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ABSTRACT
This study aimed to explore the open-frame image of its brand skin care products, how to influence consumer purchase intentions,
while the eyes of the consumer price consciousness, whether in word of mouth brand image and purchase intention, a regulatory
role, thereby affecting consumer buying will. This study was purchased for open-shelf skin care products target consumers Surveying
issued a total of 420 questionnaires, 403 valid questionnaires. Use of exploratory factor analysis, simple linear regression analysis and
hierarchical regression analysis and other methods, to analyze the questionnaire to verify the hypotheses are justified. For statistical
results, we summarize the research findings are as follows: An open shelf brand of skin care products the higher the willingness of
consumers to buy more high. Second, the price of open-frame awareness of skin care products brand image and purchase intention
in between adjusted to achieve a significant negative effect. Third, the open-frame word of mouth care products brand image and
purchase intention in between positive adjustment to achieve significant results.
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