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Abstract This research was undertaken to investigate impact of the relationship quality of cosmeceutical
consumers on the behavior intention, and provide basic marketing data for revitalizing the
cosmeceutical market. Cosmeceutical consumers were surveyed at H&B stores in Seoul and the
metropolitan area, from November 16, 2020 to November 30, 2020. A total of 305 surveys were included
in the final analysis. Data analysis was achieved by performing frequency analysis, reliability analysis,
correlation analysis and regression analysis on the causality between variables, using the SPSS 21.0. The
results indicate that investment, satisfaction and trust have a very positive (+) impact on repurchase
intention when considering cosmological relationship quality. This can be regarded as the investment in
the subordinate factors of relationship quality. The higher the satisfaction, the higher the repurchase
intention. However, satisfaction, investment and trust had no significant (-) impact on the statistical
nature of transformation intention in the quality of cosmological relationship. This can be regarded as
the lower level factors of relationship quality. The higher the satisfaction, investment and trust, the lower
the conversion intention. Taken together, these results indicate that a positive growth in the relationship
between business and customers is likely to result in the customer to repeatedly buy the products, and
help retain loyalty of the customer to continue using their brand. Also, it positively affects to maintain
a constant relationship between business and customers.
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Table 1. General characteristics of the subjects

Division N %
Male 112 36.7
Sex
Female 193 63.3
25 less than 85 27.9
26-30 140 45.9
Age
30-35 48 15.7
35 more than 32 10.5
High school graduate 81 26.6
Academic (C'olllegde' gractilJatg's hool) 172 56.4
background including attending schoo
Graduate school graduate
(including attending school) 52 17.0
Student 60 19.7
Office job 168 55.1
Professional 30 9.8
Job
Self-employment 27 8.9
Stay-at-home mom 15 4.9
Etc 5 1.6
Less than 200 million won 46 15.1
Less than 200-300 million
Monthly won 117 38.4
average -
income Less than 300-400 million 112 36.7
won
400 million won Less than 30 9.8
0,
The Less than 5% 52 17.0
proportion of |Less than 5-15% 97 31.8
cosmetics Less than 15-25 131 43.0
costs in
imports More than 25% 25 8.2
Total 305 100.0
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Table 2. Descriptive statistics on Relationship Quality

Division N Min | Max M SD

satisfaction | 305 | 1.00 | 5.00 | 3.86 | 1.028

Relationship trust 305 | 1.00 | 5.00 | 3.96 | 1.104

quality | commitment| 305 | 1.00 | 5.00 | 3.78 | 1.120

total 305 | 1.42 | 5.00 | 3.87 | .906

3.2.2 HSOI=0f CHEH 71&SAl

Pl et 71&SAE BAT 2e Tabled
3} gk BEelwe] B 29 Wk 5Y Ame 27
stgom, WEowe] AAL B 407808 e
7, s19189E ATFuolEsl Bt 4.034, Aeko|ws}

B 1.898 +oF YT

Table 3. Descriptive statistics on Behavioral Intent

Division N Min | Max M SD
Intention to | 305 | 4 50 | 500 | 403 | 916
) repurchase
Behavior \ont 1o switch 305 | 1.00 | 5.00 | 1.89 | .845
total 305 | 1.38 | 5.00 | 4.07 | .766
3.3 EiEy 2 ME: AT
3.3.1 LASEO| Chet Bt I M2 AT
AL digt gAY ¢ Afx HE: Zie
Table49]' Ztt. " KMO%ol 0.917, Bartlett 78
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Table 4. Verifying the validity and reliability of

Table 5. Verifying the validity and reliability of

relationship quality Behavior
Factor|Factor|Factor Factor | Factor
1 2 3 1 2
Question - - -
commi o sat'lsfa Question Intent Intenti
tment ction o on to
: A repurc
11. T use Cosmeceutical longer than 881 | 254 | 169 switch hase
expected.
. 8. If I have to buy cosmetics in the future, I _
12 } Zfst:ncizg‘?:é;ssczlassage of time when .839 | .259 | .167 would like to use another brand. e 190
9. There is a high level of immersion in 826 | 323 | .121 7. ICWiH use 2_‘ plroduct other than 843 | -.256
the use of cosmeceutical. ’ ’ ’ osmeceutical.
10. I will use cosmeceutical continuously.| .818 | .341 | .188 6. Ic}:;ilgéo?;( zfzgt;heer Ef;;gmﬁon needed to 804 | -.192
6. 1 think cosmeceutical is safe. 336 | .849 | .254 . .
5. I tried to change the cosmetics I used to 794 284
8. The service provided by the cosmeceutical to another brand.. ’ ”
Cosmeceutical brand keeps the 329 | .830 | .223 , ; N N
. 3. I will buy Cosmeceutical even if there is an
promise well. . -.198 | .833
additional cost.
7. étrust the .mformatlon provided by the 396 | .823 | .226 2. 1 will buy Cosmeceutical even if I can buy
osmeceutical brand other products in the same class 251
5. Cosmeceutical is reliable. 277 | 818 | 318 1. I will continue to use Cosmeceutical. -215 | 772
Z I;rgurzzrfhza;flzftlsirvs;l;nzzsmeceunca J131 | .169 | .888 4. If T have a chance to use cosmetics next
p : time, I will purchase the Cosmeceutical -.202 | .735
1. Ire;rgusciltlsﬁed with the Cosmeceutical 128 | 144 | 866 brand.
p ' Eigenvalue 2.905 | 2.689
3 S}‘(’;Zﬁ;ﬁuncal is satisfied with its | 15 | 935 | gs7 Distributed description(%) 36.312|33.616
4. T am satisfied with myself using 210 | 345 | 749 Curnulative explanation(%) 36.312 | 69.928
Cosmeceutical. ’ ’ ’ Reliability .878 .829
Figenvalue 3.3853.329(3.209 KMO=.874, Bartlett's test x?=1177.159 (df=28, p=.000)
Distributed description(%) 28.209(27.742(26.738
Cumulative explanation(%) 28.209/55.951(82.689 ATk o=
LY LN ==
Reliability 1926 | .948 | .906 3.4 o= '—7:" oo
KMO=.917, Bartlett's test x?=3333.100 (df=66, p=.000) 3.4.1 Zt 710 Al A=
FAHGEE BAEE, B JHIAE 4
3.3.2 $#ZOIT0 CHSH Bt U MR HB 3t A3M= Table6t Zth WA BAEHLY] stgadd
gEojzo] diet EFA T AFE A= Az U AE, 2992 PR sieadd A=
EAA o O o oF % /K O]‘— o
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H2jo

AA A¥} x2=1177.159(df=28, p=0.000)% 891
gt Wg9] Aol gogt Ao W=

3} ofo] 7l Zh(Eigen Value)o] 1 o1l & 2719
T2EY, & AEEL oF 69.928%%F UERt). 2+ 5F
el AmEE 22l 1(36.312%)2 ‘gz, g9l
2(33.616%)= ‘AFtuiolw’ & Psiict &, 271 89l
9] 891 AR 0.40 o1FO2A A7 F Y] Efg/go]
ASEJGL & 5= 9lom, A=x E3F 0.60 oMo R
A EAZE gl 2R & 4 o

o

¢ 1x Ix
O it

N o

650

2 Yebg(p<.001), ATz ol= BAKHOZ [olu]
gt ()9 AT A= AeE UERETHp.001).
ol MIH28]AFANA 1A FHH o] FF
Lol g2 FE vHTAL spylom 17o] AH|A
£Z 9o 2445 P59 FHHI A & 5

o YeRgTh dA33][29]19] AtollA AL ZpAlo] &
3 AH|Ao] REESHE T AH|AQL BT BE Ao B
HATE S THAAEY, ARFo R A 9o
AHY T, Aoz F(-)9 JFE Tl 513
o} wEbA ﬂM B gt FHAA @7go] =ot
ALE Qi rt ZolAH thE BEHERY] X319

£ &4 = dve= A& € 5 Ak

=

ki3
o

AR
A



F2eld 2HRe] FAFH0] FFA= vAE IF

Table 6. Verification of correlation between each

variables
Relationship quality Behavior
Cs Intenti
Division . . commitm| O [ Tntent to
satisfaction|  trust ent to switch
repurchase]
satisfaction 1
trust 545 1
commitment | .412%** | G73** 1
Intention to 350w 409" 4790 1
repurchase | ° ’ ’
Ir;t;ﬁiﬁo 3854 |~ 426M | - 4o4rer | - 5150 | ]

*p<.01, ***p<.001

3.4 HASEO|
3.4.1 HASZEO| 0Ll =0 O]X]| 2!
BAEAo] Az HA= JFE S 9

sto] thE3]AEAE AAIRE Ao Table7d} 2tk £

A3 Sl HEPe AEEL 26.3%0]1L, FALL BA

Hog fogt AR FAEUKHF=35.895, p<.001).

SHHSEEE BUY(B=.359, p<.001), ¥HE(=.170,
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n2s Aog YEth ESF D-W(Durbin Watson)
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=i

o
o=l

Table 7. The effect of relationship quality on
Intention to repurchase

Non-standard Stan(.iardiz
B ation
Division | ization factor factor t P VIF
B S.E B
(a constant) |2.091| .202 10.371 |.000
satisfaction | .152 | .053 .170 2.883" |.004 | 1.429
trust .062 | .060 .075 1.027 |.305] 2.167
commitme | .293 | .055 359 | 5.349™ |.000| 1.836

R=.263, Adj. R*=.256, F=35.895",
Durbin-Watson=2.011

“p<.01, “pC.001

3.4.2 BABHO| MEQIEM DIl Y
AEYo] B 0L TS AFW 9t
of TEIHEAL AAG ZIE TablesT 2k 24

23} AR Ay 23.6%0]1, A4S BAZH
o7 fofgt Aoz BAHKF=31.010, p<.001). =
HeEI = WE(8=-.205, p<.01), =U(B=-.196,
p<.01), A1=(8=-.183, p<.05)7} M3k FAZHC
2 fY3t B9 9L A= AoE Yyt X3
D-W(Durbin Watson) &}°] 2.2299°.2 (Q°]i} 4] 7+
A Yot A7Ao] EASHA] gskow, FARMl=
0.1014delw, VIF =2 10 olst& thsa414do] Wagst
A gsith wEhA BAEAY S8l RS =Y,
A7t #2548 A= WolR= AL ulgitt

Table 8. The effect of relationship quality on Intent

to switch

Non-standard Stam.iardiz

. . ation
Division  |ization factor| o = t P | VIF

B SE 8
(a constant) [3.653| .189 19.298 |.000
satisfaction |-.168 | .049 -205 | -3.401" |.001| 1.429

trust -140| .057 | -.183 | -2.464 |.014|2.167

commitment | -.148 | .051 -196 | -2.877" | .004 | 1.836

R=.236, Adj. R*=.228, F=31.010"",
Durbin-Watson=2.229

p.05, "p<.01, Tpc.o01
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