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The Effects of Shopping Orientation of Students Majoring in Beauty
On Satisfaction In Beauty Contents and Purchasing Behavior
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Abstract This study investigated the effect of shopping orientation of college students majoring in
beauty on satisfaction in beauty contents and purchasing behavior. For the study, a survey was made
and with the use of Spss 21.0, a frequency analysis, an exploring factor test, a reliability test, a
correlation analysis, and a linear regression analysis were conducted. The results of the investigation
are presented: First, trend—pursuing, convenience—pursuing and pleasure—pursuing orientation had
significant effects on satisfaction in beauty contents. Second, in respect to the effects shopping
orientation had on purchasing behavior, pleasure—pursuing, trend—pursuing, brand—pursuing,
convenience—pursuing and price—pursuing orientation had a positive effect on purchase behavior.
Third, as for the effect of satisfaction in beauty contents on purchasing behaviors, the more satisfaction
in beauty contents, the more purchase behaviors were found. Therefore, this study aimed to identify
the cause and effects between purchase orientation, contents satisfaction and purchasing behaviors in

beauty students and provide basic data for marketing strategies.
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Fig. 1. Research Model
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Table 1. General characteristics

code N %

under 20 97 36.3
21 68 25.5

Age
22 53 19.9
over 23 49 18.4
2 year 144 53.9

college type

4 year 123 46.1
1st grade 86 32.2
2nd grade 102 38.2

Grade
3rd grade 47 17.6
4th grade 32 12.0
1 day 23 8.6
2 days 77 28.8

: 44 .

Beauty contents 3 days 16.5
usage frquency 4 days 38 14.2
fweek 5 days 44 16.5
6 days 27 10.1
7 days 14 5.2
Total 267 100.0
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Table 2. Validity and Realibility tesr for shopping orientation
. Code
questions

Coo Tro Bro Plo Pro

I usually purchase beauty goods I intend to purchase at near—by stores. 841 044 .007 .082 136
I usually purchase beauty goods at stores near residence .826 .023 .006 192 132
I usually purchase goods from stores that have better access when I am hesitating to purchase.| .810 174 —.001 145 .079
I usually consider easy access to stores as important when I buy beauty goods. 778 163 .055 .049 —.049
I prefer beauty goods stores that are located in the nearest distance .750 .016 261 257 .027
I am very sensitive to beauty goods trend. .026 .859 156 .054 169
I enjoy to buy trendy beauty goods. .071 .822 226 105 152
I carefully look at the latest fashion in buying beauty goods. 127 .800 .043 147 153
I purchase beauty goods as soon as possible when the latest fashion information is heard. 211 .689 268 124 231
If T find a brand I want, I continuously purchase beauty goods with the brand. 071 125 .887 .065 .058
I consider the brand I prefer in purchasing beauty goods. .054 .250 .833 194 .002
I have the preferred beauty trend. .089 156 735 —.006 319
I purchase specific brand beauty goods. .031 104 .626 .059 .339
I prefer to purchase a bunch of lower—priced beauty goods to a single higher—priced beauty goods.| .242 144 .095 .867 .022
I prefer to purchase several low—priced beauty goods with similar functions 177 .325 141 743 .166
I hesitate to purchase beauty goods because of price. .186 —.004 .047 742 181
I enjoy purchasing beauty goods. 163 .249 215 -.010 797
I usually purchase beauty goods impulsively. —.022 181 292 277 .700
I am interested in purchasing low—priced beauty goods. 169 .373 116 271 673
Eigenvalue 3.476 | 3.062 | 2.809 | 2.235 | 2.033

variance explanation(%) 18.294 | 16.117 | 14.786 | 11.762 | 10.702

cumulative explanation(%) 18.294 | 34.411 | 49.197 | 60.959 | 71.661
Cronbach's a .881 872 837 .802 791

1. B 574 : Coo, FAFTAE  Tro, FEFT8%F : Bro, N7 A4 : Plo, 7HAFT 4 : Pro, FEIZW= W=k @ Bes, 773E : Pb

KMO=0.855, Bartlett's test x2=2764.215 (df=171, p=0.000)
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Table 3. Validity and Reliability Test For Satisfaction in

Beauty Contents

) code
questions

Bes

I am satisfied with beauty contents in Youtube. .894
I am happy to use beauty contents in Youtube. .890
Youtube beauty contents are valuable to use. .866
I feel time flies while I am using beauty contents in Youtube. .858
Youtube beauty contents satisfies the needs of use. 831
Eigenvalue 3.769
variance analysis(%) 75.382
cumulative explanation(%) 75.382

Cronbach's a 916

HEZE= 5% Bes
KMO=0.869, Bartlett's test »2=940.985 (df=10, p=0.000)
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Table 4. Validity and Reliability Test For Purchasing
Behavior

code

questions
Pb

I will like to use products advertised through Youtube 907
beauty contents :

I will use products advertised through Youtube beauty 898
contents on a regularly basis. :

I will continue to use products advertised through Youtube
beauty contents.

I will recommend products advertised through Youtube
b .874
contents to friends.

T will tell positively

products advertised through Youtube 895
beauty contents. :

Eigenvalue 3.838
variance explanation(%) 76.764
cumulative explanation 76.764

(%)
Cronbach's a .923

T8 : Pb

KMO=0.880, Bartlett's test ¥*=1008.382 (df=10, p=0.000)

4.3 71=EA 2 ZaaA HS

F8 Wge] Vel 9 2 i 3 duelE 1
g A¥b= <Table 6> At WA =8 W9] 7|87
B Avt 2% Ako] 5192018 ‘He|St Aeko]
It 3.557, ‘HMEFT AdFo] Ft 3.35%, AHEFT A
aFo] Wit 3227, FHAZRT AdFo] W 3174, ‘63

T AdFo] It 2.994 £o= Vel HE Zelx
WS E s Iyt 3444, Fujdse Ho 2,979 02 1}

Qo1 HelF+ AJ3(r=.357, p<.001), 73
(r=.450, p<.001), AZZ=T A3 r=.3%, p
F- A8H(r=.445, p<.001), 7}A*

Table 5. Descriptive statistics and correlation analysis

p<.001) HE| Zel= WHrol BAH o7
()] FABATY = Ao YeRtar, A e
skl Aol F+ A (r=.361, p<.001), FFF7
A8H(r=.523, p<.001), FEFT A ZH(r=.443, p<.001),
T A3 (r=.573, p<.001), 7FAFT A8 (r=.437,
p<.001) vl P FAHOZ Fofuldt H(+)2
JAAIZE Q= Ao R UEbRTh 8k JHE] Zel= vk
5(r=.485, p<.001)+= Tl 5 SAH SR fofn]
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Table 6. The Effects of Shopping orientation on the
beauty contents satisfaction

standardized regression |standardized

code coefficient coefficient t D

B S.E B
(constant) 1.086 .225 4.820 .000
Coo 191 .055 .198 3.464#x | .001
Tro 185 .056 212 3.315%x | .001
Bro .150 .056 163 2.698#x | .007
Plo .149 .059 .170 2.521x* .012
Pro .045 .056 .049 .802 424

R2=.323, Adj. R*=.310, F=24.866+**, p=.000

HoF=43E ¢ Coo, Fra¥F7+d%F ¢
Plo, /1A% 4% :
#p<.05, *xp<.01, ***p<.001

e

Tro, %4EF743F : Bro, A5 A% :

27 Aol HE] Fe= U5 nXe 9FE A
¢ A7R= <Table 6> At} #4147 fl574%F
(B=.212, p<.01), AJFTAFH(PB=.198, p<.01), A==

TABH(B=.170, p<.05), FEFT4ZHB=.163, p<.01)°]

Shopping orientation
code M=SD Bes Pb
Coo Tro Bro Plo Pro
Coo 3.55+.753 1
Tro 2.99+.834 271 1
Bro 3.22+.787 203" .438™ 1
Plo 3.35+.827 279™ 556" 497 1
Pro 3.17+.798 435™ 377 287 430" 1
Bes 3.44+.726 357 450" .394™ .445™ .335™ 1
Pb 2.97+.741 361 523" 443" 573" A37 .485™ 1

HYFAE - Coo, FAFTAE :
“p<.01, "'p<.001

: Bro, &

7 4% ¢ Plo, 7HAFT A% ¢ Pro, FEIZEE WL

Bes, TuldE © Pb
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Table 7. The Effects of Shopping orientation on
purchasing behavior

Non— standardizati
code standardization factor | on factor t D
B SE B
(constant) 242 .208 1.164 .246
Coo 134 .051 .136 2.638" .009
Tro 191 .051 215 3.711™ .000
Bro 132 .051 .140 2.577" 011
Plo .258 .055 .289 4.736™ .000
Pro 123 .051 132 2.387 .018
R*=.447, Adj. R*=.436, F=42.167"", p=.000

H|F749%F 1 Coo, FAFTAT 1 Tro, AEFTAZ 1 Bro, T 4%
Plo, 7]. —r =k /dafk
"p<.05, "p<.01, ™p<.001
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Table 8. The Effects of beauty contents satisfaction on
purchasing behavior

Non— standardiz
code standardization factor fitclz)(r)lr t D
B S.E 6]
(constant) 1.267 193 6.569 .000

Bes 494 .055 485 9.017™ .000
R2=.235, Adj. R*=.232, F=81.315"", p=.000
"p<.001
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