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Abstract: In the online world, the “eyeball economy” has become mainstream. Whether regarding
Internet cosmetic medicine endorsers or physical service providers, the topic of physical attractiveness
has long been discussed in the field of medical beauty e-commerce. When receiving cosmetic medical
services, consumers have frequent contact with employees. Physical attractiveness is the most
apparent and easily observed employee characteristic, and consumers base their judgement and
behavior on it. In this study, the relationship between the physical attractiveness of cosmetic service
employees and consumers’ perceived risk is discussed and clarified. After 366 questionnaires were
collected and analyzed, the results indicated that the physical attractiveness of cosmetic service
employees was negatively associated with perceived financial, performance, physical, psychological,
and social risk. The study offers suggestions for employers. They should recruit more attractive
employees. This will increase consumer intention to purchase a service because the consumers’
perceived risks are reduced. It may also enhance repurchase intention and consumption frequency.
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1. Introduction

The new generation will account for 29.5% of China’s population in 2020, while accounting for 53%
of consumption in the country [1]. The growth in consumption among the new generation parallels
the rapid development of the Internet, giving the generation characteristics such as chasing personality
trends, attending to quality of life, and paying attention to appearance [1]. For example, with the
continuous development of social networks, harvesting “praise” through self-picture, edit-image, and
picture-spreading has become an essential feature of the new generation. The emphasis on the “beauty
economy” is becoming another outlet in the Internet industry [1].

TaoBao released an economic report stating that spending by beauty consumers exceeded US $15
million in 2018, and the trend was clearest among young people. In January 2020, the Mobile Institute
reported that the number of active users of the Beauty Economics app in mainland China was nearly
60 million in 2019 [2].

Beauty is measured on the basis of physical attractiveness, perceptions of which have been
confirmed in numerous experiments [3–5]. Attractive people generally experience an easier life; the
door to success is opened by perfect bone structure and a sparkling smile [6].

The China Business Industry Research Institute announced that the Chinese cosmetic medicine
market amounted to US $24.8 billion in 2018 and was estimated to exceed US $36.1 billion in 2020.
Medical beauty e-commerce is currently in the stage of user accumulation and market education.
Its market size is estimated to reach US $2.8 billion and to account for 8% of the cosmetic medicine
industry market in 2020. This indicates that medical beauty e-commerce will represent a sizeable
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market in the future [2]. Through medical cosmetics e-commerce, consumers can obtain information in
advance to facilitate decision-making before basic face-to-face consultation [7].

Cosmetic medicine combines medical professionalism and beauty techniques with a focus on
noninvasive medical technology for improving or changing physical appearance or shape for cosmetic
purposes [8]. The cosmetic medicine industry is a service industry; therefore, the medical knowledge,
beautification skills, and physical attractiveness of cosmetic medical service providers play central
roles in the industry. A service employee’s physical attractiveness is especially conspicuous and is the
most easily observed personal characteristic [9]. Consumers may have a preliminary attitude or due to
an employee’s physical appearance or have expectations regarding an employee’s appearance based
on previous experience or impressions [10].

Past studies have discussed physical attractiveness and consumer outcomes. Greater physical
attractiveness brings with it advantages [11] because physically attractive individuals have more
friendships [12] and experience greater tolerance [4], favorable bias [5], and positive reactions [13].
The use of attractive models in advertising can result in higher consumer reliability [14] and more
favorable advertising comments [15]. Positive illusions regarding a partner’s attractiveness mediate
the link between creativity and the risk of passion decline [16]. However, physical attractiveness
stereotyping and the attractiveness halo effect were invalid for internal auditors’ experiences and
motivation [17].

Cosmetic medical services are an industry related to attractiveness. The physical attractiveness of
service personnel affects consumers’ evaluations [18,19]. However, whether physical attractiveness
is related to risk has never been discussed. The aim of the present study is to realize the gap in the
literature regarding how the physical attractiveness of cosmetic medicine servicers relates to consumers’
perceived risk.

2. Literature Review

Cosmetic medicine is an emerging medical industry. The use of technology in the industry covers
clinical departments related to beauty care [8]. Advances in medical technology and biotechnology
have enabled the development of effective solutions to skin defects and illnesses. Cosmetic medicine is
convenient, safe, and relatively accessible in terms of cost. Thus, the industry is thriving [8].

Reasons for the popularity of cosmetic surgery include technical advances in cosmetic medicine,
lower cost of medical treatment, a socioeconomic environment in which people have more disposable
income, and greater attention being paid to appearance. Consumers choose to change their appearance
because of negative thoughts, feelings, or experiences, and cosmetic medicine allows them to improve
their relationships and change social perceptions of them. Therefore, the psychological state of these
consumers before the use of cosmetic medicine should be explored [20]. People believe that they
can feel better about themselves, enhance their interpersonal skills, improve their self-esteem and
emotional stability, and even become more confident if they undergo cosmetic medical treatment [21].
In cosmetic medicine, however, a difference can exist between what the patient was expecting and
the actual result, with some patients claiming they have been damaged. This damage is a risk that
consumers should realize in advance [22].

2.1. Physical Attractiveness

Physical attractiveness refers to “the pleasing degree of the target person” [9]. In interpersonal
relationships, most people notice appearance, and this appearance often affects their perception
or triggers favorable feelings [23]. Whether through static or dynamic attraction [24], physical
attractiveness causes a positive emotional response in others, produces positive reinforcement effects,
and triggers behavior intended to foster closeness [25]. Physical attractiveness conveys the ideal image
of the individual mind, which can lead to profound feelings of pleasure [26].

From socialization, social expectancy, implicit personality, and evolutionary perspectives, more
physically attractive individuals always inherently possess and come to develop more positive
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personality traits [27,28]. People attribute more positive qualities (social skills, potency, adjustment,
intelligence, and trustworthiness) [29,30] to physically attractive individuals because of physical
attractiveness stereotyping and the halo effect [31].

From a social psychology perspective, most people tend to choose those with an attractive
appearance when seeking to develop long-term relationships. First, from the aesthetic perspective,
people love beautiful people; second, people have more expectations of reward when in contact with
more attractive people; and third, due to the stereotyping of attraction—namely, the concept of “what
is beautiful is good”—people tend to believe that attractive people have other good traits [32].

Physical attractiveness is the most obvious and observable characteristic of service personnel [9,33].
The attitudes and reactions of consumers may differ according to the physical attractiveness of service
personnel. Numerous studies have also suggested that physical attractiveness has a significant
influence on consumer judgement and behavior [34]. A service employee’s appearance can affect
consumer behavior [15] and convey service messages [34].

2.2. Perceived Risk

Consumer purchases may lead to unpredictable results that can be considered risks [35]. Therefore,
consumption behavior is the taking of a risk. Consumer perceptions of uncertainty or unfavorable
results [36] and individual evaluations of situational uncertainty and degree of controllability [37] are
perceived risks. Therefore, perceived risk refers to both the probability of a consumer’s perception
of unfavorable results after a purchase and the subjective perception of the degree of loss when the
purchase fails to meet the expected goals [38].

Studies on service products have demonstrated that perceived risk is a factor in situational and
personal consumption behavior and affects the purchase of commodities and services as well as the
selection of stores. When a consumer has a certain need and collects and compares brand information,
they learn about differences among brands and may perceive risks [39,40]. The consumer’s perceived
risk and the degree of risk they will tolerate determine their purchase strategy, purchase intention [41],
and purchase behavior [42].

2.3. Research Hypotheses

Match-up theory suggests a congruence, or “fit”, between a product and its endorsers [43].
Associative learning theory suggests that distinct information and concepts can become linked when
they are repeatedly paired together; the recollection of one concept prompts automatic recall of the
other, associated concept [43].

According to these theories, when the type of service is associated with attractiveness, a consumer
is more willing to pay for the service if the service employee is more physically attractive [10].
Cosmetic medicine is a service related to attractiveness, and a more attractive service employee better
promotes the image of professional service and enhances consumer recognition and perceived trust [44].
Trustworthiness affects, monitors, and guides actions and attitudes in consumer interactions and is a
subjective state [45]. Furthermore, perceived trustworthiness reduces suspicion and increases openness
toward an individual [46]. Jacoby and Kaplan (1972) suggested that consumers perceive financial
risk as the risk associated with all costs and expenses associated with attaining a product and their
uncertainty about the product [47]. This risk is measured with money [48]. Thus, it is hypothesized
that, for the purchase of services that are risky due to their very nature, consumers rely on cues
drawn from the salesperson with whom they are interacting to obtain additional information about
the service and reduce risks associated with the purchase. The similarity of the service provider to
the consumer should increase the amount of trust and satisfaction the consumer places in the service
provider, resulting in more positive outcomes of the exchange [49]. On this basis, we put forward the
following hypothesis.
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Hypothesis 1. A consumer’s perceived financial risk is lower when a service employee is more
physically attractive.

Perceived performance risk is the risk associated with the uncertainty that the product will not
perform as expected. Perceived physical risk is the possibility that a product will be dangerous to the
user [47]. Base on bounded rationality theory, when cosmetic medicine decision-makers lack the ability
and resources to obtain optimal solutions, they apply rationality only after considerable simplification
of the available choices [50]. If the service employee is more physically attractive, they can better
display a positive image and high degree professionalism. Consumers evaluate the professional
expertise of service personnel and are more interested in information and cues provided by highly
professional sales personnel [51]. Therefore, when the consumer can stratify the service provider’s
level of professionalism, the interference effect of consistency, as generated by the risk of purchase
decision-making behaviors [38], is decreased [52]. Therefore, hypotheses 2 and 3 are put forward
as follows.

Hypothesis 2. A consumer’s perceived performance risk is lower when a service employee is more
physically attractive.

Hypothesis 3. A consumer’s perceived physical risk is lower when a service employee is more physically attractive.

Cognitive theory focuses on the psychometrics of risk. Whereas the psychometric approach
searches the choices required, the cognitive psychological approach questions on how people reason
in conditions where they possess little knowledge of risks [53]. During the process of purchasing a
product or receiving a service, the most prominent cue is the appearance of the service employee [54].
An attractive physical appearance can induce a positive emotional response, generate positive
enhancement effects, and trigger similar behaviors in others [25]. Perceived psychological risk is
the possibility that a product will not comply with the consumer’s self-image [47]. People are often
affected by the halo effect of “what is beautiful is good”, assuming that attractive people have other
good traits [32]. Consistently, hypothesis 4 is formulated and proposed as follows.

Hypothesis 4. A consumer’s perceived psychological risk is lower when a service employee is more
physically attractive.

Cosmetic medicine is an industry related to beauty. When the service employee’s physical
attractiveness increases, the consumer’s preference also increases [10]. In addition, more physically
attractive service employees are regarded as having better sales skills [18], resulting in higher consumer
evaluations [19], which can enhance consumer interaction and purchase intention [18]. Therefore,
subject to the halo effect, as the level of a service employee’s physical attractiveness increases, consumers
have increasingly positive impressions to convince around relatives and friends regarding the cosmetic
medicine image and service, which can also affect perceived social risk [42]. According to the cultural
theory of risk, the type of perceived risk varies according to location, occupation, and lifestyle, between
individuals of the same age and gender, and also between nationalities [55] (Rohrmann 1994). Perceived
social risk refers to the possibility that the use of a product will affect the way others think of the
user [47]. Consistently, hypothesis 5 is put forward as follows.

Hypothesis 5. A consumer’s perceived social risk is lower when a service employee is more physically attractive.
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3. The Methodology

3.1. Setting and Sample

This study is a sort of quota sampling. The sample comprised outpatients of cosmetic and
laser centers in regional teaching hospitals, regional hospitals, and medical centers. Each research
location included five hospitals in northern, central, and southern Taiwan; 60 questionnaires were
distributed to each hospital. Calling and asking the hospital personnel department assisted to survey
the questionnaire in the clinic. All 900 participants who had the experience of cosmetic medicine
treatment were provided assurance of confidentiality and were told that the questionnaire items did
not have right or wrong answers. The respondents self-administered the questionnaires. By the cut-off

date for data collection, 366 questionnaires had been retrieved for a response rate of 40.6%.
To minimize the effect of common method variance (CMV), three approaches were employed

in designing the questionnaire. First, open-ended questions were interspersed throughout the
questionnaire so that the respondents did not fall into a pattern linked to Likert or semantic differential
scales. Second, the anchors of the scales varied by construct. Third, some items were reverse coded.
After collecting the data, Harman’s one-factor test was used to test for CMV. If CMV was a severe
problem, a single factor would be expected to emerge from factor analysis or one general factor would
account for most of the covariance in the criterion variables [56]. Factor analysis was performed
on all items, extracting six factors with eigenvalues greater than 1. Furthermore, no general factor
was apparent in the unrotated factor structure, with Factor 1 accounting for less than 20% of the
variance. Thus, the design of the questionnaire and the post hoc test suggested that CMV was not a
severe concern.

3.2. Measures

The independent variable was physical attractiveness, and the dependent variables were types of
perceived risk (financial, performance, physical, psychological, and social risk).

3.2.1. Physical Attractiveness

The scale used to evaluate whether a particular person is attractive and measure the importance
of physical attractiveness consisted of five items from Ohanian (1990) [57]. The 5-point Likert scale
used to score the scale ranged from “strongly disagree” (1) to “strongly agree” (5). A higher score
indicated a higher prominence of attractiveness. An example item was “I think that cosmetic medical
service personnel should be attractive in appearance” (α = 0.928).

3.2.2. Financial Risk

Financial risk was measured using two items of the inventory developed by Jacoby and Kaplan
(1972) [47]. The 5-point Likert scale ranged from “strongly disagree” (1) to “strongly agree” (5).
An example item was “The cosmetic medical service I received can be purchased at a lower price”
(α = 0.871).
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3.2.3. Performance Risk

Performance risk was measured using the two-item scale developed by Jacoby and Kaplan [47].
A 5-point Likert scale was employed for scoring. The item was “The cosmetic medical service I received
is not as good as the service employee claimed” (α = 0.901).

3.2.4. Physical Risk

Physical risk was measured using the inventory developed by Jacoby and Kaplan [47]. The scale
consisted of two items measured on a 5-point Likert scale. One item was “The cosmetic medical service
I received may have caused me damage” (α = 0.778).

3.2.5. Psychological Risk

Psychological risk was measured using the scale developed by Jacoby and Kaplan [47]. The scale
was composed of two items measured on a 5-point Likert scale. One item was “The cosmetic medical
service I received is not in line with my personal style” (α = 0.847).

3.2.6. Social Risk

Social risk was measured using the two-item scale developed by Jacoby and Kaplan [47]. The scale
was measured using a 5-point Likert scale. One item was “I am afraid that my family and friends do
not agree that I should have had the cosmetic medical service” (α = 0.786).

The questionnaire was originally prepared in English and then translated into Chinese using
the back-translation method [58]. The instrument was finalized on the basis of feedback from a pilot
sample of 30 outpatients in the research locations. The respondents in the pilot sample had no difficulty
understanding the items in the survey instrument. Therefore, no compelling reason to revise the
questionnaire was identified.

3.3. Methods

First, descriptive analysis was used for all respondent characteristics. Second, to assess the
direct and indirect relationships between physical attractiveness and the types of risk, the scales were
subjected to confirmatory factor analysis (CFA) structural equation modeling (SEM) by using AMOS 25
to address issues related to dimensionality and convergent and discriminant validity [59]. The measures
were also subjected to Cronbach’s alpha and Pearson product-moment correlation analyses by using
SPSS 17.0 to provide support regarding issues of internal consistency and discriminant validity. Third,
analysis of variance was used to calculate risk according to gender, age, education, and salary. Fourth,
correlation analysis was used to clarify the relationships within all demographics, constructs, and
variables. Last, the nested model approach was employed. This approach was used by others using
SEM to examine models [60]. In this approach, the paths from physical attractiveness to risks were
estimated. The hypothesized relationships were measured using AMOS 25 for path analysis.

4. Results

4.1. Characteristics of the Respondents

Table 1 details the characteristics of the respondents. In all, 68.3% of the respondents were women,
50.5% were between the ages of 41 and 60 years, 53.8% had a university degree, and 41% reported an
annual income of US $33,333 or less.
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Table 1. Characteristics of the respondents (N = 366).

Frequency Percentage

Gender
Male 116 31.7
Female 250 68.3

Age (Years)
Under 20 9 2.5

21–40 121 33.1
41–60 185 50.5

Above 60 51 13.9

Education
High school 63 17.2
University 197 53.8
Graduate 106 29.0

Occupation
Civil servant 100 27.3
Health care 26 7.1
Business 76 20.8
Homemaker 50 13.7
Student 41 11.2
Retiree 40 10.9
Other 33 9.0

Monthly salary
Under NT$50,000 89 24.3
50,001–100,000 150 41.0
100,001–150,000 30 8.2
150,001–200,000 6 1.6
Above 200,000 91 24.9

4.2. Psychometric Properties of the Measures

The measures were subjected to a series of CFAs to address issues of dimensionality and convergent
and discriminant validity. In light of the results, several items were removed owing to low standardized
loadings (of <0.50) or nonsignificant t-values. Deletion of items is widely used for scale purification,
and similar patterns may be observed in other empirical studies [61]. As Table 2 demonstrates, the
standardized loadings (ranging from 0.643 to 0.961) and all t-values (from 2.607 to 17.586) were
significant (e.g., comparative fit index CFI = 0.899, root-mean-square residual RMR = 0.043). All 15
items had standardized loadings greater than 0.70. The magnitudes of the loadings, with their
significant t-values, provide evidence of convergent validity. The composite reliability scores ranged
between 0.9 and 0.93 (all >0.6). The values of average variance extracted all exceeded 0.5 [59].

In addition, a series of pairwise CFAs was employed to assess discriminant validity. We first fit a
two-dimensional model to each pair of the study constructs and then forced the items representing
each factor into a single factor solution. Various fit statistics produce better results for a two-factor
model. The results strongly suggested that each set of items represented a single underlying construct,
providing evidence of discriminant validity [59]. Internal consistency analysis was performed by
computing the coefficient α for each construct. As detailed in Table 2, almost all values of α were
greater than the benchmark of 0.70 recommended by Nunnally (1978) [62].
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Table 2. Scale items, reliabilities, and confirmatory factor analysis results.

Scale Items Standardized Loadings t Alpha

Physical Attractiveness 0.9289
I think cosmetic medical service personnel should be
attractive in appearance 0.875 11.575

I think that cosmetic medical service personnel
should be fashionable in appearance 0.922 9.248

I think that cosmetic medical service personnel
should be handsome/beautiful 0.937 8.010

I think that cosmetic medical service personnel
should be elegant 0.922 9.438

I think that cosmetic medical service personnel
should be sexy in appearance 0.757 13.359

Financial Risk 0.8717
The price of the cosmetic service I received is too
high and is not worth the cost 0.877 13.081

The cosmetic medical service I received can be
purchased at a lower price 0.864 11.295

Performance Risk 0.9011
The cosmetic medical service I received is not as
good as the service employee claimed 0.833 10.019

The cosmetic service I received is not in line with my
personal needs 0.961 12.607

Physical Risk 0.7786
The cosmetic medical service I received may have
caused me damage 0.802 12.449

I am concerned about the safety of the cosmetic
medical service 0.754 11.601

Psychological Risk 0.8472
The cosmetic medical service I received is not in line
with my personal style 0.787 11.222

The cosmetic service I received is not in line with my
status 0.878 7.570

Social Risk 0.7865
I am afraid that my family and friends do not agree
that I should have had the cosmetic medical service 0.882 9.359

I am afraid that my friends and family will laugh at
me for receiving the cosmetic medical service 0.643 17.586

The results of the analysis of variance showed that perceived financial risk, performance risk,
physical risk, psychological risk, and social risk differed significantly between genders (p = 0.012,
p < 0.05). The perceived financial risk, performance risk, and physical risk were higher for female
cosmetic medicine consumers than for male consumers (mean = 8.31 vs. 7.25, 8.42 vs. 7.00, and 8.13
vs. 6.92, respectively). Perceived psychological risk and social risk were higher for male cosmetic
medicine consumers than for female consumers (mean = 8.00 vs. 6.82 and 8.22 vs. 7.22, respectively).
Perceived financial risk differed significantly between ages (p = 0.041, p < 0.05). Perceived financial
risk was greater for cosmetic medicine consumers aged older than 60 years than for those aged
younger than 20 years (mean = 7.67 vs. 6.50). Social risk differed significantly according to education
(p = 0.011, p < 0.05). The perceived social risk for cosmetic medicine consumers who had graduated
was higher than for consumers attending high school (mean = 7.47 vs. 6.40). Perceived performance
risk differed significantly according to income (p = 0.040, p < 0.05). Perceived performance risk was
higher for consumers with incomes exceeding NT$200,000 than for consumers with incomes of less
than NT$50,000 (mean = 7.32 vs. 6.40).
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4.3. Correlation Analysis

Composite scores for each construct were computed by averaging the scores across items
representing that construct. As can be observed in Table 3, the coefficients of the correlations among
the study constructs ranged from 0.035 (gender and age) to 0.526 (financial and performance risk).
None of the correlation coefficients were equal to or higher than 0.90 [63], providing further evidence
of discriminant validity. The means and standard deviations of the composite scores are also provided
in Table 3.

Table 3. Correlation of all variables (N = 366).

Variable Mean SD 1 2 3 4 5 6 7 8 9 10

1. Gender 0.70 0.50 1

2. Age 48.17 8.76 0.035 1

3. Education 1.78 0.45 −0.080 0.143 ** 1

4. Pay 1.74 0.95 0.203 ** 0.443 ** 0.061 1

5. Physical
attractiveness 1.72 0.26 0.122 * −0.326 ** 0.043 −0.004 1

6. Financial risk 3.41 0.84 0.188 ** 0.102 * −0.059 0.081 −0.148 ** 1

7. Performance risk 3.67 0.71 0.208 ** 0.085 −0.010 0.113 * −0.114 * 0.526 ** 1

8. Physical risk 3.62 0.78 0.220 ** −0.007 0.070 0.067 −0.116 * 0.330 ** 0.461 ** 1

9. Psychological risk 3.63 0.66 −0.124 * −0.064 0.044 −0.080 −0.190 ** 0.114 * 0.135 * 0.138 * 1

10. Social risk 3.72 0.71 −0.104 * −0.006 0.147 ** 0.032 −0.113 * 0.158 ** 0.137 ** 0.154 * 0.418 ** 1

Note: Gender was coded as a binary variable (1 = male, 2 = female). Age was coded (1 = under 20 years, 2 = 21–40
years, 3 = 41–60 years, 4 = above 60 years). Educational attainment was coded (1 = less than high school, 2 = high
school, 3 = university, 4 = master’s/PhD). Monthly salary was coded (1 = under NT $50,000, 2 = NT $50,000–100,000,
3 = NT $100,001–150,000, 4 = NT $150,001–200,000, 5 = above NT $200,000; *p < 0.05; **p < 0.01.

Gender was significantly positively correlated with financial, performance, and physical risk
(r = 0.188, 0.208, and 0.220, respectively; p < 0.01) and negatively correlated with psychological and
social risk (r = −0.124 and −0.104; p < 0.05). Age was significantly positively correlated with financial
risk (r = 0.102, p < 0.05). Educational attainment as significantly positively correlated with social risk
(r = 0.147, p < 0.01). Finally, income was significantly positively correlated with performance risk
(r = 0.113, p < 0.05).

4.4. Path Analysis

The hypothesized relationships were tested using AMOS 25 and path analysis. The model fit
statistics, presented in Table 4, collectively demonstrated that the research model favorably fit the data
X2 = 43.4, degrees of freedom = 10, p = 0.000; CFI = 0.917, normed fit index NFI = 0.922, goodness-of-fit
index GFI = 0.909, and adjusted GFI AGFI = 0.901). The results of the path analysis indicated that
the five hypotheses proposed in the study were supported (illustrated in Figure 1). H1 states that
physical attractiveness negatively affects perceived financial risk (β = −0.52, p < 0.05). H2 states that
physical attractiveness negatively affects performance risk (β = −0.58, p < 0.05). H3 states that physical
attractiveness has a negative effect on physical risk (β = −0.25, p < 0.05). H4 states that physical
attractiveness has a negative impact on psychological risk (β = −0.32, p < 0.05). H5 states that physical
attractiveness negatively affects social risk (β = −0.29, p < 0.05).
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Table 4. Model test results. CFI, comparative fit index; NFI, normed fit index; GFI, goodness-of-fit
index; AGFI, adjusted GFI; RMR, root-mean-square residual.

Control Variables and Hypothesized
Relationships

Standardized Parameter
Estimates t-Values Accepted/Rejected

Impact on risk
Control variable

Gender 0.038 1.220 N/A
Age 0.109 * 2.626 N/A
Education 0.005 0.064 N/A
Salary −0.007 −0.097 N/A

Physical attractiveness→financial risk −0.52 ** −12.48 H1-accepted
Physical attractiveness→performance risk −0.58 ** −3.92 H2-accepted
Physical attractiveness→physical risk −0.25 ** −4.88 H3-accepted
Physical attractiveness→psychological risk −0.32 ** −5.69 H4-accepted
Physical attractiveness→social risk −0.29 ** −5.69 H5-accepted
R2 = 0.035
Fit statistics
X2 = 43.4, df = 10, p = 0.000
CFI = 0.917, NFI = 0.922, GFI = 0.909,
AGFI = 0.901
RMSEA (root mean square error of
approximation) = 0.070
RMR (root mean square residual) = 0.047

Note: *p < 0.05; **p < 0.01.
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5. Conclusions, Discussion, and Managerial Application

5.1. Conclusions

This study contributed by clarifying the relationship between the physical attractiveness of
cosmetic medicine servicers and consumers’ perceived risk. The findings indicate that physical
attractiveness negatively affects perceived financial risk (H1), performance risk (H2), physical risk
(H3), psychological risk (H4), and social risk (H5). This study revealed that female cosmetic medicine
consumers perceive greater financial, performance, and physical risk than male consumers. Male
cosmetic medicine consumers perceive more psychological and social risk than female consumers.
Older cosmetic medicine consumers perceive more financial risk than younger consumers. Cosmetic
medicine consumers with higher education levels perceive more social risk than consumers with lower
education levels. Cosmetic medicine consumers with higher income levels perceive more performance
risk than consumers with lower income levels.

5.2. Discussion

This study argued that cosmetic medicine is a beauty-related service industry. If the service
employee is physically attractive, multiple perceived risks (financial, performance, physical,
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psychological, and social) related to the cosmetic medical service are lower. Professionalism is a key
factor affecting consumer trust [64]. If a consumer trusts an employee’s expertise and professionalism
and recognizes the service they provide as safe and reliable, they are more interested in professional
information and cues [51]. Thus, the financial risk of a cosmetic medical service can be reduced, and the
consumer will believe that the service has low performance and physical risk. This is in line with the
argument of Homburg and Stock (2004) [51], who reported that service employees with high degrees of
professionalism and expertise display a positive image, and consumers trust the information and cues
provided by them. This study further verified that cosmetic medicine servicers with higher physical
attractiveness generate consumer trust, and further reduce the perception of psychological risk.

Furthermore, because of the halo effect of “what is beautiful is good”, a physically attractive
cosmetic medical service provider results in the consumer’s psychological risk being naturally reduced.
Finally, because of the expense of cosmetic medicine, the consumer hopes that the results of the service
will be appreciated by their peers. If the service provider is physically attractive, this satisfies the
vanity of the consumer and reduces their social risk.

In addition, this study also determined that female consumers have greater concern regarding
financial, performance, and physical risk, whereas male consumers are more concerned by psychological
and social risk. These findings partially support those of Buuk and Dijkstra (2011) [65], who suggested
that women are more conscious of their physical appearance and gender, and if they compared
themselves with an attractive female model, but not an unattractive one, they were less willing to pay
due to the negative comparison. The present study also demonstrated that older consumers are more
sensitive to financial risk. This finding supports that of Sirvanci (1993) [66], who revealed that price
sensitivity is positively correlated with age. Because cosmetic medicine is regarded as an industry
integrating medicine and beauty care, people become more cautious regarding cosmetic medical
practices as their age increases. This study also uncovered that educational attainment and social
risk are positively correlated. This result indicates that more educated consumers care more about
peer recognition of their choices. Finally, the study revealed that income is positively correlated with
performance risk. High-income consumers possess better knowledge for accessing impersonal sources
of information and select cosmetic medicine based on performance [67]. Therefore, if the service is
satisfactory, performance risk is the key factor determining whether high-income cosmetic medicine
consumers use the service.

5.3. Managerial Implications

This study confirmed that the physical attractiveness of cosmetic medical service personnel has a
significant impact on customers’ perceived risk. During the consumption process, perceived risk affects
consumer intention [41]. If the perceived risk is higher, purchase intention is reduced [68]. Especially
in the online world, the “eyeball economy” has become mainstream. Whether a person is an online
endorser of cosmetic medicine or physical service provider of medical beauty e-commerce, his or her
appearance and composure are the first items assessed during selection. Regarding employee training,
improvement of physical attractiveness should be categorized as a training item or appearance should
be included as part of performance evaluation to enhance the positive impact of service employees
on consumers. In addition, because cosmetic medicine is a highly professional service, the industry
should proactively encourage employees to attain educational certifications and experience so that
consumers may more positively assess them. Higher capability in a service employee results in
enhanced evaluation by consumers. If consumers perceive high professionalism in the service, they
have less space for price bargaining. If the industry can provide high quality service and care after
treatment, customers’ repurchase intention and consumption frequency will be increased.

6. Limitation and Further Research

This study was subject to several methodological limitations. First, the cross-sectional design
limited our findings. Second, physical attractiveness and risk were measured using a self-report
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scale, and this could have introduced bias. Fourth, the samples comprised only cosmetic medicine
consumers; other cosmetic medicine service providers were not sampled.

Gender, age, educational attainment, and income significantly affect various types of risk.
Whether these demographic factors have moderating effects on the relationship between the physical
attractiveness of cosmetic medicine service providers and risk is a question worth exploring.

Regarding methodology, the methods of data collection and analysis can be divided into qualitative
and quantitative. This study used the quantitative method of a questionnaire to verify its hypotheses;
thus, the sampling was not complete. In-depth interviews should be conducted to obtain richer findings.
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