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Abstract

The purpose of this study is to analyze and investigate the effect of
psychological factors on the willingness to use artificial intelligence
makeup software, electronic word-of-mouth advertising by
strengthening real purchases in cosmetics marketing among social
media users. This research is based on the structural equation model
in terms of its applied purpose and in terms of the method of
collecting descriptive and correlational data. To achieve the research
goal, a conceptual model based on the psychological characteristics of
individuals is presented. The statistical population of the research is
all social media users who use artificial intelligence makeup software.
Based on the Morgan table, a minimum sample size of 384 people
was determined for the aforementioned unlimited population and was
selected using the convenience sampling method. The research data
was also collected through a questionnaire. The questionnaire was
distributed among 400 people from the statistical population and
finally, 384 questionnaires were received without defects and their
reliability was confirmed with composite reliability, homogenous
reliability, and Cronbach's alpha indices. The convergent validity of
the questionnaire was also confirmed through variance extraction and
divergent validity using the Fornell and Locker criteria. The construct
validity was also confirmed by confirmatory factor analysis. The
conceptual model of the research was measured using path analysis in
the structural part of the structural equation model and SmartPLS
software.

The results showed that negative body image (0.23), price sensitivity
(0.15) and social media addiction (0.41) have a positive and
significant effect on the use of artificial intelligence makeup software.
The use of these software also has a positive and direct effect on
actual purchase (0.4) and the tendency to electronic advertising
(0.11). Also, the use of artificial intelligence colored cosmetics has a
significant effect on the tendency to electronic word-of-mouth
advertising through the mediator variable of actual purchase (indirect
effect equal to 0.192).

As a result, it can be said that the use of artificial intelligence makeup
software in cosmetics and health care marketing is an important factor
in increasing real purchases and the desire for electronic word-of-
mouth advertising on social media. Therefore, company managers
should always pay special attention to new marketing and advertising
methods, or in other words, the use of modern technologies in the
aforementioned fields, because acquiring the latest science and
knowledge of advertising and marketing is the first factor in the
growth and development of a company or brand.
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