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A Study on Consumption Emotion of the Appearance Management
Behaviors in University Students

Je Sung Lee and June Young Lee'
Dept. of Consumer and Housing Studies, Sangmyung University, Seoul, Korea

Abstract : Attention to appearance is a common concern for all. Images created by appearance play an important role in
judging people in terms of social life in contemporary society. This study investigated general behaviours of appearance
management behaviours of both male and female college students, and categorised consumption emotion experienced by
appearance management. In this regards, it was examined how consumers’ psychological mechanism of consumption
emotions influences consumers’ satisfaction and their behavioural intentions. The main results are as follows: First,
female students invest more time and money into appearance management compare to male students and have a higher
level of attention. Secondly, both male and female students experience a variety of consumption emotions in appearance
management behaviours. According to gender, female students show a higher level of positive and negative consumption
emotions than male students. Thirdly, there are five emotional types (Confidence, Annoyance, Refreshment, Enjoyment,
Anxiety) as the result of the consumption emotional typology in terms of appearance management behaviours of male and
female university students. Fourthly, there are different emotional groups which influence consumers’ satisfaction or
behavioural intention according to gender in appearance management behaviour. In general, emotional groups such as
‘Confidence, Delight and Anxiety’ have a positive influence on consumers’ satisfaction and behavioral intention, and
‘Annoyance’ composed of negative emotions have negative influence. In this respect, this research can contribute to
beauty product development and marketing strategy with reflecting consumption emotion, and better understanding of
consumption culture of university students which plays a pivotal role in appearance management behavior.

Key words : appearance management behavior (2] =#2]83-5), consumption emotion (A:H]%), consumer satisfaction
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1079 8|2 Sd3} Zaxof o]o] A AlA 89
Art. fEveks AlEEs EAE Bgel=
Ak AR 9% 3559 o= ZAddib] 10.5%
S HERH, At a 229 R, 7Y
She FAIE Ho|3 ITHKHIDI, 2016). 3F3E #H 4]
A —E‘i‘:’é A Ao APFIME B2} 87} s
o]=E] 3 THHana Institute of Finance,
2016). Thh 222 7BA1F A3 ol ome B9 /e
HHst, BRI ALEA WAIE e FEoR ZREHY, iy
2Rl Qe Ats g LeM Fa7 Wt aaw WoleoA| L
Al (Lee & Ku, 2017), 2VAELS Ho}h U2 9B E 7H]
Q5 el Ao R R E gt Tk AH|AES] €
FARI BFe] S Tl olgteS Feke deE R
dejdEolet o, o= o] & HollA gt BReoew
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ARIZE o]gale] BRlo] SRE Wl JEE Kol Sl

10 3 8 (824%)°] <=7t daslitt SHelor, &
3] e} AFol HIsh 19-204]12] ZH|AEE 90.8%7F o] EF
Fost 7Y =2 QmAEe "HeAds AZslal St o]9
o] eirAg]d] F4lo] HA e tFA aHRl= HAd
391 AaMRke] HE7]H AH] S AUH, 0|52 o, 3
o ZElY T E3HH 84E I 553 selwsE
ThKang, 2011). =3 A A7lolE QRE Za AlEFo
Z RGN A AR R7E I3l (Ryan, 1966), <=7} EFI
o] ALEF A LollM F93 TS Togn R
3t #ow=rt AhEo® =rthHom & Gurel, 1981; Lee,
2007). e SR#AYYso) 7H 2 HEE AU A
o, grAEFo] o] 553 AREsE FAdske et
A ZHRE OPeE AR orAesEe] #s AUt
g agh Aot

AR [P E rAe|agso] B AFES AunEd o
o s of g [HE A ARt AH|AERIE o]ste]
2HIAES] QR viERele] A, R E] P AL
(Jang & Lee, 2014; Kang, 2011; Lee & Park, 2015; Shin
& Cheon, 2008; Sung et al, 2009) 522 =T} HE3t
EAEY T gk MRk QIA A WS FAHOE o]Fo]
X AF(Jang & Lee, 2014; Kim & Kim, 2014; Lee &
Park, 2015; Park & Hwang, 2015)7} thole® &2R=ke] 243
2 ghge]] Azt AFE - TS ¥o|r). AR R
P52 LHRe] AHHRA BEL Tl o|FAR = A
FTOEA QIRF R ot HY KoM A= 18 H &
ol st At dasict
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2.1, R HSe| Holet R

Aldie} Ao, a3 gES Hojde AHRES] T8 &
AL & s 9Ee} ol High olgTthgelth Jile] o=
(appearance)y= 7P S e 7RIS Ao 17
2 9RE FI ERlE B2 Jsa8S Sti(ohnson &
Lennon, 1999). X3t tiolAlCA Fo3t AES k= 9B
gk 7jQle] oju)R] FA F YL WM (Kim, 1995), &
3l ol o] 3k o g 71FEt(Lee & Yoo, 2011). ©]2]
g 5= giEo] A Y, tlsvilAl O, RAT
o] 7R# B4 T FFOR AHAES] R gk Hilo]
ZolA| L St}

AFFES 9RE JHrE dES 9|2 ¥E] 8% (appearance
management behavior)’©]2} dh=Hl, ©o]o] Thal Aune and
Aune(1994)= 17FS°] wA4E Y 24S e sl
Aelairt. AT el Kaiser(1997)= ZF 7H21o] EF
N3} FEHAE B3l Al GEE A7|s ElEe] A
< UeliE Aoz, 19 9Re} #HE BE HE, AE,
A% aE Y5 T} ™, Sung et al.(2009)>
21e] FAS YER A, ERlo] Yshe oA B9 olr]
A B4e S8l QRE JiAsla WslkE = HAolE) sl

S+ Goffman(1961) 7i<1o] ERICNA ERl9] B&S vEhd
£2lo] Zldehe BEo & Hol7] 93] of, &F, SPEE

2o AAA T (dentity kinS AHE3le] RAAFS

Tl AFsITE 28 WO Z Lim et al. 2000 TFE AL
HollA Ale] BE5S Rl of 2Rle] Zldishe 2 2Y
F AT o] =FEE, 3P, e 5)E ARshe A
olg} slth & el Fold slile] ElRlzte] A
SIAIE FAdstaL ERle] Ztiehs oAl BES X33
A3l o E, sFEE, AAAMES e =75 &8 9RE Ut
= dRe] Polzt Ao &

uA A oot QR gt AmE Aot
st wEh zfel7h S Yo, AWIRIES A SollA
Zizke] oz oue]dES $h(Johnson et al., 2007).
o]9} o] o|rFe|asd thget AHAEA FEE FAAL
o|X|¥F 0|5 Y= Egd Aoy A, Aol we} 7]
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tE BEos vepdt) ] AlEskeE AHRE gl et
EAFYEE 77| tE O Ehr]el teker A
TE2 MR {3l w2t RS el Falsia
. Yoo and Jung(2002)2 ZAH|R}9] olETe-S F7-5hk= 3
i, AR A, A", A¥5E 5 oA P A
TR AL 3, AY FE FEYSE FHoE
19tk Kim et al.2006)= AMZE$ 48] Adow yeht
Z W (preteen S FASE o5 HAl, AT T,
g, slof/m - Aol e FEoR rATYPTS
3}sle] HAI5199 Tt Sung et al.2009)= HA LIRS &
Aog grAYs 43S A AR F+, A4, IF #,
= e, AH F F A ol 7R ZokE RSk
Lee and Yoo(2011)= *F21¥2} 4Al=F(Sangri-La Syndrome)]
FAR] 40-50c] F ARiRte] S RAHPF FIFS I A=
9 o& YE, wullde, o] AR ER3IATE Kang
011y thehy Am|ape] SmaeE]els fES o #4, Al
Z A, slo] #e, T HE, A HYR FESP] ATst
ATk T3 Kim and Kim(2014)& 439 HUE tido g Euj-
AP, I A, A -E, B35, o] ol 7K &
Fo= BFIIGATE olet o] rATY TS AJHoLt Al
o W} 2 {3l AdelahAl Ve k. 2 AFeMe A
YATES sl tiEtye] rATYF v FFS
5 4, JEY2AR He, 5 e, dol=24, dlof e
2 FESI AFATE W5t
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22. & o AH[ZHHE

A7} el #e A= 1980 Tl o el Be sxlE
o3l ARAES o) dF el dElE dtel] Yl AL
1980 o] 78 B 7o) AR lFel G MR
= 583 8102 BeARA olo thk AFrF XEE
TH(Gardner, 1985).

74 (emotiony> SAH S 7 FEE7| = SR, A A (affect)
714 (mood), =7 (feeling) 5] NEE} EE= ] A=
o o] AFellM T BA s vl SR AR,
5 7] Jidel= Zel7t Sitk(Jung, 2000). 7182 71l
o] FAHOR X|3l= B A el (affective state)ZA] 7]
Jefe] s &k Aol Wl (Gardner, 1985), 74
712l vlal o A2 exrt Y= AL, BA] 7ks
353} o] Ark(Clark & Isen, 1982).

ZHRRe] AL dEkE FHAR] e AH|E ols)ist
=4 23t AR HEA (Mudie et al,, 2003), & A=
o] 23] 4:H]7d (consumption emotions)o|Zh= 7lE o] AAE]
%It} Havlena and Holbrook(1986)2 AH]73A4el ths)] &S
ARESIAY AHleke AR AN VeRs BA1A ¥R J
Folat Alska2m, Gardner(1987) A9 2 4 (Hr) A
I, T 2, el § el BE S de elEk
&1t} T3 Cohen and Areni(1991y= Al&FS sy +

& rlo e

i, ARgE wf vehbe SRl 1 AdEE awizbdelet A
ettt Chaudhuri(1997)= WA 2827 2H1E A
PepaA AlFolt Mulze] g whel ehde aHt
A2og Hokth 5 2H|RgE WAt AlES T, ARt
A2 o] A AgelM Adske kel AAYE XA

59 AT & 4 Aok,

N

2.3 AHIZAH SEzT

23 77k S AT 54 9 88l B3I anjate] Atk
2 oA AAel 7|xste] o] FolTaL P E oA sitt.
e 1980 o] = MR flFel] 3lo] AH]Rke] A A
el Ho] Fast g2 AFEHHA (Cohen & Areni, 1991),
AEldt &R}, AP HIRS o EoollA 4ot #
= AT ASHOR o]FoA|AL Stk &
Ho} FHE BAHE Hriste Ui el H=E PAD
(Mehrabian & Russell, 1974), DES & DES-II(Izard, 1977;
1989), EPI(Plutchik, 1980), CES(Richins, 1997) o] JoH,
= &84 HEZE CREL(Lee & Lim, 2002), KCEI
(Suh & Son, 2004)7} $)

Mehrabian and  Russell(1974)2]  PAD(Pleasure-Arousal-
Dominancey= PHAI® 24=¢] 3o mhe AnlAte] whg-g ¥
7¥el7] 918 ARgE Foloh PADHES] AL Al 7HA] 2}
9 EA=(pleasure), 7] (arousal), ¥l (dominance) % Iw}c}
N4 & 18749 oJv] £33} - (semantic differential items).-
2 o] FolA St} 2y} o] Himo] A2 Y o2 7k
S 34T g g S gElate], Avxkel 78 AE
TS Hetel] Huoe A5 3109 22 340 A=
(environmental stimuli)el] 2] 2% SIAH SAw E
SA517] Sl AAEA o8 o] PADHE=E vl 20

e

H i o
v AH] S5 FEE A RS Hrleb)edle ol
=3 4= Qth(Richins, 1997).

Izard(1977)¢] DES(Differential Emotion Scale)> 77 %&
I FAdsto] bl 250 ARl AT 2 Aol
th lzarde E= Xdo] WHEAOR 27FssA YER= 10
7Ne] A 77g (fundamental emotionsyS YEMA=H, 347+
A& &0 (interest), =715 (enjoyment), Eha-(surprise), Z A7+
(guilt), 3°5/&3(distress/sadness), SH(anger), T2 (disgust), 73
" (contempt), 33 (fear), TX]/-112]<3-(shame/shyness)®] -
o8 =0 3t DES #Eo| o]o] DES-II EE 7idst
=t ole 107] Z2gnbet 7+ 3709 F8AL FE0 8 o] Fo]
A Z 300 FEOR FA A o, olF &Eaf 4|
A7y =7 el sl 278 7t 53 ARR o] oA
o}, 28y Laverie et al.(1993)°]t} Mano and Oliver(1993)
5 A= RS 4] flaE o B2 7Y FEEo
dast, 1070] 718 7ol wiel B4 7Hdel vlE)| F34
Aol TR olFolx o] AA 2Hgel vlal H-4 7Hge] A
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EPI(Emotions Profile Index)= Plutchik(1980)7} 7j&-gk ﬁ\_H]
4 A2, “fear(F3E), anger(3}), joy(71), sadness(EZ
acceptance(%), disgust(8-2.), expectancy(”]1th), surpnse(ii]-
ez FAE A FE 7 (primary emotion)yS ARE-SH
ok o yke] THES A4 79 FE PHE] 4TS B
AAGT A3t dE 9, joy(?1¥)F acceptance(F
|)e] BlalA love(rkelke 2Pge] V™, fear(Fee )2t
acceptance(8)2] A O Z obedience(F5)°] AAAHTHLee
& Lim, 2002). DESS} EPIHEE T B8 748 71249
78¢] Ao R vepdtial F74ai3 o, hate(3-2.), envy(Ad
), reliefRF=)e 22 944 7782 DESSF EPI®] SAWH O
2 2 AgEA et

Richins(1997y= & HA=E9] AFFHES H]‘“E}MLHI 5
AHSZ loverF)et 22 S Hrlsle d&o
oo} AlES] ahe] FAlo] He 2HES TR IS A
@’5}03‘:]' A, 2Ho A& FJEEC] Ao B2 AHAE
Al X&3HA] Qtlal FASIATE dlE £9] melancholy(T-&Z),
sheeplsh(‘%}%‘fOH =), revulsion(8 2.7}, blooding(2-23H) 59
G52 B ARENA 40 &of7t oEl 2353
ol £FS £ =3 PADHEOM ARSI e 9v]
3} 5] °1«]Z}°] waEo] WEs| MEA et dE
o] boredAFehHH relaxed(RP8H), cared for(EE-2 )9t
in controlCgerEhe ] WihEe S EFeRL A &
of FAH R FHshs aHAA E£58 & Atk A
o2 ojxle] HEEo| 4H| AeA FEE S Hrkehe
Aol thet o]FE A7IsIth. AHIE-S T AdgelA 4 E
H 743 o EAXo] = 4 Ut k] Richinse CES
(Consumption Emotion Setyd =& A|AI3IATE CESHE=E &
H]E o] A4FAH] (anticipatory consumption)?} A& FHE3} Full
T Afr 2 AT XFst] W2 ouE sk gt
AF AVERE PP P9 sk Aoy A=, 95t

o

mln M 41}11

oF 22 ded et AR ) fiuEe A 7
HES AASGH. o33 2AES H}E"_E RichinsE % 6
He| A7E B8l NS Fgse ARE JHUstal e
s FHseE ATE FAsAT iH]X]-Oﬂﬂ | R AES
ARg-sto] T J /\H] FollA AR & e S 4

dREE ARG Al
SRRAE B BFE P A9 AN, B

and Lim (20022 7 3= 5 AREAA oilze]e 3
E-(e.g. romantic love)e] AP, T2 FHzele] vy}t 3
Ao ATk A A3 et

712 fFollA s NS S8se HErt =
o] ZmzpellA A&7l APsHA i, AFUACNA oF

7Fs/de] Bl AZsle] Lee and Lim(2002) =fu AwH|RE

Yiirjeldie] olm el Jeh 2u)zE A7 715

%1+ CREL(Consumption-Related
Emotions Listyd =5 783t X0z 4] 3 73
Fr=o ©2357] 93 Ric hms(1997)4 Ao} o] N
1::] Ue e 2 o)
EE5E5 AAs HEH
o= 387¢] %P%:S: %‘8}1 217H91 —;PQ% vEbATh. CREL
HEE 718 = AxEd tEA ARFSHP, sy

L, FB YTy 59 8 FEF gEo] AdwR)el 7ithet
7+ 3=l - (Korean-specific)2] 78S EFSE =] 4]
78 =g NSt oor) o BE 471 20802 Y
T Ao, AFH AHIEE FEelA] Fdthe oldx EAg
thSuh & Son, 2004).

Suh and Son(2004) 7]E29] Hr FEE9 Sl vAE
oA &3 dolSo] FEE] AL, BA FEo AFET A
H|27F E=] Sivhs dAIdS Betst] AF A2, 3
2 At 74 AME EEste] S &) Al AR &

259 A& FF 7Hee KCEI(Korean Consumption
Emotion Items)d =& 7NLsldict. &aHREe] AU &
3171 QA% 12F AP AL} AL P dREERA] R15A] ke @

o1g Arske 2 A 24 A94E ARG 2 F APAT
5o YEET AT W AN RIS AH Y IBES o)y

o7 AFEE, AF, F7, AAAE, 33F 57 Aua@]
g7le, WY, 23, BAEFER CEY 5)E s =
gy A wsol disl 2ARIICE = A% 1 29 4
e AFA g 2zt 337 5, Aulzelxe= 107 89
o 2571¢] o] FEHUTE L3k 77 2H] HX= Al
A el a1l 1) B, Aulzelde i 2913t 1578 @

o] =EEUT. olHd AEE A e 2B M =
S5 ‘KCErE WHaly, o)= ATz Auj2 e s
AT 4 9o &M AXE ZAHT u= 9018 B AR
a7t AvlAe] v AR AH) PAE 29T de 23]
RIS &z}%@#m sisic

gl @%ﬂl iﬂ]ﬂ}% APﬁkﬁl i oh E’%*é% Lkl

& =2 Richins(1997)2] CES9} | Zwm]ae] E4)x}
J8ol] gigeo] e A AHEL] Lee and Lim(2002)
CREL, Suh and Son(2004)¢] KCEIZ FAo& AZxA}
A3k
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Al e _40L3}1:1:] MEAS AH|2AL olsle] ALY 3E
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Heko o]Folxi 2nlzbge] Mol AFSlws) e &



716 SR FEIY EIR] A19H A6Z., 2017

H] & ol ofufgl JEES 7R =Rol tis] gol A} gt
o] U85S st AEAH AiEAle v At

[A2A 1] e mae|ads HHe ofudrt?
[AA 2] SdiEAe] ejrejese] et AN

o gr?
[A7EA 3] GUtiEge) <
2]

B2 E] A3t AR o]
RS R el HAE

GF Aol7k Lehterh

32 A7 i ¥ X2 =3

2 A7 S FUHE AHREA AS 494 g
el A 1 FAtiEAlel dgste] AT 24 R
2 exERIoR Ak IEF B dHIZARE Jdsiion,
= e AEXRAF AR YA (Macromill Embrainys 53 <
2l AE0F o]FojRirt. & AT AW A A B
AL 98l 8ol tiEA Am|Rtet 2017 39 259 FE 4¥
5971 ARQIEI RS FdsIaAt). ARQIEIRE B3l 9=
Z3s A=A Q2L o™, Richins
(1997)¢] CES, Lee and Lim(2002)¢] CREL, Suh and Son
(2004) ©] KCElI AgATLE g83sle] A3 /\u]ﬂ;HE S 3}
83 dRATSE FE RS FE 2 AA S AR
ok mEgk 20179 5€Y 199 64 F W] onERAE Bl
88 AE £ 371 2 74 e AReH, ofF & 24
o] Ag= 20179 59 1LFE 162 1 A=l = ek
SHIAE g ® 2l AEAE F9 & 39957 TR
o] FF Eald &gl

Y gEe FE

-

33. ZALET Y ¥ UE

B A A} B=E ] Sla) AdE gt €
E3YES sk FUUIEAS tdo® AIERE Fd)
3tith  Richins(1997)¢] CES$®} Lee and Lim(2002)¢]
CREL, Suh and Son(2004)2] KCEIE &-&3to] 1767019 74
gEo] X AT EYGE B pAsINeH, oF
ggate] Hd e s (A 4, oA 48)S e s

FZ3F AYAEHE A3t AAAE oM = LRAE
NAl lrA S Fe] MEHA Holg Ayt F, dAl 220
S e HRATAF el AU e Az AHEE
o g FES THORE AHRE ArEIITh 53] e

A= ettt 71 Fr, o, ARz, FEe 5o 128
A5 & Vo7t w4 JeRh o2l ZHES ERshe %
4= W BT =2 A% Z.H* PES A
e MR g S RARE-S o AEskes A &
Hojzl PEEL AAs= A9S AA CES, CREL, KCEI
DARE F I8, o], FAL, S84, g, 4t
wraitt, sttt AAs 50w 2ol 94‘34114%%% o]
1] ’ojae AASFA . AA 2 & 5L I AA
zH‘:" T2 Al He 7 FEHo=E FE29 Y
TR AUS ATt AAL ARFS
ol EH%H = H=o] B S flal MRS AF 2R 2
55 A FE EH?fL ANAEZ} o] FolH om, o]He]
Ue FE deire E2S F At ol# g 34
< AX F 3909 QEAY 4HIE FES HE =S50
TH(Table 1).

m Y Fol et AH7g 39782 E3tol] tiEiAe
Lee(2012)2] A1+Z F1dle] 53 Likert =2 Z-83(1: A
s = 1 1 3krt-5: -
55 A ATEA
(2011)3+ Kang(2017)2] A
g, 8hd, ¥ e &EdS B %‘% T3kt Est
A 7}X1 ArAPF (@ EHA, 5 - AP T, HFAE, o

o]3%], slojel)ell tate] et LHIRFES] AR IIEE
54 Likert == 2313l om, mae]e)sol gk Ana
@] g, A7 5)E FolRy] % eSS U

ﬁ
S o
= op
)

Table 1. Consumption Emotion item on appearance management behavior(39 items)

Unfulfilled Worried Satisfied
Agreeable Joyful Fresh
Crispy Clean Confident
Excited Regretful Ritual
Refreshing Relaxed Fluttered
Nervous Uncomfortable Shamed

Tired Showing-off Happy

Accomplished Cheerful Bothersome
Charming Pleased Invigorating
Proud Contented Interested
Obligated Heart-warming Animated
Difficult Trustworthy Trendy
Concerned Eager Extravagant




FHEHOZ ANANE 9 oo gk Az JdY
S =2H3l7] 98l Oliver(1980; 1993)2} Garbarino and Johnson
(1999), Kim(2011)¢] A2 Hysle] HEEFS FTAEIH.
oEzz|dE gk &M A Uis wEs, |9
3 Aels) A 9= g Beho s 2o, % 4
vz} PEoe oraAe|dgso] st X437 3% %, e
FA 2 Aozl gt Baoz pAdste] 53 Likert H=
£ &3t ZHslh

3.4. A2 2AMuHH

B Ao A5 B4 B4 T2 SPSS Statistics 23.0
S g3l o|FoHL) VEH o R o] 2FgS FIs)
7] %13l Cronbach’ o #& €831 7
o] QIFTAITE A LjrAedE
AIZE E B1E, AR E 55 Felsly] e RiERA, 7lE
A, IS AN BETiEAle] e ae|dlE-S 3t
o A 7 ol digh
EYHREE A48 AMgseH, AP A ES f3s

v o=

of
)
2
.o
2‘1_’,
S
it
J
o,
o
N,
do
:cl)L_"

a7 <8l Wz SRS B BAH 99 BHL A
NSt AEH o 2o
o FFY WA setaly] sl hESARNE Sle] B4
ol
AR

4.1, Hchstdo| n2|#HES
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Table 2. Time and Cost for appearance management behavior

HUjsrye] SlmejdEe] Hek Ay A 717
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42. Y2 BRYS
Slme)Es RS FB 200 P 298N

. Total Male Female .
Variables Items Chi-square
N(%) M%) M%)

Less than 30min. 235(58.9) 152(79.2) 83(40.1)

Time (day) ) 62.81%**
Over 30min. 164(41.1) 40(20.8) 124(59.9)
Less than 30,000won 85(21.3) 48(25.0) 37(17.9)
30,000won~less than 50,000won 102(25.6) 51(26.6) 51(24.6)

Cost (month)  50,000won~less than 70,000won 101(25.3) 55(28.6) 46(22.2) 12.73*

70,000won~less than 90,000won 43(10.8) 15(7.8) 28(13.5)
Over 100,000won 68(17.0) 23(12.0) 45(21.7)
Total N(%) 399(100) 192(100) 207(100)

<05, **5p<.001
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Table 3. Specific interest to appearance management behavior

Total Male Female
Variables  Items t-value
M(SD)  M(SD)  M(SD)
Clothing  3.90(.827) 3.62(.896) 4.17(.658)  -6.94%**
Fitness  3.93(.814) 3.76(.834) 4.09(.765)  -4.07***
) Skin care 3.88(.902) 3.71(.931) 4.04(.844) -3.76%**
Specific
interest Make-up  3.17(1223)2.39(1.028) 3.88(912) -15.31%**
Hair care 3.56(.857) 3.49(.874) 3.63(.837) -1.62
Overall 5 69 686) 339(666) 396(596) -9.07+*
Interest
*x¥p< 001

7] 930 Lee(2013)94 Aol 2H|RFE0] AYE 74 e
238l 54 ZAE A= ZARE 39714
F %—L k olek(A] =71 skt AE 7R 9%k
thel FEES AASIGI FEtEEe] rdedsdt &
AR AHITAHES 29 e A3 IS 7 A
9} Bartlett®] &4 A8& AR
= 9212 7 o]’de|w, Bartlett]
6133. 43(dﬁ435 p=000)2A FFF
<0010 folstnz Agaide] QolRAslr|o] A3 slc).
Q1 BAom FEE X 79 8 L% A kel 62.43%
= 7 HAA =S Fetslr] {8
Cronbach®] A1Z|% A4 Alpha 35& ARSI E], 291 1%
B 292 59 ol 71X 820 6 oo g #Al7) gloy 2
ol 62 Cronbach’s o ZFo] 47602 7|30l F3lslA] &ol A
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Table 4. Factor analysis of consumption emotion related to appearance
management behavior

% of variance

Factor Eigen . Cronbach’s
Factor Item . (cumulative
loading value . alpha
variance)
satisfied .809
contented .690
accomplished  .679
agreeable 676
32.285
fi fi . 9.04 904
Confidence confident 667 040 (32.285) 90
proud .604
charming 575
joyful 564
animated 428
obligated 193
uncomfortable  .730
ritual 128
. 15.436
Annoyance tired 675 4322 @7.720) .827
concerned 627
difficult .605
bothersome 537
fresh 185
Refresh refresh 774 1.428 3100 804
’ ’ (52.821) '
pleased .648
eager 126
interested .584
excited 568 4211
Delight 1.179 .849
1 rendy 528 (57.032)
happy 518
heart-warming 480
unfulfilled 815
Anxi ied 783 1.096 3914 707
nxiety wortie . . (60.946) .
regretful 510

4.3. ZA2[AS0)| ChE &
=0l Ojxl= A&

L ofel FYEE AT e 2kl 9l

U538 784S 2x3 A= Table 59+ 2t} Gk thetye)
A AAZE= F 3ol 24932019, F3EL 00002 23
o] x3E ST Fo ol T e RN
S foslA Al ok T3 FEHS aRNES =

o}, sl o=} EH?FHg,] = )
°l 0002 FAH R ww ke AU, mguse)



Table 5. Impact of consumption emotion on consumer satisfaction

HLferde] SlmHe/dEe] et LHIZY A 119

Independent Male Female
variables B SE B t-value B SE B t-value
Confidence 446 121 404 3.68*** 422 092 412 4.59%
Annoyance -.109 .088 -.094 -1.24 -.081 .055 -.092 -1.47
Refresh -.124 .089 -129 -1.41 .034 062 .039 .54
Delight 326 110 295 2.98%* .196 .080 201 2.46*
Anxiety 270 075 259 3.58%*** 113 .052 138 2.19%
F 2493 22.55% %
R 40 36
a. Dependent variables: Consumers’ Satisfaction
#p<.05, **p<01, **¥p<.001
89S Jehlle R3S 3598 oF 35.9%2] AHEe zheth ZR|RFEe] BFEAL AR ol 74 S AAWUES
SAEA A @2 S RSl M7y ARl Agte HFHorE SRR S8 I AAIE Kol
4 aql, S 2%l Fuizt 89e] freld e mAL = 2s ¢ F Uk
Ao, S HA Zdes vepe 2535 ATE
AHEE, FE53 AT e, M e 5o B A 432. Ay gk nE I PFow
So] EAlshs ARAITHP=404, p<.001) 2210] AH|ARIZS HAt s e] anat Peo e EHH B, BRIFH 3
7P 2 FFEE YERdt olo] Sl A2, AvdE, BF A T el e ojeae|ds A BET gl 9
g 570 SAR(P=295, p<01) 81} EFEI, AR=E, el tiall the3l7iEAs AAR A3= Table 6% 2Tt

ol o] 8-S XFela e AelRH(p=259, p<001y £
A woZ & JFEE /A Utk ox; gige] Hgo=

AAZHB=412, p=.000) 220°] 7P E=A Yep, tggog
= EAEE=201, p<05y3 ‘FH7H(B=.138, p<05) O
el gk dighlg sde 438 Bl

AR o2 erelsel ek AnAEl| FHAA FF

He Fe A JUtieh Bl ojedes &

1?

Table 6. Impact of consumption emotion on behavioural intention

W2 digge] EAAAZE F gol 33.131, #28E°] .000
o EYPUSIE Fo ol BF FEHP AP A9e
gt} AH|A; PEoime] HYHREHIA)e] AHEs v
W R3S 4712 9F 47.1%2] AweES Yehdt oz} of
o] A 7k F gho] 11.195, 59)8HE0] 00002 EA1
o7 Folgh gk A, R e 2182 theF 21.8%2] AW
& A

SRS Ax Gx dishe AR, AR, £, 99
7 QRle] fejdt FIYHS AV vt FEHFEFOAR)
o et SHUFEIEAAE A AT LHIZE)] A
719=E Yehll= X238 ASE B3 438 A71E vws)
W, S (B=401, p<.001), AXI7HP=278, p<.01), F=Z
(B=276, p<.001), A7F(B=-163, p<.05)y <=2 Yehdt},
Az} e FoBE 055 7IFo® KA ARZAAIL,

Independent Male Female
variables B SE B t-value B SE B t-value
Confidence 297 110 278 2.70%* 322 117 274 2.76%*
Annoyance -.184 .080 -.163 230" -.159 .069 -.157 -2.28*
Refresh -.041 .081 -.043 -.50 .060 .079 .061 75
Delight 430 .100 401 431%** 179 101 .160 1.77
Anxiety 279 .069 276 4.06%** .097 .066 102 1.47
F 33,13%** 11.20%%*
R’ A7 20

a. Dependent variables: Behavioural Intention
*p<.05, **p<.01, ***p<.001
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