing factor
Sortation Age Entire ©
10s N(%) 20s N(%) 30s N(%) N(%) (@)
Because of the video time 14(51.9) 4(18.2) 21(72.4) 39(50.0)
Because of the subtitles 3(11.1) 14.5) 2(6.9) 6(7.7) 20.053""
Playability Because of sound effects/background music 6(22.2) 12(54.5) 2(6.9) 20(25.6) (.003)
Because of the special effects 4(14.8) 5(22.7) 4(13.8) 13(16.7)
Entire 27(100.0) 22(100.0) 29(100.0) 78(100.0)
Because of the video time 2(50.0) 2(66.7) 3(50.0) 7(53.8)
Because of sound effects/background music 1(25.0) 1(33.3) 3(50.0) 5(38.5) 2786
Friendliness (:594)
Because of the special effects 1(25.0) 0(.0) 0(.0) 1(7.7)
Entire 4(100.0) 3(100.0) 6(100.0) 13(100.0)
Because of the video time 8(61.5) 5(50.0) 0(.0) 13(44.8)
Because of the subtitles 0(.0) 1(10.0) 0(.0) 1(3.4) 9223
Charming Because of sound effects/background music 1(7.7) 1(10.0) 2(33.3) 4(13.8) (161)
Because of the special effects 4(30.8) 3(30.0) 4(66.7) 11(37.9)
Entire 13(100.0) 10(100.0) 6(100.0) 29(100.0)
] Because of the video time 2(66.7) 3(75.0) 3(60.0) 8(66.7) 225
?j;:“m::r’l? Because of the subtitles 1333) 1(25.0) 2(40.0) 4(33.3) (.894)
Entire 3(100.0) 4(100.0) 5(100.0) 12(100.0)
Because of the video time 1(20.0) 1(16.7) 2(66.7) 4(28.6)
Professionalis Because of the subtitles 2(40.0) 2(33.3) 0(.0) 4(28.6) i?;g)
m Because of the special effects 2(40.0) 3(50.0) 1(33.3) 6(42.9)
Entire 5(100.0) 6(100.0) 3(100.0) 14(100.0)

**p Y
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Table 6. Reasons why selection of subjective factors by age is a shooting location and supplies
. Age Entire b
Sortation N
10s N(%) 20s N(%) 30s N(%) N(%) P
Because of the filming location 4(44.4) 2(100.0) 2(66.7) 8(57.1) 2.204
Playability Because of the props 5(55.6) 0(.0) 1(33.3) 6(42.9) (332)
Entire 9(100.0) 2(100.0) 3(100.0) 14(100.0)
Because of the filming location 4(22.2) 3(60.0) 4(100.0) 11(40.7) 9.143"
Friendliness Because of the props 14(77.8) 2(40.0) 0(.0) 16(59.3) (.010)
Entire 18(100.0) 5(100.0) 4(100.0) 27(100.0)
Because of the filming location 3(75.0) 6(100.0) 3(100.0) 12(92.3) 2.438
Charming Because of the props 1(25.0) 0(.0) 0(.0) 1(7.7) (:296)
Entire 4(100.0) 6(100.0) 3(100.0) 13(100.0)
Because of the filming location 0(.0) 1(100.0) 2(100.0) 3(75.0) 4.000
Information
135
department Because of the props 1(100.0) 0(.0) 0(.0) 1(25.0) (.135)
Entire 1(100.0) 1(100.0) 2(100.0) 4(100.0)
Because of the filming location 2(66.7) 13(81.3) 3(100.0) 18(81.8) 1.133
Professionalism Because of the props 1(33.3) 3(18.8) 0(.0) 4(18.2) (.567)
Entire 3(100.0) 16(100.0) 3(100.0) 22(100.0)
Table 7. Reasons why selection of subjective factors by age is a model availability(Y/N)
. Age Entire b
Sortation 0
10s N(%) 20s N(%) 30s N(%) N(%) ()
There's no model 3(100.0) 4(100.0) 5(100.0) 12(100.0) -
Playability .
Entire 3(100.0) 4(100.0) 5(100.0) 12(100.0)
Because there's a model 0(.0) 1(25.0) 0(.0) 1(8.3) 2.182
Friendliness There's no model 4(100.0) 3(75.0) 4(100.0) 11(91.7) (:336)
Entire 4(100.0) 4(100.0) 4(100.0) 12(100.0)

. There's no model 2(100.0) 3(100.0) 3(100.0) 8(100.0) -

Charming
Entire 2(100.0) 3(100.0) 3(100.0) 8(100.0)

) Because there's a model 1(50.0) 0(.0) 0(.0) 1(14.3) 2917
Information There's no model 1(50.0) 2(100.0) 3(100.0) 6(85.7) (233)
department

Entire 2(100.0) 2(100.0) 3(100.0) 7(100.0)
Because there's a model 5(100.0) 3(100.0) 3(100.0) 11(100.0) -
Professionalism
Entire 5(100.0) 3(100.0) 3(100.0) 11(100.0)
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Table 8. Reasons why selection of subjective factors by age is contents

Age

2

Sortation Entire X
10s N(%) 20s N(%) 30s N(%) N(%) (V)
Because of the know-how and tips 1(25.0) 4(44.4) 2(50.0) 7(41.2)
Because of the procedure, the procedure 0(.0) 2(22.2) 1(25.0) 3(17.6) 4913
Playability Because of the new product information 1(25.0) 0(.0) 0(.0) 1(5.9) (.555)
Because of storytelling 2(50.0) 3(33.3) 1(25.0) 6(35.3)
Entire 4(100.0) 9(100.0) 4(100.0) 17(100.0)
Because of the know-how and tips 4(36.4) 17(65.4) 16(59.3) 37(57.8)
Because of product reviews and reviews 0(.0) 2(7.7) 2(7.4) 4(6.3)
. Because of the procedure, the procedure 3(27.3) 4(15.4) 5(18.5) 12(18.8) 7783
Friendliness (:455)
Because of the new product information 0(.0) 1(3.8) 13.7) 2(3.1)
Because of storytelling 4(36.4) 2(7.7) 3(11.1) 9(14.1)
Entire 11(100.0) 26(100.0) 27(100.0) 64(100.0)
Because of the know-how and tips 4(50.0) 4(57.1) 5(18.5) 13(31.0)
Because of product reviews and reviews 0(.0) 0(.0) 2(7.4) 2(4.8)
Because of the procedure, the procedure 1(12.5) 1(14.3) 2(7.4) 4(9.5) 10419
Charming (:237)
Because of the new product information 2(25.0) 0(.0) 14(51.9) 16(38.1)
Because of storytelling 1(12.5) 2(28.6) 4(14.8) 7(16.7)
Entire 8(100.0) 7(100.0) 27(100.0) 42(100.0)
Because of the know-how and tips 6(18.2) 5(14.3) 309.7) 14(14.1)
Because of product reviews and reviews 0(.0) 2(5.7) 2(6.5) 4(4.0)
Information Because of the procedure, the procedure 4(12.1) 7(20.0) 2(6.5) 13(13.1) ZZZ;
department Because of the new product information 21(63.6) 19(54.3) 19(61.3) 59(59.6)
Because of storytelling 2(6.1) 2(5.7) 5(16.1) 9(9.1)
Entire 33(100.0) 35(100.0) 31(100.0) 99(100.0)
Because of the know-how and tips 14(53.8) 8(44.4) 3(21.4) 25(43.1)
Because of product reviews and reviews 3(11.5) 1(5.6) 1(7.1) 5(8.6)
Because of the procedure, the procedure 2(7.7) 0(.0) 3(21.4) 5(8.6) 9191
Professionalism (:326)
Because of the new product information 3(11.5) 5(27.8) 4(28.6) 12(20.7)
Because of storytelling 4(15.4) 4(22.2) 3(214) 11(19.0)
Entire 26(100.0) 18(100.0) 14(100.0) 58(100.0)
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Table 9. Video conceptualization

Sortation Concept
Topic Zombie makeup.
Form(image) Zombie image
object Toilet paper, Dermawax, artificial skin, sprit sword
Color

Illustration design

I I I YR YROLen BIDp. RV, Black

Creator properties Content characteristics
Playability Expert

Friendliness Product information

Concept

Makeup majors and makeup artists set the concept and produce videos

Provide product name/color/brand information for the product used in the makeup procedure

Charming Video time Video editing time is less than 10 minutes
Giving makeup know-how and tips
Information department KnOVY-hOW @Pro.wde instructions and precautions for us‘lng a sprit sword. .
/Tips (@Use toilet paper and sponge to make your skin look more realistic
(Give tips using Vaseline and lip balm to make your skin look natural
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Table 10. Video production process(www.youtube.com)

Production process

Representative image

(D Makeup majors and artists produced zombie makeup that can be applied to
events, festivals, etc., and introduced themselves as experts by presenting their
experience and academic background

@ Provides makeup know-how and tips First, it provides the know-how to use
toilet paper to express reality as if your skin is peeled off Second, it provides tips
on using sprit sword and derma wax, which are makeup materials Third, it provides
know-how to express skin naturally using lip balm and Vaseline Fourth, use a
sponge to provide tips for expressing rough wounds

@ The video editing time is 7 minutes and 4 seconds, making a video within 10
minutes

@ Provide information on the product name/color/brand of the product used in the
makeup procedure

® Upload the produced video to the YouTube site

<are>
2013~ 301.2.
+ROM YaI0 T BY o0 3Py XD)
20173~209.2.
##0%2 JartoRi datYoo Yt 23)
AFOR YLORR LD DR 001 2Y R

D Professional experience and academic background

-a\‘ngn ¢
RUQNY WM WYy

4 2w

@ Provides an old house and tips

#3339 ew0)as)
#5249
#3}38ivio)

<oty Ya>

® Uploading a YouTube site
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AE MRSl 82, dlojalel B4, AL WALt 2 & o o
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