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[Abstract]

This study analyzed the effects of user experience components of augmented reality—artificial intelligence (Al) integrated beauty
functions on user satisfaction and continuance intention, focusing on the Chinese social media apps—Douyin and Meitu. The
functional characteristics of the two platforms were compared in terms of five types of functions: basic beauty, virtual makeup,
style filters, interactive body reshaping, and generative Al. A survey was conducted among users with experience using these
functions, and reliability, exploratory factor, regression, and mediation effect analyses were performed using SPSS 27.0 and
PROCESS macro. Results showed that the perceived ease of use, usefulness, aesthetic appeal, and enjoyment had significant
positive effects on user satisfaction, with perceived enjoyment demonstrating the strongest effect. User satisfaction also had a
significant positive effect on continuance intention and partially mediated the relationships between the four user experience
components and continuance intention. This study indicates that continuance use is influenced not only by functional utility but
also by emotional experience and aesthetic satisfaction.
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Table 1. Global AR-Al based beauty apps and social media platforms
Category App Country/Region Main AR-AI Functions Characteristics
Professional Al photo and video editing, A representative image beauty app in China,
Image Beauty Meitu China facial retouching, background removal, | integrating photo retouching and Al-based creative
App Al image generation, filters functions.
lrzg)feesgg;il Beauty Japan Al ﬂlte::’sgzmiil re:ggﬁgtng, body Combines selfie shooting and photo editing, offering
9 Y Plus P ping, P, automatic beautification and various Al effects.
App background removal
Professional AR makeun. customized beaut Focuses on real—time selfie camera functions and AR
Image Beauty SNOW South Korea P, cu ; Y filters, enhancing young users’ self-expression and
effects, stickers, filters . ) ’
App entertainment—oriented experience.
Professional . . ) N
Al camera, filter creation, Allows users to create and share filters, making it
Imagipl?aeauty B612 South Korea stickers, beauty filters suitable for selfies and short-video production.
Social Media Douyin/ AR effects. beauty filters Filters and special effects are core functions in
ouy China/Global _ ’ ¥ Tiers, short-video production, and AR effects can be
Platform TikTok Al-based effect creation
created through Effect House.
Provides facial transformation, virtual makeup,
Social Media ) AR Lens, facial recognition, shopping, and entertainment functions through AR
Platform Snapchat | United States virtual makeup, Al Lens Lens, and builds a creator ecosystem through Lens
Studio.
Social Media Insta ) Filters, Story effects, 58 a plat.forml centered on image sharlng and .
United States . . o self—expression, it supports visual identity expression
Platform gram image and video editing h o )
through filters and editing functions.
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Table 2. Types and definitions of AR-Al integrated beauty
functions

Function Type Definition

Automatically or manually refines facial skin texture
and proportions using Al algorithms to achieve an
optimized aesthetic appearance.

Basic Beauty

Utilizes AR and Al to overlay real-time digital

Virtual cosmetics (e.qg., lipstick, eyeshadow) that adapt to
Makeup ) >
the user's facial movements.
Applies Al-driven stylistic transformations to
Style Filters | modify lighting, color palettes, and spatial 3D
elements, enhancing the overall artistic expression.
Interactive Integrates Al tracking with AR to enable dynamic
Body visual effects and structural adjustments of the
Reshaping | face and body in real-time.

Leverages AIGC techniques to reconstruct or
synthesize personalized virtual identities and
creative visual content.

Generative Al
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2l 21#] o] (Perceived Ease of Use, PEOU)Z} 14|
44 (Perceived Usefulness, PU), Z12]a1 &4 F2 21
o] #8421 wEH vl (Aesthetic Appeal, AA)T} 7
s (Perceived Enjoyment, PE)S &4 A}8-2} 48 44 &
A2 AAB T

3 3olA Ak AR B a0 JiES vl
2, 2 A9+ ARF AL 8% 7 7159 AR B3 84E
o3 o] AGoJsigiom, FA1AQ1 W82 i 49 At

3-3 ALBAF UFE0L A& ALE 2

A7 wol FFART ol vz AT A7t AP BEE ST S FEHS) AN <A
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E 3. AF2KR A8 A @40] CfsHAEH o2 e ek Aews ge] W ol BuA Ak
b 3 i researeh factors o Ueer e So] ALgALe] AN HlEs} F5 Yo ojws ofolA]
aple 3. Frior research ractors on user experience — _ - . - - -
compononts =A% Wi gest ok ¥ ave slgsking
; i ; 3} A K A|~H)
Component Core Findings & Contributions Researcher (EXpectatlon Confirmation Theory, ECT) 7 HBA| 8]
Proposed TAM; identified PEOU as a Do A &AM 2 (Information Systems Continuance Model,
precursor to PU and behavioral (1989)[26] IS Continuance)& ZAE, AF&AF w20} X4 AL 9%
intention. £ 94 Ak A e,
Extended TAM with perceived )
) Moon & Kim
) playfulness as a mediator between (2001)[27]
Ez:(recglfvgie PEOU and attitude. 1) AR =T
(PEOU) | Validated PEOU as a significant Oyman et A2} WHEE(User Satisfaction, US)= AREA7) A%
predictor of AR application al. - _ _ e
acceptance. (2022)[28] oL} AH|2E o] 83k o] ApAle] @79} V|He] B A=
Linked PEOU to user satisfaction, Keung et al E vl YT AubEQl v gig $34 HrtE
féiliﬁlérgnd continuance intention in (2025)[29] olu|git}, AL A e(post-adoption) Al A A}&A} W=
- T2 Ausls gg o] o2 Z3lolt} su o=
Defined PU as performance Davis = d%sh EHJL_' l I ECT Egeltt. 3 o] ?ﬂ
enhancement belief; a primary =2 WS Eo] A HA AR = AR} o7 9] TR
determinant of i (1989)[26]
bterminant of acceptance. 2 nlgoz AlEolLk Aul o] Al A2kl A3t Wl 3
Perceived | Developed IS Continuance Model; Bhattacherj = = - - . . - -
7 ol E3J Q) TC - 1= Ne)|
Usefulness | prioritized post-adoption PU and ee 7kskaL, olg & YUA(confirmation) = =UA|

(PU) | satisfaction. (2001)[30] (disconfirmation) IS AA HFAQ v o 75 3
Confirmed PU’s role in AR via social
) X . Keung et al.
interaction and self-image (2025)[29] B
enhancement. E 4. ARTHAI RE| 7[S9 ARSAL EE 24 FHo
Established the "What is beautiful is Tractinsky Table 4. Definitions of user experience components in AR-Al
usable" principle in interface et al. beauty functions
perception. (2000)[31] Component Definition

A:Sth:atlllc cti)eegi]C;]nztr:at?:atszerelmF?IggUOfa\QZUSb Cyr et al. Perceived | The degree to which a user believes that using the AR

(pApA) N lg tion P ’ ’ (2006)[32] Ease of |and Al beauty features of Douyin/Meitu involves

evaluations. Use minimal physical and cognitive effort.
Idrigm‘;? gfsfggzcrgiigy;zso% in AR Keung et al. The extent to which a user believes that using AR and
gontexts pieasu (2025)[29] Perceived | Al beauty features helps them achieve specific goals,
: Usefulness | such as personal image enhancement, purchase
Identified PE as a stronger predictor of Van der decision support, or social content creation.
usage intention than perceived Heijden : : : .
) . The user's perception of the visual aesthetics of the
usefulness in hedonic systems. (2004)[33] Aesthetic | Ul and the digital artistic quality of the AR/Al beauty
Perceived | Integrated hedonic motivation into Venkatesh Appeal features, along with the subsequent positive
Enjoyment | UTAUT2 as a primary driver of et al. emotional responses.

(PE) technology adoption. (2012)[34] The degree to which the experience of using AR and
Confirmed PE as a critical determinant | Micheletto Perceived | Al beauty features is perceived as inherently
of user attitudes and behavioral et al. Enjoyment | interesting, playful, and enjoyable, independent of
intentions in the AR context. (2025)[24] any instrumental performance goals.
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X 5. DouyinZ} Meitu AR} Al HE| 7|5 H|1 &4
Table 5. Comparative analysis of AR-Al beauty functions in Douyin and Meitu

223 240(CI0f Y HE| 752 AFZAL

24 ST AR AI 82 Y ARIE S2eR

=]
—

Basic Beauty
Compisen Category Detailed Function ltems Douyin | Meitu Comparative Description
Category
Smoothing, whitening, clarity, 3D effect, dark 0 0 Both apps support basic skin and image quality
Skin and Image circle removal, nasolabial fold removal enhancement functions.
Quality
Enhancement Skin texture, dullness removal, neck wrinkle X /A o Meitu provides more detailed functions for skin texture and
removal blemish correction.
Face slimming, small head, small face,
narrow face, cheekbone adjustment, O O Both apps support basic face shape adjustment.
chin/jaw adjustment
Face Shape
Adjustment V-line fage, shqrt face, ?'”?OO”‘ faC'aI. Meitu provides more face shape adjustment options,
contour, facial folding, 3D lifting, protruding . ) .
. N ) X /A O covering facial proportion, contour, and bone—structure
mouth correction, jawline, cranial top, temple ;
details.
enhancement
B'g eves, lower eyel'd ad_Justment, nose Both apps support basic adjustments for the eyes, nose,
slimming, nose wing adjustment, nose 0 0 I q h
bridge/nasal root, lip shape, teeth whitening Ips, and teeth.
Facial Feature ’ ’
Adjustment Aegyo—sal, inner eye corner adjustment, eye
c9y ! Y adjustment, ey Meitu provides more detailed subdivisions for facial feature
distance, long nose, nose tip, cupid’s bow, | X /A 0 )
; . oo : , adjustment.
lip plumping, smile lips, plump lips, philtrum
Makeup and Douyin includes some makeup and expression optimization
) Eye makeup, lipstick, blush, smile (0] A functions in the basic beautification interface, making it
Expression ) . .
more suitable for real-time shooting.
Swan neck, shoulder width, neck thickness, Meitu provides independent body reshaping functions,
Body Adjustment | neck length, body slimming, waist slimming, X O | while these were not found in Douyin’s basic beautification
long legs screenshots.
Douyin: Enter shooting interface — tap M.eiltu. .Enter shooting interface — tap
2 ; ; Beautification— select Beauty / Face Shape /
Beautification — select function and adjust

intensity (operation process: 3 steps).

It provides 28 detailed functions, which are
concentrated and suitable for quick real-time
beautification in short-video shooting.

AARA

Facial Features / Body — select and adjust
detailed function (operation process: 4 steps).
It offers 49 detailed functions, with more
detailed categories and fine—grained
beautification options.

Virtual Makeup

Comparison Category Douyin Meitu Comparative Description
Overall Makeup 0 0 Both apps provide overall makeup templates
Templates and support real—time preview.
0 . .

Douyin mainly focuses on overall templates,

Local Makeup Eye makeup, lipstick, blush, smile, etc. while Me.ItU supports |ndep§ndeﬁt local
Adjustment X ipstick, contour, blush, eyelashes, eyeliner, makeupvadjustment by specmc facial areas,

eyeshadow, eyebrows, beauty contacts, allowing users to modify only selected

beauty marks makeup parts.

fy's g ¥ @008 05, Go5Tn @l

Douyin: Shooting interface — Makeup —
select a makeup template and apply it
(operation process: 3 steps).

It mainly provides preset makeup templates,

ARAR

Meitu: Shooting interface — Makeup — select
overall makeup or local makeup — select
detailed makeup item and apply it (operation
process: 4 steps).

It provides both preset makeup templates and
detailed local makeup options, such as

-~ 2000001

0 :‘f'lrli;.ww By .o making it suitable for quick real-time makeup ;vn"nﬂgngqns' : lipstick, contour, blush, eyelashes, eyeliner,
- PR in short-video shooting. — | eyeshadow, eyebrows, and beauty contacts,
making it more suitable for professional and
fine—grained virtual makeup editing.
2145 http://www.dcs.or.kr



C|X " 2El X &t5[=&X|(J. DCS) Vol. 27, No. 8, pp. 2139-2152, Aug. 2026

Style Filters

Comparison Category

Douyin

Meitu

Comparative Description

0

0

Douyin focuses more on quick

Filter Effects

Featured, HD, Portrait,
Daily, Retro, Food,
Scenery, Black and

Natural, K-pop

Featured, Basic, Original, Internet—style, Camera
Simulation, Film, Retro, Food, Scenery, Texture, Fresh,
, Sports Life, Travel, Qil Painting, Dark

atmosphere creation for
short-video scenes, while Meitu
emphasizes image texture and
stylized retouching.

White, Tone, Chinese Trend Color, VIP Exclusive
(6] Meitu provides relatively
Color Adi X ] - comprehensive manual color
olor Adjustment Exposure, brightness, highlights, shadows, contrast, adjustment tools for more

saturation, color temperature, hue

detailed image parameter control.

Douyin: Shooting interface — Filter — select a
filter and adjust intensity (operation process: 3
steps). Emphasizes instant shooting and
atmosphere creation for short-video content,
but no independent color adjustment function

was found in the screenshots.

AAAL

Meitu: Shooting interface — Filter — select a
filter and adjust intensity (operation process: 3

steps).

Focuses more on fine—grained photo editing

and stylized filter effects.

Interactive Body Reshaping

Comparison Category

Douyin

Meitu

Comparative Description

Interaction Forms

0

@)

Douyin emphasizes

Dynamic headwear, animal ears,
facial masks, gamified effects, Al
play, etc.

Dynamic stickers, Polaroid templates,
animal ears, facial decorations,
makeup intensity adjustment, etc.

entertainment-oriented and
dynamic interaction, while Meitu
emphasizes selfie decoration and
visual beautification.

Reshaping /
Transformation Effects

0

0

Douyin tends toward playful

Supports partial facial
transformation, exaggerated
proportions, and playful effects

Supports face slimming, makeup
intensity adjustment, and
sticker—based facial decoration

transformation, while Meitu
focuses more on
beautification—oriented local
adjustment.

Content Style Categories

0

@)

Douyin’s categories are more

Favorites, Popular, Latest,
Reshaping, Makeup, Headwear,
Role—play, Scenes, Games, Al

play, etc.

Featured, Light Makeup, Birthday,
Ears, VIP, Film, Polaroid, Sweet Style,

Funny, Children, INS, Atmosphere, etc.

oriented toward content interaction
and entertainment scenes, while
Meitu’s categories are more
oriented toward selfie styles and
aesthetic decoration.

@ mm

mg oo SN0

Douyin: Shooting interface — Effects — select
an effect category — apply and preview in real

time (operation process: 4 steps).

Emphasizes dynamic effects, entertainment
interaction, and short-video content sharing.

Meitu: Shooting interface — Cute Camera —
select a sticker or interactive template
category — apply and adjust the effect

" | (operation process: 4 steps). Emphasizes

'| selfie beautification, sticker decoration, and

stylized presentation.

Generative Al

Comparison Category Detailed Function Items Douyin | Meitu Comparative Description
Category
. Al aging, Al gender transformation, Al avatar contest, Al fisheye )
Generative . . . Douyin focuses more on playful and
glasses, Al anime transformation, Al mermaid, Al passerby removal, 0 X /A ) )
Al Effects otc entertainment—oriented Al effects.
. Al ID photo, image—to—image generation, text—-to—image generation, Meitu prlowdes a W{derlrange of
Generative ; . . . functions, covering image
doodle-to—image generation, Al design, Al removal, Al outpainting, Al | X /A (0] . ; -
Al Tools : ) ) ) . ; generation, restoration, design, and
animation, image quality restoration, night scene enhancement, etc. creative editing

.| Douyin: Shooting interface — Effects — Al play
— select an Al effect and apply it in real time

(operation process: 4 steps).

Emphasizes entertainment-oriented Al effects,
real—time interaction, and short-video

dissemination.

Meitu: Al Editing — select an Al function
category — upload or select an image —
generate the result (operation process: 4

steps).

Emphasizes Al image generation, image
restoration, Al design, and professional

creative editing.

“The original Chinese interface was retained to preserve the authenticity of the research subject, as the table presents Chinese—language
interfaces of AR-AIl beauty functions in Douyin and Meitu.
"0 indicates support, X indicates no support, and A indicates partial support or implementation through similar functions.
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6. SEAIQ| QT EA S EA/(N=205) TEH, 0.8 o) A5 H& TR gk 24 A
Table 6. Demographic characteristics of respondents BE FAM39) Cronbach’s a 3EE 0.8229014 0.882 Alo]
Category Details Frequency | Percentage(%) Z Yelt 0.80 o)Xt 5SS 5351501, o] wal B
Gender Female 142 69.27% AT ZAETE £ F APHS 2= Ao oy
Male 63 30.73% =N
Under 18 20 9.76% SATT) TRHIEE AFH] 919 B ATANE F
1825 35 17.07% J 24 H(Principal Component Analysis)& -85}
Age 26-35 77 37.56% B golBAS AAEIITE B4 A KMO EE 43
36745 49 23 % e 0.899% UEREow, Bartlette] TH4 A4 Azt
o abom | s | osm DT AGE A0 SSR-2608750. di-253
Associate degree 53 25.58% p<0. ?OD ol & A7t adhe H@'Oﬂ_ @,%L?é'%_ A,
Education Bachelor’s degree 76 37.07% it 1»;‘(__ 3419 Varimax SI41S 483 A, 5 67 &
Master’s degree or 38 18.54% ?—]O] T 942 , qu Mtg%ﬁ% e L}E}L}
above 54% AR e ARES 2 o A, EF 7 =
Student 55 26.83% Aol AT BF 0.6 ooz Yehg o, §9
Occupation | Company employee 92 44.88% Sl o] WP Al E WA EA] 9T 2 gk Q14| &)
Freelancer 58 28.29% A(PEOU), 1A -84 P, vk mfE(AA), EA4=(PE),
Almost daily 71 34.63% AR THEE(SAT), A& AR 9%=(CD9 671 8213 8)
Freauert | -5 times per week 79 38.54% o MEsA BREQoH, o= B AT ALeE AT
Beauty 1-2 times per week 29 14.15% T7F %458 FHETHEEE XAl 98-S AJA}E]
Fuazteion 1-3 times per month 14 6.83%
Occasional use 12 5.85% I 8. 3|™E 2ol MGk
. Douyin 56 27.32% Table 8. Rotated component matrix
AFr;ngfsrg 4 Meitu 102 49.76% o Component
Both 47 22.93% 1 2 3 4 5 6
PEOU1 779
E7.MZE 2M A} PEOU2 .640
Table 7. Reliability analysis results PEOU3 713
Variable Cronbach’s Cronbaoh’s Alpha Number of PECU4 -801
Alpha (Standardized Items) ltems PU1 711
PEOU .822 .823 4 PU2 -786
PU 875 875 5 PU3 677
AA 850 850 4 PU4 772
PE .841 .841 4 PUS 780
SAT .854 .854 3 AAT 500
AA2 .748
Cl .882 .882 3 AA3 765
AA4 .793
g}e& SAN37.07%) 2 FEt(25.85%)7F S-S o] F3 L. PE1 794
o, AgLe 71 FARH44.88%)7) 7HE =& v]E-S 2AE) PE2 770
ok AE = = 3-531(38.54%)9F A WY A PE3 712
(34.63%)°] =0 ]T——J Eoﬂ Hm_ 7],_01 oMWHg E%_ PE4 .733
3L S-S AR SATH 794
SAT2 772
W oﬂ?—oﬂx% = ETe) N S AFE] 9 RE 502
3l A Lol tial AE e A BaE QRS A ci3 763
st} AF % H5S 9)al Cronbach’s a AlGE 2831 “Note: KMO =.899;
A Aaee] M VEEE Wit Gwmes st amero@oapcwn
Cronbach’s a Zte] 0.7 o]o|H AF eyl Ry o7 3 explaining 71.693% of the total variance.
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Table 9. Correlation matrix Table 10. Regression analysis results
Variable | PEOU | PU AA PE SAT | al Variable | | s | B | t | p | Resut
PEOU 1 Multiple Regression Results (PEQU, PU, AA, PE — SAT)
PU | .534 1 PEOU | .171 | .077 | .154 | 2.206 | .029 | Supported
AA | 3887 | 433 | 1 PU | .197 | .078 | .183 | 2.505 | .013 | Supported
PE | .07 | 472 | 393 | 1 AA | 167 | 072 | 153 | 2.322 | .021 | Supported
SAT | .426 | 464 | 403" | 490 | 1 PE | .207 | 071 | 281 | 4.167 | <.001 | Supported
o | .a87 | 12 | arr | 535 | 5367 | R =.592, R® = .350, Adjusted Re = .337, F = 26.963, p < .001
" p < .001 Simple Regression Results (SAT — Cl)
saT | 586 | .065 | .536 | 9.047 | <.001] Supported
3) A B4 R=.536, R® = .287, Adjusted R? = .284, F = 81.854, p < .001
I AT A Fojs FIHEAS S8l 7} M 2ke] Al
2 A= B4 Ayl BE WS 7k Sol3l g A gAY oA ARgAF BRe] 719 T TAA Al
FEAAZF JERHTHp < 0.001). 1] go]A, 1A -84, N BE T e 4?}3131 BES AR A
vekd v, EAGL W ALEA wEwe) fojg g 4 /T HL H2 HS, Hiw 2 A =i
HHAE HYow, Z7te] JEAGE 0426, 0.464, oloiA ARgAL ® d'_l':j} A AR olteel miAlE g
0.403, 0.490°0.% LRt o]i= ALga} A3 29lo] = A537] fal des| AR S AT B4 2o, AR
© Ao 23 9BrS aFS AALSIT) WaF ALe A} TR 2 e A S ARG oo o7 Xéx—i B = A
= A% AL onehy fold M AHRAE Rtk = o kB = 0.536, p <O.00D). ©fi= AREATF A
0.536, p < 0.001). o]ejat Ask= ofF 8RN L uppz Bl WO = WS =AEs X]”qi AEl=g el
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o EEe) ATEANA 54, AdE F vy py, VRN ES
el TS Ea) B Ao AFRb B Walele ¢1-tell A= PROCESS macro(Model 4)& -85
o1k}, o]0 whe} B Ao AN E S A=s) /\]—%—X]— USE(SAT) Y wihadEs HSslh 4 A
7) 18 RN e AR e ANsglen, 37 1 SCIEPEOD), 1 HEAPU), 1R HEAA), 2
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Table 11. Mediation analysis results

an | et [ or| uon [ Ye
PEOU — SAT — ClI| .3835""" | .2070 |.1272| .3130 | Partial
PU — SAT — Cl .39317 | .2072 |.1286| .3059 | Partial
AA — SAT— CI 37117 | 1970 |.1242| .2931 | Partial
PE — SAT — ClI .4142° | 2038 |.1278| .2999 | Partial
“* Bootstrap samples = 5000; 95% confidence interval. "p < .001.
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Table 12. Hypothesis testing results

Hypothesis Path Result

H1 PEOU — SAT Supported

H2 PU — SAT Supported

H3 AA — SAT Supported

H4 PE — SAT Supported

H5 SAT — ClI Supported
H6-a PEOU — SAT — ClI | Supported (Partial Mediation)
H6-b PU — SAT — CI Supported (Partial Mediation)
H6—-C AA — SAT — ClI Supported (Partial Mediation)
H6-d PE — SAT — ClI Supported (Partial Mediation)
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