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ABSTRACT
This study was mainly aimed at the customer acceptability of the male cosmetologist and offered data to the male to choose the
cosmetic career. Therefore, this study contention was based on the cosmetic market and relevant documents collection. There were
358 effective questionnaires collected to be investigated. The content of the questionnaire contained demography, maintainable
habit, cosmetic duty, specialized certificate, working practice experience, appearance characteristic and the customer suggestion.
The information of questionnaire was compiled by the word document software and statistic was analysed by the SPSS and EXCEL
software to gain the relevant coefficient of variation. In summary, the following of the result (1) there where more than 70% that
female could not accept the male cosmetologist to engage in whole body spa massage more than 70% (2) it was 40.2% that male
attend to maintain their in face. (3) the female was 62.8% to maintainable face and whole body spa massage. (4) the whole customers
needed to maintain face and whole body spa massage was 50.3% (5) the acceptable duties of the male cosmetologist included the
cosmetic education lecturer, make up in whole modeling, foot bottom massage, cosmetologist and cosmetic salesman in sequence. (6)
the customers could not accept the male cosmetologist engaged in whole body spa massage, the back of body massage and face
maintenance massage. Therefore, this study provided concrete suggestion and information for cosmetic industry, academic unit,
teacher, parents and student.
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