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PERCEPTION, SATISFACTION, AND PURCHASE BEHAVIOR REGARDING WINONA
COSMETIC PRODUCT COMMUNICATION VIA THE WEBSITE CHANNEL

Keywords:

ABSTRACT

Perception; Satisfaction; Website;

Purchasing Behavior; Brand Loyalty

m— 5ENSAMINEINITEIALAERSIATNSTadNS ]
f Interdisciplinary Social sciences and communication journal //;

Introduction: Winona cosmetic product buying behavior relies on commu-
nication to create awareness through website channels. Objectives: this
study aims to examine the perception, satisfaction, and purchasing behav-
ior of Winona product users regarding Winona’s product communication
through the website channel and investigate the relationship between
perception and satisfaction toward website communication and purchasing
behavior and brand loyalty toward Winona products. Methods:
Quantitative research using questionnaires as a tool to collect cognitive data.
The data were analyzed by percentage, average, standard deviation, and
t-test and f-test values. Results: Consumers’ perception, satisfaction, and
purchasing behavior of Winona products towards website communication
were generally high (average 4.40), with awareness of information
completeness (average 4.58) and ease of access to the website (average 4.57),
and consumer satisfaction with the website was very high (average 4.51),
with satisfaction with the convenience of using the website was the highest
(average 4.60), and purchasing behavior and loyalty to Winona products
were high. Consumers repurchased Winona products (average 4.45) and
recommended Winona products to others (average 4.55), and hypothesis
tests showed that demographic factors had no effect on consumer
perception and satisfaction. But perception and satisfaction were significantly
correlated with purchasing behavior and loyalty to Winona products
(r = 0.7521 and r = 0.7462, respectively). Conclusion: Websites are an
important tool for creating awareness. Entrepreneurs should develop their
websites to provide a better user experience, such as adding Al chatbot
features, automated product recommendation systems, and multimedia
data presentations, to meet customer needs and increase competitiveness

in China’s cosmetic product market.
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Tugedavia ivledldnarefueiedloddnlunsdoasnmnain Tnsamzlugnanssuadosdonsits
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Center, 2021)"!
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nssuidunuimddglunsdeansuaznisnain Hawkins et al. (1995)" iilasaintiglidansidnla
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UfATenouausiaingndn iu3BiBegn (Proactive Method) uawida3u (Reactive Method) 3. Tnnasg1sraliies
ileUsuUssnuammsuImsivinssiuaudosnsiuasuudas
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Tnsla (Trust) Anudeulesnisensual (Emotional Bonding), nisaanaidenuagasiefids (Choice Reduction

and Habit), lazUsziRuadesAns (History with the Company) (Parasuraman et al., 1988"%; Oliver, 1997)"¢

ns¥aaudnianunsavildiadoiauad (Attitudinal Measurement) WATLINgANTSU (Behavioral
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Tugshauinis anudnfuanseansiiunsuendeiia nissesunsasululiuinsvesesdindu nmsusns
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2001)"”
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(Tangibility) AMUAZAINTINANBAN LYW NITANLFIADIUT LATBID LAZNITUAINIBYDINTINIIU (Parasuraman et

saa o

al, 1988)" 4. nsienlaldgnAn (Empathy) n1sid1lannudeinisianizuanakaras19AUdNRUS AT UgNAY
(Parasuraman et al,, 1988)™ 5. UG ofevetaeins (Credibility) n1swaninnudednd dannusuinveunas
iueuIMsTiATaelrgnan

nsUszdluaunInnIsUsNsaunsahlalaensissuifisuseninanuaaniwegniiunisiusse
U3M57ile3uase (Parasuraman et al,, 1988)"%: Rust and Oliver, 1994)2” yanani N15USUUTAMAINNTUINNS
otsreiloadstiofiunnufimelanazairsmnuindliiugniluszezen (Aaker, 1991)"

wnAnAgIfungAnssuiuslan (Consumer Behavion)

ngdnssun1sdouesuilan (Consumer Buying Behavior) finisidsuudasegisieiiiouarlsiuuou
\esantladenarsusens 1wy ngueneda (Reference Groups) nslawann waztadudiuyana tnnismain
Sudusosdinumginssuimariifleusudsunagnsmamsnanaliimnganfuanunsaiidsulu Tasiawglu
gfimautsduzuuss vninnsraalianasnUsudald asvilfdelendlunisudedudn (Serirat, 1995)%
nszurunsinaulad evesfuslng Usznouds 5 Juneundnmiuuuudiasy Kotler and Armstrong

(1999)* 1. nM135u3Uaym (Problem Recognition) AR nnsiguslnasuitsmnuumnnssenitan g tagiuiu

v

anuENABINTg 2. N13AUNITeYA (Information Search) ulaAmdasaannuunaswnee 1u Lilew AseuAsd vse

Y

dolaivan 3. N1sUszllumuien (Evaluation of Alternatives) HuslaalUTguiigunuauURvesdun 1y 5101

AN UazAuLLTatiavauTUA 4. N157ARAULTE (Purchase Decision) Mslaandefusduagfuinaisng

¥
£

WU Uszaunisallin viruaR wardayanngusneds 5. naAnssundanisde (Post-Purchase Behavior) fu3laa
Usniiuarufisnelandenislinuauddserailugnisuendeviienisiodn (Serirat, 1995)%
wAnAEfuNseanwuuLiUled (Website Design)
dulsd Suundssumuntidunasniinludeaferfunasiidnvugiame funnssandouvudada
wu Insvimivdonilsdofinnt iesnmmhauuuivldifudugn wagannsofiufuviousuusaiomld

'
v A

paeALIaT (Malithong, 1999) msaaﬂLLUUL”iuleuﬁdl,ﬂuﬂsw’;umﬁﬁmﬁy‘ms’w’aq’mumuaa'mamamﬁaaﬁ”m
Uszaumsalfialigldany

wann1seenuuulIvledUsENoUMY 1. N15219MNUENNT A3TN19219lATE51MaE MUALWINIGNTS
viauitendnidesdymilunionds wu nsdasedeulassaiiaivleduasnissvsamiagisudu 2. inosi
UIMTFIU MTBBNUULFBIALALAIN WU MItmuannunswemii i unuszuumsiansuafigldnalulday
(19U B00X600 V30 1024x768 finia) wagnslduuuisnusiivneaufiorueiude 3. msdanaden e
Fostatau dnsutamnany waztiaussgrniaule weligldnudlasasdumdoyalsie 4. msldnmuas
A519n mnﬁangﬂuwlﬂﬁﬁmmzam WU JPEG dmduninaedi dnisiwadsusdasinudniouas (Malithon,
1999)"*!

druusznoudidyeaiuled Usznouse Teuma (Homepage) lunthusniigléanudiudewdivlesd
vt il suanstnlagenadniininga (intro Page) noutdglasmaii oadreanutrauls szuutmis

(Navigation) asiliyidaauuasindeudulunnudieligldnudumdeyaladiie (Malithong, 1999)"
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- SEAUNNSANEN

- s1¢lapdesnaLfau

a [
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NARAUI Winona wagireldLdsuviLazidontendniusidiuivladaas Winona deduiudssansunnnii
100,000 AY §37833LEITnquNgNAIE19INUTENNTNIMUA FeuansdminUseynsildnuiuuinnia 100,000 A
July Asgruanuetiunsesas 95 anuianatnliiiuiosay 5 Uu awnsalingusiieg199IuIu 385 Al AU
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o Y a a o ¢ . ' @ s
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2. gnUsenu (Dependent Variables)
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2. veuLUAF LT
neiduilnseunauiiuiiluamsisasgssrvuiu lnsewiznguiuilaailldudndus Winona
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3. YDULINAIULIAN
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@il 2 mssuirenisdeasnansiausiiedosdio1wansinei Winona riuciuled
@il 3 mnufawelasenisdoansudnfusiaesdionsndning Winona riuniuled
il 4 ngRnssunistenazemuinadenantusiaiesdenuandast Winona
duil 5 ToiauonuruarAuAnTUTLAY
5. maiusIuTIudaya
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1. msiusavsndeyannisdudiegnwuutadey (Accidental Sampling)

v

Tneif3dovhnaiiuteyaanisuanyauuvasuniuuing g l¥nan Susiuagg At g suv
Fulas Winona Usnamthdudnvessdnsdug Winona aueassnauuasiudauanuiisn

2. mafiuriusindeyariugemseeulaill (Online Questionnaire)
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(Self-Selected) Ingr3deladnviuuvasunauuuuaufiaeuniuludsreinisesulad (Online Questionnaire)

a v
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WauiugeufsunaL w.e. 2567 lagdl 2 3815l 1) §iduasinsemuaunuiviensyyievernusiuiletunis

a v v = '

novaeunulutes Weibo filuunannesuludeaiifodudunilsluasisusgssvivuiu 2) §3Tvrvdeiie

]
o A

eules (Link) wuuaeunwlugsegdiannsedingd (E-Mail) vesgnén Winona defeyagndndilaainigiudeyagndn

a o '3

vasrhwgnAduiusvewdning Winona

6. NIATITTaUA

Y

1. MsBAsIEAvauanbu

U

N

[

Wenswiveyalagldaifidanssaun (Descriptive Statistics) 11 A1A1UA (Frequency) fn

e

Jewag (Percentage) ALadY (Mean) wagAdu et uLNInTEIU (Standard Deviation)
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2.1 MINAABUANLRAAE (t-test) lenaaauINsiuiiazaufianslaunnsneninsedy
Urunanvizold

2.2 MyIAsIzsiauduiug (Correlation Analysis) Wienaaaupuduiussewinms
$fuduazanufiswelatunginssumside

2.3 M5ILATIEIN1ANADY (Regression Analysis) Ll onnaeudninaveanissuiuay

ANuawelasangAnTIuN1Te

6. NANT53Y
ToyausyrInsmansvenquitegasioutis naudmunevanvewdnsdngt Winona Asil nquiiegig

' & a v v I & = v & a o ¢ A ° . ~
ﬁ’JuELMQJJLiJULWﬂWyﬁ InuSovag 72.73 VDINGUAIDYNYUUA Faansl A nanAneAIe9dE1919 Winona U314
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Y a = a

anfvdndugnds Faenadasiunainaiesdiondlaeniluiigndgadungudmunendn Yaseny 18-25 U 1ungu

0] o o

d' a & v v o v

Ay Yy a o ¢ P i oW & | P o .
Wiﬂmamﬂm%ﬁflﬂmaﬂ AnLluTesay 48.57 SIN‘UQGUFJ']ﬂfjﬂJ'JEJ?;uLLaS’JEJWqﬂqum@umuLUUﬂQNQﬂﬂanﬂma\'1 Winona 819

q
v

Wumsendniusivewaniusinoulandamimafinuvesludasiol wu & fuide wazlamididu g o1@wvan
vy o Aav a & v = 1Y ! ! % o g ' o o Aa v
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