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_n__i_lhe shopping is a contemporary trend. People accustomed to this new

s mption patterns. Similarly, online shopping is also deeply affect people's
g behaviour. People like to buy a variety of items online, including daily
ecessities, food, household electrical appliances, cosmetic and so on. As
_qu{_é_'.s_ living standards continue to imprové, for online shopping, consumer
. ents are also increasing. The aim of this research was to study e-

:’s satisfaction survey for cosmetic product in China. This study focused

ppers buying behaviour from five north-western provinces of China.

searchers collected a large amount of literature and focus on product
' ity and delivery. And by compatison of the store, the level of price,
_r'ént.qu.ality and length of time of delivery, ali affect the satisfaction of e-
Through the study of these three areas, finding the most influential

hoppers satisfaction.

a quantitative research. Using factor analysis, pilot tests and

's.t to study unknown regions. Using SPSS statistical system. All
t'e'df-_data were input into the SPSS system, which through the use of partial
t squares (PLS) analysis of the assumptions made and preliminary testing.
g_h the above test research, learn Chinese e-shoppers' satisfaction, giving

'__yh::mendations to cosmetics product and pave the way for future research.

ey words: consumer buying behaviour, satisfaction, cosmetic products.
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hapter One: Introduction

rview
”apter introduces the background of the research area, problem statement,

:._h questions and objectives, significance, contribution and organization of the
hich is an outline about female e—shopper's satisfaction of cosmetic products
ina. This chapter will base on three research objectives to begin to study. Then,
gh research questions to describe the contents about this research. Through the
bput female e-shopper’s satisfaction to provide appropriate recommendations
ec metics shop. At the end of this chapter also describes the limitations of

e study and operational definitions.

kground/ Rationale for the Study

ortance of China's 1.3 billion people is: it has become one of the world's

s v_\(ith the highest gross domestic product. China's market economy is

lo ng rapidly (Wayne, 2015), but it is still a developing country. Therefore, the
__e{rr;arket is still one of the most promising. According to statistics, cosmetics

ir i the most promising investment and development market, which is the most
.'consumer goods industries. Nearly 80% of China's cosmetics market are

gn brands (Gentlemen Marketing Agency, 2015).

osmetic market has been changing with each passing day. With the global economic
_r_a_d_tjally recovers, the cosmetic market presents a significant growth. In
_:hm'a, cosmetic market has already become a huge emerging market (Aleksandra,

013). Currently, more worthy of our attention is the online shopping. Online shopping

s the process of purchasing goods and services from internet. (Kumar and Maan,
014). In the past three years, China is a major leader in the Asia-Pacific region in the

‘world in the online purchase intention (Nielsen, 2014). As we all know, people can buy
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g online. For example, cloth, food, leather, appliances, and so on. Similarly,
ng .osmetic prbducts online is increasing in recent years. With the rapid

"émic development of online shopping, a variety of cosmetics brands are

..:d in customer’s online shopping list, especially foreign products (Fung

siness Intelligence Centre, 2015).

nline transaction value for China’s cosmetics.

ave shown that most online shoppers cosmetics mainly in young people. In
d’!ar, over 80% of cosmetics online shoppers between the ages of 20-39. In
addition, more than 90 percent of online shoppers are women. This fully shows that
the 'c_c)smetics market in online shopping have plenty of potential (2014) . For
_é_i_mple: Nielsen data show that in 2014 during the Singles, online shopping

smetics in China reached a peak shopping sites, especially in the Lynx, Taobao,
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_ Procter & Garble -

. LOreal ooy Framee i
ssedo . 84 g |
Unilever .. A T—

‘uromonitor (2012).

om figure1, According to EUROMONITOR INTERNATIONAL, multinational
smetics market lead China. China's top ten brands of cosmetics are from
nﬁznded enterprises, which of the top three is Procter & Gamble (P & G), L'Oreal

id Shiseido (2013).

oblem Statement

Group reports, with the rapid rise in China's e-commerce, e-commerce platform
or efforts to promote the development of cosmetics companies in China. Skin
ire products are the most popular online category on the beauty market, which is more
fhén_. two thirds of the beauty market. In addition, sales of makeup products also
accounted for nearly 20% (admin, 2015). As reported by Karen Doskow, in the past few
years, online cosmetics sales by leaps and bounds. A considerable portion of the sales
from the store, the store has been online shopping platform, which is higher than the
store sales. In fact, Chinese consumers prefer to shop like this: go to pick their favorite
- cosmetic products, and then go home, try to buy them online in Lynx (2015). Klein

Group's report also mentioned: China's cosmetics market from 2006 to 2015 is
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re smgup to 200%. Obviously, China's Internet cosmetic market is the largest in the

n .Water, electricity and other fixed costs. Pricing of online retailers have no
a_c:i.\:ié:ntage. They can only be a relatively low price to attract customers. This kind
seller, no doubt, will affect sales. But for consumers, most consumers prefer milder
'0..:.:.8: normal price range, especially in such sensitive cosmetic products. If the price
is low, customers will perceive weather the quality of this cosmetic has any problem,
y will not to buy; if the price is too high, even if it is more than or equal to the price of
:tore, consumers will not be accepted. So whether the seller or the buyer, the price

of any commadity will affect the mutual satisfaction (Narayan, S. 2015).

‘Most customers who have online shopping experience know online ordering of goods
| elivered time at least five to six days. With the development of e-commerce and

collaborative service delivery, Cross-border competition in business enterprise and
INTI INTERNATIONAL UNIVERSITY
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'ch Objectives
‘objective of this study is to determine female customer satisfaction for

esearch Questions

lence, the research questions relating to this study are:

1. Are female e-shoppers satisfied with the quality of cosmetic products in
China?

2. Are female e-shoppers satisfied with the price of cosmetic products in China?

IN.TI INTERNATIONAL UNIVERSITY
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, female e-shoppers satisfied with the cosmetic products in delivery service

rovided by online about cosmetics products in China?

tfa'dit_i'pnal shopping, online shopping genuineness create a virtual, multifunctional
o'f' shopping malls to the consumer, which offers all live, learn, work, play and
ther aspects of the product. Thus, it can be said electricity supplier development led

h "de'\}elopment of the market economy.

nessmen establish online shop for E-shoppers, the E-shoppers' satisfaction is
ntial. Which directly determines the online shopping business’s success or
: Especially in China. The 1.3 billion population showed electricity supplier

arket already has a huge potential for development.

his research study focuses on female e-shoppers' satisfaction about cosmetic
f_éducts in China. Cosmetics industry is developing rapidly, and when it is the rapid
‘development of electronic business market combined, out of the collision effect is
obvious. Currently, buy cosmetics online there are certain risks. Because the cosmetic
product is sensitive. Consumers can go to shopping mall to try and buy cosmetics,

according their own preferences to choose, but when consumers buy cosmetics

¢ INTHINTERNATIONAL UNIVERSITY
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line, without any contact with the product. This has been a blind spot. How
ke _fe'rﬁale e-shoppers are satisfied with their cosmetics products? This is the

e, but also the obligation to obtain profit for electricity supplier. Therefore, to

. _é.'.Chinese female e-shoppers satisfaction with cosmetic products is a very
c’;‘rtant':s{udy. It will be further evidence of a consumer buying behaviour, whether

q'&ality, price, delivery and service are important factors affecting female

pp:er_s' satisfaction.

itations of Study
‘The total population of the sample using the student body, which may not be

epreSentative of the online shoppers. Therefore, the results presented here may be

limited universality.

Since this study only considered the online bookstore and PDF documents, it is
unclear whether the results of the analysis can be extended to the actual online

_Mmarketplace.

INTI INTERNATIONAL UNIVERSITY
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st'u:dy did not include the actual purchase behaviour in the proposed

.G}rganizatior‘a chapters
€se research papers are categories into five chapters.

napter 1: Introduction
Inthis chapter is all about the research objectives and the problems statement of this
Study. Besides the relevant topic and the overall question are being carried out for

NT! INTERNATIONAL UNIVERSITY



.. There are includes that, there also are included many explanations of who
ining benefits from this study. However, to prevent the confusion and

derstanding of the reader those important terms are clearly defined.
ter 2: Literature Review

]l about a study cited in this chapter bear with me. Then, the dependent

':nd independent variables will be identified and used as a basis for

cting the theoretical framework and assumptions of development. On the other
-ft'orﬁ_the views and opinions of different authors have joined for the purpose of

arried out in support.
apter 3. Research Methodology

éiiapter the theoretical framework and hypothesis of study will be stated.

otical framework shows the relationship between variables. Next, by identify the
atiqnsh.ip' those testable hypotheses are formed based .Moreover all these

Sis .are been use fo examine whether the framework is in effect by using

_Iaté statistical analysis. The research instrument, sample size, source of data

e statistical data to be used in the study are discussed.

apter 4 Research Findings and Discussion

is chapter will present the results and discussion based on the data analyzed.
q‘pter 5: Conclusion

1 this chapter we will review the entire research from the introduction, the main
etails and the justification on the hypothesis constructed in the study and well as a
rief look into the findings obtained from the hypothesis. The limitation and implication

:_'Qf the study will also be presented.
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