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Abstract 

The purpose of our study is to explore how cosmeceutical hypermarket own brand 

and consumer factors will influence consumers' buying behavior. In this study, 

sampling objects were once shopped in Watson and Cosmed. The study use 

questionnaire survey, and quantitative analysis. The expected results includes that its 

own brand image, quality and price will influence consumers' purchase motivation 

and purchase intention; consumers’ socio-economic status and lifestyle will affect 

their brand loyalty. However, if consumers' economic capabilities, and its own brand 

can keep their image, quality and price, it still can attract consumers purchasing. 

Therefore this study are expected that own brand image, quality and price will be the 

main factors that influence consumer buying behavior. The study anticipates that the 

own-brand companies can use this results to strength the three main factors above to 

improve their competitiveness in the market. 
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