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Abstract The purpose of this study is to investigate the effect of product selection of hospital workers cosmeceutical
cosmetics on marketing communication among hospital workers who use cosmeceutical cosmetics that have emerged
in line with the recent growing medical skin care field.Coping with complaints from consumers who buy
cosmeceutical cosmetics in hospitals where cosmeceutical cosmetics are mainly used and sold, and minimizing the
influence of negative issues will potentially strengthen consumer relationships. The study was conducted on 520
hospital workers who use cosmeceutical cosmetics in hospitals (dermatology, plastic surgery, women's clinic, and other
hospitals) in Seoul, Gyeonggi and Incheon. A total of 502 questionnaires were used for the final analysis. The data
analysis consisted of Cronbach's alpha, one-way ANOVA, exploratory factor analysis and Duncan test. Correlation
analysis was performed to investigate the correlation between variables, and regression analysis was conducted to test
hypotheses. The study results revealed that when choosing cosmetic cosmetics, marketing communication is
influential. Especially, product value, quality, and price factors strongly affect marketing communication. This shows
that we value the product and quality the most and we want a reasonable price. Considering this, we will pursue
differentiated products only from cosmeceutical cosmetics and provide them as basic data necessary for securing
potential customers and increasing the sales of cosmeceutical cosmetics in accordance with the changing trends.
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Table 1. Configure questionnaire

: Question
fi 1y tent:
Configuration Contents number
Age, sex, marital status, educational
General backgrf)und, occupation type,
.. educational background, years of 7
characteristics . .
service, average monthly income, JO, S,
M.(2012)
price, quality, Advertising. brand, value,
Select Product 19
clect Froduet  reong,, Y, H.(2014)
Marketing Advem_smg, pro@otlon, _Sales
communications promotion, Physical environment, 21
relation, OH, S ,K.(2012)
Total 47

23 X2 24

FRE A5e] FAAEE dHelH Fd(data coding)
7} dlo]¥ A2]d(data cleaning) S A3 SPSS 21.0
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(13.3%), 7'd °]% 607(12.0%) == YER
I 252 200-3007H W|RF 26178(52.0%), 100-200%F
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Table 2. General characteristics of the subjects

.9

Division N %
the female sex 496 98.8
Gender .
the masculine gender 6 1.2
20-25 108 21.5
26-29 165 329
Age 30-35 183 36.5
36-39 41 8.2
40 More than 5 1.0
A person who has a high school 137 273
Academi diploma
cademic
backeround College graduate ‘ 351 69.9
Decree on the Establishment of 14 28
the Graduate School ’
Dermatology 268 534
Hospital Cosmetic surgery 157 313
form Women's Hospital 55 11.0
Other hospitals 22 44
1 year Less than 108 21.5
Numbcrf of 1-3 year Less than 126 25.1
YIS OF 3.5 yvear Less than 141 28.1
continuous
service 5-7 year Less than 67 133
7 year More than 60 12.0
Less than 100-200 million won 158 31.5
Monthly 1 s than 200-300 million won 261 52,0
average -
. Less than 300-400 million won 77 15.3
income
400 million won Less than 6 1.2
Marital Single 300 59.8
status Be married to 202 40.2
Total 502 100.0
3.2 MZMEH
3.2.1 MiFMEi| x}3
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2912 Fohl WEE B3] 9o LARHE AN
A= Table 33 2t} AT EA o 7719
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Table 3. Validate validity and reliability of product
selection properties

Ingredient
Factor Factor Factor Factor Factor
Division 1 2 3 4 5

Value Brand Price advemQua]ity
sement

a2 Price is important when you buy an
optional product.

al The price of the selected product is
appropriate.

a3 When purchasing an optional product,
carefully compare the price by brand.
a4 When purchasing the selected product,
you will purchase the event item.

al3 Consider the manufacturing company
when purchasing an optional product.
all When purchasing an optional
product, purchase a brand name product.
al2 The reliability of the brand is important
when purchasing an optional product..
al4 The brand name (trademark) is
considered when purchasing the A31 772 186 112 171
selected product.

al6 I think that it is worth the high
price when buy an optional product.
al7 I think it should be worth the price
contrast when you buy an optional product.
al5 T think the new product is worth
more than the existing product when I
buy the selected product

836 135 .147 .109 213

814 145 .048 .139 .198

804 125 111 .099 257

759 200 194 010 .184

.066 .831 .118 .110 .134

222 787 .114 141 .089

189 784 129 134 220

137 157 890 -.023 .107

164 .097 847 -021 .196

105217 788 017 .174

a9 Bu?l ‘products with curiosity through 055 152 -002 902 054
advertising.

al0 When purchasing an optional

product, you first purchase the product .083 .199 -.019 .855 .001
that appears in the advertisement.

a8 The selected product is purchased

. . 130 .055 -.002 .851 .009
an inducement of the surrounding area.

a6 The choice of products is chosen by
the stability of the quality

a7 The quality information of the
selected product must be accurate.

a5 Reliability of quality is important
when purchasing an optional product.

344237 150 .018 .809

257 198 258 .070 .786

345 2

8 .197 -016 .770
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Table 4. Product choice characteristics vary according to demographic characteristics

. - Ingredient Total
Variables Categories
M SO M SO M SO M SD M SD M SD
the masculine gender 372 136 433 596 261 491 329 660 375 524 354 215
Gender  the female sex 372 760 363 800 305 970 320 718 351 835 341 562
F-value(p) 0.089(931)  2.134°(.033)  -2.159(078)  0316(.752)  0.716(474)  1.378(218)
20-25 376" 657 368 775 326 949 332 703 354 853 3.50° 549
26-2 390° 708 377 701 299 1.033 321 734 362 822 349" 542
Age 30-35 3.55° 838 352 901 3.00 905 3.14 706 339 810 331' .560
36-39 3.56° 656 359 748 291 978 312 731 351 906 333" 597
40 More than 393" 365 347 380 347 691 335 627 340 576 351° 470
F-value(p) 544077(000) 2362(.052)  1.980(.096)  1.295(283)  1.694(.150)  3.178°(.014)
A person who has a high school diploma 3.73 768 3.65 846 3.2 994 3.16 734 357 857 344 623
. College graduate 372 762 3.64 786 302 964 323 708 348 816 341 538
academic Decree on the Establishment of the
background 360 396 3.67 795 300 751 284 731 357 1.007 332 400
Graduate School
F-value(p) 0.189(.828)  0.012(.988)  0.474(.623)  2250(.106)  0.690(.502)  0.316(.729)
Dermatology 377 752 373 798 296" 997 317 734 353 834 342 557
, cosmetic surgery 369 774 3.56° 827 3.06° 940 320 .720 348 824 339 576
Z“’;p“al Women's Hospital 362 743 344 794 320° 876 330 626 348 819 341 504
Other hospitals 345 647 365 529 3.68° 716 328 725 353 940 351 612
F-value(p) 1.654(.176)  2.672°(.047) 4.4417°(004)  0.546(.651)  0.127(.944)  0.307(.820)
1 year Less than 381" 659 376" 717 330° 993 330® 673 3.63° 816 355 537
Number of 1-3 year Less than 395" 714 390" 629 3.03° 991 332° 710 3.69° 763 357" 483
years of  3-5 year Less than 354 786 3418 937 286" 947 307" 752 329" 867 323" 572
continuous  5-7 year Less than 343" 859 336" 838 3.11° 790 3.13" 660 328 818 326" .529
service 7 year More than 378" 613 375" 645 3.00° 1.012 3.14° 746 3.65° 784 346" 591
F-value(p) 8.35277(.000) 9.647°7(.000) 3.326°(011)  2.757°(.027)  6.408"(.000) 9.915" (.000)
Less than 100-200 million won 3.85° 632 3.79° 678 3.8 982 334" 668 3.66° .798 3.56° 524
Monthly ~ Less than 200-300 million won 3.70° 789 3.56" 855 297 978 3.16" .736 341 849 335" 563
average  Less than 300-400 million won 3.52° 825 3.63° 824 302 882 3.07° .723 355 805 335" 569
income 400 million won Less than 339" 800 322" 544 311 911 3.00° 671 321 886 3.8 580
F-value(p) 3.757°(011)  3.293°(020)  1.591(191)  3.142°(.025)  3.208°(.023)  5.1957(.002)
Marital Single 3.73 759 3.69 777 3.09 970
status Be married to 3.70 3.57 2.99 3.15 3.39 3.35
t-value(p) 0368(.713)  1.712(088)  1.174(241)  1390(.165)  2.561°(.011)  2.217(.027)
Total 372 755 364 801 305 966 320 717 351 832 341 559
*p<.05, **p<.01, mp<4001 Duncan : a<b<c
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Table 5. Validate validity and reliability of marketing communications

Ingredient
Division Factor] ~ Factor2  Factor3 Factor4 Factor5  Factor6
pZ The advertisements of the main suppliers we are dealing with are of my 852 127 039 113 064 071
interest.
bl We often see advertisements from the main suppliers we are dealing with. .804 .079 .048 .190 .058 .010
b3 We appreciate the advertisements of the main suppliers we are dealing with. ~ .790 154 .045 150 .055 124
b4 After looklr{g at the advertisements of the main suppliers we are dealing with, 780 168 -010 217 115 099
we have a desire to buy.
le Events 'such as customer sa}tlsfactlon, events, and promotlons conducted by 125 1 081 146 050 089
major suppliers that we deal with promote our purchasing power.
b8 The malr'l suppllem we are ldealllng with are doing lots of events such as 163 807 209 093 029 051
customer satisfaction, events, price discounts.
b9 .We appl.‘ecmte customelj satisfaction, events, and promotions conducted by the 170 774 254 110 067 088
main suppliers we deal with
bll. ‘When Yve do customer sat_lsfactlon, e\fents, and promo_tlons conducted by the 098 744 075 127 189 207
main supplier that we deal with, the desire to purchase increases further.
blé The_ more_we see the main supplier POP(in-store advertising promotions) we 050 159 382 068 02 099
are dealing with, the more we want to buy.
bl5 The POP of the main supplier we are dealing with focuses attention. .047 167 857 .029 .020 158
!317 ThF symbolic logo of the main supplier we are dealing with is very 005 159 31 056 -010 012
impressive.
bS5 We have a lot of information about the main suppliers we are dealing with.  .168 .075 .066 818 .029 .045
b7 The. e\faluatlon. of the main 'suppllers we are dealing w1th . in the 208 153 048 753 194 200
communication media (internet, meetings, etc.) I use seems to be positive.
b6 Data on the main suppliers we are dealing with are positive. 315 244 .058 742 .066 .059
b18 The attitude of the. pers?n in charge of the main supplier that we deal with 095 075 005 115 043 105
affects the purchasing intention.
b19 Th'e 1r%t1macy with the main supplier who we are dealing with affects 135 119 024 104 933 107
purchasing intent.
b13 We recommend the main supplier we are dealing with to other companies 1 089 149 103 056 862
around me.
bl2 Thf: main suppliers we are dealing with are well appreciated by other 064 268 078 150 177 806
companies around me..
Eigenvalue 2.923 2.818 2.368 2.030 1.907 1.589
Distributed description(%) 16.241 15.655  13.154 11.275  10.593 8.830
Cumulative explanation(%) 16.241  31.896 45050 56.325  66.919  75.749
Reliability .864 .853 .853 783 .926 736
KMO .839
Bartlett’s sphere formation test 4480.011***(4000)

p<.001
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91 5(10.593%)c “AAr o2 WHstal, 291 6(8.830%) - 0.839F QEAS 913 WS HAo| ¥ F
Table 6. Differences in Marketing Communication depending on demographic characteristics
Ingredient
isi i i Total
Variables Categories Advcm?mg promotion Promotion of O‘ra‘l Physwal Relationship
marketing sales tradition  environment
M SO M SD M SD M SD M SD M  SD
the masculine gender 3.00 354 400 298 3.58 438 3.83 .683 344 655 425 418 360 299
Gender  the female sex 321 719 336 .807 3.10 750 334 862 2.84 872 373 1058 322 525
F-value(p) -0.724(470) 5.0547°(.002) 1.573(.116) 1397(.163) 1.696(.091)  1.195(.233)  1.771(.077)
20-25 324 656 336 812 325 759 337 .78 298 900 373 999 329" .527
26-2 326 706 3.46 724 3.18 709 339 881 293" 933 382 1003 330" .495
A 30-35 3.16 744 328 855 3.00° 774 328 907 274" 802 3.66 1.139 3.14" 541
ge 36-39 313 797 336 .883 290° .705 337 .806 2.61° .756 3.80 1.042 3.13° 524
40 More than 360 335 3.80 .183 3.15° 379 3.60 418 273 925 370 .837 3.40° 206
F-value(p) 0.973(.422) 1.500(.201) 3.327°(011) 0.565(.688) 2.520°(.040)  0.598(.664)  2.904°(.021)
A ho has a high
person who fias a fug 323 758 337 854 3.09 700 331 .847 274 892 375 102 321 550
school diploma
academic  College graduate 321 699 336 781 3.2 763 334 870 288 853 376 1048 324 506
N .
background Decree on the Establishment of 1, o0 513 343 956 302 896 368 750 290 1082 311 1375 314 714
the Graduate School
F-value(p) 0.900(.407) 0.060(.942) 0.162(.851) 1.141(.320) 1.282(.278)  2.606(.075)  0.318(.728)
Dermatology 324 724 338 823 312 728 335 888 271° 855 3.84 1053 322 .534
Hosnital cosmetic surgery 320 .733 334 791 3.06 .760 336 .780 293" 883 3.63 1049 321 .49
fo‘;?l’”a Women's Hospital 306 .706 335 .866 3.08 853 323 .990 3.08™ .81 373 1.088 321 .571
Other hospitals 334 440 350 512 335 635 348 .748 332° 663 336 915 338 467
F-value(p) 1.157(.326)  0.296(.828)  1.026(.381)  0.539(.656) 6.3617(.000) 2.256(.081)  0.719(.541)
1 year Less than 329" 647 348" 741 324" 703 3380 770 3.01° 868 3.80° 952 333" 493
Number of 1-3 year Less than 327" 640 350° 735 3.30° 716 3.56° 778 291" 936 3.96° 896 3.36° 470
years of  3-5 year Less than 315" 711 318 846 299" 781 323" 942 282" 895 355 1174 3.12° 537
continuous 5-7 year Less than 297° 813 325" 821 292° 730 3.22° 943 276™ 733 357" 1162 3.07° 511
service 7 year More than 334" 819 345" 865 295 725 325" 826 258" 761 378" 1.043 3.18" 572
F-value(p) 3.216°(.013) 3.9187°(.004) 5.776 " (.000) 3.118°(.015) 2.811(.025) 3.060°(.017) 6.729 " (.000)
Less than 100-200 million won 338" .537 3.50 .683 331° 710 3.52° .722 3.04° 894 390" .897 3.40° 458
Monthly ~ Less than 200-300 million won 3.10° .775 328 866 3.00° .778 327° 929 278" 835 3.62" 1.081 3.13" 526
average  Less than 300-400 million won 3.20° .744 339 .796 3.07° .646 3.25" 861 273" .893 3.81° 1219 320" .565
income 400 million won Less than  3.58° 944 3.17 810 2.67° .606 3.42° 585 2.06" 390 3.58" 1.021 3.04° 467
F-value(p) 5.6337(.001) 2.606(.051) 6.73377(.000) 3.235°(.022) 5.5107°(.001) 9.596 (.000) 0.831(.477)
Marital ~ Single 326 667 340 773 3.4 719 337 857 288 877 3.83 974 327 488
status Be married to 313 777 331 850 3.05 790 331 .867 280 .862 3.61 1154 3.16 .568
t-value(p) 1.976°(049) 1.233(218) 1.334(.183) 0.826(.409) 1.067(286) 2.235'(.026) 2.317°(.021)
Total 321 715 337 805 3.11 749 335 861 285 871 3.74 1.054 323

p<.05, “p<.01, ""p<.001
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o Hoz Yehtau k. ERt 3, 1 WRE 139 mRke] A A JERWTh %
AE 3-5 w9k, 5-7d wwke] - VAl YERga, 1-3
3.3.2 QIREAIEY EMo 2 oHAIEARLIA  d PRk A A veith 9 B8 A5 ebAE
oM x| ﬂ}?ﬂ% AfFUACI A et a1 FanAY, Fvl=
Table 6= AT-FATA 530 wpe} viA” 77 A, A, B84 &, dAA BALoR vt
Alo]A i}0]7} A=AE BAe Ayjolr) A9 X}Olﬂ eSS H(p<.01), #IHAIE AFUA A 319
AW Hage, 2435 4 3T A5 48 o 89 AESZL 4007 oo S vl YER L,
Hof| A Eﬁ]@,gi fFouet xpolzh ehdthp<.05). 1002007+ wgke] A9 = vepdt) FambAEe
Ao b= THA EA MR Gojulsh zpo]zp  200-3009H Hwke] A9 vrA bk, 4001H) o] A
UeRdon, Wdado] A4 Uehdtip<.05). o we) 91 A5 = vEhmeh 29 872 4004 o)/
A aAEARY A A 319890 FujEA 2 $- A YER L, 1002005 WRE 200-3005H 1]
2 AN EARoRE FomE xlolr} vpElyt W 300-4005H wiRke] B9 =A YERWTE AEo i
(p<.05). HAF ol watxE 228 BAN A o wEtMe AFAHES 549 ZFA A FAA
o2 frofugh 2ol 7F ey OU%(p< 05), JEHe] 7 o2 FoW|g o]z} yEpon, nEo] A el
o UHA U, Z1eke] 9 A vEldth 253 WHp<05). 53] A 8910] 7MY w2 gleE Y A
o ueld = niAE ﬂ‘Terﬂ]OWPJr 9] Qo1 Fam} & AFAE ) g dEo] e dYEA, AF
AW, 5, diE3, 74, E87 37, BAlA A Ao I ~vEASHYES AYste T 492 &
oz Foulg zol7t YERsE o H(p<.05), FHAIYE A H|zpele] gl Aol Fagh 221 o2 & = it
FUAe)ldT el FuiEAe 359 wwk 573 olE AS5(19]9] AFelA AT ATt &5 E
njgk 79 o] Ake] A vA Vet 19 vk 133 AT et mobAH, A-SA[20]9 ATelA WEA
njgke] A9 A Uehdth FanpAES 3.5 wwk HIA] wARE A7 BAIEER] A, 5Y, o] o
s mlnke] 79 Yl ek, 19 vk 13 gk, elA REHoE Aowlg wel: A3t A2
7d ool A% HA Uehdth Fui 359 njuke] o] A7l WA 9ES T € olfE F
A9 vl e, 19 vk 134 vk 7d olde]  Wele] Fo] b Be 9 vdths B A7As)
7% A dehdth A0 A9 359 gk 57 v] S 2 ARE wglth o AES Ak 287
k73 ool A A YEhyta, 1-333 m|vke] AH$- 9} 4z 9 E%“O] A Aol B ko] nX|
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Table 7. Verification of correlation between each variables
Product Selection Attribute Marketing communications
Sortation Value Quality advertisement Brand Price Adveni§ing promotion Promotion of 01:21_1 Physical Relationship
marketing sales tradition _ environment
Value 1
Quality 622" 1
advertisement 229" .118" 1
Brand 47 489 3107 1
Price 3567 467 028 3807 1
Advertising — jaom 466™ 2087 3307 3187 1
marketing
promotion 47277 4947 155 3717 3937 4987 1
Promotion of 317 3 192" 24a™ 235" 361" 300 1
sales
Oral tradition 2417 269" 079 2017 2797 286" 346" 387 1
Physical 144”101 208155 am”T 122" 75T 379" 259" 1
environment
Relationship 409" 387 028 30577 31477 2447 283" 225" 2847 023 1
p<.05, “p<.01, “"p<.001
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3.4 MZMEin opA”ZFLIA o[

Aol 19h9] rolAw nbAY AR R 229 ol

O —
ZH| A= Ao e om, Bt 199 FobAd wiAE
3.4.1 2t WAZIO| AlmtEb| S ZAFruA el A 129 EopA = Alo® vEa, Bl
ThS Table 7¢ 7} W4 7+ AnA|E oolry] < 7F 199 ol A vl A" AFYA0]AL 097 =olA
stol AR AFL AN Asfolrk, $A vy 5 HASE HERLL PIH IS o =AE A
AFHEASA 9298 A, Bas, e o) TS 249 Febx Asw et 59 Al
B ARUAC MY solaon BuniAE, Tu, g = 7H &”le] mHARA A 2 4FE 1A
27 1A, Bad 874, Pl EAAMOR goue o ASE WOl gtk 5, AAMTHANYES A
)2 ATAT} Q= AOR ERITHp<05). 4 e HASAAY A AFY] THHE 7P SAlEke
o uAy ARUACI MY Feaey BanAE, 3 A2E & T QAT ol B AR EE ST
W, FE A, Bad 3, Bl BAK0R & = dutslE R Hold IavEldedEs A
Jguld Ao AT Q= Row pEpdTt oM ARksERT ¥ A5o] gla b E Aol
(p<05). B v ARUACINY shelagry I AATCIUS SRR 7P7E Sud s
auHAE, BR. sz B @7 EAHo® & FEIASAES AnAEoA FalFEdes A ¢+ A
oulg Aol AoeAZ = gem depge S AEAESRIY HAE 8912 vEAFUAC]
(p<05). IR ARUACIA shelacry g, w01 7VE SIS GER WA Sl e, ol A
27 74, Beld 8o BAMOE fojugt Ay B AT FEe] Eas HiEA = B o
AL Qi AoE UERTp<.05). F& vAA o= Aoz AR e A YE
S AHEEtE B A9 Al o AR A= 5
3.4.2 MEMEO| obilEl ARG pixle O FCIT A el S wHow vrlg A
o5t s A gt SAAR 298 THE  ds Al
T}S Table 8 AE 80| nlEl 7FU7A oA ojty. FAU|FEAMTES Aelstes Avrte A2
o u]H= dake AZely] olake] 7] HAe Al TrEASPEE e SHTS Asly] wistol o]df gtao]
A Asfole, BAA HARGe) Ao dogye] T IR TPIREl A Aew nei
3, I BAMCRE fone Aow EAFHUY
(F=68.575, p<.001). SHHF] AFAEHEG 9] st e
N JH7, F, A3, BAE, A vpIR AT 4. 22
ol A EAA o O o 5F A o] oJEEo 2] =
B e
g ARUFA NS 191 ol Ao Vehw, £ AFE 3{%_ A8k, 7 8]le] niA”RAFYA o
Ao ok JEgFS WX =A] A8t F v REIE S}
Table 8. How product selection properties affect marketing communications
Division Non-standardization factor Standf:z(:(i)zration . » R F
B Standard error B
(a constant) 1.199 116 10.310 .000
Price 132 028 191 47517 .000
Quality 150 032 229 4.708"" .000 409 68,575
advertisement 070 020 129 34827 001 (:403)
Brand 071 031 097 2292" 022
Value 157 029 249 5474 .000

Dependent variable : Marketing communications

p<.05, "p<.01, "p<.001
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