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Abstract : This paper compared the properties of cosmetics depending on the shopping tendency of female consumers
in Korea and China. The data on Chinese women living in Korea and Korean women in their 20s was collected using an
offline survey. The data on Chinese women living in China in their 20s was collected using an online survey. Three hun-
dred twenty-seven questionnaires out of a total of 330 questionnaires were used for statistical analysis. The survey was
conducted from January to February 2014. Eighteen questions on shopping tendency and eight questions on the prop-
erties of cosmetics were analyzed using a 5-point Likert scale. Data was analyzed by Descriptives, Factor Analysis, Reli-
ability Analysis, ANOVA and Cluster Analysis, and SPSS 21 statistical program. In accordance with the analyses, the
shopping tendency comprised a showing-off tendency, pleasure-seeking tendency, and practicality tendency; the prop-
erties of cosmetics were classified into conformity and functionality. On the basis of the elements in the shopping ten-
dency, the female consumers were categorized into a low involvement consumer group, high involvement consumer
group, and hedonic consumer group. The Chinese women emphasized conformity or functionality of cosmetics more than
the Korean women regardless of the countries where they lived. Regardless of shopping types or countries where they
lived, the Korean and Chinese women in their 20s emphasized functionality over conformity of cosmetics. Furthermore, Chi-
nese women living in Korea showed a similar shopping tendency to Chinese living in China.

Key words : shopping tendency (3t *3 A &F), properties of cosmetics(3}3%F 4

43), high involvement consumer group(

U =+oq vl &), hedonic consumer group(aﬂ 2t2 7o) ¥ &), low involvement consumer group(*] o uj 7/ ¢h)

1. M =

A2 FFe WEo| AP FULEY P 0@ 2
it Aol F1EshEEA A A 7195 A B
Fo= el T ek B FAAS) BBSE Y
I FAHD ABE A7) 204 A7) AR AE

sl o|mA e AjE ol ArjelEe] 2
e sl B e B AFe AnET) e
Rl ok 5 QA HAE 7 Fol
F% 3e olEel BYF AvFge FeA 315k St

0T RE FRAG AFT 97 HIFE AT,
5o Ql7]e] elg SAEel g Mo} 7)
S9E HASO Mok RAW 715 HIE
YPIEl e S Agom A2 B W Ao] T

=

PO

Al

Nﬁ

H

mE

o fo

tCorresponding author; Sook-Hyun Park
Tel. +82-51-663-4663, Fax. +82-51-623-5248
E-mail: shpark@ks.ac.kr

116

ol THoE lth. SBA wlo|%

8090AtH T= 2xH]AF 108 7he-wl] 97
Fdot Billso) w53tal glom, gk o=
2PE wf 7He Hla] FHo] =2
ZFZo|A HMzzrt & How Yehdi doj(Korea
Internatonal Trade Association, 2014) X|&291 & AIAE
veRd Zlo g dutsiar it

AEZY i L5 P TS SPE
4= HA7)aL

FEHL

ezl B,

Eol 1= = PA RN | PATA N - DA K- R
AA o = thekst 711 #AdL olsslH ool wek ¥

spele 25 Al setehzy] wgol Hn FHHoE

= 7|0 AEHez A &Sk dast FR
£ AT F Ak THA FES T2 sk IR F
2 8090AIZ B} B0l vlal HUlHoR &3 Wegvt =
< HAAO|THKITA, 2014). o]9} & F& AH|FS AEF9]
o EHo] FEE] 3 E8Ho] I, XL Ao T
g =xo] At Almztat B 7hzbe] &, AFEe 3
Aejalo] ZJal Fe)A AME Fhe ol otk AR o



k. o7 Fe v WA £BYFS ool A
[e]

.
Az
A £ 7R MRS g U 2 AHIE 2%
5

-1 = <l = =
}32 ATHPyun, 2000). ©]# g 2H]YFe] Wsle A-s] &
aje] gl Aol FEATHA AFAAE FF 52 =
[ele]

AR = FHe F8, 7I9EY 2e dF 5 e
225 A A wF7E GdsiA o] ok £3] o
ol xe] AP e wWE FHRIES Y wE
At F=9059] g A7 BolA AL UATHKim, 2009). =
I} F=e] wR7F GHsie ulEl FHolxe g SE ¢
=t AFIIAL Y THAHRE
o3 Al A= ZTISkaL Ytk oA AdelA TV AEUl
HePHA g AFS AMlsle = AT &
A= gatol] AFsiaA SRS QoA sk
2HRE, 23 S AHRES] BT PR Aew
o] AV ApolHE T S719e FHEE Al
g dag AEE AT T UL Aol AlsEh

S g AR B R ATEs S T oJulA
o] omAA B s A % H|w(Zhang, 2013), =
g9 e AAE 2pol7t gk sPdEel e F4 AX
)3 Eol v P (Lee, 2013), T - F - A A= AHAE
o] 3= Fujde] A (Choi et al, 2007), Y&} =
B = sgE s Bl Z(Kim et al, 2012) 59 A
T7F AATE 2 & Ae) o] AFA| (A E AR
ol W2 EE AL vwd A7E A9 e 2Felnh
bA] 2 AeXE SRl FEAT SR, dEAT F
=2l o AR aWTS AWEY MRS {35
o 5 7 g e g - F A ARl SR &4

of & TR AolS dopr A} Frk

ol
i
o
b= il
i

2. 0|EH HiZ

2.1, g=3 B39 SHEE UEE

2.1.1. @=9] s AAER

2 =g}, 93}, 2oF 5 23R RE U9 3 EF
o] d=t AlFE] A7IZ oo A- 7IPES] Wil 2
FEFe VAL Aok 2 F R AT sPEel &
Atk T PFFS ook HIRS AlAl oY yet s

A =& 718 E3L o, d=3 WEske o4 ¥34

e PR3 Qrke YA vk B9

o - 3 oY PR YT W SFE S Pl 117

SR St sgEo] 2RSS FRe) A o A3t
3 Aol & oAtk Ao B S SgES Al
et sl o, gk sl AlAl AgellA Q17171 e
12 2 FAI A YRR, 2, ) 5= o Hg o
3 AZBFATH“Why Recommend”, 2010).
oA SPgE Aldo] sl | AI71E 604 olFE &
T Utk 90w o] APl EASEAA FUY - ¢ 3}
FEAAEC] XGe ARES ol glom, 20133 =13l
E A 2= AAl 10915 715K Ministry of Food and
Drug Safety, 2014).

2000t = = Z717F A whe) mAE o #o]2Af
5o A sgEe] AEL AES A AlRFRAL Wi
T 73717} B EH wgt &5 FU1eF Al MRk s
gk 7]s g Heo] thgks) HUAck FENA, rler)E, A1)
A A, BF G BE 52 BHOE gk 715 SE
2 Ao AR IS Eole olEnEEA AlF 5 2
IR AFES AT NEEoEHR s A A7)
AES aUre] = SRR AR WRrojRtt. ol gl
B4 1% Ad=E oldst @S 79 A& e AEket
= AHIAES A7k BlEHo R JFHoH Zen|dF
sPES AdEske T2 Wiy WEu Ade] FEE
s APGOlA] Amle] F53) @40 = el
Ministry of Food and Drug Safety(IMFDS], 2014)°l] wZ
2013 g SMEE FEAAS 129 83419 G, YA
2 99 71965 BRI E V1S3 o, sPEe] TRl Ad
H] F3 349% Z718F 39 11459 €8 3AE 7|E3) @
= 3P BAFAE 201197 22 FAE Yepitot
20123 HZZE 32} A3} ol IF IEo AYRE F
SlE =, 2, Uik "= 5 oMok FEe] A solw
7] WZolth. AAZ A8 =it shdEol 7P wol FE
H Uk S0 85815 9 223%) 0% YEteH, &
(29 66725 2E: 20.8%), LE(22] 17855 ©H: 17.0%),
H (92179 @El: 7.2%), tIRH8415T 2 6.6%), HI=
(72645 ©8: 5.7%)5-2] =oltt. olvte] gl & 3
1070 ek & AFe 119 53928 g8z, A4 &
A7 129 8341%F ©E19] 89.9%F AT

ole} Zho] -2} sE Ardel v A& FEF
7R 71959 A5 SAE 21E B FE ) vlEe]
A AAReR B3 e IF 9F¥o= ¢ld K-HE Ed=

of me se] W3] s T S7IeF 2 5 vk

o

oo

)

RO )

2.12. F=5¢ sPE RS
204171 =) g ARe 1978 Y Aol E: oo dth
ZHE FE 4GS o[RS ol T AU o= 7Y
of tisl theket o S AlFsted A=AES Ak 71
FUZ EYgtezx sl sPEE Aol wds Fei%7
elck. 90dd] o1 AAER f9 SEE AZXIAES 5

d

32



118 gF=7o] 7N 8/81x) A17d A1, 201545

solghs Atig AHAGS 74%—8}04 S tRo] e 3%
S A9 R s Ez}zi_i 319 THXu, 2013).

= PE ARG FEE 2 ZH 7)E F7] o]
21.25% 53 16249 99k 1% Pi w 2 3Lﬂ7J 3
T+ 20% o]Ate] AN E olojo v LT SPEE A
FRIAES] F7iRTH WEA st A AAE A0t
H_?_ = 7—]_& x-]u]—-g]_ 01];],

T 71HES A2 SE

_IE r[l-t)lv

o(' r

;0

Agolut Bzt ohd 42 3

2 Ao g AAsIo g Al HRE MEA A
P HAlE JRE AUA 2ok 2y FH2 sPEE A
o] ER=T) ®gleliA B d ARk slw TS HolA] &
| AA] HA=ESo] 3¢ HAEES F7ksh AP Ao vA
3 ek 53] g AFE el A9E 71ed st &
W sPgRel Q718 U EsHEES Sk 84 71
g0l 3] S7Iskes FAloltt

TS AUNE Aok anAe TR e ARAEL
24 AA sPdE /\lﬂ"ﬂ*ﬂ = "ﬁ S t‘:‘l ATk AA R

3L glen a5 %%01] uje 4‘%0_110 .
9 FHE YT AWEH XA nF JR §F So
F8 Yo makeo) vt 5 AT YE

23t 2912 Ml ok e 2320] 49 = 49), oA
°Mﬂ‘r % 2918 At FFe] FQ3 FE FYFolg
AL g vk e Zkse) vl Hlsle] dhEgEe]
—’Fmﬂlz“i wro gou} sfjujt} s SE 4e9ldlo] =4 =
7¥sla Itk ol= d9] WE HasSo] HlR 713 Mg
& HAE oA F HRF MIES I AT &

W

3 HAESe IF B WA VA A3 Fdoleks 4
AL oz § HAE ouAg FEFoEA £Y 37
= olojrk  + 9k,

Aol o] BEE Ty, T, 9AL el &
3 AL oJn|(Howell, 1979)sk= ZAo=, 7j2lo] <A,
oATIA, oGA &gt} sk A sl 7R
ofEt ARSI, AAIE o7t A8 B 59 ddes

= WS 9kt Tatzel, 1982) Aoz

FaAEol vehhks vkl S4L 9vjsi,

o] B} 7AHoR b}EM— 5Tl Fel=t
ATH(Lim, 2006).
£AES 43

B

LA
e
K o
l'E P/}

o
©
o

Mo bl

EAA o]z Eldom (Darden & Howell,
1987), 2lo|Z2Eldo] AFES] RE Agol] 932 vAe A
I o] £BAFE BE &% ALl IS 1R
AR 7Aoo g &3 A A, Fo B
A (Kim & Rhee, 2004b)o] 22, AHE3}
Fol FIFE MAA HAL, 5 HFE 4

bl O o R
A P AFHFHKim & Rhee, 2004a). T

)
09;’4
oft
:i
r°" o
B
| £
E )

A Uk S, AERA, A PR Park,
1999) o2 AFHIL Jon, gl wet A+ A
54, Asgusl, FAAE, AR, 260 54 9 3
uj3)sol] 2o]E HOItk(Shim & Kotsiopulous, 1992)3 X3
9Tk, oISt o] AT HPYFE AFS FFo) weh A
wsle] slze] geld S ilgttl(Lim 2006), 23435 2
@ AP ApEskE vhIY A S8l 2N4E Rtk
A= AlEstshed wi- %—&o}E}(Kang, 1999)37 & 5= Slrt.

Moschis(1976)= P35S Fullsls AH|Ake] L3 &kl
2 Sl 5B, FHANEILYA, FNEHLTA,
ANAR L&D, S &BA, FEAN LA 7P

BE5ely ARYY £PAISke] AAS APk &£ AIsko|

e suAse 2Eol dssm YA s JUAE oE
S LAt

Hyun and Choo(2005)= $Fg& &84S Sr) &
o, geld o, AN o, RS T, S

Lgs!

al

Choi and h01(2008)—— O%EH@?/] P W SPET
gl Fet Aol SPFE TS ey 8,
<

ﬁﬂl*éﬁ%} 1%04&%}%91 vl Jdoz f3Fseth.
Park and Kim(2008)% 314 S
LA Bale 53A8E 7AAF
ERshaL, sPE 2]l &
:L;H A.ﬂ;gu]— Ha]x:/z;d /\-‘@é}‘ﬂ’, 73;1]7(4 ﬁrﬂ@u} s
24 /\.Ll@r/]—_g ?Sﬂg]. o} 1:}
Park and Ku(2011)y= 3FE4388%S 4499, 55
3, Y, AR, AETAEE, A ol 8]le
2 AEstela, olge] &

A
BARLHND, FEFHED P

2.3 EE &4
AFL) S0l AFol 7HE 9, T 54 Lk
2] Nﬂlx%ol Bi=s **E“o}ﬂur TajsiEdl S vX=
gk 921 Fo shuth AFS oY 7K $4E] AR
= OHOWD% AFe] &4 BWAH Ao ol o,
Zeithmal(1988) A|FEAS AFY #4248 U=
A A SR WA SR R 94 A g3 0]
T AF EEE BT AF AH 9] EF B +
e A0E 7H4, HAE, 33 Fo] XFE= JE&, A=
98 AlFe B Ay AEs 20E AlF A



3ATIR] e g fXEE A )

Lee(2009)y= MRS AR 479 4188 H7tstr] oH
< = WAH AFSHETRE A AFSE o st
of Fuje|rt ARG WAl "ok fAkeE HetolA, AFE A4
o] Eo A= YAIA 4T YAjE £4S AE] o] 8Tk
Ao} AF 2|2o] AL Azl UAIF 48 F UA
T3] wiol] SAIA HAd st Aol At F F
Jom AF ArME WA S QAA H4E o83}

b

;O

= FH ol A= v=A vehd = Siva skt
AE $4L FH3R= 2 A7(Choi, 2013; Kim, 2008)=
AZTE AL }15 XS ey FEHdae] =
7R EAo® FEEOH, Yeo2007)E 7153 47 4
A £ 14~r w‘Lo}"i‘D} Park(2008)y2 M4 7Pl

AESY 203} WEE, A Fof omole] #A Aol
#7d, 484 7H*é, % W° F34 AE 4oz BT T

AL, 74, A A A SO R whrel Asile

O

B e
ox I
o
®
A?L

P S %Wo 3 e oA T 5AE
Tahs 2o, 2HAF sF e Al FRIEQ) HrE e
7] wel 3 el S8 MR A% EP =g

FE 2] PR EATIME Sagk ¥
om, sPgE T Al 2HRFEC] ARSSE
AE 2R|RRe QT FAIE W, AelE W
, 7 # HE Sl uEl 254 vEA YEh = SR
2 F4, 9574 J"é A, &, AlxdLd, Mulz, 7h
HoF 9ltl. Eom(2004)2] A
TolMe I HMd, F4, 7H Tl I sPdEe T
= dSsked oM Fes FEE Jow yekken,
Hong and Oh(2001)2] AA-ollAde Az gE Fu $40=2
3, 714, B, mRee &LF’);’ A, 3 9 g g
=2 Abgsle] Az sl gol 28y fdl ne xME
AR 5 Pl 2Bl 3ol W Aol e, =
= zh;]-o] aﬂ/\}ul— J,]Hx%sh:e 200]_71] _,_gq 0}_4 74__&
LFERATE. Lee and Lee(2003)°] P it v £
R Aol 3AE e e e vsl 59, F2,
;q_/;:/H o%%z%fﬂ-}d A 6]:7] 2719221 glo] o viET
£ vehlon 351 f3e J2UPYA 9@ BEws) o
2zl vis) 7 ‘%‘ﬂl LER T

rO (
3
2 e
ﬁm

iy
X
I
o
T
1o
=)
é“
I
rlo

3. AT WY

3.1. A7
B e AnEAs thest P,
ATEA 1. 204 w2} AHARES BRI,
A7EA 2. 2VART SYE 24 ForS ‘
ATEA 3. AFAGA N 20T ohe PE &4
Qg wwa.

it o

==
T8E

o - 5 oy LR £BYF TE FGE S L 11
3.2. (LA A XiEE
B ATE 3 F oS0 2PN U2 HHFE 54
g 98 200 A AY@FAT B, FHAT FF

%, AT FHNEL ATTHIOE SPon, HEAYS

I

olg3le] AreAt 8 ST AE e TUsAL
AT 1 FHAF SR AHES] AEE off-line
’E*X] HE, T35 S50 45 ]'Elﬁ: on-line @-E#Z]

HE ARESt] AR AETH St T 33079 AwA
% %%01 n 53k AEXE A3 32792 A AR Akg
, AT BARE 20149 199 297bA] Aol

(Babin et al., 1994; Jin & Koh, 1999; Zhang, 2009y u}&

o=z £ 9 Hokste] AZSIGTh P ek = &
o SgE o) A Moﬂ BN *HlXH e 24T
e Bz NN, SYE 49t 29 2L 3
B 7N FBE HE AF S 0D A AT
= ol9] ool P A 5 YE BYEE UG
24 o aRYY) B B s a%H) kel

13, w9 2bel 54, SR 43 B B3 A F
831A b 13, g S8 s
el 5% Likert A2 SA5Ich

k58] #AolE SPSS 21 TA RIS ARESINeH,
71454 (Descriptives), 29154 (Factor Analysis), 212 =84
(Reliability Analysis), FAHE2(ANOVA), =34 (Cluster
AnalysisyS A8l EA8150 )

Aol ofE AUSE TAHE
] % A} Table 17} o] FAET
4G, AAFTIYG, AEF TIPS V) agle] mEEgI,

el wRAYT W AL

b, HYE} 23 52
ool EREE o HASTATI B,
&% AR EAS, AF T EAS, 230l
R e BFoR Pyl AR ol 35
o 29 3¢ BWad Bol 9 Al o), A A
W, A B ke AE o, AHE Pl Sls) o)
2 gRaIA 714 vlmsAt Fde vis) 7hEe] ARska
Frchs #ao PAEe] “AgF T ol WS,



120 SF7o] 7N EI8IR) A17H A1, 201545

Table 1. Elements of shopping tendency

Elements & Assessment “i/e;%f:d [{/r:l?:;e Contribution igﬁ?ﬁ)‘ﬂgﬁi Re]i(zb)i]ity
Element 1. showing-off tendency
- I purchase quality and expensive goods beyond my financial means in some cases. .78
- I purchase famous brands rather than cheaper items even though the quality or design 77
is similar.
- I purchase expensive items to be recognized by other people. 74 437 24.30 24.30 82
- I prefer to purchase imported items rather than domestic items if the price is the same. .69
- I purchase cosmetic items only after checking brands or logos in some cases. .66
- I think that cosmetics make themselves stand out. .59
Element 2. pleasure-seeking tendency
- Shopping is more pleasurable than other things. .84
- Purchasing makes me feel more pleasant. 77
- I can forget about my problems while shopping. 75 28 1373 4003 82
- I feel excited when I discover something while shopping. .69
- I feel extreme happiness when I have a variety of items. .63
Element 3. practicality tendency
- I shop only when I need something. 77
- I make a plan before shopping. 73
- I search only the items which I want while shopping. .66
- T come back home if I can't find what I wanted to buy. .60 1.85 10.30 50.32 72
- I use the sales period for purchasing quality items. .59
- 1 visit several shops and compare prices to purchase quality items at a cheaper price. .56
- I purchase items which are cheaper as compared to the quality even though the design 30

is not my preference.
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Table 2. Elements of the properties of cosmetics

ARg-] HEE, AFS 71578, ARle] 3 ol o &= Aol
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Elements & Assessment Weighed - Unique Contribution ACCUI}lulB'.th Reliability
value value contribution (o)

Element 1. conformity

- A model in the advertisement is important when purchasing cosmetics. 72

- Trends are important when purchasing cosmetics. .70 33 29.06 29.06 64

- The cosmetics introduced in beauty programs are important to consider 68

when purchasing cosmetics.

- Brand names are important when purchasing cosmetics. .65
Element 2. functionality

- Skin suitability is important when purchasing cosmetics. 73

- Simple usage is important when purchasing cosmetics. .62 1.35 16.82 45.88 54

- Functionality of cosmetics is important when purchasing cosmetics. .58

- Suitability to skin color is important when purchasing cosmetics. .76
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Table 3. Classification of consumer type depending on shopping tendency M(S.D)
Consumer type Group 1. Low Group 2. Group 3.
. . L . total

Shopping involvement consumer High involvement consumer Hedonic consumer group (n=325) F

tendency group (n=130) group (n=84) (n=111)
2.24( 49 3.68( .49 3.41( .56

Showing-off tendency (C ) (49 (b ) 3.01( .82) 250.93%**
3.41( .68 4.02( .70 4.27( .53

Pleasure-seeking tendency (C ) (.70) (a ) 3.86( .74) 58.33%**
3.27( .59 3.92( 43 2.57( 44

Practicality tendency (b ) (43 (C ) 3.26( .67) 129.05%**

k%< 001

The groups showing a significant difference (p<.05) in accordance with Duncan's test are presented using the alphabet (a>b>c).
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Table 4. Importance of the properties of cosmetics by consumer type
Low involvement High involvement ~ Hedonic consumer
Consumer type consumer group consumer group group Total F
Properties of cosmetics M(S.D) M(S.D) M(S.D) M(S.D)
Trend 3.05( .89) 3.63( .86) 3.37( .91) 331(92) 1142
c a b
Brand name 3.05(0 -88) 4.02(21 -88) 3'7853 ) 3.55(.95)  40.12%**
Conformity 1.96( .87 2.86(1.07 2.36( .96
Advertising model ' (c ) ’ (a. ) ’ é ) 2.33(1.01)  22.61%**
Cosmetics introduced in beauty 3.13( .98) 3.73( .90) 3.56( .85) 343( 95)  12.39%%*
programs b a a
Functionality of cosmetics 4'18(b 85) 4'502 67) 4'442 72) 435( 77) 577+
Simple usage 3.78( .81) 3.92( 91) 3.73(.79) 3.80( .83) 1.26
Functionality 4.56( .72 4.75( 51 4.79( 47
Skin suitability ’ (b ) ’ (a. ) ’ (a. ) 4.69( .60) 5.21%*
Suitability to skin color 4.47( .71) 4.68( .58) 4.59( .65) 4.57( .66) 2.74

#p< 01, *#%p<001

The groups showing a significant difference (p<.05) in accordance with Duncan's test are presented using the alphabet(a>b>c).
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Table S. Importance of the properties of cosmetics by country (nationality)

Residential country Korea (Korean) China (Chinese) ~Korea (Chinese) total
(nationality) (n=115) (n=110) (n=102) (n=327) F
Properties of cosmetics M(S.D) M(S.D) M(S.D) M(S.D)
Trend 3.06( .93) 3.46( .90) 3.43( .87) 331 .92) 6.90%+
b a a
Brand name 3.075j .90) 3.77(a .83) 3.86(a .90) 3.55( 94) 27 33+
Conformity 1.83( .85 2.59( .95 2.65(1.06
Advertising model ' (b ) ’ El' ) ’ (a. ) 2.34(1.02) 2582k
Cosmetics introduced in beauty programs 3'26(;'00) 3‘11(211‘1 D 3'05(31'08) 3.14(1.06) 1.16
Functionality of cosmetics 392&) 20) 4'612'51) 4‘57(&1 64) 4.35( .77) 33.46%**
Simple usage 3440 83) 406( 75) 3920 78) 3.80( .83) 19.22%#*
Functionality b a a
Skin suitability 449@'73) 4482;39) 4732'55) 469( .60)  12.90%**
Suitability to skin color 4.51( .63) 4.67( .62) 4.52( .73) 4.57( .66) 2.07

**p<01, ***p<.001

The groups showing a significant difference (p<.05) in accordance with Duncan's test are presented using the alphabet(a>b).
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Table 6. Importance of the properties of cosmetics of low involvement consumer group by country (nationality)

Consumer type Group 1. Low involvement consumer group M(S.D)

Residential country (nationality) Korea (Korean)  China (Chinese) Korea (Chinese) Total F

Properties of cosmetics (n=73) (n=22) (n=35) (n=130)
Trend 2.92( .91) 3.09( .87) 3.29( .83) 3.05( .89) 2.10
Brand name 2.75( .80) 3.45( .60) 3.40( .98) 305( 88)  10.64%%
b a a
Conformi
v Advertising model 1.64(b.77) 2.41(21.59) 2'342 24 1.96( .87)  13.40%**
Cosmetics introduced in beauty 3.19(1.00) 2.73( .98) 2.43( .95) 291(1.03) 761%*
programs a ab b
Functionality of cosmetics 3'95(]3'94) 4.41(;1'50) 4'512'66) 4.18( .85) 6.88%*
o Simple usage 3.60( .85) 4.14( 47) 3.94( .80) 378( 81) 4,90
Functionality b a ab
Skin suitability 4'42(b'78) 4.95(21'21) 4'602 69) 4.56( .72) 5.00%*
Suitability to skin color 4.45( .69) 4.73( .46) 4.34( .84) 4.47( .71) 2.08

*p< 01, ***p<.001
The groups showing a significant difference (p<.05) in accordance with Duncan's test are presented using the alphabet(a>b).
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Table 7. Importance of the properties of cosmetics of high involvement consumer group by country (nationality)

2

il

Consumer type Group 2. High involvement consumer group M(S.D)
Residential country (nationality) Korea (Korean)  China (Chinese) Korea (Chinese) total F
Properties of cosmetics (n=17) (n=36) (n=31) (n=84)
rend 3.18(b.81) 3.72(a.85) 3.77El 84) 363 86)  3.15*
o brand name 3.53( .94) 4.06( .89) 4.26( .73) 402( 88) 411
Conformity b a a
advertising model 2'29(;)'05) 2.92(21.94) 3'10(;'14) 2.86(1.07) 3.40*
cosmetics introduced in beauty programs 3.00(1.06) 3.56(1.00) 3.61(1.02) 3.46(1.03) 2.34
functionality of cosmetics 4.00(b.79) 4'58(21‘55) 4'682 60) 4.50( .67) 7.04%%*
Functionality simple usage 3.24(0‘66) 4.31(a‘75) 3.84§3 97) 3.92( 91) 0.8
skin suitability 4.59( .62) 4.81( 47) 4.77( .50) 4.75( .51) 1.10
suitability to skin color 4.65( 49) 4.75( .50) 461( .72) 468( .58) 48

*p<.05, **p<.01, ***p<.001
The groups showing a significant difference (p<.05) in accordance with Duncan's test are presented using the alphabet(a>b>c).
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Table 8. Importance of the properties of cosmetics of hedonic consumer group by country (nationality)
Consumer type Group 3. Hedonic consumer group M(S.D)
Residential country (nationality) Korea (Korean)  China (Chinese) Korea (Chinese) Total F
Properties of cosmetics (n=25) (n=50) (n=36) (n=111)
Trend 3.40(1.00) 3.42( .91) 3.28( .83) 3.37( 91) 27
Brand name 3.68( .69) 3.70( .84) 3.97( .77) 3.78( .79) 1.53
Conformity Advertising model 2.04( .79) 2.38( .99) 2.56(1.00) 2.36( .96)  2.19
Cpsmetlcs introduced 3.64( .91) 2.94(1.17) 3.17( .94) 317(107) 375+
in beauty programs a b ab
Functionality of cosmetics 3'80(b'87) 4'7O(a'46) 4'53(21 63) 4.44( 772)  17.26%**
o Simple usage 3120 78) 386( 78) 397 36) 3.73(.79)  11.90%**
Functionality b a a
Skin suitability 460( 65) 488 39) 4381( 40) 479( 47)  3.10*
b a ab
Suitability to skin color 4.60( .50) 4.58( .76) 4.61( .60) 4.59( .65) .02

£p<.05, *¥+*p< 001

The groups showing a significant difference (p<.05) in accordance with Duncan's test are presented using the alphabet(a>b).
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