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Marketing Mix Factors affecting on Purchasing Intention of
Cosmetics Users by Using Kano Model

*

Choi, Young Jin
Chang, Gyoo Soon*

Abstract

This study is to contribute to the policy decision of cosmetic industry through analyzing marketing mix factors which affects
customers’ buying intention. For this study, marketing mix factors that impact on cosmetic customers purchasing intention were collected
and chi-square independence analysis of SPSS and qualitative analysis technology of Kano & Timko were used. Analysis reached one
conclusion, which factors were maximizing customers satisfaction, shows the price discount policy and recommendation from family and
colleague. Product’s effectiveness, usefulness and skin compatibility were rated as an one-dimensional quality as those factors were
linearly affected when customers needs were satisfied. However product’s containers, package design, colors, brand reputation, low and
middle price, distribution channel and advertising medias were investigated as an indifferent quality and they were rated as low
satisfaction/dissatisfaction coefficient of Timko. Therefore they do not need to invest to those factors too much budget for attaining

customers’ buying intention.

KeyWords: Kano Model, Purchasing Intention, Customer Satisfaction, Timko analysis, Marketing Mix
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