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ABSTRACT

The Trust Theory which is widely discussed in the general marketing theory hasn’t been adopted in the cosmeceutical industry.

Therefore, in this study, we want to probe into customer loyalty for cosmeceutical industry based on the Trust Theory. The

maintenance of customer loyalty can be a win-win situation. For the enterprises, this is an opportunity for stable profits. For the

consumers, it reduces the cost of transaction and uncertainty. As a result, we need to discuss the consumer’s loyalty in order to find

out the affecting factors. The goal of this study is to find out whether the relationship among the consumers , the staffs and staffs’

credits may affect the customer loyalty. At the same time, we also try to find out whether the customers with different functional

preferences to the cosmeceutical products are going to show different loyalties and whether there are different functional preferences

to the products under different demographic variables. Female customers who used to make use of or purchase cosmeceutical

products are our targets. Stratified Random sampling is adopted in our study. Sampling is limited to the customers of Cosmed Chain

Drugstores owned by President Chain Store Corp. 580 questionnaires were collected. Questions covered four aspects in total: 1.Basic

information of the consumers. 2.The cosmeceutical products that customers use often and the degree of functional preferences to

cosmeceutical products of consumers'. 3.Consumers’ trust on the staffs when purchasing cosmeceutical products. 4.The loyalty of

consumers on the staffs. All of the data were processed by descriptive statistics, hierarchical regression analysis, ANOVA, the two

factor analysis of variance with repeated measures, and t-test for independent samples. Conclusions： 1. Most of the consumers work

for services industry. Since a trusted relationship is emphasized among this group, they tend to pay more attention than the persons

with other occupation. Professional capabilities, industrial impact, and occupational ethics are key factors. Female consumers

between 31 and 40 years old care more about service quality and relationship with the staffs. However, female consumers above 40

years old pay more attention to the customization. Therefore, differential marketing is required for these two groups. 2. Consumer

whose monthly income is above 60000 and who spends more than 4000 on the cosmeceutical products tends to be high loyalty to the

staffs than the others. 3. Functional Preferences on the cosmeceutical products can be divided by the age of 40. People who are

younger than 40 care more about whitening and sun screen functions while people older than 40 pay more attentions to wrinkle

treatment and anti-aging functions, especially for those housewives. The most common products for those who spend 1000-2000

monthly are moisture-keeping. Anti-acne products are loved by the students below 20 years old. For cosmeceutical industry, they are

the loyalest group. 4. Cosmeceutical products cover five major functions: whitening, sun screen, moisture-keeping, anti-acne, and

wrinkle treatment/anti-aging. People who care about skin protection tend to be loyaler than the other customers. At the same time,

the consumers in the south are loyaler than in the north, since they have less channels, competitions, and information. 5. Trust is a

key factor for loyalty. The staffs working for cosmeceutical industry should work hard to establish a trusted relationship with the

customers.
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