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Abstract The purpose of this study is how it affect them what the effect of skin recognition on the purchasing
behavior and propensity to buy facial cleanser in 311 women in their 20s and 50s. This study analyzed by importance,
interest, and satisfaction of skin recognition. and type of impulse buying, type of depending on brand, type of
planning buying. The group with high interest in skin recognition had a long time to clean. As they got a purchasing
information the group with low knowledge had the information from nearby, and the group with high knowledge got
information from internet. At the view of purchasing propensity the women who are highly interested in the skin
have a tendency of type of impulse buying and type of planning buying, and the women with high skin importance
are less inclined to type of impulse buying. In conclusion, Skin recognition uses purchasing behavior and propensity
to buy facial cleanser.
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Table 1. Verification of Skin Recognition Sub—factor Validity and Relativity

Division Satisfaction Importance Interest Cronbach's a

Satisfaction of skin texture 0.820 0.003 0.008
Satisfaction of skin type 0.818 0.055 0.079

Appropriate oil, water content balance 0.778 0.003 0.017 0876
Satisfaction of skin tone 0.768 0.095 0.049
Satisfaction of skin elasticity 0.761 0.055 0.081
Appropriate skin pH 0.751 0.008 0.128
Skin is important to beauty. 0.067 0913 0.083

Skin is important to youth. 0.071 0.901 0.070 0916

Skin is important to appearance. 0.062 0.869 0.170 ’

Skin is important for social life. 0.072 0.846 0.133
Care about skin condition. 0.144 0.187 0.848
Try to improve skin. 0.139 0.226 0.795

Get professional skin care 0.034 0.127 0.680 0.762
Stress by skin problems. 0.396 0.052 0.649
Recognize skin problems. 0.099 0.315 0.590
Eigenvalue 3.906 3.337 2673
Dispersion variance % 26.041 22.249 17.820
Cumulative variance % 26.041 48.290 66.110

KMO=0.825, x*=2575.471, d=105, p=0.000

Table 2. Verification of Purchasing Propensity of Facial Cleanser Sub—factor Validity and Relativity

Division Impulse Plan purchase Brand Cronbach's a
purchase dependence
Purchase cause by the gift 0.816 0.023 0.009
Purchase cause by look good even if not needed 0.812 0.042 0.137 0.764
Purchase cause by advices of around people 0.759 0.146 0.210
Comparison of quality and price for .Reasonable purchase 0.187 0.847 0.034
Planning purchase 0.122 0.816 0.101 0.767
Purchase by comparison of diverse brand 0.144 0.800 0.025
No purchase unknown brand 0.138 0.005 0.779
Luxury brand has good quality. 0.399 0.058 0.754 0.751
Luxury brand enhances my value. 0.403 0.146 0.677
Eigenvalue 2312 2.072 1.708
Dispersion variance % 25,689 23.024 18.974
Cumulative variance % 25,689 48.714 67.687

KMO=0.721, x°=839.752, df=36, p=0.000
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Table 3. General Feature and Cleansing Behavior
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Division Choice N %
121 38.91

91 29.26

Age

40 12.86

59 18.97

Neutral 35 11.25

Dryness 101 32.48

Skin type 46 14.79
Complex 108 34.73

Sensitive 21 6.75

Once 148 47.59

Number of cleanser used Twice 146 46.95
More than 3 times 17 5.46

Hot water 46 14.79

Warm and cold 108 34.73

Water temperature

Warm 153 49.20

Cold 4 1.29

) 185 59.49

Using scrub

126 40.51
Sum 311 100.00
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Table 4. Skin Recognition Sub—factor and Purchasing Propensity Technical Statistics

. Average
Division M SD (M+SD)
Important to appearance 4.4 087
Important to social life 4.20 0.88
Importance 4.36+0.79
P Important to youth 450 087
Important to beauty 434 | 091
Try to skin enhance 364 | 090
Stress by skin problems 340 1.08
Skin Interest Recognize skin problems 346 | 087 349+0.73
recognit Care about skin condition. 348 | 097
ion Get professional skin care 232 | 125
Skin type 291 1.00
Skin texture 298 | 099
Skin tone 290 | 099
satisfaction 2.83+0.73
Skin elasticity 284 | 092
Appropriate oil, water content balance 2.60 0.88
Appropriate skin pH 274 | 075
Purchase cause by the gift 2.31 1.21
plgwrgﬁljse Purchase cause by look good even if not needed 245 1.21 2.48+0.97
Purchase cause by advices of around people 2.69 1.1
purcha Luxury brand has good quality. 251 1.08
sing Brand
No purchase unknown brand 3.30 1.28 2.64+0.87
propen dependence
sity Luxury brand enhances my value. 212 1.05
Comparison of quality and price for .Reasonable purchase 291 1.09
;)F:Jl?;hnaesi Purchase by comparison of diverse brand 293 1.06 2.95+0.90
Planning purchase 3.00 1.1
M: mean, SD: standard deviation
Table 5. Skin Knowledge Survey
Division Ans. Choice N %
. Answer 203 65.27
The stratum corneum of face protect skin O Wrong 108 3473
, , . Answer 216 69.45
Moisture retention of the skin is due to the NMF of the stratum corneum O Wrong % 3055
, . Answer 9% 30.87
The skin should maintain pH neutral X Wrong 215 69.13
, o , _— , Answer 209 67.20
Qily skin is more resistant to external stimuli than dry skin O Wrong 102 3280
, A Answer 186 59.81
Hard cleansing can make your skin thinner O Wrong 125 4019
, , Answer 281 90.35
Deep cleansing and scrubs are good for skin X Wrong ) 965
Use of strong incr bum secretion 0 Answer | 183 | 5884
se of strong cleanser increases sebum secretio Wrong 128 2116
. I Answer 219 7042
Soap cleanse is rough skin with oily membrane removal O Wrong ® 5958
Sum 311 100.00
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Table 6. Comparison of Purchasing Store Difference by Ages

Choice 20's(%) 30's(%) 40's(%) 50's(%) Sum(%) X2(Fisher)(p)
Multi brand shop 80(66.2) 39(42.9) 11(27.5) 17(28.8) 147(47.3)
Department store 9(7.4) 5(5.5 6 (15.0) 15(25.4) 35(11.3)
Home shopping 2(1.7) 4(4.4) 3 (75 4(6.8) 13(4.2) 86.787
Internet shopping 16(13.2) 23(25.3) 3(7.5 3(5.1) 45(14.5) (0.000%++)
Large market 5(4.1) 6(6.6) 9(22.5) 16(27.1) 36(11.6)
Skin care shop 9(7.4) 14(15.4) 8(20.0) 4(6.8) 35(11.3)
Sum 121(100) 91(100) 40(100) 59(100) 311(100.0)
#+n<0.001
Table 7. The cleansing and purchasing behavior difference survey by skin recognition
) ) Importance Interest Satisfaction
Dw. Choice High Low High Low High Sum
Once 9(6.9) 16.1) 12(8.6) 8(4.7) 11(7.8) 9(5.3) 206.4)
Rate Twice 116(89.2) 147(81.2) 115(82.7) 148(86.0) 116(82.3) 147(86.5) 263(84.6)
3 times more 53.8) 23(12.7) 12(8.6) 16(9.3) 14(9.9) 14(8.2) 28(9.0)
x2(p) 7.257(0.024) 2.033(0.362) 1.160(0.560)
1 minute inner 21(16.2) 30(16.6) 32(23.0) 19(11.0) 21(14.9) 30(17.6) 51(16.4)
Time 1-3 minute 59(45.4) 81(44.8) 63(45.3) 77(44.8) 70(49.6) 70(41.2) 140(45.0)
3-5 minute 43(33.1) 47(26.0) 35(25.2) 55(32.0) 40(28.4) 50(29.4) 90(28.9)
5 minuite more 7(5.4) 23(12.7) 9(6.5) 21(12.2) 10(7.1) 20(11.8) 30(9.6)
X2(p) 5.542(0.136) 10.576(0.014+) 3.358(0.340)
Multi brand shop 60(46.1) 87(48.0) 58(41.7) 89(51.8) 66(46.8) 81(47.7) 147(47.3)
Department store 17(13.1) 18(9.9) 1(7. 9) 24(14.0) 15(106 20(11.8) 35(11.3)
Store Home shopping 43.1) 9(5.0 7(5.0 6(3.5 76.0 6(3.5) 13(4.2)
Internet 18(13.8) 27(14.9) 25(18. 0 20(11.6) 22(15, 6 23(13.5) 45(14.5)
The large market 20(15.4) 16(8.8) 29(209 74.1) 17(12.1) 19(11.2) 36(11.6)
Skin care shop 11(8.5) 24(13.3) 96.5 26(15.1) 14(9.9) 21(12.4) 35(11.3)
x*(p) 8.639(0.195) 31 .548(0.000***) 1.162(0.979)
TV radio 3(2.9 13(7.2) 8(5.8) 8(4.7) 6(4.3) 10(5.9) 16(5.1)
Newspaper, magazine 2(1.5) 1(.6) 1(.7) 2(1.2) 1(.7) 2(1.2) 3(1.0
Internet 49(37.7) 59(32.6) 50(36 58(33.7) 50(35.5) 58(34.1) 108(34.7)
Info. Family, friend 37(28.5) 51(28.2) 45(3 43(25.0) 40(28.4) 48(28.2) 88(28.3)
DM-sample 13(10.0) 12(6.6) 7(5.0 18(10.5) 14(9.9) 11(6.5) 25(8.0)
Clerk 20(15.4) 24(13.3) 22(15. 8 22(12.8) 22(15.6) 22(12.9) 44(14.1)
Hospital, pharmacy 6(4.6) 21(11.6) 6(4.3 21(12.2) 8(5.7) 19(11.2) 278.7)
x2(p) 10.390(0.109) 1 0 764(0.096) 4.833(0.565)
Strong 19(14.6) 35(19.3) 26(18. 7 28(16.3) 29(20.6) 25(14.7) 54(17.4)
Less sensitive 68(52.3) 94(51.9) 64(46 98(57.0) 63(44.7) 99(58.2) 162(52.1)
Prefer Functional 15(11.5) 26(14.4) 15(10 8 26(15.1) 23(16.3) 18(10.6) 41(13.2
Organic 15(11.5) 13(7.2) 15(10.8) 13(7.6) 12(8.5) 16(9.4) 28(9.0)
Cheep 13(10.0) 13(7.2) 19(13.7) 74.1) 14(9.9) 12(7.1) 26(8.4)
x*(p) 3.745(0.442) 12.481(0.014%) 6.988(0.137)
Substit Yes 94(72.3) 123(68.0) 106(76.3) 111(64.5) 103(73.0) 114(67.1) 217(69.8)
ute No 36(27.7) 58(32.0) 33(23.7) 61(35.5) 38(27.0) 56(32.9) 94(30.2)
x*(p) 0.679(0.410) 5.010(0.025%) 1.312(0.252)
Sum 130(100.0) ‘ 181(100.0) | 139(100.0) ‘ 172(100.0) 141(100.0) ‘ 170(100.0) | 311(100.0)

*p<0.05, *+p<0.001
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A Aoz AFRHTHP<0.0D).
Table 8. The Cleansing and Purchasing Behavior Difference Survey by Skin Knowledge
Division Choice Sum X(p)
Once 20(6.4) 0982
Number of cleanse Twice 145(82.9) 263(84.6) (0.61 2)
3 times more 18(10.3) 28(9.0) )
1 minute inner 33(189 51(16.4)
Ti 173 minute 71(406 140(45.0) 4193
me 35 mindte 55(31.4 90(28.9) 0.241)
5 minute more 30(9.6)
Multi brand shop 78(44.6) 147(47.3)
Department store 23(13.1) 35(11.3)
Store Home shopping 13(4.2) 26.664
internet shopping 25(14.3) 45(14.5) (0.000%++)
The large market 29(16.6) 36(11.6)
Skin care shop 35(11.3)
TV-radio 16(5.1)
Newspaper, magazine 3(1.0
Internet 52(29.7) 108(34.7) 25,950
Information Family, friend 59(33.7) 88(28.3) © 060***)
DM:-sample 25(8.0) ’
Clerk 31(17.7) 44(14.1)
Hospital, pharmacy 278.7)
Strong 34(19.4) 54(17.4)
Less sensitive 84(48.0) 162(52.1) 3371
preference Functional 23(13.1) 41(13.2) (0' 48
Organic 28(9.0) ’
Cheep 26(8.4)
) Yes 124(70.9) 217(69.8)
Substitute No 51029.1) %4302 0222 (0.637)
Sum 175(100.0) 311(100.0)

=p<0.001
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HRAY T B Aok A%, AL HEAE, WAL Aol Yob BA AL Tl A vlwstel Age ol
Pl A Fel@ Aol7k YT Frlgaol A AAHOR B ST B A il FE PGS ek}
WEBASARS olgaigon NPANEE e IF & 02 ARH S, Y. Leel2719] 700 S4E 7
e e @

EALE, U2 OF2 QYnES ¢ Wol o8 Wiy} 7|eT P g daaAz frefn
= HA7F el mlo]ale] 2 Hud4E AR
2 QAHUE, ‘%L% a5 7S, ITE Y Bl o] &8 $AE, AAA, 58 A ES Hol & AT-E e
Fa1 fAFe It Table 9 L),

P S e 2 she1a]lell aF
EAA ARAA T AT Apolo] fo]u]d B(+) 75014 9 AAEE SPASR sha Ak 7ol
o] A TE EREAL 37414 &9l 8] T 3R AR FETE, BA=gEY, AYTuFEs S5
ot S E, AZFE Abolo] Rdt k(e I FE Fo] ted AR AT Table 10 F+a).
AZE dERT) o] MR PRI B AaFol ARA ARAN F FLEE FETHE )] 9FS, @

Table 9. Investigation of Correlation Coefficient between Skin Recognition, Skin Knowledge, Cleanser
Purchasing Propensity

Skin recognition Cleanser purchasing propensit Skin knowledge
Correlation coefficient ) ) ,
Importance Interest Satisfaction Impulse Brand dependence | Planning Knowledge
Importance 1
Interest 347+ 1
Satisfaction -050 010 1
Impulse -.055 126+ -.080 1
Brand dependence -018 089 -.006 387+ 1
Planning 071 256+ 023 175+ 169+ 1
Skin knowledge 78+ 275+ 145+ .006 -.075 .010 1

*p<0.05, »p<0.01

Table 10. Effects of Skin Recognition and Knowledge on Cleanser Purchasing Propensity Sub—factor

Non-standardization Standardization
Division Dependent factor factor e F t
variable Standard
B L Beta
deviation

(Constant) 2.666 M4 6,446+

Importance -144 074 -117 -1.995+

Interest Impulse 0222 080 167 018 | 7643 2792+

Satisfaction =117 075 -.087 -1.556

(Constant) 2499 376 6.637

Sk",], Importance Brand -.063 .067 -.056 0104 3684 -0.931

recognition Interest dependence 130 072 108 1.792
Satisfaction -012 .068 -010 -0.174

(Constant) 1.848 375 4,904 wxx

Importance ) -.022 .067 -.019 -0.325

Interest Planning 32 072 0262 0257 | 1265 4460

Satisfaction 024 .068 .019 0.348
(Constant) 2.464 180 13.693++

| | . 674+
Knowledge mouise 004 033 006 0060 | 68 106

Skin (Constant) Brand 2.849 161 0475 10807 17.661%xx

Knowledge Knowledge dependence -.040 .030 -.075 -1.330
(Constant) ) 2919 166 17 577+

Knowledge Planning 005 031 010 0100 | 10266 168

*p<0.05, »p<0.01, »+p<0.001
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