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Abstract :

Journal of the Korean Applied Science and Technology

This study attempted to investigate the value consciousness of purchasing behavior and

purchasing intentions of personal beauty devices for women undergoing self—behavioral therapy. To
this end, a survey was conducted, and a total of 342 copies of data were analyzed. As a result, In
terms of the value consciousness, purchase behavior, and repurchase intention of the individual's

personal beauty device, the value consciousness was the most materialistic, and the purchase behavior
was the most economical. The overall repurchase intention was M=3.73 and SD=0.80. In correlations
among value consciousness, purchase behavior and repurchase intention, positive correlations were
confirmed (p<0.01). In terms of the influence of value consciousness on purchase behavior (aesthetics,

conformity, effectiveness),

‘aesthetic—pursuit factor’

was the largest. In the effects of wvalue

consciousness on the economic aspect of purchase behavior, ‘materialistic factor’ was the highest.
Lastly, in the influence of value consciousness on reliability, ‘self-esteem factor’ revealed the greatest

effect. Furthermore, self-esteem factors had the biggest influence on repurchase intention. The above
results confirmed that value consciousness of women in self—beauty care have a positive influence on

their purchase behavior and repurchase intention for personal beauty devices. It is anticipated that they
would be available as important marketing data in beauty device market.
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Table 1. Personal beauty Device Usage in Home Care

Reasons to use beauty devices in home care Fisher
Sortation Selection Exfolia Elastlglty Skin Moisturizing Total X
tion Wrzilgkles whitening care (p)
20s 23 4 5 8 40
(57.5) (10.0) (12.5) (20.0) (100.0)
305 17 34 6 19 76
age (22.4) (44.7) (7.9 (25.0) (100.0) 28.0§§*
405 12 24 9 13 58 (0.00177)
(20.7) (41.4) (15.5) (22.4) (100.0)
2 8 1 3 14
o0s More than (143 (s7.1) (7.1) 21.4)  (100.0)
. Married 34 33 12 19 98
Marriage (34.7) (33.7) (12.2) (19.4) (100.0) 4.536
Status Single 20 37 9 24 90 (0.209)
(22.2) (41.1) (10.0) (26.7) (100.0)
less than 1 to 23 4 8 6 41
2 million won (56.1) 9.8) (19.5) (14.6) (100.0)
less than 2 to 11 14 0 9 34
Monthly 3 million won (32.4) (41.2) 0 (26.5) (100.0)
average less than 3 to 11 17 1 14 43 47.332
income 4 million won (25.6) (39.5) 2.3) (32.6) (100.0)  (0.000""")
less than 4 to 7 15 6 9 37
5 million won (18.9) (40.5) (16.2) (24.3) (100.0)
5 million won 2 20 6 5 33
or more 6.1) (60.6) (18.2) (15.2) (100.0)
Total 54 70 21 43 188
(28.7) (37.2) (11.2) (22.9) (100.0)
""p<0.001
Table 2 . Personal beauty device value consciousness
Factor name Selection M SD

easy to purchase and convenience is important to obtain information.  4.07  0.78

C There is great curiosity about the new product. 3.87 0.97
Materialistic

The satisfaction that comes from wise purchasing is important. 4,12 0.85

Choose the best product. 3.67 1.02

Total 3.93  0.64

Complement defects, and cultivate yourself. 3.87 0.86

It is expected to protect skin and prevent aging. 4,00 0.83

Self-esteem [ have high expectations for embellishment. 401 092

I always care about other people's evaluations. 341 1.15

Total 3.82 0.71

[ am proud to own a certain brand of product. 318 1.26

Aesthetic 1 think I can express myself through the possession of a specific product. 3.17  1.26

pursuit Buy unusual products that may look different. 3.12  1.26
I prefer a pretty design over practicality. 246 1.21
Total 298 1.02
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Table 3. Purchasing behavior of personal beauty devices

Factor name Selection M SD
Buy a device that looks easier to use. 412 1.00
Aesthetic Buy with interest in the design color of the device. 336 1.16
Look at the design and purchase. 338 1.21
Total 3.62  0.88
Purchase considering the brand of the device. 377 1.03
Buy fashionable devices advertised on the media. 3.46  1.08
Sympathy See the advertising model and buy the device. 270  1.31
Buy a device that a lot of friends or acquaintances around you 366 1.06
buy.
Total 340 0.88
Look carefully at price and quality and purchase. 443 0.69
. Compare with other brands to buy cheap and good devices. 422 093
Economics . . . .
I tend to purchase devices with various functions compared to
. 3.81 1.04
the price.
I tend to purchase devices with essential features. 400 095
Total 4.11 0.62
When I do home care with a beauty device, stress is relieved. 3.44 1.11
Effectiveness [ think the efficacy of famous brands is better. 341 113
skin became moist while using a beauty device. 3.59 095
Skin elasticity improved while using a beauty device. 3.57  0.95
Total 3.50  0.86
The device I am using is more reliable than other products. 3.61  0.93
responsibility  Listen to expert reviews or recommendations and buy a reliable
- 395  0.80
device.
Purchase a device with good after—sales service (A/S). 418 0.85
Total 391 0.70
Table 4. Intention to repurchase personal beauty devices
Factor name Selection M SD
[ want to try various types of devices because I have confidence
. 3.77  0.90
after using them.
I am willing to speak positively about beauty devices. 374 0.86
Repurchase I would like to recommend the device I am currently using to
. . 3.63 096
intention those around me.
[ will continue to use beauty devices. 373 0.92
T will purchase a beauty device again next time. 377 0.95
Total 3.73  0.80

718 ATLE A 88.0%2F H1IgE Myung

1719 A7avet fAksit, dpret 24
£ AFlA ZAasl] did 714 FARA
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An JEZ o9 7Hx|9Ao] tuigE o] F
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Table 5. Analysis of correlation between value consciousness, purchasing behavior, and repurchase

intention
Purchasing behavior Value consciousness
Factor . Mot el Acsther Repurchase
name Aesthetic Sympathy Economics ecti™ responsi= Materl ¢ SEUC fntention
veness  bility  alistic esteem pursuit
Aesthetic  3.62 1
Sympathy  3.40 459" 1
Economics 4.11 276" 306" 1
Effectiveness 3.50 380"  .490" 238"
responsibility 391 309 3687 3527 6227 1
Materialistic 3.93 365 4217 471 4107 1
Self~ 382 3607 4357 371" U465 6237 1
esteem
Aesthetic ) g g™ 497" 197" 459" 30" 3167 4T 1
pursuit
Repurchase 573 gy asae us” e 364 467 360" 1
intention
"p<0.01
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Table 6. The Influence of Value Consciousness on Purchasing Behavior of Personal beauty Devices
among Women in Self—beauty Care

Independent Dependent Unstanc.ia.rdized Standgrdized Durbin—
. . Coefficients Coefficients t
variable variable Watson
B SE Beta
(Constant) 1.269 274 4,640 .000
Materialistic 302 .083 .220 3.626  .000"" 5 082
Self-esteem . 087 082 069 1.058 291 :
Aesthets Aesthetic
esthetic 280 047 322 5962 .000°"
pursuit
Adi-R*  =0.235, F=35.855, p=0.000
(Constant) .656 255 2.575 .010
Materialistic .320 .078 235 4125 000"
Self-esteem 140 076 113 1.832 068 1.78
Aestheti Sympathy
esthetic 318 044 369 7286 000"
pursult
Adi-R’  =0.325, F=55.807, p=0.000
(Constant) 2.198 193 11.386  .000
Materialistic 378 .059 392 6.431 000"
Self—esteem  Economics .105 .058 119 1.816 .070 2.053
Aesthetic 010 033 016 294 769
pursult
Adji-R*  =0.225, F=34.085, p=0.000
(Constant) 1.295 258 5.016 .000
Materialistic -.024 .079 -.018 -.308 758
Self-esteem  Effective 400 077 .328 5171 .000"" 1.411
Aesthetic Hess 261 044 308 5888  .000"""
pursuit
Adji-R*  =0.282, F=45.553, p=0.000
(Constant) 1.749 215 8.122 .000
Materialistic 210 .066 192 3.197  .002"
Self-esteem  Repurchase 285 064 287 4422 00077 1.805
Aesthetic Intention 084 037 121 2067 024"
pursuit

Adj-R* =0.245, F=37.829, p=0.000

EEEY

"p<0.05, “"p<0.01, """p<0.001

Aol HlAl= FF2 F=34.085= 3R] AT QRlo] w245 REHHolA )
fFomet Aew  YERgTH(p<0.001). Durbin- PO AAE el 6o s Xt A 9
Watson2 2.0530.2 @13t 7He] zp7)Aro] 9l |5t}

22 Sst. BARAE 64312 AA AL BEZ o4e] HoKe] TohRFel &
Qe g T Fo JFE wgonl Tl vAL Jge F-455532 Anol
(OO, FoAYE Y 9ol A 2 G fIE slo UL O, Dubin
g nAE WsE SR 5 JAelde]  Wasone 14112 93a o] A7lAwol g
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Ax BEE 49| 7tx|oj4lo] fujsEo] A
Ao mxle IFS F=37.8292 3FFEFO]
Fou)gt Aoz YR tH(p<0.001). Durbin-
Watsong 1.8052 a5}t 7+o] #A7jArTo] ¢le
< ERlstnt. BEEFHL t=3.1972, Zjol&
FAL =4.4222, AnFFTHLE FJA] =2.2672
Aol Folgt  F(+)e]  FgFol  YETH
(p<0.01, p<0.001, p<0.05). =, 7t oA o] &4
FO|H, ZJotEFA, AuFTH Q110 =245
TaiEe] Aol JFS mHtHE AL 9|
2Tt o] F 7HA| QA FpolEFA Qjle] HE
duto] A Hujszo] A= o 7P & 9§
TS X HeE ZRIE

3.5, 4o J[EIE o9l 7tx|el4]o] il
FE[CIHIo|A2] xHFOHC|E0l O|X|= HE
2 A7 Ax JES 49 7HRE =
Ay Qoo s TEHASE tE3 A=A
AAIsEYon Table 70 Uttt A= R
% o9 71x|gjAlo] AFufere] nX= F
e F=37.56322 3ARFo] {oju|gt Ao
UEPSTHp<0.001). Durbin—Watson2  1.644=%
Q2 7he] A7Ee] fe2 g]lsklt. Aot

=

o

ES5HL t=4.8032, AuFTH FA] =3.2512
AFeE] A folgt F(Hel Fago] et
HEHp<0.001, p0.0D). ©f F 7H19141] Hfope
%2 a9lo] Relrjuolx Apofelze] 71y 2
G wAE W SIEgc

o JHEL o oigt &5t ARSSiEA
= oAl AxR
ZHEsH A0 TEE & 4 Qe An HEF
E AFoAE Ax
HElE o4g9] 7hx] oo & 7ielg HeEtist
ol FujEs P zjpujelke] njAE FFS
ot} shglom, O A ohg Zrt
AR, Atz EAn ZAlo] A] HEHuto]A
AFE o]l8l dAydz 20t ZAAAA 57.5%,
30tHet 40th, 50T oAk B W FEI|A]
71 w2 AWE Holn fogt AolE YERY
th(p<0.001). AZojFof metae ujEZe A
A7E, 1Ee @ 9 FE7i4o] P wtent
HoJ3t Aol QU YHAF A4S0 wEbAE=
1009H] o]AF~2007Hd mRke ZFAA| A7} 56.1%
2 7P Wy, o2 AE7AL w®e g
FEMAol 71 Weterw {ogt ZpolE vehd
thH(p<0.001). watA EAlo] A] HE|gjHto]A A}
4 olfE Y d¥d 45 "t o)zt QL
L Aoz yetgth 4. tiARre] Ao0g HE
guto] a0l 74| o)Al FuffE, AEmels A=

S gWE Auelq spHose Eazo

Table 7. The Influence of Value Consciousness on Repurchase Intention among Women in Self—beauty

Care
Unstandardized Standardized
Independent  Dependent potaniardize aneardize Durbin—
. . Coefficients Coefficients t
variable variable Watson
B SE Beta
(Constant) 1.403 247 5.688 .000
Materialistic R b 142 075 114 1.893 .059
Self-esteem b oo Ao 355 074 312 4803 00077 1.644
_ intention
Acsthetic 138 042 174 3251 001"
pursuit
Adj-R* =0.243, F=37.563, p=0.000
"p<0.01, “""p<0.001
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(M=3.93, SD=0.64), ZoFEFAH(M=3.82, SD=
0.71), AwE&=14M=2.98, SD=1.02) =22 1}
Bt FoidEe BAdM=4.11, SD=0.62),
A24(M=3.91 SD=0.70), &3/d(M=3.50, SD=

0.86), &=x4dM=3.49, SD=0.88), AnAdM= 3.

3.38, SD=1.21) &£22 Yt A+ o=
A M=3.73, SD=0.802 Yehom AEZHOo
2 ‘HEdutolAs thox oA Fuid FHo|rt
(M=3.77, SD=0.95)", ‘AMg & Al=|7} A ofF
gt gejo] tupo]lAE ARSSIEIL ATHM=3.77,

SD=0.95)" &&°l =A ueteeh. AA, 7Hx 9 4.

A, Foles, ATl olmo] Ak 2
£ wgsnitte] A(+)o] AR Sam gl
(p<0.0D. DA, AZ HEE o4 759 Ao]
Mg Heristol2e] rfaEe] mAs A
AL JHAoAe] AnETA adle] FujRE
o] Auly, x4 i /B 2 JFS

AL waz selwel, FojaEe] 244 ol 3.

A APl BAFoH aslo], Fujasel
/R]g]/l%oﬂ ] ]‘— Oﬂoko ;(]—o]-}_%«ﬁ _Q_O]o] 7]—7(1—
2 Qg nAE WhE selEgle o, A

= BeE ofyol /X oale] Qg Reldutel 6,

20 Ao e GgNAE AokE
4 gQlo] Arhome] by 2 9FE vAE
4 Ssisic

2 a7 Anes Fgdon 2w, Ax R

I
= o r

s o A7eole] FAH G mAE
(e}

AL & 5 A9 gt B A3 AIE v
o2 JF QRJES AASHL NAHAIZITHH, 4H]
Zke] Yyzo "= AE N g HEgutoe] 8.
& A A" Vx AREN ko] H 4
NS Aolct
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