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Introduction
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Abstract

Purpose: This study investigated how choice attributes and safety perception of
adult female consumers influence purchase intention. Methods: Data were collected
from women aged 20 years and older and analyzed using SPSS WIN 25.0 program.
Analyses included frequency, descriptive statistics, cross-tabulation, one-way ANOVA,
factor, reliability, principal component, and regression. Results: Among the attributes
of personalized cosmetic selection, quality was highly significant for women aged
40 and older. As regards the safety perception of customized cosmetics, the safety
of the manufacturing environment was significantly important for women in their
30s and that of the expiration date, and the ingredients were significantly higher
for women aged 40 and above. The significance of safety was high in the case of
married women and those in the income group above 4 million won. Quality has the
greatest positive impact on safety of the manufacturing environment and shelf life,
and perceptual value has the greatest positive impact on universal safety. Perceptual
value and universal safety had the greatest positive influence on purchasing
intention. Conclusion: Through this study, we increase the safety perception of
customized cosmetics to consumers who choose customized cosmetics and help
them select customized cosmetics according to their selection attributes. For related
companies, we not only hope to develop customized cosmetics with proven safety
but also build and develop appropriate marketing strategies.

Keywords: Customized cosmetics, Selection attributes, Safety perception, Purchase
behavior intention
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Results and Discussion
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Table 1. General characteristics of the study subjects
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Classification Selection Frequency
20s 7
Age 30s 180
Older than 40 80
Single 163
Marital status
Married 174
Professional occupation 84
Service jobs and Self-employment 61
Office work and education 142
Job Student 12
Inoccupation 38
High school graduation 17
University attendance and Graduation 210
Final education Graduate school attendance and graduation 110
Less than 2 million won 69
Less than 3 million won 132
Monthly average income Less than 4 million won 60
Over 4 million won 76
Total 337

Percentage (%)
22.8
53.4
23.7
48.4
51.6
24.9
18.1
421

3.6
11.3
5.0
62.3
32.6
20.5
39.2
17.8
22.6
100

Table 2. Reliability of the measurement tool

Classification
Quality
Brand
Selection attributes
Price

Perceptual value
Manufacturing environment safety
Date of use safety
Safety perception
Universal safety
Ingredient safety

Purchase behavior intention

Number of questions
5

(62 BN, BENNG) BN, BN ) NI 6) BN G) Bae) ]

Cronbach's o
0.853
0.774
0.789
0.779
0.911
0.840
0.842
0.705
0.852
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Table 3. Customized cosmetics selection attributes
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AL FoA, BHEE 4007

LRLER
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2
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S 2ollA 7+
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Holz| gfglt}, o= A5 &
|3k= Aoz Hol

o) Mz A TR )

L"E}(p<o 05). B4 ¢
= oA, A
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Classification Selection N
20s 7
30s 180
Age
Older than 40 80
Total 337
Fp)
single 163
Marital status married 174
Total 337
F (p)
Less than 2 million won 69
Less than 3 million won 132
mgg;?éy average Less than 4 million won 60
Over 4 million won 76
Total 337
F (p)

Quality Brand Price Perceptual value
M SD M SD M SD M SD
4.29 0.73 3.18 0.75 3.61 0.89 3.58 0.82
4.44 0.47 3.26 0.68 3.71 0.61 3.65 0.66
4.48 0.45 3.31 0.66 3.66 0.76 3.68 0.69
4.41 0.54 3.25 0.69 3.68 0.72 3.64 0.70
3.039 (0.049") 0.741 (0.477) 0.597 (0.551) 0.390 (0.677)
4.40 0.59 3.25 0.66 3.69 0.75 3.58 0.72
4.43 0.49 3.26 0.72 3.67 0.69 3.70 0.68
4.41 0.54 3.25 0.69 3.68 0.72 3.64 0.70
0.279 (0.598) 0.009 (0.923) 0.089 (0.766) 2.110 (0.147)
4.36 0.55 3.14 0.61 3.85 0.60 3.64 0.59
4.38 0.61 3.25 0.68 3.65 0.72 3.58 0.75
4.52 0.49 3.30 0.65 3.74 0.65 3.76 0.59
4.46 0.41 3.32 0.80 3.52 0.83 3.65 0.78
4.41 0.54 3.25 0.69 3.68 0.72 3.64 0.70
1.359 (0.255) 0.860 (0.462) 2.794 (0.040") 0.919 (0.432)

*p<0.05; M, mean; SD, standard deviation.

Table 4. Customized cosmetics safety perception

Classification Selection N
20s 7
30s 180
Age
Older than 40 80
Total 337
F (p)
single 163
Marital status married 174
Total 337
F (p)
Less than 2 million won 69
Less than 3 million won 132
mgg;?éy average Less than 4 million won 60
Over 4 million won 76
Total 337
F (p)

Manufacturing

environment safety

Date of use safety

Universal safety

Ingredient safety

M SD
439  0.82
470 046
468  0.46
463 058

9.054 (0.000""
460 058
465 057
463 058
0.682 (0.410)
459 055
457 067
473 048
468 047
463 058
1.413 (0.239)

)

M SD
3.93 0.81
4.07 0.73
4.20 0.52
4.07 0.71
3.042 (0.049")
4.00 0.74
413 0.67
4.07 0.71
3.213 (0.074)
4.07 0.56
398  0.82
413 0.59
4.16 0.70
4.07 0.71
1.249 (0.292)

M SD
351 087
361 061
371 068
361 069
1.629 (0.198)
355 073
367  0.66
361  0.69
2.481 (0.116)
373 0.0
355 074
367 061
357  0.75
361  0.69
1.291 (0.278)

M SD
2.55 0.93
2.71 0.85
3.21 0.84
2.79 0.90

13.187 (0.000™""
2.64  0.90
2.93 0.88
2.79 0.90
9.417 (0.002™)
2.72 0.86
2.65 0.86
2.86 0.88
3.04 0.97
2.79 0.90
3.366 (0.019")

)

kk

“p<0.05; "p<0.01; "p<0.001; M, mean; SD, standard deviation.
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715k QP T AR PR 40T ol oA TP B2 A L 5
Aok ZEAREE A2 AR, AR R, BHE o
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Aoox 2 o

HEASIYE ML Hnt QIHY QlAlo| FOHUS 2|0 0|X|= HE

g AaA o2 fofgt ApolE UEHThp0.01). E%¥t A5ERE
A2 g9 A 4009 mek &5 F(M=4.73)01A 7F¢
Eon, ARE7IEE S 4009H ol &5 FH(M=4.16)0l14],
HHZA PAE 2008H mRt &5 (M=3,73)0llA], &
2 4007H o) &5 (M=3.04)9l4 &o] UEhHaL, & A
oA A F-oJ3t Aol S UERATHp|0.05).

5. UEHSUE MESH0| UEJSIUE Y lAlof 0jx|= S
2 Qe FTHULE ESPEE A XeR, S3us
o=

Table 5. The effect of custom cosmetics selection attribute on safety perception of custom cosmetics

Non- o
Independent Dependent standardized Standard Stand?fr_dl_zattlon IDurbin-
variable variable coefficient error coerieien t - Watson
B Beta

(Constant) 1.933 0.240 8.060 0.000
Quality 0.544 0.053 0.510 10.216 0.000™"
Brand eMnavri‘rL(’)fr?rf]t:;it”fa oy 0031 0.040 -0.037 -0.768 0.443 1.674
Price 0.016 0.040 0.020 0.397 0.691
Perceptual value 0.091 0.042 0.112 2.173 0.030"

Adj R?2=0.287 F=34.794, p=0.000
(Constant) 1.799 0.328 5.492 0.000
Quality 0.498 0.073 0.379 6.849 0.000™"
Brand Date of use safety -0.068 0.055 -0.067 -1.237 0.217 2.061
Price 0.078 0.055 0.079 1.409 0.160
Perceptual value 0.001 0.057 0.001 0.023 0.982

Adj R?=0.150, F=15.844, p=0.000
(Constant) 0.923 0.294 3.143 0.002
Quality 0.215 0.065 0.167 3.301 0.001"
Brand Universal safety -0.012 0.049 -0.012 -0.235 0.815 1.686
Price 0.053 0.049 0.055 1.072 0.285
Perceptual value 0.434 0.051 0.439 8.429 0.000™"

Adj R2=0.287, F=34.852, p=0.000
(Constant) 1.451 0.443 3.272 0.001
Quality 0.061 0.098 0.037 0.622 0.534
Brand Ingredient safety 0.131 0.075 0.101 1.753 0.081 1.748
Price 0.030 0.075 0.024 0.401 0.688
Perceptual value 0.147 0.078 0.115 1.891 0.059

Adj R?=0.028, F=3.450, p=0.009

*xx

“p<0.01; ""p<0.001.
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o
o] ARE7I%E Pl mlX|E P2 F=15.8442 3|F|mFo

ulgt Ao & UJeERGTtHp<0.001). Durbin—watson 2.061= 2k}
SHE US| Yebdth olF S22 1=6.8492 ARSI ¢F
gell K+ kY] kS mHTHp<0.001), REFIFEE A
Jo] BHH QFadol uX|= P2 F=34.852% IARE F-9v]
3t Ao 2 YERITHp<0.001). Durbin—watson 1,6862 k219 =
AL UESHA Uit o]F 42 t=3.3012 HHF A
F(+)] W] GRS ulF2H(p<0.05), AZH 7HX]= t=8.429%
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Kol SH(+)9] W] FFL TIHTHp(0,05), BEHIGE Al
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= 1o 1o ox

B
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=, UHYSYE Aol AR oAy L AS7IE AN

Az, mRH bAol tlA ggre] W FolME X2 7}
A7} 7V 2 G mIAE RO Ve,

UEFITE QS0 R ot thF3|ARAE AASH A3 Table
61} At WA HEFIFE AdEAo] HEFE FHEE 9
Tof HjXE Y F=34.T942 gFngo] f2ust A o= Ykt
thp<0.001), Durbin—watson< 1,860 21e] EPAS wkE3}A|
UERt, olF &4 t=2.817, A4 7H4] t=10.8112 WEFSFEE
T s =l oK+ WY S wATHp0.01, p<0.001).
o]€} Zro] Oh (2020b)9] A< F=3E W= Hlao A FAd
A o3k 2fol7} SIiTt, E3] RERIE Aeid/do] wHEFE
F FeE Q=) niRje Q3] W F A4 X7 g 2 B
S ux)e Aoz ALEETHOh, 2020a), o= WEFIAAE0] ¢
YRR 7EX)7F Qlekal AZsEAL 7HE o] ke = 7] 7L 9L
o AR 2 AEgE e Uelie 2S¢ 5 St

7. HEFSIHE QY 2lAlo] USHIYE TS 2l=0f 0|
x= g
2

Ate TEUTE REYSLE T d=E, SYds
£ HEYILE A Q1402 Flo] thE 3| AR A At
Table 73} 2}, WA WEF3E A 4lo] SEFPsPgE
3% oo u|X)= P F=30,4762 IAHEFo] 4-Ju|dt A
© 2 Yehgthp<0.001). Durbin—watson 2,008 2] E#A4]

Table 6. The effect of custom cosmetics selection attributes on the intention to purchase custom cosmetics

Non-
Independent Dependent standardized Standard
variable variable coefficient error
B
(Constant) 1.885 0.273
Quality 0.171 0.061
Brand Purchase intention 0.087 0.046
Price -0.044 0.046
Perceptual value 0.517 0.048

Standardization

coefficient ¢ ) Durbin-
Watson
Beta
6.907 0.000
0.143 2.817 0.005™"
0.093 1.887 0.060 1.860
-0.049 -0.960 0.338
0.563 10.811 0.000™"

Adj R2=0.287; F=34.794; p=0.000

""p<0.01; ""p<0.001.

Table 7. The effect of safety perception of customized cosmetics on the intention to purchase customized cosmetics

Non-
. Dependent standardized
Independent variable vsriable coefficient
B

(Constant) 1.898
Manufacturing

0.134
environment safety ) )

Purchase intention

Date of use safety -0.059
Universal safety 0.450
Ingredient safety 0.170

Standard
error

0.276

0.062

0.053
0.045
0.036

Standardization

coefficient ¢ p Durbin-
Watson
Beta
6.875 0.000
0.120 2.149 0.032"
2.008
-0.065 -1.130 0.259
0.484 9.980 0.000™"
0.237 4.686 0.000™"

Adj R?=0.260; F=30.476; p=0.000

ek

“p<0.01; ""p<0.001.
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