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Cleaning is an important factor in skin health, however, use of facial cosmetics that are not suitable for a particular
skin type can have a negative effect on skin health. Therefore, recognition and selection of appropriate facial
cosmetics that are suitable to the individual is important. In this study, a questionnaire administered to 200 adults in
their teens and 50s was used as analysis data in order to analyze the effect of the selection factors for facial cosmetics
regarding the purchase behavior and purchase satisfaction for facial cosmetics. The questionnaire consisted of
questions examining the significant gap between the selection factors for facial cosmetics on purchase behavior and
purchase satisfaction. Regarding the research method, factor analysis was performed in an effort to determine the
general characteristics of the survey subjects, and calculation of Cronbach's g 2 coefficient was performed in order
to verify reliability. In addition, a correlation analysis was performed in order to determine the mean and standard
deviation between variables, and a regression analysis was performed in order to determine the effect of preference
factors on purchase behavior and purchase satisfaction. The results are as follows. When purchasing face cosmetics,
the preference for functionality, productivity, economy, and brandliness had a positive (+) effect on purchase behavior.
The preference for productivity, brand, and functionality showed a statistically significant positive (+) effect on
functional satisfaction. The preference for productivity, economy, and functionality showed a statistically positive
(+) effect on aesthetic satisfaction. The preference for productivity, economy, and functionality showed a statistically
positive (+) effect on aesthetic satisfaction. In conclusion, the findings of this study demonstrated that preference
factors for facial cleansing cosmetics have a significant effect on purchase behavior and purchase satisfaction.
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718, 39 59 Ao 2 Ao #Yshe A TITHKim et
al,, 2015).

TYAA AR Aue] g i T A Yol o] F
ojFitte HolA o2 AlgH A TEa FEE 5 9oy
(Shin, 2018), &H|A}= AFE FuiTo2H FAThA 9 7|5
U 3 &% 5o Fojste 2y AnE APz, A
24 7fele] Al 7t E HAZE T A 5 Ao 7199
UM 320 BRHE on|x] A& B A 71T
i s Ak ofyet 7] 9 olg-g SUAlY|E antE 4
4= QtH(Choi & Kim, 2017).

SAE 7199 FADA vHAR ARIES AEEH, otz
HAI G2 9 A% 94E FAA717] Hsl 20009 SR
AASE dgsta FaE AgelE FE3] AYst A=
g, ‘gHad i FAvpe AAE AAES S A £
&3 228 2 9S Y5t SfEATATe] 718k 9l
(Choi, 2022a), T3, ol2dHHA|Y WE AFYHEE Fajo}
Y AAE AYdke s olF ATRE §3
7|2 2l AlE(HARE, 2 HEN)e g £odF dRE
B YAA o FYhstE Z3t 4] 75 AL B2 Q)
th(Hong, 2022).

DAL E S HEA BREE FHoR oA Ti &+
g HAEES 53 Agd 7183 AYS s 3¢ A 5HZ A
‘TR A% Uw AAAE B 143} @A A3y
A A b), FEFEXZAZL 20149%
B Zdugo| 3 ZRAE g FI| A 2EF2 A=Y
o] g ol 3%8 FERIAUGA ] 7]Hstn glom
(Jeong, 2022), 7140 A== 2013W K E Al dujel &
AL W T ARE oL B oA FE 7IY7HE 4
HENA Weg-E, A, &% 5 AYshe Fet 7|an)
AL AWt 9Ith(Koh, 2022), FolstdEL oAl
23 ()& FYstd g H(1)9 Aelg 7 5 )&
119 A g 53 g oMl Huf £0Fo] YRS IAY
AlATao] 7] 23te] 24L& o]Ho| 5 AAY oS 35t
Al AT 9 BFS % Ast A A IS DY cH(Park,
2022).

o|9o = FAFE 7| HES ALY LAY FHES, AA
A & LA 719, AT 88k THREC] R3S 0l
4 S9)=(Pizo & Hwang, 2016), gt 344 vHAR S 2
t IANAY Aoz 83513 Itk (Choi & Kim, 2017), &
, 2 3o 2 g £yt RHEstE T A2l HR
Al 7149 HACE AFE 7ol AL R LHRHES]
oS gwslro 842 SNSY 22 therst YEY I Ad
& Z45te] T 9A uAEE A lth(Lee, 2022).
olggt FoldA nAY S5 719 dd g FALF
o #AAY =& YetliEs A (Kim et al., 2015)3} 7]
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Aol FAAA vHARE drht A&H ol dFHA FHHSY
LA 5 9ujdl= X144 (Choi & Kim, 2017), 3 AA uHAE
o gt 7199 5% et AUAEE st JPPe=
H7Heth(Pizo & Hwang, 2016), EHES} Aol w2 39
AA AR LE AT HAHEQ} 7] ol gt 2R 33 A
o] Hhg-2 o|Fo] W 9lom(Park et al., 2005; Min et al.,
2010: Kim et al., 2015), 371302 &5 FAAA vH
B2 A A% 7199 dAE Yeilie Fa% 948,
B = oju|R]E FFAAZITHKim et al., 2015; Baek & Kim,
2015; Pizo & Hwang, 2016: Park & Choi, 2017), E3t, &
AA wARY HE ot AFAHL BHES gt &
oAl AH|A}; whgofl FEFS A= AR YEETHOh et
al,, 2011; Kim & Kim, 2012; Pizo & Hwang, 2016; Jin &
Nam, 2017: Shin, 2018).
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Figure 1. Research model.
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ATEA 3. B9E 7199 T vAY BALA 5l
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Table 1. General characteristics of this study subjects

T2 N=(Y) HE®%)

20t} 114 343

Sk 30TH 146 44.0

40t} 72 217

1E o|s} 67 20.2

i 294 () &4 188 56.6

43A () ED ol 77 232

LI 65 19.6

3AH 115 34.6

219 23 64 19.3

FH 27 8.1

kel 58 17.5

7| e 3 0.9

%Xo‘% 71‘?3-3 T4 Qleh 267 80.4

310 o

° @2} y;j T e 65 196

3HFE 7199 =g 203 61.1
S AA ARl

PARS Pk AT, 129 38.9

A 332 100.0
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Table 2. Factor analysis cosmetics companies' cause-related marketing
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A&4 o] IAE 7199 3 AA niAEL e A5 FEFT) 852 2631 25582 58354 827
o] 3 7199 FAUHA vpARE-E A& BAHA L Qit, 771
o] E 7199 FAAA AL &5t 826
AAA o] 3E 719 T AA vhAELS WETkst), 802 Ll 20ml 78375 88
o] 3HE 719 T HA vHA R A5 773 ' ' ' '
o] 3E 7|9 FAAA vpAELS F A3} 764
Table 3. Factor analysis of brand image and brand attitude
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22l 23 S R EE
s o] FFE BAHC = Hyo| Fr}, 902
oju]z © EEE HAEE P 860  3.834  31.865 29.865 901
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8¢ 1(32.772%)& o] 3E 719 T AA AR A
woFet of= A& LA, o] BFE 7199 FAA |t

< A AT AT FHo] Aok, o] AE 71U ¥
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Table 4. Relationship between variables
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Table 5. Effect of cosmetics companies' cause-related marketing on brand image and brand attitude

TEHS ki B t F R?
A 574 11.4317

HIY T o]u]x| 244 373 6.906™ 126.337" A75
XA 405 9.745™
234 294 5.525™

HIC g 244 207 4.006™" 113.905™ 457
A4 A70 10.862""

**p<0.01, **p<0.001.
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Table 6. Effect of brand image on brand attitude
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