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A Study on the Current_Status of Use and Satisfaction in
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Abstract

With the rapid development of economy, scientific technology, and medical
technology, as the current society is also changing competitively, we are compelled
to have many psychological and problems such as pressure, mental stress and
tension as well as physical problems. Therefore, the more current industries
develops, the more attention is given to health in preventive level rather than
treatment level. Contemporary people have paid more attention to management of
health and have a desire for beautiful and healthy life. In other words, their
interest in consistent management of their health and beauty are getting stronger.

To satisfy the desire to live healthily and beautifully, many natural therapies
that can be applied for actual living have been developed, which the public are
willing to accept.

Therefore, this study is to specifically demonstrate the followings through
interviews with the customers who have armoatherapy: What effect customers'
knowledge on aromatherapy, frequency of use, expenses, experiences of
side—effects, and perception on its effect on skin care will have on customer
satisfaction and intention to reuse the service.

The results are presented as follows: Though customers' perception on aroma
is high, they usually use it only on their faces. So is should be promoted in
various ways. It is demonstrated that customers' satisfaction has a significant
effect on their intention to reuse it.

Key words : Aromatherapy, Skin care, Naturaltherapy, Alternative medicine
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Table 1. General Characteristics of Respondents
code frequency | percentage(%)
20 -~ 25 62 534
26 -3 39 336
age :
31 -37 9 78
above 38 6 52
unmarried 68 58.6
marriage | married 43 371
single 5 43
fotal 116 100.0
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THe 2 Customers' Knowledge on Aromatherapy

Specification frequency %
(116) (100)
O perception
- yes 12 96.6
* nNo 4 34
O knowledg " 4 a4
- very .s-,pecmca y 58 £0.0
) fpec'f'c 14 12.1
: ::)'e 38 28
2 17
J source
+ mass—media 43 37.1
- Education program 4 34
- Skin Care Shop 59 50.9
- Clinics 3 26
- others 7 6.0

2.2. 984 59
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Table 3. An Analysis on Use of Aromatherapy

N Frequencyl %

Specification (116%) | (100)
O Use
+ Very Frequently 6 5.2
+ Frequently 24 20.7
- Often 53 457
- Hardly 16 138
+ Never 17 147
O Frequency
- every day 8 6.9
- 3/week 14 12.1
- 1/week 30 259
- Random 42 36.2
- Never 22 18.9
[ Service Experience
- Frequent 37 319
- Previously Experienced 63 543
+ Never 16 13.8
[J Reason
- Voluntarily 23 19.8
* Recommendation by Aesthetician 69 59.5
- Recommendation by Friends 24 20.7
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Table 4. An Analysis of Use Methods

Specification Frequency| %
O care area
- face 72 69.9
» Body 13 126
- Back 7 6.8
- Abdomen 4 3.9
- Leg , hand 7 6.8
total 103 100
0 Purpose
+ problematic skin 46 447
- diet 8 78
+ Relaxing 18 17.5
+ Stress 30 29.1
- others 1 1.0
total 103 100
[ Skin type
+ All skin type 7 104
- Dry skin type 8 19
- Qily skin type 24 358
- Aging skin type 1 15
- Sensitive skin type 15 24
- Pigment skin type 7 104
- others 5 75
total 67 100
O service objects
- Massage 68 66.0
- Bath) 17 16.5
+ Inhalation 11 10.7
+ Gargle & wet compress - -
- Diffusion 7 6.8
- Taking - -
- others - -
total 103 100
O materials
+ 100% Pure Essence 20 172
- Blending oil 54 46,6
« Cream 17 147
- ample 1 95
» others 1 -
total 103 100
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Table 5. An Analysis of Customers'
Satisfaction After Care Service

— frequency %
Specification n=103 (100)
[ Perception on health
- very high 15 146
- high 62 60.2
- pormal 24 23.3
- hardly B -
[ side effect
- hardly 83 80.6
- some times 20 19.4
- regular - -
3. BAA 4

3.1 24 olzslge 79 2 ug
34 Azl @ AheA

Table 6. An Analysis of Therapy Cost Adequacy

Perception
Specificati frequency %
pecification =103 (100)

[ service cost
- separately paid 14 3.1
- free service 34 33.3
- package payment 24 235

total 102 100
[J Adequacy of Cost
+ Very Adeguate 2 -7
- Adequate Zg g?g
- Hardly Adequate 10 86
- Not Adequate 1 0.0

total 76 100
O Purchasing Place
+ Skin care shop 71 68.9
- Clinics and pharmacy 3 29
- Aroma shop 21 204
- Mass media 5 49
- others 3 29
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Table 7. An Analysis of Customers'
Satisfaction in Aromatherapy

frequenc %
Specification y y
100
n=103 (100)
[ satisfaction in therapy
- very high 13 126
* high 60 58.3
- normal 28 272
- less 2 19
- very low - -
[0 Satisfaction in care
service
- very high 1 10.7
- high 64 62.1
26 25.2
- moderate
) 2 1.9
- little _ ~
- unsatisfying
[ Optimal Effect Area
- Problematic skin 44 27
- diet 5 40
- relaxing 17 16.5
- mental stress 3 |320
. other 4 39
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Table 8. An Effect of Knowledge, Use,
Adequacy of Cost, contribution
health on Satisfaction in customers'

satisfaction
customers’
sub-variables satisfaction
i customers’
variables _ ‘ VIF
satisfaction
Customers’ -0.029
wa| 1.522
Knowledge (-0.243)
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se .
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vacy of Cos .
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Table 9. An Effect of customers' satisfaction
on Intention to Reuse

sub-variable | | .
. intention to reuse
variables
fistact 0475
customers’ satisfaction
(5.424)***
R 0.226
Adj.R? 0218

*: P<.05 #x 1 P<.O1 #*x : P<O01
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