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ABSTRACT

This study aimed to examine cosmetic purchasing behavior and its relation to various con-
sumption values, and to investigate the effects of consumption values on the attitude towards
Korean cosmetics and the intention to purchase them. Data were collected from 312 Chinese
women in their 20s through an Internet survey administered between the 5th and 29th of July
2017, and analyzed it using descriptive statistics, correlation analysis, and multiple regression
analysis. The following four consumption value factors were extracted: discriminatory in-
dividuality-pursuing value, economical value, social value, and emotional value. The results of the
correlation analysis revealed significant relationships between consumption value and cosmetic pur-
chasing behavior, such as reasons for using cosmetics, the degree of information source use,
product selection criteria, purchase place, reasons for visit, purchase frequency, purchase propen-
sity, purchase expense, attitude towards Korean cosmetics and purchase intention. The results of
regression analysis showed that the consumption values of discriminatory individuality-pursuing
value, social value, and emotional value had significant effects on the attitude towards Korean
cosmetics and its purchase intention. Discriminatory individuality-pursuing value and social value
were stronger predictors of the attitude towards and purchase intention of Korean cosmetics than
emotional value.
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{Table 1> Descriptive Statistics of Cosmetic Purchasing Behavior

J
FE Fujste AFo
o

Variable/Classification Mean Variable/Classification Mean

protect skin 3.87 friends/family 3.58

improve attractions 3.71 internet 3.57

Reason for express individuality 3.64 cosmetic apps 3.44
using look beautiful 364 | Use Of sales persons 3.28
cosmetics cover skin problems 3.59 mfzéiizon home shopping 3.24
consider for others 3.38 mass media 3.18

most people use 2.92 store display 3.18

mobile shopping app 3.62 beauty-related TV program 2.90

online shopping 3.61 skin suitability 4.14

drug store 3.52 quality 4.00

Eijgia(;i one brand shop 3.37 cosmetic ingredients 3.93
cosmetic specialty store 3.37 skin protection 3.92

department store 3.32 restoring skin elasticity 3.90

discount store 3.22 convenient use 3.81

convenient buying 3.71 Selection removing dark spots/blemishes 3.78

low price 3.68 criteria brand cognition 3.78

sales promotion event 3.66 reducing wrinkles 3.80

Reason quick buying 3.65 fragrance 3.75
for visit product variety 3.64 price 3.68
reliable store 352 offering trial sizes 3.52

container/package design 3.29

good service 3.52 size 318
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(Table 2> Purchase frequency and purchase propensity

Variable/Classification rarely buy buy yearly 223’6 e;fztf qu:rutZrIy m:rllltily

skin care 20a(6.4)b 23(7.4) 85(27.2) 136(43.8) 48(15.4)

cosmeceuticals 48(15.4) 37(11.9) 93(29.8) 97(31.1) 7(11.9)

Purchase facial makeup 51(16.3) 40(12.8) 86(27.6) 99(31.7) 36(11.5)
frequency | eye/lip/cheek makeup 68(21.8) 47(15.1) 71(22.8) 77(24.7) 49(15.7)
cleanser 19(6.1) 22(7.1) 69(22.1) 114(36.5) 88(28.2)

facial mask/pack 30(9.6) 16(5.1) 59(18.9) 102(32.7) 105(33.7)

a: frequency, b: percentage
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{Table 3> Factor Analysis and Reliability for Consumption Value

Factor | Cronbach’ s a
Factor/Item loading (cumulative
(mean) variance)
Factor 1: Discriminatory individuality-pursing value (3.04)
I prefer to purchase products that is different than others. 0.76
It is important that the product follows a new style. 0.67
I consider myself fashion conscious. 0.65 0.81
It is important that the design or color is distinctive. 0.59 (34.01%)
I purchase a product for pleasure. 0.57
I want to belong in a group who purchases specific products. 0.57
It is important that the product is distinctive and unusual. 0.52
Factor 2: Functional value (3.97)
I consider quality when I buy a product. 0.85
I consider practicality when I buy a product. 0.85 0.83
. . (48.01%)
It is important that the product is worth the money. 0.70
Purchase of a desired product gives me satisfaction. 0.66
Factor 3: Social value (3.26)
I am conscious of what other people think about me. 0.81 0.73
I want to attract other’s attention with my clothes and accessaries. 0.71 (56.49%)
I consider other people’s opinions on a product or a brand which I purchased. 0.68
Factor 4: Emotional value (3.45)
Possessing specific brands helps me to feel confident. 0.81 0.76
. . (62.24%)
I enjoy talking about the products I purchased. 0.72
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{Table 4> Correlation between Consumption Value and Cosmetic Purchasing Behavior

Discri-
gty memml| el | oo
pursuing value

protect skin 0.10 0.39%** 0.25%%* 0.19%**
improve attractions 0.12* 0.26%** (0.32%%* 0.27%**
Reason for express individuality 0.16* 0.35%%* 0.347%* 0.19%%*
using look beautiful 0.11* 0.35%#* 0.38%** 0.14*
cosmetics cover skin problems 0.12* 0.27%%% 0.31%%% 0.14*
consider for others 0.25%%* 0.20%** 0.28%*** 0.227%#*

most people use 0.32%%* -0.04 0.217%%* 0.15%*
friend/family 0.13* 0.29%** 0.17%* 0.25%#*

internet 0.11 0.23%#* 0.227%%* 0.17%*
cosmetic app 0,23 0.10 0.29%** 0.25%**

Use of sales persons 0.18%%* 0.08 0.19%** 0.17%*
information home shopping/mobile shopping 0.21%%* 0.06 0.25%%* 0.13*
mass media 0.227%%* 0.09 0.30%** 0.20%**

store display 0.30%** 0.03 0.227%%* 0.14*

beauty-related TV programs 0.22%%* 0.02 0.30%** 0.08

skin suitability 0.10 0.527%%* 0.10 0.11%*
quality 0.15%* 0.48%** 0.06 0.18%#*

cosmetic ingredients 0.12* 0.43%** 0.14** 0.15%*

skin protection 0.16%* 0.45%** 0.15%* 0.16%*

restoring skin elasticity 0.16%* 0.37%%* 0.18%** 0.15%*

convenient use 0.14* 0.37%%* 0.19%** 0.17**

Selection removing dark spots/blemishes 0.26%** 0.317%** 0.16** 0.13*
criteria brand cognition 0.22%%* (.39 0.217%%* 0.16%*
reducing wrinkles 0.20%%* 0.36%** 0.12% 0.16%*

fragrance 0.15%* 0.25%** 0.13* 0.14*

price 0.01 (0.38%** 0.22%%* 0.06

offering trial sizes 0.24%%* 0.25%** 0.22%%* 0.13*

container/package design 0.35%** 0.09 0.27%%* 0.16%*

size 0.26%** 0.17** 0.18%** 0.16™*

mobile shopping app 0.14* 0.17** 0.227%** 0.15%*

online shopping 0.11 0.16** 0.27%%* 0.05

drug store 0.247%%* 0.20%** 0.18%** 0.17%*

Place of one brand shop 0.25%%* 0.19%** 0.27%%* 0.16**
purchase cosmetic specialty store 0.25%%* 0.15%* 0.21%%* 0.17**
department store 0.17** 0.11%* 0.23%** 0.11%

discount store 0.15%* -0.02 0.247%%* 0.10

home shopping 0,31 %** -().23%%* 0.217%** 0.08
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convenient buying 0.25%** 0.277%%* 0.227%* 0.18%*
low price 0.16%* 0.227%%* 0.20%** 0.17%*
sales promotion events 0.18%* 0.23%%* 0.18%** 0.14*
fifaji?t quick buying 0.21%% 0.28%** 0.20%%* 0.19%%*
product variety 0.267%%* 0.21%** 0.19%** (.28
reliable store 0.28%*%* 0.32%%* 0.07 0.21%%*
good service 0.29%%* 0.18%** 0.18%** 0.23%%**
skin care 0.32°%%* 0.20%%* 0.18** 0.16**
cosmeceuticals 0.32%%* 0.10 0.19%%* 0.11
Purchase facial makeup 0.34%%* 0.08 0.22%%* 0.18%**
frequency eye/lip/cheek makeup 0.27%%* 0.02 0.27%%** 0.10
cleanser 0.227%%* 0.23%** 0.10 0.20%**
facial mask/pack 0,21 %%* (0.32%%* 0.13* 0.20%**
*p 05, **pX.01, X001
B T FE i E HAsddy £ Qlth e I 7Ex eke] BAl 9)o]
M gel olgalt SAE UL RS o A fiREel AWARE 34E e 9
fob avZbAste] A o iR el @ Aol AU AWA ARFTAAE 2AE
HAZE ol AMIZFAZE EEFE o]&olfol BE spAFl ug HEob frojgk #A7E U
4 5o AEsl BT AWA ARFTANE  uer ob AWA ANFTAN} BL4E
T2 AHA g Ee AE ke wf o)) NZ23E 7154 ., "ol FEE W
o, 7154 7+ AlEERte wjigelrlel & oAy, MHA, mtAa" Fo LIy}t E5&
TS oMIE wjFel’, A H JHX & A & F Utk Vs A THAE 71ERIEE AL
7wl e A A T8y 84 vt o/upA8}, ALE] A  Holads EQIE
Ae Tde AF "ol Be 2 AHL dE Holasd, A JHA= Al A etk
o o) ol gelfsl AAOR B A B w@H B Aol Yt ok AADEY
Wt sPEE et ol folfrel w3 ARE 2 e AFS FT 7154 P &2 &
35t QopE U9t 2ok AEH AHRT  uAE 72SAEY TruEs e A E
Mt EerE SA4E FIE da 2 ANA 2 Fa BRl9 F2L WE At A8 )
QATRL AFE ATHE LIASE T b wS 2UAE oAU AzAYE T
FoARE EE F402 TR g A%d  dMuEs s 2 2 % A
ZEN7F 2EFE AT AFH AFF o
HEEZ A Fae EYrE9 o] &I} Erhy 4. 2HER7} et=SEE0| et Ef=2t
B ok A A A7 22 E HEd 4, TOH2| =0 O|X] &
2 3] ne I E= Qoo ATWEOS = o
if};} e ﬂlw}f ifii:{f; ;i Jl a8 4% g HEs Fooze Bge
e A& A3} 2863 28302 F7 200 oA §
& AN2E AFHE EfnEC E= AYF s
ABAS =2 oladtiy £ - o ssbgEel dig Berh vl Z o]l o m
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(Table 5> Regression analyses on attitude

towards & purchase intention of Korean cosmetics

Dependent variable Independent variable standardized B t value
discriminatory individuality- pursuing 0.26 5.03%**
value
Attitude towar@s Korean economical value 0.03 0.50
cosmetics
social value 0.26 4 97**
emotional value 0.16 2.99%*
Fvalue / K 17.02%** / 0.22

- dlslcrlmmatolry 0.27 5,95

individuality-pursuing value
Purchase intention of functional value ~0.01 023
Korean cosmetics - —
social value 0.28 5.38%**
emotional value 0.13 2.58%*

F value / R

15.80%** / 0.17

*X0L, #* K001

b EskTh 20 F=

-
=2
lo
H
ki
g

ZHAZE @ebgEel i elmeh vl elioel] v AE A¥E A7ARE ok 2
e YFE oty fAsiA IALHE & A AA, 20th =t o349l 3 vl -sel s
= (Table 59 o] 7154 7= fold 9% dobd A FAFES AR fr 7k 3
= HAA e vk A SNFTIEA, AR FERIE 7P T84 shslen O ngel WiES
A 7 8 g E s dEebgEl iE E Aolet, sgFel A% HHYow Iy EE
Lo Fujele] folgh Y MAE AR Y 7S 7P el 288ken 1 vl Y
Ebakeh oAl wE A, AP A NGFTEA], AL I HgE ol HES Trlske ALE
A b B AAA HAE w2 200 T oA Eukd &sgo] 7P wel oS ISR
s el dE BEs Ao AEU &gojien ol = o8k
FHebgEel g Fulert wre A oy fre= A" 7hAd 2H9s RS I
gk, ol AMSA ZRAek A AL 95 B ol e Adehs TR TES
A ool 344 d%E PIRHE Xio & Kim o A F2e FF5 7re
(2009)¢] A7AHE AN FA=sHEA o HISHAI 9 7] 281 9] AL 7 BRI 34
& e=st prjeld fold Y& vIAE v F ruiEs W/vkaae] el zh 2 gekdh
7HA hed g e ARE Hlasn 2} A, 200 F= e anzbAE AEA
B ANYFFIRA G ARSI A AR A Tk BAFTAL 718 A 7R ARSIA 7EAL A
of wal mA= ol dHoR Eodtt Az ZREded H3EF 79 A FE,
= sAsE 71sA HATE A w2 W
V. &2 A FEEHE AF BT ARE 28dY AFS
Azahe 2pEA ANAFT7HA7E Sk
20th F= 49 sHE TuidEs AWe] AR, au7bA ek sgE Pl ghe] wAle

o9 s

e



6k

=

o

i 25684
Al

YEEel AuzAS S4% wola

L

T

ER

W

F77

AERE

x

)

o

ofi
:_]e

#7447}

L

71

4 ok B3E oY

S

g]
A aE7hA 9 o

[e]

-

=

Hol glol 20th F= Aol M FAI
o oA B

=

<)

n_mo
ol
o
-
B
™
M

1H
fvze)
o
o7
o
%0
o
1o
ofi
=

22|
Hr
ofi
pj

I

F FRIETE E 7l o

3

o /npA o) o

]

=

=

o #/v}22

=
L

s vgd &

AEH AN BREe B9E PHAES Ao

)

—_
i%s)

_=
=
w

soy o

bl w)2sm ]

]

B
B
ofu

juzel

AEA At BE A A

Ae Aoz 33F Fideae) v Jd

s A8

i

O

A3 314

A Eel7]

it

Hof 30t
A, 200 F=r o7d9] &u7hA 7}

&l oA

K

L
L

|

AaE Ay

B FelEd] v

i

o
o

o

)

=4

o
S

—

7 AANATE FoeH 2

ajo

oS
A=

AL,

F77

i3

A ]

A 7417k
o AR ARFFAAG A8 A A7

7FA]

R

ofi
o®
Bo

~

o

oF

KO

1373

~NH

48R 74,

219

DA

g uj el el
ERtTh

i
]
"
3
o

N

o

o

2M|7EA 9 s

——
o

==
=1
"

ofu

=

o7 AtedH.

0

o
of
)
R

4+

o @

< 7E

&

A& 3}

S EE R

——
o

o

MH AR FLIH



20th F= o4 E s (1)

)
=y
=

B 2
o
™
Kl
T
it
Ey)

i 2= g o§E
o rlx it ox Ed rlo
e rg :E M og
Tl e
o o T orlr e
o
K 1
= ot
RY
o h
9 o
2
e
ol
=it
=

2

=

’ 1o O o
ot &
32

N

o 9

‘2

iih)

o

i

4

T

2 b

Q‘L

fe

&,

>

of

:(’)g
2
X,
i
o
=
o
o
il f

o

o o
fd o
-
=)
og‘;,“
of
Lo

A A
o2 d
A&7
of -, Tl =
= THd-Eel
O I Ade

=
L
>
0 & -
mlo Ozij%’,
O~
P
NN
2T
_,:103 il
Ty
Eoﬁi
(L
g
>

K o
=
=
rr

Lo

=

2

-
o,
it
o
n)
ofN
2 oy
>,
Al
Rl ooXx
o

W go
dio

o ol h
o of

4
;[o
P
©
o

References

Cai, L. (2016). The effect of psychological factors on
purchase cosmetics - Focusing on Korean and
Chinese consumers, (Unpublished master’s thesis),
Soongsil University, Republic of Korea.

Chae, J. S. (2001). An analysis on the college women's
buying and using behavior of cosmetics according
to life-style types. Family and Environment Research,
39(11), 107-127.

Chen, X. (2013). A study on the factors influencing
Chinese consumers’ Purchase intention of the
Korean cosmetics - Focusing on twenties to thirties

women on salisfaction and product image In
Nanjing of China- (Unpublished master's thesis),
Soongsil University, Republic of Korea.

Choi, S. K., & Kang, K. J. (2007). A study of clothing
value and make-up behavior of women. Korean
Journal of Human Ecology, 16(2), 395-4-5.

Chun, J. H., & Chun, Y. J. (2014). Study of the pur-
chasing behavior of cosmetics: Focused on
Japanese, Chinese Tourist and Korean. Journal of
the Korea Academia-Industrial Cooperation Society,
15(12), 7459-7466.

Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995).
Consumer behavior (8th ed.). Orlando, FL: The
Dryden Press, p. 151.

Ham, J. H. (2015). Study on cosmetics usage analysis
and related health belief model according to lifestyle.
(Unpublished master’'s thesis). Sookmyung Women's
University, Republic of Korea.

Hwang, J. S., & Cho, J. J. (2012). The comparison be-
tween clothing consumption value and preferences
of fashion brand of Korean and Chinese consumers.
Journal of Korean Traditional Costume, —15(1),
57-68.

Hyun, I. G, & Park, S. J. (2012). 20s-30s Chinese
women's cosmetic decision: Importance perform-
ance analysis on Shanghi consumer’s cosmetics at-
tribute selection. Korea Research Academy of
Distribution Information Review, 15(3), 79-87.

Jeon, H. H., & Hwang, S. J. (2007). The influence of
consumer's shopping value, brand awareness and
types of promotion on purchase of bundled
cosmetics. Journal of the Korean Society of Clo-
thing and Textiles. 31(9/10), 1321-1332.

Jin, S. L. (2015). A study on the Chinese students’ pur-
chase decision factors for Korean cosmetics.
(Unpublished master's thesis), Mokpo National
University, Republic of Korea.

Kim, J. H, & Jia, Y. X. (2005). Assessing the per-
spective of individual consumers on cosmetics
brand purchasing according to their lifestyle of
young consumers living in the metropolitan areas
of China. Journal of Global Scholars of Marketing
Science, 15(3), 1-30.

Kim, J. H, & Son, J. Y. (2008). A study on lifestyle
and cosmetics purchasing behavior - Focused on
the comparison of Korean and Chinese female col-
lege student. Journal of the Korean Society of
Clothing and Textiles, 3X7), 1104-1115.

Kim, S. J. (2014). A study about effects of brand image
and consumption value on purchase intention of
domestic and foreign automobile. (Unpublisehd
master’s thesis), Chonnam National University,
Republic of Korea.

Kim, T. K. (1997). A study on consumption value of
women cosmetic buyers, (Unpublished master’s



Nidfi 25684 65%

thesis), Dankook University, Republic of Korea.

Lee, N. K., & Woo, M. O. (2017). A study on women's
beauty attitude and cosmetics purchasing factors
by their value consciousness. Journal of the Korean
Society of Cosmetology, 23(2), 308-317.

Lee, S. Y. (2009). A study on middle aged womens
concern of appearance and buying behavior of
cosmetics, (Unpublished master’s thesis), Tong-
myong University, Republic of Korea.

Li, X. (2016). A study about the effects of shopping
value on Chinese tourists shopping behavior,
(Unpublished master’s thesis), Gachon University,
Republic of Korea.

Liu, Y. (2014). A study on the Chinese 8090-after
women's lifestyle and the Korean cosmetic brand
preference. (Unpublished master’s thesis), Chungang
University, Republic of Korea.

Meng, W. C. (2014). A study on cosmetic shopping be-
havior of Chinese tourists - With the South Korea
duty-free cosmetics as the center-. (Unpublished
master’s thesis), Kyonggi University, Republic of
Korea.

Paik, S. Y., & Lee, S. J. (2000). The effect of adoles-
cents’ consumption values on the clothing products
evaluation. Journal of the Korean Society of
Costume, 50(6), 59-72.

Park, B. J., & Kim, S. W. (2006). A study on the con-
sumption value, brand identification, consum-
er-brand relationship of Korean-Japanese university
consumers: Focused on the famous brand. Journal
of Consumer Studies, 17(4), 113-143.

Park, K. H. (2017). The cosmetic purchase behavior of
women in their 20s(1) -Focused on consumption
value-. Journal of the Korean Society of Costume,
67(3), 47-065.

Seo, E. H. (2006). A study on the Korean cosmetic pur-
chase behaviors of the 205 woman in Beljing,
China. (Unpublished master's thesis), Sookmyung
Women's University, Republic of Korea.

Sun, D. (2011). A comparative study on Chinese &
Korean consumers” attitudes and consumption value
about  luxury. (Unpublished master's thesis),
Konkuk University, Republic of Korea.

Suh, E. H., & Kim, J. D. (2009). A study on the
Korean Cosmetic Purchase Behaviors of the 20s
Women. Journal of the Korean Society —of
Cosmetology, 152), 578-586.

Won, J. Y. (2009). A study on the cosmetic purchase
behaviors of the women in Shanghai China.
(Unpublished master’s thesis), Sookmyung Women's
University, Republic of Korea.

Wu, T. Y. (2016). The effects of eco-friendly conscious-
ness and Importance of cosmetics” attributes on re-
purchased intention and word-of-intention for low
price eco-triendly cosmetics, (Unpublished master’s

thesis), Chonnam National University, Republic of
Korea.

Xio, G., & Kim, J. O. (2009). The investigation of
Chinese consumer values, consumption values, life
satisfaction, and consumption behaviors. Psychology
& Marketing, 26(7), 610-624.

Yao, A. J. (2016). The influence of Beljing female un-
dergraduates’ involvement in beauty on satistaction
with appearance and purchasing behavior of
Korean cosmetics, (Unpublished master’'s thesis),
Seokyeong University, Republic of Korea.

Yoo, C. H. (2015). Purchase and use of cosmetics by
female college students majoring in beauty (Un-
published master’'s thesis). Sungkyul University,
Republic of Korea.

Yoo, C. J., & Jung, H. E.(2002). Exploratory research of
consumers beauty seeking behavior: Men's deco-
ration behavior & women's makeup, cosmetic sur-
gery, and fitness behavior. Journal of Consumer
Studies, 13(1), 211-232.

Yu, L. (2016). A study on middle-low priced cosmetics
purchasing Intention in relation to the consumption
value of female consumers in their 20s and 30s.
(Unpublished master’s thesis), Konkuk University,
Republic of Korea.

Yu, Y. Z. (2015). A study on the purchased customer
satisfaction and share of wallet for cosmetics
market, (Unpublished master’s thesis), Yeungnam
University, Republic of Korea.

Yuan, Y. (2014). A study on the effects of cosmetics’
perceived quality and stores’ service quality on
customers’ satistaction and behavior infention -
Focused on Korea cosmetics purchasing by Chinese
female tourists, (Unpublished master’'s thesis),
Daejin University, Republic of Korea.

Zhu, T. (2015). The impact of customer values on
brand loyalty based on the Chinese luxury cos-
metic customers, (Unpublished doctoral disserta-
tion), Changwon National University, Republic of
Korea.



	20대 중국 여성의 화장품 구매행동 (Ⅰ)
	ABSTRACT
	Ⅰ. 서론
	Ⅱ. 이론적 배경
	Ⅲ. 연구방법 및 절차
	Ⅳ. 연구결과 및 해석
	Ⅴ. 결론
	References


