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Abstract

In recent years, China’s national beauty brands have risen rapidly, and the era of brand competi-
tion has arrived. Customer perceived value determines the degree of customer recognition of the
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product and service, which affects the willingness to buy and re-visit. Therefore, in business prac-
tice, domestic beauty companies need to improve the perceived value of customers from various
aspects. Based on the existing research results, this paper takes the national cosmetics consumer
group as the research object, constructs a model of the perceived value of cosmetics customers,
and explores the mechanism of the influence of the perceived value of customers on their pur-
chase intention. The results of the study show that at present, consumers of Chinese cosmetics
have low awareness of Chinese cosmetics, and there is still much room for improvement in the
perceived value of domestic cosmetics; regression analysis shows that the perceived value of Chi-
nese cosmetics consumers significantly and positively affects their purchase intention, and the
higher the perceived value, the stronger their purchase intention. The results of this paper can
provide guidance for the development of beauty enterprises.
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Figure 1. Sweeney and Soutar’s four-dimensional model of cus-
tomer perceived value [2]
[ 1. Sweeney 0 Soutar BYIE REENNELIHL4E AR A 2]

ZJ5 Emine (2020)¥&1lk, {14 3 A IEAEAE L™ it i 3RAS A T IR OB A AL S B2 57 al SE SR A
R AHZDNRENE ST 57 it (0 B BTE ok, S B 1 IR S A A T SRS O A2 g, ik 2>
B DUV 55 7 R IR B P IR S B P A SR U B S A BT I o 0 SE R A AT N [4] . AT
I AN BARR AN S B, BEC R R AT 9 1A (0 EE AR R 2 I N

REZHEFHINIF Zaithaml (1988) K BE BN UHMEME S, D93 BRI A ELR I 2 A 06 R A A5 5 2
JITAS B SOAREAT B AR At -, 0F 7 it I 9% R R B A TEANY 5] o

JESR 25 JER AL FR) S SR AE T 3 X TN RS 5 A R I E R LL G, X — PP BT AR RIS A1
VRN S R RO B R, EIR AR e B SRR o o B B St AT M R R 1, A SR A 2
Sweeney A1 Soutar B A AN ELAE AR, MOMRHME S A OME 1R DU BB A (45 DU 48 7
W, USRS HEATIR % R i ah 4.

2.2. BEE B CHkEm

T ST B R RO SRR AT LAR T B 22 U, TRIN & R A N R E AT NI A FE SRS 77 SR,
B T 3778 B S AOSE S R W B8 AT 9 8 e Sk A TSR R R B B 2 R 4k - Dodds AT William
(L99L)FERIE FU A L2, T B3 X 287 b AR BRI EL A IR T3 b B s SR O RS RN 1 45 2103257 il BT s 1+
AR [6]. Andreu (2006)55 A LI 1] A2 15 B8 R HER7 S5 IR OW AT N R BEAT i B, DA R ) A
A R A S TR AR R BT B 2 15 I S AR 52 A~ ] R SR R 55 [ 7]

LR PR, 2 SRR 2R TR SR AR U 2% 2 W SRAT N R B AR . AT E I 3K
IR B S RIS TSR RS I 5 R, WP E R i B 55 I RS I B AL, HE T IR 3K 1%
e i AR 5 FRORE AR . A AE TR, RV 21 0 ) SRl 7 o ) MR 5 b A 1)

3. MERESHER
3.1 ARBRERRSN

R T R G R R BN AN RN I SE R R RS2, AR SC 45 G Sheth (1991). Sweeney (2001). UL
(2001) X BN A HIAH S 70 R 2%, 4 [ R SR AN BRI 43 HH DU 48R, g 3 2 W S = SR B 1 A
Bl 20 AR, ARSCREEFEMATI B SRR R, SR — D BRI BRI S SR Y RO R . i F X e
R, BATTAT DASE b 7 AR 2 78 ) S 4 7= N PR e SR A, DA B ] 2 v S 1) ) S i R o

DOI: 10.12677/0rf.2024.143357 1286 BE 51


https://doi.org/10.12677/orf.2024.143357

RULTRE

BEEE ] KR

&t

i AR

Figure 2. Model building
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Table 2. Descriptive statistics

=2 iRt

TR BRLE 4E A g hedEE
UifefifE  3.008 3.000 1.191
AR R HEMME 3.019 3.000 1.155
MiME  3.000 3.000 1.158
R4 E  3.030 3.000 1.183
FAE LR 3.063 3.000 1.174

4.2. (RESHH

XHERME IR E S 15 AOME A I E AT IR S5 SR DU AN, AR SE i e T 5 FE 7 A

R HT LA 3.

Table 3. Reliability analysis
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H A JEINE
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X5 & A S 72 I 3 0.893

RANE: DhREME YRS, 3
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BRBARME R R BN 0.944, BT a8 M, Cronbach’s  REUKT 0.8, X HA BIF K —3t.
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Table 4. KMO and Bartlett test
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1 F AMOS24.0 Xt S5 H R AT R 06, BB BRI G Rl 5 Fior, x/df = 1.163 (x¥/df < 5), &
FAH; RMSE = 0.017 (RMSE < 0.1), i& Bt B AE ; NFI = 0.979, i& Bt B AH ; RFI = 0.976, i& iR ¥ A8 ; CFI = 0.997,
EECFEAE; IF1=0.997, &RECHEAE, TLI=0.997, EECHEAE, LEKE, BEREGWNY RIT.

Table 5. Overall fit factor
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x2/df RMSEA NFI CFI IFI TLI
1.163 0.017 0.979 0.997 0.997 0.9997
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Table 6. Factor loads
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a3 - F1 (ThfetifE)  0.846
bl - F2 (&4 E)  0.842
b2 - F2 (i&ihfd)  0.840 0.692 0.900
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c3 - F3 (h#&fE)  0.833
d1 - F4 (rs-ih1E)  0.837
d2 - F4 (k%540 1H)  0.855 0.709 0.829
d3 - F4 (IRs5tirfE)  0.831
el - F5 (WX=E) 0842
e2 - F5 (3L &E)  0.821 0.700 0.825
e3 - F5 (WL =IE)  0.834
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Table 7. Correlation analysis
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2) (EHE TR, BATEE S BAME X — 45, K HAE N B AR BRI R K R B R . 4y
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Table 8. Direct effect analysis of the four dimensions of perceived value
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R 55 A5 LG A BRI AR s A LB X AT B AR, DI LR B3 A A v M S R T

2) JEE A ER A IS AT BT X RE B SN T Y SRR B B4 S AU O OR A2 T B
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