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Abstract

This research aimed to: 1) examine consumer perception, satisfaction,
and purchasing behavior of Winona product users regarding Winona’s product
communication through website channels and 2) investigate the relationship between
perception and satisfaction with website-based communication, purchasing behavior,
and brand loyalty toward Winona products. The study employed quantitative research
methods, collecting data through a questionnaire from 385 Winona product users
in the People's Republic of China. Data analysis included: percentage, mean, standard
deviation, as well as statistical tests such as T-test, F-test, and correlation coefficient.

The research findings indicated that: 1) consumer perception, satisfaction,
and purchasing behavior regarding Winona products via websites were very high, with
an average score of 4.40, and 2)the perception and satisfaction with website-based
communication showed a positive correlation with purchasing behavior and brand
loyalty toward Winona products, with statistical significance (r = 0.7521 and r = 0.7462).
The findings of this research can be used as a guideline for website development
to align with modern media consumption behaviors, such as adding Al chatbot
features, an automated product recommendation system, and presenting information
in a multimedia format. These enhancements will aim to meet customer needs
efficiently and conveniently while increasing competitiveness in China's cosmetics

market.
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