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ABSTRACT

In the era that information changes fast, in order to content customers’ needs, it has become the essential competition advantage

condition on the market. In the future, to reach the customers’ needs on products or on the service, develop things accord with

potential needs of customer will become one of the important work. This study mainly applies the Kano model to classifying the

male skin care prod-ucts attribute. It is to analyze the correlation between the customers’ satisfaction and quality characteristic to

users by questionnaire. As the promotion of economy and life, men pay more attention on their skin care. In Europe, a famous

tactics of Market Research Company release a information. Esti-mating the market of the global male skin care products in 2008 in

advance, the total value will be up to 20 billion dollars. Therefore, the global male skin care products will grow up continuously. The

research shows from the questionnaire analysis collecting currently as a re-sult, business offered products attribute and customers’

needs have differences on the market. The findings showed that the characteristic of male skin care products attribute is different

from Kano model classification. The result also showed that there’s much correlation between the satisfaction and majority of

quality characteristic classification. We hope it will be helpful for the management to be used as references for further im-provement

and for future continual studies.
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