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Background: Social standards for skin health have changed
and have led to a rise in the general population’s interest to
achieve flawless skin. Objective: To survey the Korean pub-
lic’s perception of skin health and dermatologists and skin-
health-related behaviors. Methods: A total of 355 partici-
pants of the Skin Health Expo 2018, held by the Dermatolo-
gical Research Foundation of the Korean Dermatological
Association from September 14 to 16, 2018, completed a
questionnaire that assessed demographics, status, and be-
haviors regarding skin health. The questionnaire also in-
cluded lifestyle characteristics, satisfaction, behavioral fac-
tors, and perceptions regarding skin-care products. Results:
Participants were using various skin-care products including
toners, lotions, hydrating or nutrition creams, sunscreens, es-
sences, serums, facial masks and packs, body, hand, and foot
moisturizers, eye creams, and hair products. The participants
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believed that the most reliable source of information on
skin-care product recommendations was the dermatologist
(41.55%). However, purchases were also being made at
skin-care product stores (27.64%) based on the recom-
mendation of a friend or acquaintance (40.11%). The results
also revealed that 23.8% of participants experienced side ef-
fects from using skin-care and cosmetic products, and about
40% of participants could not yet distinguish hospitals run by
dermatologists. Conclusion: Demand for skin-care products
has been increasing, and dermatologists should provide
proper information about skin health to prevent adverse ef-
fects from skin-care products. Educational and informative
activities, such as the expo planned by dermatologists, are
necessary to improve skin health in the general population.
(Ann Dermatol 32(5) 375~ 382, 2020)
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INTRODUCTION

As flawless skin emerges as a defining feature of beauty
and status, there is no longer satisfaction in thinking that
healthy skin only implies a lack of underlying medical con-
ditions. As such, the demand for wrinkle-reducing, scar-eli-
minating, and antiaging skin-care treatments and procedures
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continues to grow rapidly'. Nowadays, the market is flooded
with unverified advice to achieve flawless and beautiful
skin, tempting countless consumers to seek knowledge
and perform various home remedies on themselves. This
growing interest in healthy and flawless skin indicates the
need to understand consumers’ perceptions and behavior
regarding skin health. However, the amount of research
on this subject in Korea remains limited.

The authors of this study gave questionnaires to the visi-
tors of Skin Health Expo 2018 to identify their perceptions
regarding skin health and the expo. Afterward, the find-
ings were analyzed to reveal useful insights for dermatolo-
gists and dermatological societies to determine their possi-
ble actions in response to the public’s demand for better
skin appearance and health.

MATERIALS AND METHODS
Subject

The poll focused on the opinions of willing participants
who visited Skin Health Expo 2018, held by the Dermato-
logical Research Foundation of the Korean Dermatological
Association at Seoul Trade Exhibition & Convention (SETEC)
from September 14 to 16, 2018. A total of 355 visitors an-
swered the questionnaires for data analysis, forming the fi-
nal analysis sample. Moreover, the research design was
authorized by the Institutional Review Board overseeing
Uijeongbu St. Mary’s Hospital (IRB No. UC19ECSI0118).

Questionnaire

The authors developed the questionnaire, which includes
10 questions on the respondents’ demographic information,
24 on their perceptions and behavior regarding skin-care
products, and 9 on their perceptions of and satisfaction
with the Skin Health Expo. See Supplementary Material
for information.

RESULTS

Demographic and lifestyle characteristics

1) Sex and age distribution

The answers provided by a total of 355 visitors, comprised
of 99 male (27.89%) and 256 female (72.11%), were ana-
lyzed. Among them, 20.0% (71 persons) were in their 20s,
another 20.0% (71) were in their 30s, 24.2% (86) were in
their 40s, 17.2% (61) were in their 50s, 11.3% (40) were
in their 60s, and 7.3% (26) were in their 70s or older.

2) Regions and occupations represented

Among the participants, 68.45% (243 persons) lived in
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Seoul, 23.1% (82) in Gyeonggi, and 3.1% (11) in Incheon.
Thus, the majority had come from the Seoul-Gyeonggi-
Incheon region.

For occupations, 29.3% (104 persons) were housewives,
21.7% (77) were office workers, 13.5% (48) were self-em-
ployed, and 12.1% (43) were students. Moreover, there
were service workers, people involved in technical trades,
and unemployed participants.

3) Sleeping hours and stress

Among the 351 participants who had answered the ques-
tion about sleeping hours, 191 (54.3%) answered that they
slept for relatively sufficient hours, while 121 (34.4%) slept
too little. Furthermore, another 44 (12.5%) slept for suffi-
ciently long hours, while the remaining 5 (1.42%) slept for
extremely short hours.

As for health-related lifestyle factors, 258 (73.3%) of the
participants answered that they had been lifelong non-
smokers, and only 23 (6.53%) were current smokers.

Less than half of the participants (161 persons or 45.35%)
indicated that they exercised regularly.

As for how they would rate their stress levels, 204 partic-
ipants (57.95%) said they were a little stressed, and 96
(27.27%) said they were quite stressed. Moreover, 41 par-
ticipants (11.65%) indicated that they hardly felt stressed,
while 11 (3.1%) indicated that they were extremely
stressed out.

4) Satisfaction with skin health

When asked to rate their satisfaction with their skin con-
ditions (from indicating “not satisfied at all” to “10” in-
dicating “very satisfied”), the participants gave an average
rating of 4.9 points. Men had an average rating of 5.3 points,
while women had a lower rating of 4.87%. Moreover, the
self-rated skin satisfaction score showed differences
among age groups, with participants in their 20s giving
themselves an average rating of 4.42 points, 30s with 4.97
points, 40s with 5.12 points, 50s with 5.20 points, 60s
with 4.95 points, and 70s or older with 4.62 points.

//1 ”

5) Related behavioral factors for skin health

The participants were asked to select multiple options
among the listed behavioral factors necessary for skin
health. Drinking enough water garnered the most votes,
which is 146 (41.9%) out of 348 participants, followed by
getting complete sleep (129 persons or 37.1%), applying
moisturizers (26 persons or 7.47%), abstaining from smok-
ing and drinking (14 persons or 4.02%), applying sun-
block products (14 persons or 4.02%), and taking vitamins
(9 persons or 2.59%).



Perceptions and behavior regarding skin-care products

1) Self-assessed skin types

When the participants were asked to assess their own skin
types, 140 (39.44%) of 355 chose the mixed type, 113 (31.
8%) chose dry, 56 (15.77%) chose oily, and 24 (6.76%)
chose sensitive.

2) Skin-care products used

As for the types of skin-care products the participants were
using, 252 of the 355 (70.79%) indicated that they use to-
ners; 223 (62.64%) use lotions; 169 (47.47%) use hydrat-
ing or nutrition creams; 168 (47.19%) use sunscreens; 115
(32.3%) use essences; 106 (29.78%) use serums; 99 (27.81%)
use facial masks and packs; 94 (26.4%) use body, hand,
and foot moisturizers; 91 (25.56%) use eye creams; and
73 (20.51%) use hair products.

3) Channels of purchases

When asked to identify the major channels where the par-
ticipants purchase skin-care products, 97 of the 351 (27.64%)
chose specialized cosmetic and skin-care shops (known as
“drug stores” in Korea), 63 (17.95%) chose department
stores, 42 (11.97%) chose single cosmetic brand shops, 33

Table 1. Behavior related to the purchase of skin care products
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(9.40%) chose hospitals and clinics other than dermatolo-
gists’ clinics, 31 (8.83%) chose online shopping sites, 30
(8.55%) chose large grocery store chains, and 26 (7.41%)
chose dermatologists’ clinics (Table 1).

4) Important factors of purchase

As for the factors they considered as important in purchas-
ing skin-care products, 108 of the 350 participants (30.86%)
picked price, 68 (19.43%) picked brand or company names,
66 (18.85%) picked ingredients (no parabens, all-natural
ingredients, etc.), 56 (16.0%) picked stated functions (brigh-
tening, antiaging, acne care, etc.), and 24 (6.86%) picked
prior experience (with sample products, etc.). Moreover,
quantity (chosen by 12 persons or 3.43%), packaging de-
sign (7 persons or 1.71%), and brand ambassadors and ce-
lebrities (1 person or 0.29%) were factors not regarded as
important by the majority of the participants (Table 1).

5) Trusted sources of information on skin-care products

As for the most trusted sources of information on skin-care
products, 145 of 349 participants (41.55%) picked derma-
tologists, 98 (28.08%) picked friends and acquaintances,
38 (10.89%) picked sales representatives, 32 (9.17%) picked
online reviews, and 23 (6.59%) picked pharmacists (Table 1).
On the other hand, as for the actual sources of information

Questionnaire Option Answer (%)

Channels of purchases Specialized cosmetic and skin-care shops 27.64
Department stores 17.95

Single cosmetic brand shops 11.97

Hospitals and clinics other than dermatologists’ clinics 9.40

Online shopping sites 8.83

Large grocery store chains 8.55

Dermatologists’ clinics 7.41

Important factors of purchases Price 30.86
Brand or company names 19.43

Ingredients 18.85

Stated functions (brightening, antiaging, acne care, etc.) 16.00

Prior experience (with sample products, etc.) 6.86

Quantity 3.43

Packaging design 1.71

Brand ambassadors and celebrities 0.29

Most trusted sources of information on Dermatologists 41.55
purchase Friends and acquaintances 28.08

Sales representatives 10.89

Online reviews 9.17

Pharmacists 6.59

Actual sources of information on Friends and acquaintances 40.11
purchase Dermatologists 20.20

Online reviews 16.60

Pharmacists 8.02
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that most influenced participants’ purchases, 140 (40.11%)
chose friends or acquaintances, 74 (20.20%) picked derma-
tologists, and 58 (16.60%) selected online reviews (Table 1).
When asked whether they thought their dermatologists were
aware of skin-care products, 138 (39.54%) participants gave
an affirmative answer, 113 (32.38%) expressed doubt, and
98 (28.08%) indicated that they had not given the subject
much thought.

6) Past dermatological conditions

Out of the 355 participants, 85 (23.88%) indicated that
they had never suffered from dermatological conditions in
the past. On the other hand, the other 270 had suffered at
least 1 condition each. Freckles were the most commonly
recognized condition (32.3%), followed by acne (15.73%),
contact dermatitis (12.64%), psoriasis (12.08%), atopic der-
matitis (10.11%), urticaria (8.43%), alopecia (7.58%), ver-
ruca vulgaris (6.74%), and dermatomycosis (6.74%).

Out of the 270 participants who indicated having suffered
from at least 1 dermatological condition, 53.24% obtained
their diagnoses at dermatologists, 21.58% diagnosed them-
selves, 19.42% were diagnosed by general or primary prac-
titioners, 9.71% were assessed by pharmacists, 9.35% were
examined by skin-care specialists, 8.63% got diagnoses
from their family, friends, and acquaintances, and 5.4%
were assessed by traditional Korean traditional medicine
doctors.

Out of the 347 participants who answered the relevant
question, 207 persons (59.65%) indicated that they were
able to identify clinics or hospitals run by dermatologists,

Table 2. Public awareness of dermatologists in Korea

while the remaining 140 (40.35%) said they were not able
to do so (Table 2).

7) Experiences with side effects from skin-care products

Out of the 332 participants who answered the relevant
question, 79 (23.8%) indicated that they experienced side
effects from using skin-care and cosmetic products. From
these, however, only 26 (31.91%) sought treatment from
dermatologists (including those at general hospitals), 20
(25.32%) went to skin-care specialists, another 20 (25.32%)
went to pharmacists, and 11 (13.92%) went to doctors
other than dermatologists. When asked why they did not
seek treatment from dermatologists, 47.1% answered that
their symptoms were not severe, and 23.93% answered
that their conditions improved shortly after they stopped
using the products.

A total of 345 participants answered questions regarding
complications after using skin-care and cosmetic products.
From them, 90 (26.09%) reported that they experienced
reddening, 87 (24.35%) experienced itchiness, 57 (16.52%)
experienced prickly or burning sensations, and 35 (10.14%)
experienced extreme dryness.

8) Dermatologists’ role in consumers’ choice of skin-care
and cosmetic products

When asked to rate how influential consultations with der-
matologists would be on their choice of skin-care and cos-
metic products on a 10-point scale (with “1” indicating
“not helpful at all” and “10” indicating “very helpful”), the
participants gave dermatologists’ role an average rating of

Questionnaire Option Answer

Can you identify a hospital run by Yes 59.65
a dermatologist? No 40.35

How much do you think 1, ‘not helpful at all’~10, ‘can be completely solved’ 5.93+1.99
a dermatologist's treatment and
consultation will help you choose
the right cosmetic for your skin?

If you have purchased skin care products  Very satisfied 5.81
on the recommendation of Satisfied 22.09
a dermatologist, So so 43.60
how was your satisfaction after Not satisfied 4.65
purchasing it? Not satisfied at all 2.33

Have no experience 21.51
What do you expect from Recommend cosmetics that suit me 36.96
a dermatologist regarding cosmetics? Guide to the correct method of using cosmetics 35.24
Treatment for cosmetic side effects 15.19
Development of functional cosmetics 5.16
Nothing special to expect 5.73

Values are presented as percentage (%) or mean +standard deviation.
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5.93 points. In particular, 129 of the 349 participants (36.
96%) expected dermatologists to recommend suitable pro-
ducts, 123 (35.24%) expected dermatologists to provide
guidance on the appropriate use of products, 53 (15.19%)
expected dermatologists to provide care and treatment for
symptoms because of complications, and 18 (5.16%) ex-
pected dermatologists to develop functional skin-care and
cosmetic products (Table 2).

9) Satisfaction with moisturizers, whitening products, acne
care products, sunblock products, and hair products
purchased

The satisfaction score of skin care products were not stat-
istically different between the products on the market and
the prescribed ones (moisturizer: 5.71+2.17 vs. 5.64 +2.40,

Table 3. Satisfaction score on skin care products
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whitening cosmetics: 5.30+2.03 vs. 5.37+2.15, acne cos-
metics: 5.16+2.29 vs. 5.22+2.21, sunscreeens: 6.14+2.02
vs. 5.53+2.39, and hair products: 5.56+2.00 vs. 5.12 +
2.45, respectively). However, majority of the participants
thought that it was necessary to use the prescribed skin
care products when there is a skin problems (Table 3).

Experience in the skin health expo

1) Types of visits

Out of the 355 participants, 82.25% were members of the
general public, while 17.75% were visitors with special
purposes (industry experts, buyers, etc.). Meanwhile, 35.01%
were unaccompanied, 28.85% were accompanied by family
members, 26.61% were accompanied by friends or ac-

Questionnaire Option Answer
Moisturizer
Satisfaction score with moisturizers on the market 1, ‘not satisfied at 5.71+2.17
all’~10, “fully satisfied’
Satisfaction score with the prescribed moisturizers by 1, ‘not satisfied at 5.64+2.40
a dermatologist or doctor all’~10, “fully satisfied’
Do you think it is necessary to use moisturizers prescribed by Yes 64.93
the dermatologist or doctor if you have skin problems? No 35.17
Whitening cosmetic
Satisfaction score with the whitening cosmetics on the market 1, ‘not satisfied at 5.30+2.03
all’~10, “fully satisfied’
Satisfaction score with the prescribed whitening cosmetics by 1, ‘not satisfied at 5.37+2.15
a dermatologist or doctor all’~10, “fully satisfied’
Do you think it is necessary to use whitening cosmetics prescribed by  Yes 44.95
the dermatologist or doctor if you have skin problems? No 55.05
Acne cosmetic
Satisfaction score with the acne cosmetics on the market 1, ‘not satisfied at 5.16+2.29
all’~10, “fully satisfied’
Satisfaction score with the prescribed acne cosmetics by 1, ‘not satisfied at 5.22+2.21
a dermatologist or doctor all’~10, “fully satisfied’
Do you think it is necessary to use acne cosmetics prescribed by Yes 72.73
the dermatologist or doctor if you have skin problems? No 27.27
Sunscreen
Satisfaction score with the sunscreen on the market 1, ‘not satisfied at 6.14+2.02
all’~10, “fully satisfied’
Satisfaction score with the prescribed sunscreen by 1, ‘not satisfied at 5.53+2.39
a dermatologist or doctor all’~10, “fully satisfied”
Do you think it is necessary to use sunscreen prescribed by Yes 65.64
the dermatologist or doctor if you have skin problems? No 35.36
Hair cosmetic
Satisfaction score with the hair products on the market 1, ‘not satisfied at 5.56+2.00
all’~10, “fully satisfied’
Satisfaction score with the prescribed hair products by 1, ‘not satisfied at 5.12+2.45
a dermatologist or doctor all’~10, “fully satisfied’
Do you think it is necessary to use hair cosmetics prescribed by Yes 76.84
the dermatologist or doctor if you have skin problems? No 23.16

Values are presented as mean +standard deviation or percentage (%).
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quaintances, and 7% were accompanied by colleagues or
school peers.

In particular, 73.95% arrived at the expo by public trans-
portation (metro and/or buses), 10% by foot, 8.96% by
car, 2.24% by bicycle, and 2.24% by regional buses. More-
over, word-of-mouth recommendation from acquaintan-
ces, etc., was the most common channel through which
they discovered the expo (31.37%), followed by the
Internet (16.25%), social media (14.57%), TV and radio
(12.04%), and letters of invitation (9.52%). The percent-
age of visitors who discovered the expo via social or pop-
ular media had increased from the previous year.

2) Satisfaction with the expo

The participants were allowed to make multiple selections
of the topics of the expo they found most engaging. As
such, dry skin care and moisturization emerged as the
most popular topic (43.34%), followed by antiaging care
(22.95%), and sensitive skin care (20.68%). Furthermore,
various product trials and demonstration sessions emerged
as the most satisfying activities of the expo (39.02%), fol-
lowed by the tour of booths on display (37.28%), and
product consultation and purchase (10.69%).

On the other hand, lectures by dermatologists (5.49%),
discussions with beauty creators (2.6%), and one-on-one
consultations with dermatologists (1.45%) generally had
low satisfaction ratings. Moreover, the majority (53.74%)
of the participants said that they spent two to three hours
touring the expo, 22.13% toured up to one hour, 17.24%
toured four to five hours, and 4.31% toured for six hours
or more.

Among the participants, 73.81% expressed their willing-
ness to attend to the next skin health expo, 21.27% were
undecided, and 4.92% were not willing to attend the next
skin health expo.

DISCUSSION

This study presented the results of the questionnaires giv-
en to the visitors of Skin Health Expo 2018, in relation to
their perceptions and behavior regarding skin health. This
event was hosted by the Dermatological Research Founda-
tion of the Korean Dermatological Association for the sec-
ond time to provide proper information on skin health and
introduce excellent skin-care products and skin-care services.
The visitors’ satisfaction with the expo revealed that it was
a successful expo, with three out of four visitors express-
ing their desire to participate again.

The rising social and economic costs of treating dermato-
logical and other related conditions have increased. The
educational and preventive approach to dermatological
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care has been considered to be more important than the
treatment of identified and existing skin problems. Educa-
tion, an important element of public health along with pu-
blic medicine and health policy, can efficiently reduce the
socioeconomic costs of dermatological conditions. Preferred
knowledge acquisition methods were studied according to
the characteristics of patients and the public in order to ef-
ficiently communicate dermatological knowledge in sev-
eral countries”. The authors of this study believed that
understanding the general public’s perceptions and behav-
ior regarding skin health was the first crucial step toward
achieving that goal and sought to ascertain conditions nec-
essary to educate the Korean public on how to take care
of their skin better.

There has been a growing social trend in Korea that pro-
motes interest in dermatological conditions and skin care,
while the general public’s demand for advice and treat-
ment from dermatologists is also rising. Nevertheless, the
Korean public is bombarded with unverified and promo-
tional claims, as well as services and explanations from
nonspecialists on popular and social media.

In this study, the participants revealed that they used vari-
ous skin-care products and purchased them at a skin-care
store based on the recommendation of a friend or ac-
quaintance. Here, 23.8% of participants experienced side
effects from using skin-care and cosmetic products. The
participants thought that the most reliable source of in-
formation on skin-care products recommendations was the
dermatologist. Therefore, Korean dermatologists now need
to consider and explore the most effective ways to deliver
accurate knowledge on dermatological science and cor-
rect consumers’ misguided behavior. As such, the first step
toward achieving this is to ascertain the specific channels
or methods through which the general public gains in-
formation on skin care and dermatology.

In reality, Korean dermatologists are compelled to treat as
many patients as possible in short periods. They find it
nearly impossible to spend adequate time on consulting
patients and general consumers to satisfactory extents. The
need among patients for continued access to the informa-
tion after their treatment ends also persists. As such, der-
matological societies and the Korean government should
explore ways to enhance dermatologists’ expertise, keep
the general public correctly informed on dermatological
matters, and cater better to consumers’ rising demand for
skin care. Thus, the development of a more comprehen-
sive and newer approach is required.

On the other hand, the current overflow of misinformation
suggests that insufficient efforts or opportunities have been
made to inform the Korean public of the diverse ways in
which dermatologists’ expertise and services contribute to



national well-being and quality of life. Consequently, the
general public’s perception of dermatological science in-
fluences future health policy and related research. More-
over, Brezinski et al.® stress the importance of educational
policy, campaigns, and activities to inform the public of
the value of dermatologists’ expertise in improving overall
public health.

In this study, more than 40% of participants who attended
the Skin Health Expo could not yet distinguish hospitals
run by dermatologists. In practice, there are many clinics
that treat skin beauty run by non-dermatological doctors in
Korea, so it is difficult for people to recognize the hospi-
tals run by dermatologists. Therefore, dermatologists need
to continue to publicize the hospital run by dermatolo-
gists. The percentage of participants who were satisfied
with the skin care products on the recommendation of a
dermatologist was less than 25%. The expectations were
not high for the role of a dermatologist in choosing skin
care products (Table 3). Therefore, a lot of efforts from der-
matologists are required to meet the needs of skin care
products. Therefore, education is necessary to better in-
form public understanding and perception of dermatolo-
gists’ expertise. The public’s perception is critical because
these perceptions represent the importance of dermatolo-
gists’ contribution to skin health care. Furthermore, the
public’s perception also may influence policy decisions re-
garding resource allocation for health care and research®.
Although the Skin Health Expo 2018 was considered to be
held successfully, the lectures by dermatologists, discussions
with beauty creators, and one-on-one consultations with
dermatologists had low satisfaction ratings. Various ways
or channels suitable for participants will be needed for
public education.

This study was limited to analyzing only the findings of a
single survey of visitors at a particular event. However, it
is still substantial as it surveys the opinion of the general
public rather than patients. As such, the findings of popu-
lar perceptions and behavior provided herein may be
more representative of the Korean population.

Institutional measures and dermatologists’ attention are
needed for the Korean public to obtain appropriate derma-
tological care and information. Moreover, regional and na-
tional programs of education should be introduced to em-
phasize the importance of dermatologists’ expertise and
services to policymakers, public health specialists, and
medical professionals. In other words, campaigns, expos,
and such programs of major and national scales are need-
ed, along with dermatologists’ own commitment and
greater cooperation from the society and policymakers, to
provide correct information for the public.

Perceptions and Behavior Regarding Skin Health
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