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Study of the Purchasing Behavior of Cosmetics
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Abstract This study examined the purchasing behavior of cosmetics among Japanese, Chinese tourists and Koreans,
as well as the differences according to nationality. Based on a literature study, a questionnaire was developed and
a field survey was performed. A self-administered survey was conducted throughout Myungdong and Suwon. The 251
usable questionnaires were collected. A Reliability test, Factor analysis, Regression test, and ANOVA were used. The
purchasing behavior of cosmetics has 5 factors gained by the factor analysis, including the functionality of cosmetics,
the newest one of the cosmetics, brand-oriented cosmetics, impulsive purchase, and physical evidence. In addition,
the purchasing behavior of cosmetics is becoming complicated, and the attitudes to cosmetics has changed. Finally,
there are a few differences among Japanese, Chinese tourists and Koreans. According to this research, cosmetic
companies must underline their brand and focus on managing the cosmetic functionality, physical evidence of the
store, and the skill and attitudes of point of sales.
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[Table1] Research Result

factors note
ad. WOM, experience of use,
curiosity, beauty

practical attibute,

nonessentail attitude,

aesthetic attitude,

economical attitude

brand value, vessel, functionity,
endermic  type, skin type,
ingredient,scent, season and
preriod

brand value, convenience, price,
impulsive purchase, efficiency,
brand loyalty

researcher

Ryy, S. ] life style

Lee, H. Z.

Kim, 1L . life style

Hyun, I G.

Park, S. J. satisfaction

Kim, H. E,
Chung, S. J.
Kim, D. G,

ad. PR.

7462

Chun, T, Y. quality, reputation, trend, ad | .
Park, N. H and variety 1mage
Kim, C. ]. Hanlyu, general attitude,
Yu, H K information source, tourist
Kim, H R, satisfaction, cosmetic cognition
product, POS service, shopping | Japanese
Chung, W. S. atmosphere tourist
3.2 4ZX| =y
P Tl TS S5 Aste] e HEA
SAYEE Table 1 Fuste] Austedeh WA 54
F Polase AaQrael A4AY L Holn B3
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L

[Table 2] Variables and Scales

Factors Questionnaire scales

general sex, age, skin type, cosmetic brand, nominal
cost
Ryu, S. J(2009), Lee, H. Z. & Kim, H.
J.(2011), Hyun, I G. & Park, S. J.(2012),

purchase |Kim, H E, Chung, S. J. & Kim, D.| ;.

attitude  |G012), Chun, T, Y. & Park, N, LEereome
H(2012), Kim, C. J,, Yu, H K & Kim,
H. R.(2012), Chung, W. S.(2008)

evaluation | trust, repurchase intention Likert-type
brand, type of cosmetic (foundation,

purchase |color, function), key point, part of skin, nominzl

situation |[merit of Korean cosmetic, purchase
motive, information source
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[Table 3] Respondents

items variables freq. per.(%)

Korean 70 279

nationality Chinese S 3H.1
Japanese 93 37.1

ex Female 222 84
Male 29 116

20~29 1338 55.0

age 30~39 90 359
over 40 22 88

under 20 1 !

dry 79 315

. oily 72 287
skin type neutral 64 %5
efc 36 14.3

Korea 115 458

France 38 23.1

brand Japan 40 159
America 20 80

etc 18 72

50,000~100,000 87 347

cost(won) 100,000~200,000 67 26.7
under 50,000 63 251

etc 34 135
total 251 100.0

ZIPFE, NEE, 71ZsPEE, xS
3l
=

AAVE, 844 AR, BasgEe o

A, P TeiAl ARy Y 5o i Ee

[Table 4] Purchase Behavior Attitude

items variables freq. per.(%)
etcx 47 187
Etude 33 131
Tonymoly 33 13.1
Missha 32 12.7
brand Innisfree 25 10.0
The Faceshop 24 96
Naturerepublic 22 88
Sulwhasoo 17 6.8
Mamonde 10 4.0
Su 8 32
foundation cosmetic 132 52.6
type of color 76 30.3
cosmetic boc:1y 2 84
hair 18 72
etc 4 16
essense 81 32.3
. toner it 283
founda‘mf) n emulsion 47 187
cosmetic .
cream 39 155
pack 13 52
BB cream 102 406
color eye make-up 7 30.7
cosmetic lip make-up 39 155
etc 29 11.6
nail enamel 4 16
whitening 97 386
cosmetic sunb}ock ‘effect 636 26?
function antliwrmkle 56 22.3
anti-acne 25 10.0
etc 7 2.8
skin 129 514
eye make—up 51 20.3
key piont outline representation 42 16.7
lip make-up 18 72
etc 1 44
merit of qug]ity 119 474
Korean price 83 ?31
cosmetic service 33 13.‘1
etc 14 56
h for oneself 166 66.1
purctiase for gift 58 23.1
fronve etc 27 108
on line 84 335
. - ad. on broadcasting 6 29
mf;’;‘;‘ézo“ friends and relatives e 195
newspaper 32 12.7
etc 21 84

*etc(18.7%) represents the foreign brand like Chanel, SK2, etc..
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9 2 5/l V1A, BAs, A, S8, B
#7 Tom wWHasith 24 a<le]l #Ab AwHEe
26052, 11.089, 9.160, 7.896, 7.5900] 3L & 61787

brand-oriented 48 074 A19 7415 000
newest one 213 070 213 3.878 000
impulsive 132 | 067 | 00 | 199 | 051
purchase
physical evidence| -.068 062 -056 -1.104 271

R=667, R*=0.445, Adj. R*=0.434, F=39.337, P=0.000

A A S %LUH%@% TuiAke] Aol o<
= 53] R*gko] 0.3660| 22
G| A7)= 33.6%0]11] olu) 7154, 254, )3
g]_ 5]

374 2 2 5o dFo] Aoz e i)
E& W2 w @ ot Wit JaS WA = )
[Table 5] Exploratory Factor Analysis and Reliability o) o)M= Fujo] RS Hb=t}
Test
factors items load. | eig. | var. | rel [Table 7] Regression Result Between Purchase Behavior
cosmetic effect 803 and Repurchase Intention
funtionality |skin suitability 703 | 3647 | 26.062 | 641
) Ind t
the cosmetic type 661 Va;fﬁ: B ss B t p
brand- brand image 97 constants 1.037 .303 3426 001
. brand-orientet 683 | 1.552 | 11.089 | .621 funtionality 419 065 368 6.448 000
oriented | vtarity of brand | 537 : ' : ‘ ‘
bopuiarity ot brar : brand-oriented 219 075 177 2.931 004
new ad cosmetic 361 newest one 058 071 048 817 Al4
newest one |newest cosmetic 668 | 1282 | 9160 | 617 impulsive
added service cosmetic | .49 purchase 303 068 AT 4466 000
implsive sample 730 physical evidence| -303 062 265 | 4846 000
D combination 660 | 1105 | 7.896 | 548+ R=605, R?=0.366, Adj. R*=0.353, F=28.300, P=0.000
purchase |. .
impulsive purchase 642
physical |well-imformed decision | .777 = I} % == 9 QB ¥3x o] B}xr}E
evidence |store’s atmosphere 719 L0G3 | 7590 | 494 ] ?—oﬂ i - =° }9]— q-]j? §]— G
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[Table 6] Regression Result Between Purchase Behavior

and Trust
Indepedent
Variables B s B t P
constants) -227 .300 -755 451
funtionality 218 065 180 3.382 001

Tzl ?UM%OH B Aol AF Aael 2

DXL A] 39tk #4145 Table 8914 1ol v}

S(P<005), BA=SE B4 B3P0

A %e]%& Aol7k Qi Aoz wAsIor] ANt
17 gl Aoz BAEd,

[Table 8] Anova Result by Nationality

factors group N means F P
Korean 70 3.5524
Chinese 88 3.1667 | 11533 | 0.000

Japanese 9B 3.7527
Korean 70 34571
Chinese 8 32235 2615 | 0075

Japanese 9B 3.1864

Korean 70 3.2476

funtionality

brand-oriented

newest one Chinese 83 3.1742 2191 | 0114
Japanese 93 29928

ol Korean 70 3.3000

HPUISIve Chinese | 8 | 32197 | 0221 | 0.802

purchase

Japanese 93 3.279%6
Korean 70 3.1286
Chinese 83 2.9602 2644 | 0.073
Japanese 9B 28172

physical evidence
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