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Many modern women enjoy affluent life psycho-
logically and physically, and spend their leisure
time. Also, they show a special attention to their
appearances such as face and hair styles because
of lookism. In recent years, sales of hue cosmetics
in Korea shows increasing trends especially in
cheaper price zone. There are two types of hue
cosmetics which show a distinct difference in
consumer preferences and prices. So, there is a
need to investigate advertisement expression types,
advertisement and brade image of domestic hue
cosmetics to prepare a basic material for adver-
tisement strategy of related industries.

The first survey was done on January, 2004 to
gather information about women of 20-30's prefe-
rences for journals and hue cosmetics. Subjects
were 50 women in Jeonju City. 10 journals 20
hue cosmetic brands were chosen.The second survey
was done on March, 2004 to select hue cosmetics
advertisement according to their advertisement
expression types. 3 make-up artists and specialists
in a advertisement company helped in selecting 7
hue cosmetics advertisement expression stereotypes.
They selected an advertisement of Lac Vert as
friendly image, Cathycat as story telling image,
Laneige as sex appealing image, Hercyna as satis-
factory image, Isa Knox as a product presenting
image, VOV as symbolic image, and Ettuide as
dramatic & shocking image. The third survey was
done on May, 2004 to collect data about adver-

tisement image and brand image of 7 hue cos-

metics through questionnaires. the subjects were
120 women of 20-30's.

The results were: 1. The factors of advertise
image and brand image of hue cosmetics were
good quality, prestige, modern, sophisticate, unique,
familiar, and exciting, and total variances was
66.35%. 2. An advertisement image of Lac Vert
was perceived as higher than brand image in
prestige and sophisticate, and as lower than brand
image in modern and sophisticate. An advertisement
image of Cathycat was perceived as higher than
brand image in prestige and sophisticate, and as
lower than brand image in modem, unique, and
exciting. An advertisement image of Laneige was
perceived as higher than brand image in prestige,
and as lower than brand image in modemn, sophi-
sticate, unique, and exciting. An advertisement of
Hercyna was perceived as higher than brand image
in modern and unique, and as lower than brand
image in prestige, sophisticate, and exciting. An
advertisement of Isa Knox was perceived as higher
than brand image in unique, and as lower than
brand image in exciting. An advertisement of
VOV was perceived as lower than brand image in
unique and exciting, and Ettuide was perceived as

lower than brand image in modern.
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