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ABSTRACT

This study aimed to classify respondents based on cosmetic consumption values, and to inves-
tigate the differences in their cosmetic purchasing behavior —their reasons for using cosmetics, the
degree to which they use information sources, their product selection criteria, place of purchase,
purchase reason, purchase propensity, purchase frequency, purchase quantity, and purchase
satisfaction. We collected data from 308 women between the ages 20 and 29 through an Internet
survey administered between the 5" and 10™ of December 2016, and analyzed it using descrip-
tive statistics, factor analyses, cluster analysis, analyses of variance, and chi-square tests. We classi-
fied the respondents into four clusters (an emotional consumer group, a rational consumer
group, an ostentatious/fashion-oriented consumer group, and a functional consumer group) with
cluster analysis using four dimensions of cosmetic consumption value (hedonic value, ostentatious
value, functional value, and fashion-pursuing value). The results of the analyses of variance and
chi-square tests revealed significant differences in reasons for using cosmetics, degree of in-
formation source use, product selection criteria, place of purchase, purchase reason, purchase fre-
quency, purchase quantity, and purchase satisfaction among groups classified based on cosmetic
consumption value. However, we found no significant difference in purchase propensity between
the four clusters. The findings of this study will contribute to showing that cosmetic consumption
value can be used to segment the cosmetic market and to establishing cosmetic marketing strat-
egies for different groups of cosmetic consumption values.
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{Table 1> Factor Analysis and Reliability for Cosmetic Consumption Value

Factor |Cronbach’s a
Factor/Item loading | (cumulative
(mean) variance)
Factor 1: Hedonic value (3.32)
I like to buy cosmetics. 0.79
Buying cosmetics makes me feel better when I am depressed. 0.78
When new cosmetic products are released, I want to buy them immediately. 0.74 (41?;;8%)
I love to look around even if I do not plan to buy any cosmetics. 0.73
I prefer to buy cosmetics for pleasure than to save money. 0.63
I watch out for new trending cosmetics. 0.50
Factor 2: Ostentatious value (2.76)
I prefer to buy famous cosmetic brands. 0.85
When I purchase cosmetics, I first check the brand if it's well-known or not. 0.81
1 prefer to use products from famous cosmetics brands even if they are somewhat 0.74 0.89
expensive. :
The famous brand logo makes the cosmetics more aesthetical. 0.74 (51.94%)
I believe the cosmetics that I carry makes me stand out from others. 0.57
I often buy cosmetics because of its case or logo. 0.57
I tend to buy only the best cosmetic products. 0.52
Factor 3: Functional value (3.47)
I prefer to buy cosmetics that focuses on anti-aging. 0.79
I prefer to buy cosmetics that improves skin elasticity. 0.75 0.82
I purchase mainly cosmetics that improve the appearance of pigmentation and skintone. 0.72 (60.76%)
I prefer to buy strong sun protection products. 0.70
I prefer to buy cosmetics that focuses on hydration. 0.65
Factor 4: Fashion-pursuing value (2.83)
I purchase new products that follow the latest cosmetic trend. 0.79 0.89
I purchase new products every time there is a new cosmetic trend. 0.72 (65.76%)
I tend to shop for products that follow the latest cosmetic trend. 0.67
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{Table 2> Result of ANOVA for Cosmetic Consumption Values

Fact Cluster 1 Cluster 2 Cluster 3 Cluster 4 F val
actor (N=81) (N=75) (N=82) (N=70) vae
Hedonic value 0.87d 0.47c -0.86a -0.51b 104.63%**
Ostentatious value 0.45b -0.33a 0.25b -0.46a 17.39%%*
Functional value -0.37a 0.46b -0.69a 0.74b 52.40%**
Fashion-pursuing value -0.63a 1.02¢c -0.29b -0.70a 97 51***
%001, abc: Tukey test shows that means with different letters differ at p<.05.
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{Table 3) Differences in Cosmetic Purchasing Behavior among Cosmetic Consumption Value Groups

Variable Cluster 1 Cluster 2 Cluster 3 Cluster 4 £ value
cover skin problems 4.31b 4.16b 3.70a 4.13b 11.13%%*
protect skin 4.06b 4.15b 3.63a 4.24b 11.33%**
Reason for express individuality 4.06b 4.16b 3.34a 3.47a 19.98%**
using improve attractions 4.06b 4.08b 3.32a 3.49a 14.72%%*
cosmetics look beautiful 4.04b 4.05b 3.49a 3.23a 14.87%***
consider for others 2.88 3.19 291 2.80 1.86
most people use 2.89b 2.88b 2.93b 2.33a 6.09%**
internet 4.62b 4.51b 3.98a 4.40b 12.90%**
friend/family 4.00b 4.04b 3.54a 3.93b 6.88%%*
store display 3.78ab 3.81c 3.23a 3.43ab 8.65%**
Use of beauty-related TV programs 372b 399  302a 329 15.36%*
information
source home shopping 3.38bc 3.59¢ 3.00ab 2.84a 7.427%%*
sales persons 3.17ab 3.45b 3.13ab 2.99a 3.34*
cosmetic app 3.35b 3.57b 2.73a 2.83a 8.86%**
mass media 2.93a 3.37b 2.72a 2.61a 9.32%%*
skin suitability 4.49b 4.59b 4.05a 4.69b 12.99%**
quality 4.37b 4.53b 4.07a 4.43b 7.20%%*
price 4.40b 4.39b 4.0la 4.30ab 5.17*%*
cosmetic ingredients 3.91ab 4.19b 3.76a 4.03ab 3.46%*
skin protection 3.8lab 4.21c 3.68a 4.03bc 6.72%%*
convenient use 4.01bc 4.19¢c 3.66a 3.79ab 9.01%%*
Selection removing dark spots/blemishes 3.68 3.81 3.57 391 1.94
criteria fragrance 3.74ab 3.96b 3.46a 3.79ab 4.60%%*
size 3.64 3.84 3.56 3.73 2.28
brand cognition 3.91b 3.81b 3.37a 3.4la 8.01%**
restoring skin elasticity 3.17a 3.85¢ 3.40ab 3.74bc 9.19%**
offering trial sizes 3.38 3.73 3.40 3.54 2.42
reducing wrinkles 3.16a 3.73b 3.40ab 3.66b 6.37%**
container/package design 3.70b 3.67b 3.0la 3.10a 14.46%**
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one brand shop

4.31b 4.37b 3.73a 4.03ab 8.25%**

drug store 4.27b 4.27b 3.54a 3.79 12.05%%*
specialty store 4.15bc 4.24c 3.34a 3.77b 15.48%**
Place of online shopping 384bc  417c  324a  360ab  10.12°%F
purchase
mobile shopping app 3.59bc 3.85¢ 2.74a 3.10ab 13.63%**
department store 3.30b 3.27b 2.60a 2.70a 7.40%**
discount store 2.58 2.95 2.65 2.59 1.86
convenient buying 4.21b 4.23b 3.87a 4.26b 6.03%**
quick buying 4.11b 4.17b 3.66a 4.06b 6.14%**
sales promotion events 4.07b 4.28b 3.5la 4.03b 13.38%%*
Purchase . s
reason product variety 4.04b 417b 3.57a 3.97b 8.42%**
low price 3.68b 3.91b 3.27a 3.64a 6.10%**
reliable store 3.79b 3.77b 3.29a 3.51ab 6.10%**
good service 3.60b 367b 3.13a 3.37ab 6.53%**
Purchase satisfaction 4.00b 4.08b 3.52a 3.89b 11.59%**

*X05, **pK01, *** K001

abc: Tukey test shows that means with different letters differ at <.05.
Cluster 1: emotional consumer group, Cluster 2: rational consumer group,

Cluster 3: ostentatious/fashion-oriented consumer group,
Cluster 4: functional consumer group
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(Table 4> Result of Chi-square Tests according to Cosmetic Consumption Value Groups

Variable/Classification Cluster 1 Cluster 2 Cluster 3 Cluster 4 x? value
<30 29%(38.9)° 28(36.0) 54(39.4) 37(33.6)
Purchase 31 to 40 26(19.7) 19(183) 16(20.0) 14(17.0)
expense 25.43%*
(10.000 KRW) 41 to 50 12(10.0) 9(9.3) 6(10.1)  11(8.6)
>51 14(12.4) 19(11.4) 6(125)  8(10.7)
buy less than one in a year 23(21.6) 11(20.0) 29(21.8) 19(18.6)
) buy every 3 to 6 month 21(25.0) 21(23.1) 31(25.3) 22(21.6)
Cosmeceuticals 26.52%*
buy quarterly 25(24.7) 27(229) 15(25.0) 27(21.4)
buy monthly 12(9.7)  16(9.0) 7(9.9) 2(8.4)
buy less than one in a year 14(20.3) 11(18.8) 27(20.5) 25(17.5)
] buy every 3 to 6 month 32(29.2) 23(27.0) 30(29.6) 26(25.2)
Skin care 20.61%**
buy quarterly 23(22.4) 24(20.7) 20(22.6) 18(19.3)
Purchase buy monthly 12(9.2)  17(85)  5(9.3) 1(8.0)
Frequency buy less than one in a year 10(15.8) 12(14.6) 20(16.0) 18(13.6)
Facial mask/ buy every 3 to 6 month 10(15.0)  12(13.9) 22(15.2) 13(13.0) 17.03*
pack buy quarterly 27(22.1) 21(205) 21(224) 15(19.1) '
buy monthly 34(28.1) 30(26.1) 19(28.5) 24(24.3)
buy less than one in a year 10(20.3) 11(18.8) 26(20.5) 30(17.5)
Eye/lip/ buy every 3 to 6 month 16(21.3)  23(19.7) 26(21.6) 16(18.4)
cheek 4583***
makeup buy quarterly 29(21.3) 14(19.7) 20(21.6) 18(18.4)
buy monthly 26(18.1) 27(16.8) 10(184) 6(15.7)

1) observed frequency. 2) expected frequency.

*X.05, **1X.01

Cluster 1: emotional consumer group, Cluster 2: rational consumer group,

Cluster 3: ostentatious/fashion-oriented consumer group,
Cluster 4: functional consumer group
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