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Abstract This study aims to provide data on attitudes towards the use of Homecare beauty devices
in correlation to narcissism of women between ages 30-59. Through statistical analysis of 563
survey questions, data displayed that respondents’ age, level of education, marital status, economic
status, and career status showed a strong correlation with implicit narcissism, while explicit
narcissism only showed a correlation with age and career status. The most popular skincare
location was shown to be 'self-provided at home', and the most popular item purchased being
'galvanic devices'. Secondly, attitudes towards the use of homecare beauty devices in correlation
towards implicit narcissistic respondents were only to the consideration of its use, while explicit
narcissists displayed a strong correlation between the purchase of a product and the
recommendation of others. While this is the first study on attitudes towards homecare beauty
devices in relation to a personality-based trait like narcissism and it displayed meaningful results,
a more in-depth study in the future dealing with a larger region and respondent groups of a wider
age and gender group should be undertaken.
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Table 1. Analysis of Factors Correlation to Narcissism

Topics Factor Cronbach's
1 2 [
| have a tendency to show off if given the opportunity. 777
| like to receive attention from others. 773
| enjoy being the leader of a group. 718
Expligit | demand to be treated the way | deserve. .700 a5
Narcissism | like to lead new trends and styles. 664
| am proficient at stating my own opinion. 656
| enjoy looking at my reflection in the mirror. 576
| can live my life the way | want to. 463
| am sensitive to the judgement of others. 814
Sometimes | take others’ criticisms too harshly. .808
| find it difficult to make decisions on my own. 730
Impligit | feel uncomfortable to be in large groups or with people | am not familiar with. .703 938
Narcissism | am not confident in my skin and figure. 643
| frequently find myself envying those that are more beautiful or have better skin than | do. 625
| enjoy being alone. 463
| do not like to see my reflection in the mirror. 453
Eigenvalue 3.913 3.832
Variance 24.456 23.947

Cumulative Variance

24456  48.403

KMO = .886, Bartlett's test x?=3381.800 (df=120, p=.000)

A71oo] tiek 821 24T g A5 YA
FA4E B4 (Principal Component Analysis)®H}
Aws)d el VARIMAXE ARgsie] Q9184
(Factor Analysis)& AA| ot A3} /9] =50 0002
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Table 2. Differences in Levels of Implicit Narcissism Based on Factors in Survey Subjects
Standard

Factors N Average Deviation t/F p Scheffe
30s (a) 247 2.81 .80
Age 40s (b) 177 2.58 61 14.899™ .000 ayb,c
50s (c) 139 2.42 .58
High School or Below (a) 301 271 74
Level of Education Associate or Bachelor's Degree (b) 214 2.68 67 4297 014 a,byb,c
Post-Graduate Degree (c) 48 244 62
. Married 343 2.51 64
Marital Status . . -5.386 .000 -
Single/Never Married 220 2.84 76
. Seoul 340 2.65 .70
Place of Residence . .369 713 -
Gyeonggi, Incheon 223 2.63 73
Middle-Class or Above (a) 139 2.52 .67
Economic Status Between Middle and Working-Class(b) 248 2.62 72 4.871" .008 c,byb,a
Working-Class or Below (c) 176 2.76 72
Unemployed 137 2.60 67
Professional Occupation 133 2.65 .68
Self-Employed 91 2.48 62 -
Current Employment . 3.868 .002 -
Employed Full-Time 11 2.84 .80
Employed Part-Time 63 2.80 72
Student 28 2.66 73

" p<.05, " p<01, ™ p<.001

412 ZNTHYA Lehs] SHOf M2 X A7jof (M=3.23)(M=3.18), 3071(M=3.03) &2.& 30t <
2l %0l A2 A7|oi7E 7P Wekal(F=5.420, pC01), AP
AR QRrE EAo] b2 odH A7lofe]  AYAM=3.27), BEA(M=3.22), FEEIM=3.13),
ZoloflA} Table 33 Zo] AR o] Folulstgle  HIM=3.06). FH(M=3.04), L #AM=3.01)
U, 53, 284, AFA, A S0l e Aol w0R A A|o7h wTHE=2.653, p<.05).
= FAFE 5%IA FofulstA] okt A2 40t

Table 3. Differences in Levels of Explicit Narcissism Based on Factors in Survey Subjects

Standard
Factors N Average Deviation t/F p Scheffe
30s (a) 247 3.03 72
Age 40s (b) 177 3.23 58 5.420" .005 b.c)c.a
50s (c) 139 3.18 61
High School or Below (a) 301 3.08 68
Level.of Associate or Bachelor's Degree (b) 214 3.18 63 1.845 169 -
Education
Post-Graduate Degree (c) 48 3.21 59
Married 343 3.16 64
Marital Status . . 1.388 166 -
Single/Never Married 220 3.08 .69
Seoul 340 3.15 64
Place of ou 779 437 -
Residence Gyeonggi, Incheon 223 3.10 69
Middle-Class or Above (a) 139 3.15 71
Economic Status  Between Middle and Working-Class(b) 248 3.18 63 2.310 1100 -
Working-Class or Below (c) 176 3.04 65
Unemployed 137 3.04 64
Professional Occupation 133 3.22 .65
Self-Employed 91 3.27 57 .
Current ploy . 2653 022 B
Employment Employed Full-Time 111 3.01 68
Employed Part-Time 63 3.13 .69
Student 28 3.06 73

* p¢.05, ** pd.01
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Table 4. Attitude of Skin Healty Care in Test Subjects

A A, d8s(22]9] AgdT Aneke &
Al Aot AR2A20], HHAE, ARlAdRe], YA
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A7 ATIE SAR Adfolt,

Factors Frequency(N) Percentage(%)
Self-Performed at Home 286 50.8
Skincare Routine Aesthetician Program 141 25.0
Hospital or other Medical Program 136 24.2
Wilingness to purchase a Willing to purchase 291 51.7
Homecare Beauty Device Not willing to purchase 272 483
Amount willing to pay for one Under 50,000 346 61.5
skincare session(Won) Between 50,000 and 100,000 217 385
Total 563 100.0

Table 5. Attitudes Towards the Use of Homecare Beauty Devices

Factors Frequency(N) Percentage(%)
. Has purchased before 236 41.9
Purchase Experience
Has not purchased before 327 58.1
Ultrasound Exfoliator&Beauty Massage Equipment 98 19.7
Sebum Vacuum Suction 13 2.6
Facial Mist Maker 48 9.7
Type of Purchase Microcurrent/Galvanic Face Roller 25 5.0
Purchaser (Multiple Callus Remover 20 4.0
(Total= 236) Responses, Galvanic Device 113 22.7
Total=497) ) . - )
High-Frequency Prisma Radiation Wave Beauty Device 22 4.4
Vibration Cleanser 50 10.1
Low/Mid Frequency Beauty Device 31 6.2

LED Face&Scalp Device 77 15.5
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(Continued)
Table 5. Attitudes Towards the Use of Homecare Beauty Devices
Factors Frequency(N) Percentage(%)
Wrinkles 45 10.9
To Improve Elasticity 117 28.4
Pigmentation and blemishes 48 1.7
Reason for Purchase Sensitive skin 25 6.1
(Multiple Responses, )
Total=412) Pore Expansion 42 10.2
Acne and sebum removal 42 10.2
Uneven complexion or skin dullness 39 95
Concerns for dry skin 54 13.1
Purchaser Under 300,000 68 28.8
(Total= 236)  » int Spent on Between 300,000 and 500,000 9 39.8
Purchase Between 500,000 and 700,000 27 1.4
(Won) Between 700,000 and 800,000 8 34
Above 800,000 39 16.5
Door-to—-door Sales 32 13.6
Department Store 27 1.4
Method of Purchase Internet 75 31.8
TV Home Shopping 52 22.0
Electric Appliance Stores or Specialty Stores 50 21.2
Highly Dissatisfied 8 3.4
Dissatisfied 46 19.5
Satisfaction of Use Neither Satisfied nor Dissatisfied 65 275
Satisfied 100 424
Highly Satisfied 17 7.2
Hlghly Unlikely to Recommend 10 4.2
Likeliness of Unlikely to Recommend 53 22.5
Recommending the Neutral 52 22.0
Product Likely to Recommend 107 453
Highly Likely to Recommend 14 5.9
The price is too high 65 19.9
It seems ineffective 83 254
Non-Purchaser Reason for lack of A lack of time 5 1.5
s purchases of Beauty That they might not use it routinely 125 38.2
(Total = 327) Device products A lack of available information 33 10.1
Lack of economic status 10 3.1
An inability to trust the production or sales company 6 1.8
Total 563 100.0

42 XP|0f0| T2 B30 HEICIHIOIA OIS Bz
of x|
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Table 6. Differences in Attitudes Towards the Use of Homecare Beauty Devices in Correlation to Implicit Narcissism

High Low Total )
Factors X2(p)
N % N % N %
Purchase Has purchase experience 87 34.8 149 47.6 236 41.9 9.359"
Experience No purchase Experience 163 65.2 164 52.4 327 58.1 (.002)
Ultrasound Exfolla.tor&Beauty Massage 32 183 66 205 98 19.7
Equipment
Sebum Vacuum Suction 3 1.7 10 3.1 13 2.6
Facial Mist Maker 17 9.7 31 9.6 48 9.7
Type of Microcurrent/Galvanic Face Roller 10 5.7 15 4.7 25 5.0
Purchase Callus Remover 6 34 14 43 20 40 -
(Multiple
Choice) Galvanice Device 35 20.0 78 242 13 22.7
High-Frequency Beauty Device 10 5.7 12 3.7 22 4.4
Vibration Cleanser 23 131 27 8.4 50 10.1
Low/Mid Frequency Beauty Device 8 4.6 23 7.1 31 6.2
LED Face&Scalp Device 31 17.7 46 14.3 77 15.5
Wrinkles 20 121 25 10.1 45 10.9
To Improve Elasticity 47 285 70 28.3 17 28.4
Pigmentation and blemishes 17 10.3 31 12.6 48 1.7
Reason for
Purchase Sensitive Skin 1 6.7 14 5.7 25 6.1
(MUmP'e Pore Expansion 24 14.5 18 7.3 42 10.2
Choice) Acne and sebum removal 17 10.3 25 10.1 42 10.2
Uneven complexion or skin dullness 14 8.5 25 101 39 95
Concerns for dry skin 15 9.1 39 15.8 54 13.1
Under 300,000 26 29.9 42 28.2 68 28.8
Amount Spent Between 300,000 and 500,000 36 414 58 38.9 94 39.8 —
on Purchase Between 500,000 and 700,000 9 10.3 18 121 27 1.4 ('941>
(Won) Between 700,000 and 800,000 2 23 6 40 8 34
Above 800,000 14 16.1 25 16.8 39 16.5
Door-to—-door Sales 12 13.8 20 134 32 13.6
Department Store 13 14.9 14 9.4 27 1.4
Method of 3412
Purchase Internet 30 345 45 30.2 75 31.8 (491)
TV Home Shopping 17 195 33 221 50 21.2
Electric Appliance Stores or Specialty Stores 15 17.2 37 24.8 52 22.0
) ) Dissatisfied 19 21.8 35 235 54 229
Satisfaction of Neither Satisfied nor Dissatisfied 29 333 36 242 65 275 2:370
Use (.306)
Satisfied 39 448 78 52.3 17 496
Likeliness of Unlikely to Recommend 24 276 39 26.2 63 26.7 3085
Recommending Neutral 24 276 28 18.8 52 22.0 ('214>
the Product Likely to Recommend 39 448 82 550 121 513
The price is too high 37 22.7 28 171 65 19.9
It seems ineffective 53 325 30 18.3 83 254
A lack of time 3 1.8 2 1.2 5 1.5
Reason for lack They might not use it routinely 50 30.7 75 457 125 38.2 17.114"
of purchases A lack of available information 16 98 17 104 33 101 (009)
Lack of economic status 3 1.8 7 43 10 3.1
An inability to trust the production or sales 1 06 5 30 6 18
company
Total 250 100.0 313 100.0 563 100.0

** pd.01
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S9] Aol AwE Ak Table 77 2ol T 24
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Q7 51.7%2 =%, dH Arlofrt ¥ 1
Fo A7 66.8%2 E=UTH*=19.668, p<.001).
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F 2F ®g 9 3E AHF gEo] 44 27.9%,
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OFL B|FEH 0] 303%2 EUTH*=7.086, p{.05).
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T fARIH B 4 Qi

Table 7. Differences in Attitudes Towards the Use of Homecare Beauty Devices in Correlation to Explicit

Narcissism
Fact High Low Total )
actors
N % N % N % X(p)
Purchase Has purchase experience 137 51.7 99 33.2 236 41.9 19.668™"
Experience No purchase Experience 128 483 199 668 327 58.1 (.000)
Ultrasound Exfoliator&Beauty Massage Equipment 57 184 41 21.9 98 19.7
Sebum Vacuum Suction 10 3.2 3 1.6 13 2.6
Facial Mist Maker 37 11.9 11 5.9 48 9.7
Microcurrent/Galvanic Face Roller 13 4.2 12 6.4 25 5.0
Type of
Purchase Callus Remover 15 48 5 2.7 20 4.0
(Multiple Galvanice Device 70 226 43 230 113 227
Choice) High-Frequency Beauty Device 13 42 9 48 22 44
Vibration Cleanser 29 9.4 21 1.2 50 10.1
Low/Mid Frequency Beauty Device 23 7.4 8 43 31 6.2
LED Face&Scalp Device 43 13.9 34 18.2 77 15.5
Wrinkles 22 8.9 23 13.9 45 10.9
To Improve Elasticity 69 279 48 29.1 117 28.4
Pigmentation and blemishes 24 9.7 24 14.5 48 1.7
Reason for
Purchase Sensitive Skin 16 6.5 9 55 25 6.1
(Multiple Pore Expansion 27 10.9 15 9.1 42 10.2
Choice)
Acne and sebum removal 31 12.6 11 6.7 42 10.2
Uneven complexion or skin dullness 21 8.5 18 109 39 95
Concerns for dry skin 37 15.0 17 10.3 54 13.1
Under 300,000 37 27.0 31 31.3 68 28.8
Amount Between 300,000 and 500,000 54 394 40 40.4 94 39.8
Spent on Between 500,000 and 700,000 19 139 8 8.1 27 114 3.649
Purchase (.456)
( Won ) Between 700,000 and 800,000 3 22 5 5.1 8 34
Above 800,000 24 17.5 15 15.2 39 16.5
Door-to—-door Sales 15 10.9 17 17.2 32 13.6
Department Store 14 10.2 13 13.1 27 1.4
Method of 7.241
Purchase Internet 4 29.9 34 34.3 75 31.8 (124)
TV Home Shopping 29 21.2 21 21.2 50 21.2
Electric Appliance Stores or Specialty Stores 38 27.7 14 141 52 22.0
) ) Dissatisfied 28 204 26 26.3 54 229
satisfaction of Neither Satisfied nor Dissatisfied 3 241 32 323 65 275 4.559
Use (.102)

Satisfied

76 555 41 414 117 49.6
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(Continued)
Table 7. Differences in Attitudes Towards the Use of Homecare Beauty Devices in Correlation to Explicit
Narcissism
Factors Hlgh Low Total 26
N % N % N %
Likeliness of Unlikely to Recommend 33 241 30 30.3 63 26.7 7 086"
Recommendin Neutral 24 17.5 28 28.3 52 22.0 (_'()29)
g the Product Likely to Recommend 80 584 41 M4 121 513
The price is too high 27 211 38 19.1 65 19.9
It seems ineffective 26 20.3 57 28.6 83 254
Reason for A lack of time 3 2.3 2 1.0 5 1.5 -
lack of They might not use it routinely 50 39.1 75 37.7 125 38.2 (_‘;314>
purchases A lack of available information 12 9.4 21 106 33 10.1
ack of economic status 6 4.7 4 2.0 10 3.1
An inability to trust the production or sales company 4 3.1 2 1.0 6 1.8

Total

265 100.0 298 100.0 563 100.0

* pd.05, *** p(.001

£ g4 FE FEAY EdE 5 &A0 HEY
Hio] A o]go] £ Y= Al wk3tet AR m77t
A== 30~59A41 Q1 o4 i, AdiRle] HAEA
2l Ap7]ofol| wE EAo] REHHIe|A o] & BjZof
Sk AFE FEOHPO|A ARl 7|2 A RE AlTE &
o7 ALEHYL HERAF 7|7 20214 12920
U~2022¢ 14 30 A2 E 471, A AF A2 o
3 30~59A4 T mHLT} Al F A HOjRE
ZFZ(convenience sampling) A717194] 6005 &
A% HES Aot 56355 SPSSWIN 21.02
Y= 5%04 A5 & 2% o=t 2k

AR, ZAR GRS Ay} HFed, AEH, A
G, AGolA HdA A7lof9] Atole foulshad
O}, AFA ) e Zol= FoUTH AL RIS T
5 478 A SAC A, wEEed &
2O, -9 Y WidZA A71A 0] T2 I3 $0|9
1, FEHHo|A Huff oJgFo] Q1= SHA 51.7%, &
Aol Feltuto]A f FFo] = SEAE 41.9%
9] A= 22 A0 REARY P &5
HolxE= i & 4 ok gt SA4o] REYH
o|A 71712+ AHPHZIZI7F EA YEraL, A o]
2 2 Ad &, Axee] o vnl g A
A 9 7v g, FE5 g, 5§51 2F & g
3T AA 9 oEF fF £08 A=Y o]
At AFAY AT k3tet AXRE LIle
Agol7] WiEo 2 AtREw ZuHpdz|7o] 3t Q14

2 Thh HHESHEQ, EA0] RE|Hto]A Ao A
2|29 A1=)7F Qtkal Kol itk EAo] JEHHo]
2 Fui7FAL 30-509HY Afol'9] SHAE Weokor,
FHAREE AW, TVELY, ‘7Y 7PAA &
A, R, ek sz XA HEPoz H
of AHIZAEY AU} TVEAY Eo] s &
4 Qltk. olo]l EAlo] FEjtHto|A P 9 g A=
£ JEHUS TVEAE AdS & o s st & g
8/do] g7t ] FHo] gl olfEE AKHL
2 ARESHA] RS A ZobA ‘aIE gl A ZobA,
Hlgo] HIRA, HGHIL QlojA] £08 RALE|GIT. o]
AT AR AR FiE FAAZE S Qs A&E
ARSI 53 YFof ek YAF AFArt Zash,
HE] QZ2200M B8 9 SNS 3H, 4 F3 5o ot
U3t UjH S B3 TH Mol @ HLS A3}

EA, A71ofo] w2 gA0] RE|tjHio|A o8 B
9] ztoloflA] A0} FEtfHto|A LajE R} o 7
Fo] gl o]foll &3t oo ATt fojulstget. A
o] FejtHlo|A Fuf Ao |AH A7|of7t &2

F2 Uo7l 65.2%2 Eokout, WdH Alof7t
W2 I52 U7 94 pC 012 YERT o)
TFe WdA AWt ¥ 5% ¥ I1F 2F
Zpd 7] 77 A Ee] I, ol f= WaF A
7107} 2 25 W2 OF ¥ ©E 9 0y 43
HE o8 XA o Aol fle olfE WEA
A71o07F 2 252 Gt g A ot 7t 7
A 2 & WdE Aot 22 152 4




O{Alo] Rp7|oHOl| 2 EA(0] HEICHIOIA 0l BT 222

of Reltlutol s FulAY thAl ElelolEN S Hof 3]
B3l dolt W-ojel BT dazAcle] dE o
& Zo] obdrt A Sul G 27t Ao WaK
o] a7gt E3 4AH A7lofe] wE Ao R
clufol s o] O] Hpolof A o AT Erel &
A 239 Holgt felulsteict. EA] Felriuto] 2

rulo

N

T APOR ABH Aot ¥ 1L Yrkt
SL7%, 9@ Aot we I8 ‘Yekvt %
Z p(O01E 2o} 4RH A7|ofrt & TFIA
urt 43202 FAol deo)2 TohE S oz
Uepie.

£ A7 47 B4 A7jofe] mE BAl] Rl

tltol ol§ HlEe] B A7E A4S Amsterks
oot ok, A D Aol ARAYS AT
W AT 23S PSSl i Relvk Ak
ATE FUAT AT AFS L 9H Py E ¥
o A7t AP A2 AE ek

REFERENCES

[11 H R Park & K. Y. Kim. (2017). Purchase
Behavior, Usage Behavior and Satisfaction of
Home Use Skin Care Devices during Home
Shopping -Focus on 20's Age Womenw Chae.
Journal of The Korean Society of cosmetology,
23(5), 1059-1070.

21 S. J. Lee. (2019). Home Self Beauty Device
'Heatwave' Is Hot, Cos'in (Online).
[https://www.cosinkorea.com/news/article.html?

no=32354.

3] Y. S. Kim & O. L. Par. (2009). Analysis of the
Correlation among Narcissim, Interest in
Appearance and Beauty-Relted Behavior. Journal
of the Korea Soc. Beauty and Art, 10(3). 13-126.

[4] B. Bursten. (1982). Narcissistic Personalities in
DSMI, Comprehensive Psychiatry, 23(5), 409-420.
DOI : 10.1016/0010-440x(82)90154-7

[51 J. S. Park. (2015). A Case Study of Self
Psychological Art Therapy on the Adolescent
with Overt Narcissistic Tendencies, Master’s
Thesis. Department of Art Therapy Graduate
School, Yeungnam University. Gyeongsan.

[6] O. F. Kernberg. (1975). Borderline conditions and
pathological narcissism. New York : Aronson.

[71 J. A. Elizabeth, S. K. Thomas & J. D. Ian. (2004).
The Narcissistic Personality Inventory: factor

structure in a non-clinical sample. Personality
and Individual Differences, 36, 857-872.
DOI : 10.1016/50191-8869(03)00158-2

Y. S. Kim & O. L. Park. (2010). Impact of
Self-Perceived Physical Attractiveness on Beauty
Benefits Sought and Beauty Care Behavior in
Groups with Different Levels of Narcissism,
Journal of the Korea Soc. Beauty and Art, 11(3)
149-163.

Y. H. Shin & M. O. Woo. (2021). The Influence of
Narcissistic Personality and Beauty Benefits on
Make up Care Behavior, /. Int. Soc. Heal. Beau,
15(2), 75-85.

M. R. Lee. (2020). A Study on the Influence of
Narcissism on Beauty Management Behavior:

Focused on Skin and Hair Management
Graduate School of Biotechnology, Master’s
Thesis. Changwon National University.
Changwon.

M. R. Lee & B. K. Kim. (2020). A Study on the
Influence of Narcissistic Propensity on Skin Care
Behavior -Focused on the Mediating Effect of
Skin Condition Recognition, /. Int. Soc. Heal.
Beau. 14(2), 61-78.

DOI : 10.35131/ishb.2020.14.2.5

X. Liang. (2021). The Effect of Chinese women's
narcissistic propensity and appearance interest
on Cosmetic Purchasing and Make-up Behavior,
Master’s Thesis. Sungshin Women's University.
Seoul.

S. M. You & J. Y. Chung. (2011). Nail Service
Purchasing Act and Comparison of Satisfied
Level in the Types of Women’s Self-Love, Journal
of the Korean Society of Design Culture, 17(4).
268-282.

K. H. Kim & J. S. Kim. (2015). The Effects of a
Narcissistic Tendency and Body Esteem on
Beauty Management and Hair Behavior, The
Journal of the Korean Society of Knit Design,
13(1), 38-44.

DOI : 10.35226/kskd.2015.13.1.38

S. A. Choi. (2020). Develop of a Touch point
Strategy to Improve the Customer Experience in
Home Care Beauty Market - Focusing on Home
Beauty Device Information, The Graduate School
of Industrial Arts, Master’s Thesis. Hongik
University. Seoul.

Y. J. Kim. (2020). A study on the using pattern of
LED Mask and the changed beauty practice after
using it, Dept. of Convergence Beauty Skin care
Major Graduate school of Convergence Beauty



223 SE™HEE=EX| H123 Hb5E

Master’s Thesis. Sungshin Women's University.
Seoul.

(171 J. H. Park & Y. S. Choi. (2019). Beauty and

[22]

(23]

[26]

medical device technology trends and industry
prospects. KEIT PD Issue Report, 7, 18-28.

S. A. Kim. (2020). China beauty Device. KOTRA
(Online).

https://dream kotra.or.kr/kotranews/cms/news/act
ionKotraBoardDetail.do?SITE_NO=3&MENU_ID=18
0&CONTENTS_NO=1&bbsSn=243&pNttSn=183336

Y. M. Lee & H. W. Lee. (2009). A Study on the
Cosmetology Devices and Product Liability,
Korean Journal of Aesthetic and Cosmetology,

7(4), 452.

E. J. Cha. (2015). Study on Usage and Purchase
Status of Facial Skin Care Device, Master’s
Thesis. Department of Cosmetology Graduate
school of Engineering Konkuk University. Seoul.

Ministry of Trade, Industry and Energy. (2020).
Home care Beauty Device, Reinforcement of
Product Safety Management For General Masks,
Press Release For Notice of Amendments to the
Enforcement Regulations of the Electrical
Appliances and Household Appliances Safety
Management Act. 1-2.

K. O. Shin & H. S. Kim. (2021). A Study on the
Use and Purchase of Personal Beauty Devices:
Based on the Estheticians of ‘Y Esthetic
Company. J. Korea Soc. Beauty Art, 22(1), 75-87.
DOI : 10.18693/jksba.2021.22.1.75

J. S. Park. (2020). Changes in Beauty Service
Industry in FEra of the Fourth Industrial
Revolution and Aging: Focused on Expandability
of the Smart Beauty Care Market. The Journal of
Humanities and Social science (HSS21), 11(1),
205-219,

DOI : 10.22143/HSS21.11.1.16

M. K. Cha & J. S. Han. (2020). Impact On Brand
Loyalty And Buying Intention In The Fourth
Industrial ~ Revolution  Experience  Helped
Cosmetic Brand Of Device Al Beauty. Korean
Society of Cosmetics and Cosmetology, 10(2),
187-197

M. Y. Shin, K. Kim, S. H. Kim, G. H. Jeon, I. C.
Baek, 1. D. Son, S. Y. Park & C. H. Yu. (2017).
Development of Portable Device for Anti-Aging
of Facial Skin Care, The 11th Conference on
Rehabilitation  Engineering  and  Assistive
Technology Society of Korea, Korea : RESKO.

J. B. Park & M. S. Kim. (2021). A Study on the

N
)

N
o)

o
=)

o
5]

Actual Condition and Satisfaction of Home Care
Using Beauty Devices, The Korean Society of
Cosmetics and Cosmetology, 11(1), 1-22.

J. S. Im. 2019). A Study on Customer Satisfaction
and State of Usage of Facial Beauty Devices,
Master's Thesis. Cosmetic Major Dept of
Convergence Beauty Graduate School of
Convergence Beauty Sungshin University. Seoul.

M. Y. Son. (2019). LED Mask Usage and
Satisfaction, Major in Beauty Design, Master's
Thesis. Department of Lifestyle Design Graduate
School of Arts, Sookmyung Women’s University.
Seoul.

U. Jeong. (2021). A Study on the Skin
Improvement of Galvanic Beauty Device, Medical
Engineering Cooperation Course, Master’s thesis.
Chonnam National University Graduate School.
Gwangju.

H. S. Lee & C. J. Han. (2020). Meta-analysis of the
Effects of Cosmetology Devices on Skin
Improvement, J. Korea Soc. Beauty Art, 21(2),
253-262.

DOI : 10.18693/jksba.2020.21.2.253

H. J. Kim, M. S Jung, J. g Shin & Y. Y. Hur.
(2018). A Study on the Efficiency of the Skin
Improvement of Air Brush as a Home care
Device using Adenosine, Journal of the Korean
Society of Cosmetology, 24(3), 461-471.

H. J. Baek & J. N. Lee. (2020). Influence of Value
Consciousness on Purchase Behavior and
Repurchase Intention for Personal Beauty
Devices among Women in Self-Beauty Care,
Journal of the Korean Applied Science and
Technology, 37(4), 958-968.

DOI : 10.12925/jkocs.2020.37.4.958

C. E. Hong, H R. Park & K. Y. Kim. (2017).
Purchase Behavior, Usage Behavior and
Satisfaction of Home Use Skin Care Devices
during Home Shopping: Focus on 20's Age
Women, Journal of the Korean Society of
Cosmetology, 23(5), 1059-1070.



OiAlo] Rp7|oHOl| 2 E7(0f HEICHIOIA 0|8 Bz 224

(Shin-Ok Kang) Ml

- 20054 89 : AJrlozfEtn E3
Arosh] mEm|gka|sHAAD
- 200849 9¥€~AA] : HEAZIA/]

I Aelup
- 1997d 29 ~@A @ FAHCET

FERN

HAlHok | Heltllol, S, WRelg

il : sink100@naver.com

2 2 F(Moon-Ju Kim) [Hal2]

- 20069 84 : T=theta wSThst
A WLk}

- 2016¢ 8 ~ dA : FHESI
o diski Relalest 43k
ES

e

‘E-Mail : jackie8185@naver.com



