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Abstract This study was conducted to provide baseline data regarding functional cosmetics so that Inula. based
cosmetics can increase its competitiveness in the market as well as to understand current trends to enable anticipation
of demands for future product development. For this research, general consumers over the age of 20 residing in Seoul
and the Gyeonggi district were surveyed. The results show consumers preferred serum-type products among various
types of cosmetics, and that they purchased these once every 1-3 months. Consumers also preferred these products
in less than 10-30ml capacity, and at costs of less than 30,000-50,000 KRW. For whitening, functional cosmetics
consumers also preferred the serum type, in less than 30-50ml capacity and priced less than 30,000-50,000 KRW.
Consumers preferred to purchase functional cosmetics in single units. The major purchasing location, with a high
preference rate, was cosmetic stores, and the major sources of information, also with high preference rates, were
‘experienced reviews from family, friends and acquaintances' and 'TV advertisements'. Respondents selected 'over
50,000 KRW' the most for all items when responding to 'Purchase Intent for Functional Cosmetics containing Inula',
and responded that they were willing to pay 10%-30% more for functional cosmetics containing Inula compared to
standard functional cosmetics. These results show that businesses in the cosmetics industry need to take consumer
demand into account when developing new functional cosmetic products, as well as establish plans to create
specialized spaces that provide better quality service and increase word of mouth effect through better utilization of
various types of offline media, social media, and blogs. The study also shows a need for businesses to develop
products fully utilizing the Inula flower, which has been shown to be effective as a natural skin whitener, wrinkle
reducer and skin moisturizer, to appeal to the increasing number of customers interested in health and beauty.
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Table 1. General characteristics of respondents

Variable Group Frequency %
Male 201 45.0
Gender
Female 264 55.0
20~29 102 22.8
30~39 115 25.7
Age
40~49 109 24.4
=50 121 27.1
single 183 40.9
Marriage
married 264 59.1
< high school 76 17.0
Level of - liege & University 328 734
education
> Graduate school 43 9.6
Monthly <200 108 24.2
income 200~ 399 167 374
(10,000 won) -, 449 172 38.5
Total 447 100.0

st
4 7= 1~3702 vvho] 51.0%(2287)=

st el A

%00 228(51.0)
1. o
50.0 )
& 40.0 159(35.6)
=
g 30.0
A~ 20.0 60(13.4)
10.0
.0
1-3 Months 4-6 Months 7-12 Months
Months

Fig. 1. Purchasing period of your everyday wrinkle
treatment serum-type cosmetics
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functional cosmetics.

1. Cosmetics shops 2. Discount Store 3. Call sale 4. department
store 5. Home shopping 6. Large supermarket 7. Duty Free Shop 8.
Internet sales 9. Pharmacy 10. Skin care shop
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Fig. 10. Preferred source of information and primary
source of information for your everyday
functional cosmetics.

1. Explanation of salesperson 2. Television commercials 3. Drama
indirect advertisement 4. Newspaper article 5. Newspaper
advertisement 6. Book 7. Magazine 8. Blog 9. Internet
advertisement 10. Product service 11. SNS 12. Experiences 13.
Outdoor advertisement
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Table 2. Comparative analysis of purchase for wrinkle
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Table 3. Comparative analysis of purchase for
whitening treatment functional cosmetic
merchandising

Cost of Wrinkle Treament Functional Cosmetics
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Table 4. Comparative analysis of customer’s purchase
intent of Inula based wrinkle treatment serum

by individuals’ willingness to pay
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Table 5. Comparative analysis of customer’s purchase
intent of Inula based whitening treatment
serum by their willingness-to-pay
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