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ABSTRACT

The purpose of this study was to divide respondents by consumption values, and to examine
the differences in their cosmetic purchase behavior. Cosmetic purchase behavior consisted of vari-
ables such as purchase frequency, purchase amount, place of purchase, purchase reason, reason
for using cosmetics, purchase propensity, degree of using information source, and selection
criteria. A survey was conducted with 308 women between the ages 20 and 29 from December
5th to 10th 2016. Data collected from the respondents through an Internet survey were analyzed
using descriptive statistics, factor analyses, cluster analysis, analyses of variance and chi-square
tests. Four consumption value dimensions emerged that were termed emotional, differentiated in-
dividuality-pursuing, functional and social value. The respondents were classified into three
groups(emotional consumer group, functional consumer group, active consumer group) by cluster
analysis using four dimensions of consumption value. The results of the analyses of variance and
chi-square tests showed significant differences in purchase frequency, place of purchase, purchase
reason, reason for using cosmetics, degree of using information source and selection criteria
among groups classified by consumption value. However, there were no differences in purchase
amount and purchase propensity among them.
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(Ko, 2012: Oh, 2015: Park & Lee, 2015).
Sheth, Newman, & Gross(1991)7F 48] 7}x] €]

o2& AAACR AYS o]T AHEHES AN
Y5 olsia] A avsA G FAE g
A7} o] Fojom FelHE LuAs}3t o R

ZUA(Lee, 2015: Park & Kim,
2006: Yoon, Seo, & Yoon, 2015), %% 7l (Won
& Chung, 2015), 9JEAHREAMSZ(0Oh & Rhee,
2007), i B o (Park, 2015), 5L
9} AFF Pl (Park & Ku, 2008), Aulel gk
A7) (Nam, 2007) 2 #-Eo] ZAMHASH
o] 9o gFAL A= (Ko, 2012), JE71& A
(Kim & Kim, 2009), 2= AE 95E(Kang,
Hur, & Park, 2013), <1+l (Choi, 2015)%} &
Hsto] ohFet okl Al AFEI Ut

AR AE AFY AHE T AFY 715HA
g 43 & B ol Al HAsHAY
o g Fx& Ueilz] g FAA A E
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7= CURRQlelv ALSIZE A gk ub A g
4Fe] Wk og (Kim, Jung, & Han, 2012, p.
394) "olw g dof el Ak Wi W A
o] FAA A5 ot Wsley] g A&F
Ado® Jile] HEet PFE e FAHA
A 7]1&"0) 710 (Park & Ku, 2008, p. 760)
1755 olsistrl fls 7Fxlel gk A7t
wekA zleEo] giek IEu 7ERE Q17
FAg AEE geFe 7k g8 o3 53
ol FAHQ LAY Fe Agsts
A7 9ol (Nam, 2007) 74X thAl &H]7hx] <
H 285 7] BAE ZAMSHE A7 B3 A

© "Rt @8t s 7)1
l &9 Bxol REOZ &Mz A9 AL
S olFo Urte ALHQ AET (Won
& Chung, 2015, p. 76) H=& "B SlojA

a7t BEsy 45T U JFS p)AE 7]

0,

oo b oo de bror

o} Lee(2015, p. 6)= AH|7FAE “4AHE F3lo
AFAst A sk anlE FAe] 7lEeH

o] A&AQl Azt Agrolgtal %e™ Yoon
& Lee(2015)& AH|AE0] A7Zbste AlF AR
of tig A& sixlel7]el sflel] uwpe} xpo) 7t
ATt stk WA AT E &HE F5e]

Stz st 71EAQA &7 BxE YEh
Al g 7R P FEoE o]IlE i
ARl F712 &3t AEHR Adolzgty & F
Ak,

7ROl #eE At 270 AA A B
A EE(VF)7HNE Yot DA R AR E
RO ojH 3 ddarde] A AvriH ] &
Fe P25 wGskA Xl AAA B 7
T4 SRR opvEl YA A FHS AH|7HA]
gk gk okl A J2 S ol & AR wA
HAHWon & Chung, 2015). ol&3t ohxtd &
Aol A tEHQ] A7 Sheth et
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(1991) & &M7EA7F B4 AFS A FYse
A, A ARgstEA a8 5 AFS 54 4R

o HdestE Ao g ol frE A
o AMZEA & olEgt AH|zte] A ol
S A+ 7153 7HA (functional value), A

7FA (social value), 7424 7} (emotional
ue), B4 7}X] (epistemic value), &3 7}
Z] (conditional value) 2 ¥HFH L 3 Th thAl
T A, 7Y FEHR 714, 484, =94 &
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Park & Kim(2006)& 2¥7Hel 7154 74 sisiek
% 298 ANE §3 BAE SN B Oh & Rhee(2007)% M7 74XE Qu7hA),
GEL VAA FAW AYHAYET G AL 2R, GBI R oF 1] BAS
g5-94 e fo% 9T VAW olHF  AWE Az AWART 20747} 8749}
AHZAAE BAE BAAE Fo BAE ACH  BRYo] Bow AubARTE 207K o8}
G94, AEAE BY A4 GRS MU A7k JBARGY WE) AT o & 4]
T STk Yoon et al(2015)8) @TAE Aul o &M BARES A¥std f83
A Jhed %A AN AR AeA NG ddoln AnARES 4P £ gk 29 W
ARFETF e BAE SUN T8 9% ol2hT SIeh Pak(2000 F2Ee] AwzhA
2 VAL ASE tehgeh Nam(200)& 287b sk RAE Grhske] wA AFelA A A9}
A AN Al W Ar)zEe] HAL % Ak s $RE Dol met OFA
ol FEUAA, VEAL, ANFN, ABI  F B/ Aok Ak sdnh
BE Q¥ vAL wE AR gERE g9 ATARE Lopst AR et 24}
FEAANY 9FS vlAGD gk 8 &u7H) 39 LQ15e) Aolsgon B3

54 AZl BF AubAG BEY PHAE A AF O 24 39 P9 ERAE
ATARES otelw thed 2k Park(2015)  Tolsh B BYom FRUYT ZAAAE
o 2uHAQ ABA ARR, WA AEA, s b S T dstlel anASellth aub &
A, Qe JRE AAE AHBAE e o 3 P8 2vsbHs Baslel 2AE WIS 2
F2 v GA™ AAA Ak A ol b AR ol gdolAl AelstgAn tyEe o
A FAACR 9B vATE At oA Told AuZAS PRES Fo8 A 9
walAl, aEA7h HAE S HAS AES Q& OE uswth ols 2ol 2uAE )
E A% EAYLFE 22T AF] Ao vl BES Bl Qo] LA BF QB 37
IS AN ATHET AALEE PHNES F TRAERE Bde] UL AOE o
540, Park & Lee(2015) FHU5L
WHOE § AFNA ARH kA BE 3 HEE THUE
EHZAAE 187 07 Folel g 4GS v
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Ae B 715 27 e 9% vAA de
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&3 AHEAE el &3 97 (Chae, 2001: Hyun &

|2 U A

Lee & Lee(2013)¢] ATo|A WEB A Park, 2012: Kim, 1995: Lee & Kim, 2005: Park
s A)7be A AR jold BT £ & Cho, 2014: Yoo, 2015), 3% Fwizte] Mot
Alell A2 dFe VAL FAH 2uTHAE 9% B/ (Kim, 1995), Zlol= 2ejdz #AdAE A7
= FAA Fe W AA A SRR Sh AR A (Ham, 2015: Lee, Yoo, & Choi, 2005), &H]7}4]
SEAAE AEA mat EaAe 99 qge  OF BEE A7(Kim, 1997 Lee & Kim, 2010)
PG ST Lee(15) s B a0 =R S G7ang, Hwang &
AeH s BEA A} wees oA B Jeon, 2007: Lee, 2009), JE#e] 7|h7Fx]o &
AT SaAel SAd S A8 A s @ GT(Pak & Cho 2010). 2P B8 <
922 AEA HAT ZAAES O Wo| Uy T(Park, 2004) ol dom =9 T =

e Ao 2 = AF(Chun & Chun, 2014:
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Lee, 2015: Wu, 2016) 7} Z7F8tal Utk
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A4, 2¥7EAe s ERE Awd AE

Tl el Aolg Wi

Fe OpE AT AgE B

S AHEsYen 1 LH % {Table 1>74' 72t}

thz 2;24-3}011;],

HE FUAT Al Yoh) AAA 53
Fol U ALE f%, FoluE, Tojulg, o
&, ool g, SAE AME ol%, T4, 3ud
3k

G4, HEE 502 NG, SLE A}
$HTE ) BRE2, BA, AN 5) 7
Zol sl AHE ¥ BE Aol FrME:

Tl g AT HAE ?—uﬂoﬁ& Angez
zgagon Pigas B4E TiE 6 2
Aa(aEd, SLEATH DA Lot AF

FujalE 7FS 58 Likert HE= (A8 FojslA &
%E‘r - XF—Zr Frjgth 2 A Fulolf

= PFEe 7P gol Fulste wigel tiE F
ufj o] & 77H°ﬂ sl 53 Likert = (H3 18
ot - vg Ig9thE SAAY SFE AR

ol T AME olfrel Wi dwiy TR
Aztale 712 58 Likert® = (A3 FQ2381A &
o - we F8IItHE SAsh A g
sAE TS AP AE e AF T,
QA= Fd& AFTd, AF & AF 7o, &

4 AEE AF PR FRstarh gug

it

o HAE Y A BPF O AR )
(Y, AF/71E 5) Aol e Bgae 4
52 548 AE(AE olgsA 2T - WS B
of olgBhE AT AANFES H4E
Fob A 1S AL, ARATA,
5ol wald Fessl AZsE AEE 53
Likert HE(A8 F234 9vt - e 223

hZ Ak oo dH3 7HAe €3

Fagd el 2459

(Table 1> Measurement for Consumption Value and Cosmetic Purchasing behavior

b
Variable Num . Scale Reference
of items
Consumption value 18 Likert scale Parl({z(;ﬁé6>K m
User/nonuser 23 yes-no choice
Purchase frequency 6 5 point scale Lee(2009)
Purchase amount 1 multiple choice
place of purchase 7 Likert scale
; Yoo(2015
Cosmetic purchase reason 1 multiple choice 0o )
purchgse Reason for using cosmetics 7 Likert scale Ham (2015)
behavior
Purchase propensity 1 multiple choice
hae (2001
Degree of using information source 10 Likert scale Chae( )
. o . Lee(2005)
Selection criteria 14 Likert scale Wu(2016)
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{Table 2> Descriptive Analyses of Respondents’Characteristics (N =2308)

Variable n(%) Variable n(%)
A 20-24 198(64.3) office worker/public servant 111(36.0)
ge
25-29 110(35.7.) Tob service employee 34(11.0)
o
<100 26(8.4) student 129(41.9)
101 to 200 50(16.2) others 34(11.1)
Household 201 to 300 58(18.8) Seoul 71
monthly 301 to 400 58(18.8) Incheon/Gyeonggi-do 99
income 401 to 500 41(13.3) ) Daegu/Busan/Gyeongsang-do 76
(10,000 KRW) Resident area -
’ >500 75(24.4) Gwangju/Jeonla-d0 24
Gangwon-do 10
Chungcheong-do 28

KRW, Korean won.
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Chae(2001) S+ Park & Cho(2014)¢] AF+A%Z
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(854%), 2%21(821%), NAH(BL2%) +L2=E =
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{Table 3> Descriptive Statistics of Cosmetic Purchasing Behavior

Variable/Classification Mean Variable/Classification Mean

cover skin problems 4.07 internet 4.37

protect skin 4.01 friends/family 3.87

Reason for express individuality 3.76 store display 3.56
using improve attractions 3.74 Use of infor- | beauty-related TV program 3.50
cosmetics look beautiful 371 |mation source home shopping 3.21
consider for others 2.94 sales persons 3.19

most people use 2.77 cosmetic apps 3.12

one brand shop 411 mass media 291

drug store 3.96 skin suitability 4.44

cosmetic specialty store 3.87 quality 4.34

;ﬁiiai online shopping 3.71 price 4.27
mobile shopping app 3.32 cosmetic ingredients 3.96

department store 2.97 skin protection 3.93

discount store 2.69 convenient use 3.91

convenient buying 413 Selection removing dark spots/blemishes 3.74

quick buying 3.99 criteria fragrance 3.73

sales promotion event 3.96 size 3.69

purchase product variety 393 brand cognition 3.63
reason restoring skin elasticity 3.53
low_price 362 offering trial sizes 3.51

reliable store 3.59 reducing wrinkles 3.48

good service 3.44 container/package design 3.37




NRAl 5E674 39%

& F AA T el E2s H/mAAR(744%),
H2E(737%).  oFlME(72.4%).  oFol#ely]

—

FONE} B9 ol B

g 53
AN A FTHL ¥ 4 g

724%). Pr2=7v2H(69.5%). HRE(69.5%)
2 ueht w3 gadl miEE E9E Hoa
AN Egs 3
sgEe Tl
o] H/rpiAR

A=4Y¢]
> —

o)

o]
I gLo Aot

o
=
£9uY At 2o

23}o) thal varimax 3 AL E3H
15 AAS A3 Park & Kim(2006)
| 4 89lo] F&HAT

3 M ﬁHAMl

=
=
il
S4g s g 3@ olfrt Wrmsge ¢ UOlE 89 RARS &fC Adud ww
=2 i 2 T
Kim & Man(200)3] S48 A2 8 °F A el A aden W
o UHo}—‘“— 2 5—]:0] lc‘%l 1 E]——c'—oi—‘: X]—Z oZ :yLK-]-‘:L]Oi_O—E] %ET@’ Xﬂ%o]‘/} E]’?l-ﬂ‘ ‘]'Hei
= [s} 3T = — T
0E AES FUHHAL AL 2 AES popa o Es AESE HEelne w4
Y h | .
she Agelslol et AEL AFuay) g (R &9 32 SERLs TSN F4%
Sl AR b wol olg@nin ¥ 4 g oo o¥ SEA /FARIS A Ale
o ARF FFE Tuju|LL 30ue uwe] s} T2 Tlgte Waolrlel Vs TN 221L
% Egron 1 thge] 30-40%elelgle) ol zp = SITREM AHAS T96%eIUT. 21 4=
o olgel A% N\ZsAES TAE vojag 5 01 LUSE TAANS UG A9 geshe
o 3 =
ES F2 PoEslel Fuge] Aoz A WAS AW Xel &F 5OE W T
{Table 4> Frequency of Cosmetic Purchasing Behavior
Variable/Classification rarely buy | buy yearly 07 G buy buy
to 6 month quarterly monthly
skin care 6a(1.9)b 33(10.7) 92(30.8) 133(43.2) 44(14.3)
cosmeceuticals 31(10.1) 51(16.6) 95(30.8) 94(30.5) 7(12.0)
facial makeup 27(8.8) 50(16.2) 111(36.0) 85(27.6) 35(11.4)
eye/lip/cheek makeup 22(7.1) 55(17.9) 81(26.3) 81(26.3) 69(22.4)
cleanser 12(3.9) 25(8.1) 84(27.3) 131(42.5) 56(18.2)
facial mask/pack 31(10.1) 29(9.4) 57(18.5) 84(27.3) 107(34.7)
keep buying same products 24(7.8) less than 30 148(48.1)
Purchase =
Purchase |usually buying same products | 219(71.1) amount 31 to 40 7OE24'2;
. 41 to 50 38(12.3
propensity | often buying new products 54(17.5) (10.000 2
always buying new products 11(3.6) more than 60 22(7.2)

a: frequency, b: percentage
KRW, Korean won.
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{Table 5> Factor Analysis and Reliability for Consumption Value

Factor Cronbach’ s a
Factor/Item loading (cumulative
(mean) variance)
Factor 1: Emotional value (3.20)
I purchase a product for pleasure. 0.84
I want to belong in a group who purchases specific products 0.73
Possessing specific brands helps me to feel confident 0.72 0.84
. . (34.48%)
I consider myself fashion conscious 0.62
In my free time, I enjoy shopping over other activities 0.60
I enjoy talking about the products I purchased 0.57
Factor 2: Differentiated individuality-pursing value (3.46)
It's important that the product is distinctive and unusual 0.79
It's important that the design or color is distinctive 0.75 0.82
. (49.07%)
It’'s important that the product follows a new style 0.74
I prefer to purchase products that is different than others 0.74
Factor 3: Functional value (4.16)
I consider quality when I buy a product 0.79
I consider practicality when I buy a product 0.79 0.76
It is important that the product is worth the money. 0.75 (57.03%)
Purchase of a desired product gives me satisfaction 0.64
I compare prices with other stores when I buy a product 0.53
Factor 4: Social value (3.19)
I am conscious of what other people think about me 0.87
I consider other people’s opinions on a product or a brand which I purchased 0.68 ( 62%861 %)
I want Fo attract other’s attention with my clothes and 0.60
accessaries
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(Table 6> Result of ANOVA for Consumption Values

Factor Cluster 1 Cluster 2 Cluster 3 F value
(N=78) (N=107) (N=123)
Emotional value 0.30b -0.28a 10.13%**
Differentiated Individuality-pursuing value -0.42a -0.13a 0.38b 18.40%**
Functional value -0.97a 0.60b 159.647%**
Social value -1.13a 0.17b 0.57c 131.59%**
*#% (001, abc: Tukey test shows that means with different letters differ at p<.05.
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(Table 7> Differences in Cosmetic Purchasing Behavior among Consumption Value Groups

Variable Cluster 1 Cluster 2 Cluster 3 F value
cover skin problems 4.23b 3.78a 4.22b 13.58%**
protect skin 4.10b 3.75a 4.18b 11.18%**
express individuality 3.63a 3.68ab 3.91b 3.10*
usi}z;aizznfzgcs improve attractions 3.62a 3.64ab 3.90b 3.06*
look beautiful 3.40a 3.64a 3.98b 9.25%**
consider for others 2.78 3.11 2.90 2.37
most people use 2.40a 3.03b 2.78b 9.30%**
internet 4.47b 4.04a 4.59b 19.02%**
friend/family 3.91b 3.64a 4.05b 7.86%%*
store display 3.45a 3.43a 3.75b 4.71%*
Use of beauty-related TV programs 3.37 3.51 3.57 0.88
information  home shopping 3.15 3.18 3.27 0.31
sales persons 3.12 3.24 3.19 0.43
cosmetic app 3.17 3.18 3.04 0.42
mass media 2.177 3.06 2.87 2.08
skin suitability 4.58b 4.12a 4.63b 17.58%**
quality 4.40b 4.08a 4.54b 14.37%**
price 4.29b 3.90a 4.58¢c 30.17%**
cosmetic ingredients 4.14b 3.75a 4.04b 5.51%*
skin protection 3.86ab 3.79 4.09b 4.40%*
convenient use 3.94 3.79 4.00 2.68
Selection removing dark spots/blemishes 3.73 3.68 3.79 0.37
criteria fragrance 3.65 3.63 3.87 2.70
size 3.69ab 3.56a 3.80b 3.27*
brand cognition 3.53 3.54 3.77 2.63
restoring skin elasticity 3.46 3.46 3.63 1.27
offering trial sizes 3.56ab 3.33a 3.63b 3.41*
reducing wrinkles 3.41 3.50 3.50 0.27
container/package design 3.09a 3.40b 3.53b 5.90%*

*X .05, K01, *** <001
ab: Tukey test shows that means with different subscripts differ at p<0.05.
Cluster 1: functional consumer group, Cluster 2: emotional consumer group, Cluster 3: active consumer group

ol WEe AolE ot AAA A
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$4E Pl glod ESAAE, 754

AF P W/ohzAF P deliE R

[o L ofy

DT T = J 1 A 1



NRAl 5E674 39%

{Table 8> Differences in Cosmetic Buying Behavior among Consumption Value Groups

Variable/Classification Cluster 1 Cluster 2 Cluster 3 F value
one brand shop 4.18ab 3.88a 4.26b 5.12%*
drug store 3.83a 3.86a 4.14b 3.25%
cosmetic specialty store 3.87 3.78 3.95 0.89
siizza(;i online shopping 3.66 3.60 3.82 1.13
mobile shopping app 3.12 3.28 3.48 2.08
department store 2.85 3.09 2.93 0.98
discount store 2.53 2.79 2.70 1.33
convenient buying 4.17ab 3.96a 4.26b 5.71%*
quick buying 3.90ab 3.86a 4.17b 4.47*
sales promotion events 3.97b 3.69a 4.20b 10.85%**
Pgife product variety 3.99ab 373 4.07b 5.40%*
low price 3.49 3.68 3.69 2.18
reliable store 3.44 3.58 3.70 2.18
good service 3.29 3.40 3.57 2.57

*pC 05, **#pX 01, <001

ab: Tukey test shows that means with different letters differ at p<.05.

Cluster 1: functional consumer group, Cluster 2: emotional consumer group, Cluster 3: active consumer group

{Table 9> Result of Chi-square Tests according to Consumption Value Groups

Variable/Classification Cluster 1 Cluster 2 Cluster 3 X value
rarely buy 10a(6.8)b 8(9.4) 9(10.8)
' buy yearly 10(12.7) 13(17.4) 27(20.0)
Facial buy every 3 to 6 month 36(28.1) 30(38.6) 45(44.3) 23 83%*
makeup
buy quarterly 20(21.5) 35(29.5) 30(33.9)
buy monthly 2(8.9) 21(12.2) 12(14.0)
rarely (buy) 5(5.6) 12(7.6) 5(8.8)
' buy yearly 18(13.9) 11(19.1) 26(22.0)
Eve/lip/cheek o every 3 to 6 month 26(20.5) 24(28.1) 31(32.3) 19.87*
makeup
buy quarterly 18(20.6) 26(28.1) 37(32.3)
buy monthly 11(17.5) 34(24.0) 24(27.6)
buy less than one in a year 11(9.4) 11(12.9) 15(14.8)
buy every 3 to 6 month 23(21.3) 20(29.2) 41(33.5)
Cleanser 13.30*
buy quarterly 37(33.2) 50(45.5) 44(52.3)
buy monthly 7(14.2) 26(19.5) 23(22.4)

1) observed frequency. 2) expected frequency.

*X.05, **X.01

Cluster 1: functional consumer group, Cluster 2: emotional consumer group, Cluster 3: active consumer group
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