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Abstract The purpose of this study is to examine the impact of value consumption on customer
satisfaction of skin care service users. This research was conducted on consumers with
experience in value consumption use, and data analysis was analyzed using the SPSS WIN 21.0
program. The results of this study are as follows: First emotional value, functional value and social
value had a positive effect on customer satisfaction. Second social value and emotional value
were found to have affected behavioral intention. In order to enhance customer satisfaction, the
skin care service provider should not only provide reasonable and practical services, but also
form emotional communication or social ties. Also, in order to increase behavioral intention, it
should enhance social dignity or make people feel happy through diversion.
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Table 1. Reliability of Variables

Type [tem Cronbach's a
Emotional 5 76
Value

Value
Consum Practical Value 5 .81
ption Social Value 5 90
Total 15 .87
Customer Satisfaction 5 .88
Decisions making 5 93
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Table 2. Demographic Analysis for survey Respondents

Type Frequency %
20's 40 25.00
Age 30's 40 25.00
40's 40 25.00
50's 40 25.00
High school 24 15.00
College 51 31.88
Edfe(:j:lon Leave of absence 0 0.00
University 76 47.50
Graduate School 9 5.62
Marrital Nat Married 69 43.12
status Married 91 56.88
Student 10 6.25
Professional 26 16.25
Officer 67 41.87
o Pl e s s
Self-employment 9 5.63
Housewife 42 26.25
Etc 2 1.25
Blow 1Mil 29 18.12
1-2Mil 37 23.12
“f::;::y 2-3Mil 53 33.13
3-4Mil 27 16.88
Etc 14 8.75

Total 160 100.0




MS0[2AH|A ORI ZIX|AH[ZF IZHakE, sH=olcof Oxl= &3t 131

4.2 M20[ZMH|A O[XIQ| 7HX|AH|, 1ZHOEESY
ST

T Ho]-&AH| A o] R}o|| W ZRX| 4], WAHTLS,
PFIrE AHE A= Table 33 2t E423
AgA 71X(M=3.84, S. D. =57), AEA 71X
(M=3.51, S. D. =72), #43 7FX(M=3.24, S. D.
=.65) +o2 Ueygth 1TSS Higho] 3.92(S.
D. =56)2 Ueton, 3#5o%E Hatgto] 3.48(S.
D. =.70)& YERgt},

;

Table 3. The Value Consumption, Customer Satisfaction,
and Behavioral intention of Beauty Senvice by
the Use of Skin Care Service

Type N=160
M S. D.
Emotional Value 3.24 .65
Value Practical Value 3.84 57

Consumption

Social Value 3.51 72
Value Consumption 3.63 47
Customer Satisfaction 3.92 .56
Decisions making 3.48 .70

M=Mean, S. D.=Standard Deviation
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Table 4. The Effect of Value Consumption on Customer
Satisfaction of Skin Care Service Users

Dependent variable :
Customer Satisfaction

Type
B SE Jo] t P VIF
Constants 774 247 3.127" 002
Emotional .
Value 123 054 144 2293 023 1.259
Value
Practical
Consum Value 427 061 435 6.970 .000 1.246
ption Social
ocia
Value 314 045 403 6.986 .000 1.067

R? = 522, adjR” = 513, F = 55.685™"

0 < .05 "p (.01, "p{.001
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Table 5. The Effect of Value Consumption on the
Behavioral Intention of Skin Care Service Users

Dependent variable :
Decisions making

Type
B SE Jo] t P VIF
Constants 1.198 387 3.093" .002
Emotional -
Value 208 .084 193 2480° .014 1.259
Value
Practical
Consum Value 046 096 037 477 634 1.246
ption

Social
Value 409 070 417 5817 .000 1.067

R? = 261, adjR? = 247, F = 18.034™

"0 < .05, "p .01, p{.001
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