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The effect of beauty interest on mask pack satisfaction and
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Abstract The purpose of this study is to analyze the effect of beauty interest on the satisfaction of mask
pack use and repurchase. This study analyzed data from 305 copies of the questionnaire on SPSS. The
analysis was done using the v21 statistical package program. The results of the analysis showed that
the sub-factors of beauty interest had a statistically significant positive (+) effect on the mask-pack
satisfaction level, and the sub-factors of mask-pack satisfaction level had a positive effect on
repurchase intention. . As a result of this study, the higher the consumers' beauty interest, the more
important the satisfaction of using the mask pack, and accordingly, the intention to repurchase was
increased. Through this study, we can expect successful marketing effects if the mask pack sales

company understands the needs of consumers and uses them as marketing elements.
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Table 1. General characteristics of survey subjects

division N %

20's 164 53.8

30's 69 226

age 40's 31 10.2

50's 33 10.8

60's 8 2.6

student 76 249

housewife 18 5.9

iob General office worker 15 4.9

Service, Sales 132 433

self-employment 33 10.8

Other 31 10.2

Less than 100 ~ 2 million 17 384

Less than 200 ~ 3 million 110 36.1

income Less than 300 ~ 4 million 24 7.9

Less than 400 to 5 million 13 43

Other 4 13.4

Less than 1 ~ 5 thousand 178 58.4

Home Care Less than 5 ~10 thousand 103 33.8
Purchase Less than 10-15 thousand 19 6.2
cost Less than 15-20 thousand 2 0.7
Less than 20 3 1

total 305 100
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Table 2. Verification of validity and reliability of beauty

interest
factor
question Appearance " 2N299M Asearance
Confidence interest
Interest
If youvhave troub\e with your skin, 766 126 _083
you will be worried all day.
| spend a lot of time on my looks all 723 174 089

day.
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| want to learn new ways to change 633 033 3
my appearance
| think self-confidence comes from 626 043 374
my appearance.
\mv(;/orry about the evaluation around 622 111 468
| know a lot of body care products _
that can be managed at home. 237 50 118
| kn_ovv a lot about how to maintain 100 796 ~038
a slim figure.
| know a lot of basic cosmetic 019 737 389
products.
\ml;tnovv how to massage if | pack or 030 631 486
It 's fun to go to a cosmetics shop 356 410 320
and look around.
| am interested in my appearance. 133 .034 .894
| always try to improve my 300 170 779
appearance.
Eigenvalue 4523 1.834 1.275
Distributed Description 37.689 15.28 10.622
Accumulation explanation 37.689 52.969 63.591
Reliability .783 .787 .821
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Table 3. Satisfactory validity and reliability verification of
mask pack use

factor
question Improvem . Product
ent Feeling strength
Do you think it's elastic? .825 198 .057
Do you think the size of the pores is 812 -015 035
smaller? ’ ' :
Do you think sebaceous glands have 793 039 079
improved? : ’ .
Do you think wrinkles have improved? .768 150 -.087
Do you think the skin tone is 709 216 264
brightened? : ’ .
Do you think the problem is improved?| 695 -.003 .287
Do you think the pigmentation has 658 074 092
improved? : ’ .
Do you think there are many mask pack 592 351 101
features? . ' .

Do you think the skin is moisturized? 481 410 .357
Are you satisfied with the mask pack 063 807 096
fragrance?
Are you satisfied with the mask pack 137 759 182
texture?
Do you think adhesion is high? 109 700 332
Do you think the sustainability of 296 533 372
improvement is high?
Do you think it's easy to use? -.040 175 802
Are you satisfied with the capacity and 101 154 787
price?
Do you think the safekeeping is safe? | 225 261 554
Do you think utilization is good? 472 164 484
Eigenvalue 6.505 2616 1.235
Distributed Description 36.14 14532  6.861
Accumulation explanation 36.14 50.672 57533
Reliability .898 77N .708

32.3 MT0H Olzo| CHSt EfTA U AT 2HF

Al ool Tt ey R AHE A5 Ak
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Table 4. Validity and Reliability of Repurchase Intention

factor
question Repurchase
intention
If you get satisfactory results after use, you are willing 873
to repurchase. :
| will try to repurchase by referring to the feeling | 869
have used. ’
| would recommend someone else to use my mask 836
pack. :
Use mask pack is suitable for me in every way .819
Eigenvalue 2.887
Distributed Description 72.165
Accumulation explanation 72.165
Reliability 871

3.3 X0 &4

F9 W57 2jo|E Lobr 7] fiste] YRR EA
EX(ANOVA)Z A AI= Table 59+ Zth. HElT
A 3929 QEARAITZHF=5.837, p{.000), T4
%(F=10.194, p<.000), Q=A% (F=8.123, p<.000) 3
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Table 5. Beauty interest and frequency of use of mask

pack, ANOVA
D\e/gﬁgslim group N M+SD F p
everyday” 17 391:024
Once every 23 35 3410.11
days
Once ey 8 7 369:0.16
Appearance  Once g week® 61  346:0.08 5837 000
Confidence 5 t ablc
noe every ™Wo gy 3.4610.04
weeks
Once every three 7 3454017
weeks
Once a month” 78  3.05:0.08
everyday’ 17 3.56$0.29
Onoe every 23 35 3574009
days
Once dzvyiw 8 27 354011
Management  once 5 week” 61  335:009 10:194 000"
interest Once every two ab
§S 80  3.44+005
weeks
Once even/athree 7 264026
weeks'
Once a month® 78 2.79:0.09
everyday’ 17 457:0.23
Onoe every 23 35 3824012
days
Once every 45 o7 4941021
days | 8123" .000***
Appearance  Once g week” 61  4.13t0.09 77 alblc(d
interest Once every two
N 80 347008
weeks
Once even/athree 7 340.18
weeks'
Once a month™ 78 3.7120.1
p(.000

3.4.1 RERAEQ} DA AIZRISE Bzt
| WHES} vRAT ] ARSI O] A 24
TH= Table 67 Zom, B BAEe} npAI® ALE
gEEE Zhof o3t A(+)Q] ATA|(r=.259 )F Ho]
2, He BHE] SH9IEe RAAIZES vhag A}

>~

grEE 519l AR ZHr=.260"), AEH(=,175")

Fomet J(H9 JHAE BYoH, RE #HE
T Wz 519189l T FAEE npATH ALETEE
TR F ML (r=203"), AF_ZHr=.117), A=
(=181 Sou|dt H(+)9 AHIAS 2oH
FE TAE Al AR sFESQ] o FHEE= vhA
9 gEE SYREel ARRZH(r=395), AEE
(r=291")3} |u|gt H(+)9] ABAS B}
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Table 6. Beauty affinity and mask pack use satisfaction
correlation analysis

Total Mana Satisf
b Appea Appear action Produ
eaut geme ... Impro .
rance ance with Feelin ¢t
) Confid . interes mask g streng
intere intere n
t pack th
st st
usage
Total beauty 1
interest
Appearance -
Confidence 831 !
Management g4 jgge 4
interest
Appearance  gag* gooxr gy0m 1
interest
Satisfaction with 259" 165" 230" 236" 1
mask pack usage
Improvement 168" .073 203" .110 .929" 1
Feeling 2867 260" 117" 395" 706" 4617 1
Product strength 251" 175" 181" 291" 683" 480" 548" 1

“p(.017p¢.05

3.4.2 DIATW ALZDEELZQ} IO 9| 22
=
opAS ) ARSI OF A o|wrhe] Ak BA A
F}= Table 73 o0, upATH AREUREE O} 2 Luf
Awzte] foldt A1) AREA(r=578")E Holx,
9 EEo] SRRl mEAAM(=457"), AR
(r=526"), AEL(r=610) BF o3t F(+)] A
TAE BAck

Table 7. Satisfaction of mask pack use and intention
correlation of repurchase

Satisfact
ion with Improve ) Product Repurcha
mask Feeling strengt  se
pack h intention
usage
Satisfaction with mask pack 1
usage
Improvement 929" 1
Feeling 706" 4617 1
Product strength 683" 480" 548" 1
Repurchase intention 578" 4577 5267 610" 1

01
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Table 8. The effect of beauty interest on improvement

degree

o F- R
division B SE B t el value (AdiR)
a constant 2498 209 11.96 .000
Appearancs  _gpg 05y -3 -46 646
Confidence
" ; 4353 .042(.3
anagement 476 o054 207 3281 0017 2)
interest
Appearance

} .016 049 022 321 698
interest

Dependent variable: Improvement
“p(01

352 714 2 A&

HE BAHEZ} uAT Y ARGR) H|A = IS HE
s7] 9lete] a8 HEAE AAISE 3= Table 93t
2t B3 syl A2 16.3%0]H, 3H4
L BAFo=z fougt Aoz EAEQITF=19.524,
p<.000). 54 ¥ H2E BE T 5191821 ¢
I TAE(8=.369, p{.000)7F T4 W AERol B
AFoR Fou|dt F(H)9 FFE WA= A= e
Sk ol2g Axte @9 REIMIE(2]9] ArATtet
FARGE At -2 YR

Table 9. The effect of beauty interest on feeling

division B S.E B t p  F-value R(é)dl’
a constant 2118 186 11.447 .000
fppearance 79 055 091 1.416 158
Confidence
Management 19.5624 1631
nag -046 .048 -056 -.956 .34 : 55)
interest
Appearance  o5s 044 369 5842 0L
interest

Dependent variable:Feeling

“"p¢.000

353 714 3 4

e AT} upaATw AEFY v|R e IS HS
517] $i5te] thEslAEAES AAISE Z3k= Table 107
2ot B2 slARg9 A 9.1%014, 374
2 BARCRE [|ougt AoE EA=ITHF=10.027,
p<000). 54 ¥ H2E BE IHEY 5191821 ¢
I BHE(8=.256, p.000)7t F< Wl AEHo &
AFoR Foulet F(+)9] FFE HIA= AR UE
ok olgk Adte Ao YETHE[17]9] A+E
et fARE A vEch

Table 10. The effect of beauty interest on product power

o ~ R
division B SE B t p  F-value (AdiR)

a constant  2.612 .185 14.138 .000

Appearance 006 054 007 104 917

Confidence 091(0
10,027 “o¥

Management  go5 47 04 1364 174 82)

interest

Appearance 169 43 256 3892 0007

interest

Dependent variable: Product strength
""p¢.000

354 714 4 &3

AT AT} Ao o] WX JFS
A7) Aote] 3] TS HAISE I Table
113 2tk B448 SARge] 488 44.1%0],
A4S BAFCR |fougt oz EAEC
(F=79.131, p<.000). &9 W H2E opAIW AT
9] st a%IQl MME(F=.144, p<.004), AH&ZHB
=.232, p<.000), AE(8=.423, p<.000)7} Z& =9l
A7 oo BAFHCRZ Foulgt H(+H)] FFE vl
e AoZ Yepyttt. ol Aak= 8Hs|9] 7|2 )
FE(1819] A+t fARRE ATE e

Table 11. Effect of mask pack use satisfaction on
repurchase intention

division B SE B t P value (Adi.R)
a constant) .042 223 187 .000
Improvement .171 068 144 2922 004"
Feeling 289 067 232 4339 000 791'13 ('2%
Product g3 g9 423 7973 000"
strength
Dependent variable: Repurchase intention
“pC.000, “p¢.01



FEEAETE OpAIY ALZTEE 3 L0

Q=0 Oxl= F& 297

4. 72 Y =9

£ A7 A HejSo] Sojuh Edlso] 9 nh
A9 ofei A FEE ol §5) vhAaTHE T
o ALBSIE ClEe o el BAE thad
A S, Ao ol Sl G sl &
HRHEO] RS} Lo nhATE He Beshy 34
B A S
A PP AN i 72422 ARSI 59
oh 2 7o 34 AnE aoktel thewt Ytk
AR, B BHEY S48 olw Aag, vl T

. 93 BAE 379 89l0% THEYT, of nhA
S AL MEEe] $49 AHE, A8, AR 374

o SAACE Fuet AHY FFS A= A=
AYATO] HETA} 5245 Helnelgso] 9u
B4 9 R g ouelniaTe gu PIE
o wE AFH] APAT] BAANTIATE A
Ao Z Vet ESH npAIH AL =L O] £40]
SR, A8 AEY 371 A7 olEae] o
o Y0 FFL AL AoE AGUSE] mE
7Z4E Fololw ws|18]e) Haddrel A
AN Uepitt. olo] wel, A HE|So] EdssiE
Z B BT wet npAgm g BEEE e
A % 9ok Urepdeh. olo] AuAEL HE TAET}
FoMISE U TAAQl thATHS HA Sk A
¥4 9k
2 Ao 27e 5 v @2 viaam wujREo]
43A TR e S| 98 AREPEo) Aleke o
o3} gk 3, B BAES] BE nhaTE g%
& Aolk k. el vl SRS H
WdF-2el T2 g YERA] Sl e 4
W= 71“14011, Q] vpAT g JehE £2 A
oltt. 24, # WX} EoldaSE AT o= ot &
opitt. o]& &) Ao WEET} Ford 4 =
£ e HEst 71s 9 ARYEE Adsto] &
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