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Impact of Perceived Differentiation on Intention to Purchase of Generation Y

Consumers Towards Premium Korean Natural Skincare Products
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ABSTRACT

Independent research on Impact of Perceived Differentiation of Natural Premium Korean Skincare
Products on Intention to Use Among Consumer Generation Y. With the objective to study Perceived
Differentiation and Impact of Perceived Differentiation of Natural Premium Korean Skincare Products on
Intention to Use Among Consumer Generation Y. The research methodology is survey research and
quantitative research. The sample group is 400 respondents. Data analysis using descriptive statistics and

factor analysis. In the hypothesis testing, the research used multiple regression analysis.

The results of the factor analysis techniques found that respondents could recognize the distinctive
characteristics of each new factor that business presented can combine 9 new factors. For the hypothesis

testing of this independent study, it was found that the factor affect in positive way the Purchase Intension
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which were Factor 2 : Public relations and Advertising about detail of products and influencer marketing,
Factor 3 : Unique natural ingredients of products, Factor 4 : The suitability of price setting, Factor 8 :

Packaging. For Factor 1 : Event Marketing and Public relations effect in negative way.
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