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Abstract: The domestic market of oriental herbal cosmetics has rapidly grown in the last few years. In this study, we
investigated female consumers’ cosmetics—buying behavior to know their appreciation of oriental herbal cosmetics. We also
tried to deduce the strategies for growth and development of the oriental herbal cosmetics market in the future. A survey
was conducted with women ranging in age from 20 to 50, who resided in Seoul; a total of 400 questionnaires were
distributed and then 344 copies of those were collected and analyzed statistically. This study provides basic information
about the present status of oriental herbal cosmetics market and the real state of the cosmetic consumption. The consumers’
needs identified in this study, provides basic data in setting a marketing strategy for the oriental herbal cosmetics market.

Keywords: oriental herbal cosmetics, marketing factors, cosmetics-buying behavior
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Table 1. Herbal Cosmetics Market a Scale and Cosmeticsmarket a Scale

Year Herbal cosmetics market a scale Growth rate Cosmetics market a scale Growth rate
2002 3800 hundred million 11% 5 trillion 7000 hundred million 8.40%
2003 4200 hundred million 11.70% 5 trillion 2800 hundred million -7.40%
2004 4800 hundred million 13.80% 5 trillion 1400 hundred million -2.50%
2005 7800 hundred million 14.80% 5 trillion 3500 hundred million 4.10%

2} amorepacific (2005)
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Table 2. Common Trait

Frequency Percentage

Section (persons) (%)
lower than 29 98 285
30 ~ 39 93 270
Age
40 ~ 49 79 230
higher than 50 4 215
. single 125 36.3
Marriage i
married 219 63.7
high school graduated 106 30.8
. university 51 148
Academic career |
university graduated 156 4.3
a graduate school 31 90
office work 78 22
house wife 98 285
Occupation own business 40 116
student 58 169
others 70 20.3
lower than 100 24 7.0
100 ~ 199 78 227
Income per a 200 ~ 299 97 282
month (10000) 300 ~ 399 60 174
400 ~ 499 45 131
higher than 500 40 116
. experience 252 732
Herbal cosmetics .
unexperiernce 2 268
base products 303 . 831
) color make~up 24 70
P;iggii};g body products 9 26
perfume 5 15
others 3 9
Total 344 100.0%
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288 H{H - 259
Table 3. Purchasing Cosmetics (a Plural Answer)
Section Skin Lotion Essence Set Others Total
lower than 29 15 12 18 17 ! o
31.3% 25.0% 375% 35.4% 2.1% 22.9%
0 ~ B 15 18 28 13 0 70
: 25.4% 30.5% 475% 30.5% 0% 28.1%
hge o - 1 11 17 o7 17 0 63
20.3% 32.1% 50.9% 32.1% 0% 25.2%
19 15 28 1 0 65
higher than 50 33.0% 30.0% 56.0% 22.0% 0% 23.8%
office work 10 1 19 19 0 56
20.4% 22.4% 38.8% 38.8% 0% 23.3%
house wife 2 19 52 A 0 8
31.4% 27.1% 45.7% 34.3% 0% 33.3%
Job own business 8 9 16 2 0 31
38.1% 42.9% 76.2% 9.5% 0% 10.0%
8 8 12 6 1 31
student
29.6% 29.6% 44.4% 22.2% 3.7% 12.9%
12 15 22 12 0 50
others
279% 34.9% 51.2% 279% 0% 20.5%
32 37 52 17 1 117
lower than 5
33.3% 385% 54.2% 17.7% 1.0% 45.7%
5 ~ 10 15 12 28 27 0 79
22.1% 17.6% 41.2% 39.7% 0% 32.4%
) 9 9 12 10 0 33
Cosmeticthe outlay 10~15 346% 34.6% 16.2% 385% 0% 12.4%
15 ~ 3 3 7 4 0 14
25.0% 25.0% 58.3% 33.3% 0% 5.7%
higher than 20 ! ! 2 5 0 o
12.5% 12.5% 25.0% 62.5% 0% 3.8%
Total 60 62 101 63 1 252
286% 29.5% 48.1% 30.0% 5% 100.0%
*p < 001
(%) Herbal cosmetics usage experience by age. (%) Herbal cosmetics usage experience by job.
100
80 || 247 203 L 122 28.2 225 28.6] |
449 S - 46,6
60 60
40 410
20 20
0 0
lowerthan 29 30 ~39 40 ~ 48 higher than office  house wife  own student others
5 work business
& Yes ONo & Yes ONo

Figure 1. The orlental herbal cosmetics usage experience
by age.

s E e A, A R2A Al 4 3, 2006

Figure 2. The oriental herbal cosmetics usage experience
by job.
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Table 4. Expectation Efficacy about Herbal Cosmetics (a Plural Answer)
Section Skin protection Wrinkles prevention Elasticity Moisturize Total
3 17 2 3 54
lower  than 29 59% 333% 31% 647% 21.3%
10 16 S 47 70
Age 30 ~ 3 145% 23.2% 50.7% 68.1% 98.9%
11 % N 35 63
0~ 49 19.0% 431% 414% 60.3% 24.3%
. 11 3% 21 7 65
higher than 50 180% 59.0% 34.4% 443% 955%
. 4 19 31 B 56
office work 75% 35.8% 585% 528% 2.99%
house wife 15 34 a 0 8
185% 42.0% 333% 61.7% 339%
Job s 7 16 11 10 31
© OWn busSImess %.0% 57.1% 39.3% 35.7% 11.7%
2 7 13 19 31
student 6.9% 241% 448% 655% 121%
7 18 20 5 50
others 146% 375% 41.7% 72.9% 20.1%
ower than 5 15 %7 3 69 117
13.4% 33.0% 205% 61.6% 46.9%
5~ 10 10 2 41 43 79
135% 39.2% 55.4% 58.1% 31.0%
o 7 16 15 19 3
Cosmetic the outlay 10~ 15 20.6% 5169% 484% 61.3% 13.0%
2 6 8 5 14
15 ~2 15.4% 46.2% 61.5% 385% 5.4%
. 1 6 5 6 9
higher than 20 11.1% 66.7% 55.6% 66.7% 389%
Total 5 Y] 102 142 %52
© 146% 30.3% A2.7% 50.4% 100.0%
wkxp < (.01
4.2. st S HE Al24E]of oSt 2N o sgEe gk Aanale] AR BEH oA et
$4ES 5495 ARER ANSE 4o o}
4.2.1, st SIEME ALS A Nol At o] nEA EXFHA FEdkn ) o]
W SPES Age B Aol geA %ol Usl 4 2 FRa) A% QA w9 3 e 2RYE A
S g5 R 3 A2k AP, S % d S Y A SN A BT §
H(268%)2 el dFe] BEFE S FE 2 aAY w¥o| AF3 A & £
83 ¥ Aol ke s8el o A vhehsichFigure
1. 4.2.2. 2H|XP =2 Folsts s SEE E5
A9EsE AY FRIT FAES AR B o] ) 3 SPE F TR Fushe 5 o] AEEW
£ gdol B Auet o 2 JHRL, e $3E  AAH0E oz BI1%E MY B $¥S nIe
S AgE B Ao gt oo B Aurg 4o =7 oW AER P 300%, 24 205% «o2 vehgth o
ek} Figure 2) HEse dge) ¥24% oddide 39 ¥ ¥
ot ¥ BAF BART Lu FolRAT 2 dEdm, woz 9ol Re4E ME Frldt 9
F7He0] L Adugs d¥drt =2 At X&F o] ol A YERSTHTable 3).
of Sl AeE AT, HARG Audd G
Y 34 Zo] ZAPIE E7Em, Ao A= 3
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Table 5. Information Medium for Selecting Cosmetics

Section TV, radio Internet People Salesman Magazines  Others Total
lower than 29 16 12 17 3 5 1 o
29.6% 20.2% 31.5% 5.6% 93% 1.9% 100.0%
~ 17 10 36 2 5 0 70
Age 30~ 24.3% 14.3% 51.4% 29% 7.1% 0% 100.0%
0 ~ 19 24 3 21 10 4 1 63
381% 48% 33.3% 159% 6.3% 1.6% 100.0%
. 18 3 30 9 4 1 65
higher than 50 277% 46% 462% 13.8% 6.2% 15%  1000%
office work 19 7 19 4 7 0 %6
33.9% 12.5% 33.9% 71% 125% 0% 100.0%
house wife % 3 0 8 5 2 &
31.0% 36% 476% 95% 6.0% 2.4% 100.0%
Job own business 13 1 1 5 1 0 31
419% 3.2% 35.5% 16.1% 32% 0% 100.0%
student 6 6 12 3 3 1 31
19.4% 19.4% 38.7% 9.7% 97% 3.2% 100.0%
sthers 1 1 7 4 2 0 50
22.0% 22.0% 44.0% 8.0% 4.0% 0% 100.0%
lower than 5 39 10 53 9 5 1 117
33.3% 85% 45.3% 77% 43% 09% 100.0%
5 - 10 19 14 2% 10 3 2 79
24.1% 17.7% 32.9% 12.7% 10.1% 2.5% 100.0%
. 12 2 15 2 2 0 3
Cosmetic the outlay 10~ 15 36.4% 6.1% 55%  61% 6.1% 0%  1000%
5~ 2 3 2 5 3 1 0 14
21.4% 14.3% 35.7% 21.4% 7.1% 0% 100.0%
. 2 0 5 0 2 0 9
higher than 20 22.2% 0% 55.6% 0% 22.2% 0% 100.0%
Total 5 28 104 24 18 3 252
29.8% 11.1% 41.3% 95% 7.1% 1.2% 100.0%
wxrp < 0,001
4.2.3. 2HX7} s SIEE Fof Al 2|theke 5 B AAdoez £ AEEe] 413%E 7P ¥gkn
T AE ZdetE G5 HalA dAAHoRE ¥ TV, &9 #x 298%, Y 111% £ 2 et}
2 BEERAAE ¥R, 2750 548 A ZolA AR E AFo] WEFE AEYolgte S| =
7 594%E M B SHe Hilod, B @i ¥ Uz, d%0] 5252 Avdolzts $%o] ¥ &4
B AR vz 7)g0] B A gold 427%, 49 F velgor ol BAHCRZE Foud 3o]E HGTHp
2 R S 8 7150 gEd A Zolr 393% < 00p). A Adde TV, g FuE AY F
oz et d¥o] Hu F3HAE Ao e FE He= F9 AlgEolde g =4 velgd dAgE
Ao FF A - AML Y3t 7|5H .AE FeA5 Azdd mHaAe FEF AEde] BEFEE FY A
= 7Agko] EEstgr) o= g FAEo] st HEA ot S9ol o A YEY FHAE 53 AHE &
A5 wiAlstn 4, At T med S UF 5 HRo] 49 BE ARy o) 79 Fr|9%E A
e i RS FUER 3 B ez o wP ol glo] A o %888 AALECH(Table 5).
B3 FEWA - A, FEIANA Sl 2371 Hold Ao
g AvlAe 7t & 5 Slek(Table 4). 4.25. st BEo 7Y HA
AEo] o FAEL FYstE F2S AHE An)
4.2.4. B4 SRE| HES AAH o gAE AR 270%E /Mg Be $HS
b slAkEe] Ui ARE F2 dE Fd oE) 4y Heow WMaA 21.8%, WEAY 21.0% £o2 YEkyk

HasPgE A, A RA A 4 5, 2006



Purchasing herbal cosmetics places.

100% - — e
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40%
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lower than 29 30~39 40~49 higher than 50

1 department store @ professional shop o large mart
& door-to-door-sates 3 Infermet shop 0 others

Figure 3. Purchasing herbal cosmetics places.

t dEIE d¥o] ¥&5F IFEF AFAolgE &
gol o A YEg ‘?_EHE Aol dETrE
SAEuEE $Hol 9 ¥ “t]

FmF AolE BFHTp < 0001) (Figure 3).

Az A9 F§FF ATHolFge $Hol B &
gnt o &4 Jesn s Ayl Fauviee
ggol & FJart o 4 dexoer FAoRE
Fud 2olg B TR AFAW 7]%— 3 3}
AZ X Z o) /‘\_]tlc]-ﬁ},(xlxz].) ]‘_, olEY vt S9] ik
® 4% Aot AdUaud Aude ddE 478

FZAAFT 98 ANRE wholh

4.2.6. MH[XZE ME - Fofsls St
Toj ol .

FE2 ARSI SE Bdso AnEd A
AR(EF SHoz “Ma47l 88.3%, ‘Thlde] 189%=
R135%5e=1 l“ Au|Ate] Bd=o oig SRS} BA=
A8, W& 5o BE HellA EBEE] At A
Az P 3 w”‘owb o4 & (2005)¢] A& AT
9 dAskE HPo|a =% AAE Yyt
200439 2%% Tl vl& ol 20050l = 18%H 2 Fs
a9 wlg 2919 WS A e E AAFA 53 20
e A 3 }%4 T wge] A Uehd thidd
I 2 FF e Agy 2 4 AEe Y st
ZE] XIM-M 237o] ZluiE )

Aelgt AEFL Fulste olfol el AEd AAF
oz u AToﬂ & Rt 41%E PY B, H%H
=o e g wFo] 286%, &AL Fvh 139% =
2 Yelgth ojd die /& A9 A7E FaME A
ZH o] ‘Ailargls Bde ofuz]9 AZe} wio] 4
3k A Folgte Qo] aujAteY Fuj&E FIHAITIE
ZA4 98L& stz ok

S=

loh

g 2=
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Herbal cosmetics merits and demerits.

demerits

_merits

B mateiialg trust

skin fit
@ superionty vs
Bothers

®oxpensive
arrage limit
#perfume unpleasant

#others

B26%
Figure 4. Herbal cosmetic’s merits and demerits.

4.3. oY SEE UETo| B =4

4.3.1. Bt BHE AR

sk SAE AN F &y dis] Z¥Ed dAHo
2 9 Zdo| WuaYgAvst 632%, dut I3AFD d
zpol7t glohrt 368% = WElgth d#Ho] =&5E dnt
}A4En @ o7} gtk whEo] Bgtm, AYHR A
g Ut HFER ¥ Ao|7} glue SRl B G
Br} o A vEsen, dAde HR Fo| vy
Ade $9¢] BAU% EI JFF AEde] WEFE
& Aol vy PAte 9ol o A vehdth

-|°|'
<o
i
Rl
fol
0|r
-
2

4.3.2. B HYE ASIL XHE Y HIFo T -
cCtA
— =

el Abgate  FFE] T2 Hel s Ao
2 AAHe s 48 ARd HE A7 2971 31.3%
B M gL 39S Bilen 5 9Fel & ger
25.8%, ARt SFFHY IR ¥ s 230% £
Z Ueisth dEo] ¥2E 48 AR dE AFst
E0E Sl Boka, AgddE 2 45 AR o
& N7 wohe SR B AeEG o w4 vEe
H, AddL dut AFRT SR o ddins &
ol E} Z‘E*EE} A iﬂ] Uetgth sgE AEdd o
A

N2 A7 Hl;lo]] o st

=

347}% £ 4% 01 o ¥ Uehga $uE ASdo] @
e sechs $80l o ¥4 ek
om 57#17‘42 %4 ug Aol RErkp < 001, A
o] AgE W HFE BAM sl AvNE A

AH oz Aol v}l 647%E 7MY B SHE B
dom AbE d#EFo| Eo} 11.5%, ol EA 4o
11.1% w22 vebdth ol Z2dd(2005)e] A3+
FAE AHE AF EUNE olf= F§F 9 AAd dig
H** S a7sta Ja JHEE Avkdoz nuiaA 143

a9y W AANG b Ae AL A A& &
e B 2MA 2§ FFE o] FEa o)
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Table 6. Opinion about High-Price Herbal Cosmetics by Common Particulars

Section Positive opinion Negative opinion Total < (p)
21 7 %
lower than 29 21.4% 786% 100.0%
12 81 %3
Ag 0~ 3 12.9% 87.1% 100.0% 5423
¢ 0 ~ 1 15 64 79 (0.143)
19.0% 81.0% 100.0%
. 20 54 74
higher than 50 27.0% 73.0% 100.0%
ffice work 15 63 [
© 19.2% 80.8% 100.0%
house wit 21 7 %
ouse wite 21.4% 786% 100.0%
Job wn business 8 52 40 3652
© © 20:0% 80.0% 100.0% (0.455)
adent 5 43 58
studen 95.9% 74.1% 100.0%
others 9 61 0
112.9% 87.1% 100.0%
19 154 173
lower than 5 11.0% 89.0% 100.0%
=~ 10 2 79 101
21.8% 782% 100.0%
. ' 13 31 44
Cosmetic the outlay 10~ 15 295% 705% 10009 30519k
9 7 16 " 00
15~20 56.3% 438% 100.0%
. 5 5 10
higher than 20 50.0% 50.0% 100.0%
68 276 " 344
Total 19.8% 80.2% 100.0%
wkkp < 0.001
Table 6-1. Opinion about High-Price Herbal Cosmetics te 2o dEdEE dyo BE&4E 7HEo] "Rt
by User and Nonuser € ¢%ol o =4 S w2 d#Ho] WFeFF I
o . o] A Ak $Hol © ¥ duwth Aguze A
. ositive  Negative
Section opinion  opinion Total AR 7HZo] HMttE $do] B fAdrRuy o =A
TR e stge o) 24 itk $dol B Hund
user o = ol AT 2|l = 3 Z}E X
Herbal cosmetics 20.2% 79.8% 100% :] 171] L];ELME}- 5} & ]Li —L o[q'a} 5} =3 ]
Zdo] BWEFE Fo gt SHol o =4 UE
user and nonuser 17 6 92 Jon EAMozy Sous zto]2 BHETtp < 0.05)
MO yg50s 815%  100% Al AT T MRS T
(Figure 4).
68 276 344
Total o o 5
19.8% 802%  100% A4 =TI} she CHEF A|Xp A
E7 55 A9 AF 1AL AAGY HA rMEdFEL 4.4.1, =17} et gl EZo) o5t 25 ,
A sof gt SRt I (2004) 9] AF Aol A 2371 g FAE gt AdE AR AAH e
L Qa4 ¥, A9 33 Bo Aolg melm U4 = 2R s AR Ad7h 198%2 1
FRAT B ATAME Aold Aol2 nydon At etk T Aol $eRS wAH A wate

uistal et A, Al 3278 A 4 3, 2006
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Table 7. Negative Reason about High~Price Herbal Cosmetics

Section Incompatibility — Question about efficacy Image strategy Others Total
lower than 29 2 %6 17 0 8
255% 57.1% 17.4% 0% 100.0%
0 - 19 5 2 0 7
Age 205% 483% 31.2% 0% 100.0%
o~ 12 a1 2 3 79
15.3% 51.6% 29.3% 38% 10009
. 2 37 17 0 7
higher than 0 27% 50% 23% 0% 100.0%
o o & 17 %0 % 1 73
27.2% 529 202% 06% 100.0%
I 17 54 2 1 101
168% 535 2838 09 100.0%
Cosmetic the outlay 10~ 15 188.2 5%.33 217?3 2%2 100411)%
- 1 10 2 0 16
9%5% 625% 125% 0% 100.0%
. 0 2 8 0 10
higher than 20 0% 20% 80% 0% 100.0%
o 76 179 % 3 34
2.1% 529 95% 099% 100.0%
wxrp < 0,001
A9 F3} Saang oo FAAQ Adr Be 29l 8 Wuun o B Uitk 34F A3
Ao® Yedn APE A2l AE4E RARA 7 WAAE AEF A3 BEEE W) FUNIE

A7t e Aoz Yehton FAHozE FoAvd 3}
°ol& HHTHp < 0.001). 3 FFE ALExlsh HALEA}
Zve] zmrt @ SFEC dig Asle sAE A
|2 2629 F Zavt W sPgEel FAHQA Asyrr
202%, 319 At 798%2 FAlEYed, ) 35
FE uAEA 2 T 20t 0 EgE dg 33
2l As)7l 185%, ¥A4AL At 815%2 et &
W SAE AR HjALRAIZEY] 23t 3H SgEol
e Ayt A9 wid AR e TtHTable 6),
(Table 6-1).

4.4.2, =37} st shatEo] Chsl £
A
Z37} e sgFe s F-%
o tha] ARY FAH o y
A o Eo|thr} RRO%E /1 e
TASGFEA 2A7] Q% %141 34EF 3
olmz] MY olt} 25%, HF-A
ZAE Boltk 01% £o.7 L}E}kkt} 2E
o] AEFE B4 UF &5 AOJ“Z} o) ol
o] Btz AYHE AJP2 HIFE [ & 3l
2T Bolgte Sdo] B AvEY o A JE
o, AFEe vd wF 250 HolgR Folgte
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R

1

r?i
1=

-

f
X

Pl
et
do
e A - T I TR o
ol oo off m[o off g Ho

_l

B
é
o&‘i—a
o mgrlm

lo o it

A7) A =W AT FAFEY A oln|A] A
Bolghs $%el o A usht ddkdoz xurt @
sgE s FAAEL A4S 2ola YIATHTable 7).

4.5, 2MXP} A2leh= SAHQLY, MR Fok SAL )
2HA7E AEEte A AF diE AHEE HAF
o7 vl sk IFE A Eo] 50.6%, S A F o]
395%% YEtRth dHEEREE ARl ¥4 E iyl
AEFE Wz dgo] £&5E A 3AL ﬂl <94
gtk AP = 3Ao] Y AFS © A
SR, EE AS ol wEka 209 o) dwt g
PHE AES ol AFske o2 ZAMITH(Table 8).
duk FFEFE 7P sk olfrdl s A&7}
HE AFolyt BE F oAt 76.7%, At om A7}
FolrI} 21.8%2 YER L, dFo] i, }FF A&
o]l BEFTE A} oluA| 7} Folxte FHo BYT
B2 A Foe] HEFE AEIPL WE AFolH L&
g JoigE 80l o EA vy ol 71E 4wt
f&‘ﬂ }FFE FAtY] BAE ouA] A w3 i 9
B Ug avA NFHE ORI Y T
E«l o4& Arbale dlolth(Figure 5). ¥ Ful o

Fol e L AFe d ARG dAHo= I
ol &iE v Ao AFol 343%= M wL &
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Table 8. Can Confide Company’s Products

b
o
o2l
i
N
i)

Herbal cosmetics

Traditional oriental herbal Pharmaceutical company’s

. 2
Section company's products hospital products products Total X ®
46 48 4 98
lower than 29 169% 49.0% 41% 100.0%
30 ~ 39 50 33 10 93
Age 53.8% 355% 10.8% 100.0% 11.780
20 ~ 49 42 30 7 79 (0.067)
53.2% 38.0% 89% 100.0%
. 36 25 13 74
higher than 0 186% 338% 176% 100.0%
ffice work 36 37 5 78
otiee 46.2% 474% 6.4% 100.0%
. 5l 33 14 9
house wife 52.0% 33.7% 14.3% 100.0%
Jéb own business 20 16 4 40 7083
U 50.0% 40.0% 10.0% 1000%  (0533)
31 24 3 58
student 53.4% A1.4% 529% 100.0%
others 36 26 8 70
51.4% 371% 11.4% 100.0%
lower than 5 8 g 19 173
48.6% 405% 11.0% 100.0%
5~ 10 53 39 9 101
52.5% 38.6% 89% 100.0%
Cosmetic the 10 ~ 15 24 17 3 44
outlay 54.5% 386% 6.8% 100.0% 4124
15 ~ 2 7 8 1 16 (0.846)*
43.8% 50.0% 6.3% 100.0%
. 6 2 2 10
higher than 20 60.0% 20.0% 20.0% 100.0%
174 136 A4 344
Total 50.6% 39.5% 9.9% 100.0%
*xp < 0.001
Can confide company’s products and a reason. Hopeful herbal cosmetics products.
100% . .
Can confide company's products. For reason or other. !
10% %
0% 1
4%
20%
Dherbfl cosmetics company's products Dmade Sl’eCia”S‘I . 0% | . .
g;ﬂ:‘;’:ﬁ;ﬁ:{fx& gg;‘;’s“"“’“”y s fmage Jower than 29 30~39 40-49 higher than 50
U] body care products O hair care products O mild baby products
13 color make-up products @ perfume products B others

Figure 5. Can confide company's products and a reason.

92 ngon AT fops I AF 21% IS

g HAANAE 215% w02 Yegd AWl ¥&4 AT fobg B AF

2 154 dolAo AEolRE 9ol o ¥ % F AFolo] Be4E @
Y2 Ayl wess 9 QRo) FHD oo Ao A B Fu AFS uyn
Folghe S50l o ®A UEITH < 00D, AAFHE @Y AI3E 3¢ d@ oY

e EetselA, A R A 4 3, 2006

Figure 6. A hopeful herbal cosmetics products by age.



I SE 2T B AT 295

Herbal cosmetics competitiveness.

1%

higher than 58
a i value

lower than 20 30~ 3¢ 40~ 48
QO pursue individuality 8]
@ pursue vogue [ others

.
P

Figure 7. Herbal cosmetics competitiveness.

HIZFe] UZ(needs)E a3 a4 AFEY AAL 7193
Erl(Figure 6).

4.6. B BTBo| £8(% 01N N
4.6.1. 8% STE RE7IZ0l et 28[%} 214

g SAES FARA AQARI] HE) 57
Zrol W ARFERT FE Zojel sl £7 130
7} 459%, BEoltk 221%, "5 181t 203% T¢o=
ehith 9ol ¥e4% 4% Ao #E Aol @
$ol B, Fo] $LFF 1A Yot W8l B
o FAHOZE fon|F HolE BYTHp < 00D

el el AW S Fo
SEREDIEEE LR SN T DRI

Kopok S of

4.6.2. i siEED et SEES| 55 HolMe 24d|At

BAEe A4 d2 27 Yyehde 98 a9s
FEEE Uy 4 FEE Ho Ue 558 =4 &
& Aotk s} 27 2Rthrl 538%, HEo|th
25.3%, ¢ 28T 148% wolgly, Aol E4+E 9
=}

4.6.3. g1 2E-ofojx|et stUSIEE Fof dtdo
ZHsh 2H|xfIA|

3 olua} mdle] wet gy sgE Fole] 9

& ujckn AT g8 23 2207} 41.0%2 7}

T B $HE Bon HEont 238% ¢ 234

189% ¢o2 YERD, A% ReFE Fa ojuAy

Edo] g sgE
il

=3
o,
=
>
N
X
o
ol
o3l

Lo 1
Aot 8%z M e $ES rRgow HEot}
317%, 25 18T 262% o2 Uegth 34E &
Ao WM E FFE AEH] BeFE /M4 ge
Aul2 Ap5e] gluke 7ol @it AfHo=z
RS FhukgEo)ado] JHAd wlE MulA ZolE =
A =R Eae Aoz ZAEI
4.6.5. 38t SIEE AL AA™HCHol| 2Fst AH|X} Q1A
i SFEL old7bA] AHY A}E wevan A7
40 ~ 50te) AfEeltn AAgchel dis) M
Hog ZF aZ) 07%E 7MY B $EE BHYgo
W 1gA gt} 224%, BEolt 209% o2 et
AHHEZE dFo] BSFE oA o HE dAH

F Azdo] 424% 134 9ot 8ol o
B duth & 24 S shgelde] w
§ Aust 23S AN Y B
al

7k ]
27 B $9S Eilen A
7|8k 134% =22 Uetgth dgo] ReFE HAH 7}
Az gdeo] Bk, FAHLEE Fon|g Aol B
AHp < 0.00D). EF A9GL /M F79 7HA, e
HaH EAFY T gde] guth EE Asd
o WtME SHFE AEdel HEFE AAH A%
7R ke $Rel B A YEkon FAHORE folu)
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Table 9. Requisites for Competition

Various

Better

Polished Popularization Brand

Section products Efficacy  Perfume service design of price enriched Total £ (o)
owrer than 29 64 % 4 0 1 3 1 %
653%  255% 41% 0% 1.0% 31% 10%  1000%
0 ~ B 53 30 6 1 0 1 2 %)
570%  323% 65% 11% 0% 11% 22%  1000%  17.269
e T e 1 32 1 0 0 1 0 ™ (0506
5820  303% 13% 0% 0% 1.3% 0% 100.0%
. 50 20 3 1 0 0 0 74
higher than 50 o7 5o, 27.0% 41% 14% 0% 0% 0% 100.0%
e work 53 19 5 0 0 1 0 78
679%  244% 6.4% 0% 0% 13% 0% 100.0%
house wife %8 32 5 1 0 1 1 98
5029%  327% 51% 10% 0% 10% 10%  1000%
Job  own business .20 11 2 0 0 1 0 0 2270
650%  215% 50% 0% 0% 25% 0% 1000%  (0539)
36 17 1 0 0 2 2 58
student 621%  204%  17% 0% 0% 349% 34%  1000%
sfhers 0 27 1 1 1 0 0 70
571%  386% 14% 14% 1.4% 0% 0% 100.0%
ower than 5 106 56 5 1 0 4 1 173
613%  324% 29% 0.6% 0% 23% 06%  100.0%
= 10 66 31 3 1 0 0 0 101
, 63%  307% 3.0% 10% 0% 0% 0% 100.0%
ot s % 10 3 0 1 1 0 4
ontlay 659% 2% 6.8% 0% 2.3% 23% 0% 1000% 35521
5~ 8 5 2 0 0 0 1 6 (006D
500%  313%  125% 0% 0% 0% 63%  1000%
. 4 4 1 0 0 0 1 10
bigher than 20 ) 1o 00%  100% 0% 0% 0% 100%  1000%
Tota 213 106 14 2 1 5 3 344
620%  308% 41% 06% 0.3% 15% 09%  1000%
*xp < 001
% 4012 B0 <006, Y ARl B A ol AG0N0S e e A gAse
275 229 U9 99 DASE Fa 59U HFE Ba FEOE ¥F 9% S9Fo| 49 H¥EnT 349
Eole] 2R 7HAE FE UrtoratAlthFigure 7). 298 AR 87 H'M AWA A4 2o BEHele
g % gk
4.8. tidt SlEHE S| MiA| ZHAY
4.8.2. &% iat SIEHEO| MA AlZM X A
4.8.1. M Aol Bt SEED 4o Balsol HHY F& W $4To AA AYAH AALS 23]
$F A A o AT A9 vanae A S 5Rdc T Be2 quR 283 AYE 9
Aol h3 Yzto] s vwd ZPHo| gl 5L 6/ Fok AF ATF7F 621%, W AT FFHA ASH
2 b Be $9e ngon uEsy 163%, v E%9) AW} 06%2 Uit dadze dddo)
otk 155% o= YElRTh A= ALY ¢ =1, 3FF XEdo] H2FE s d¥SE A
W a3dEo] ¢ 3FEH vud FAFH ke gt AE A77F Hedlte o] gt ol
Zo] 28k, wige) A2 vlwd dojAHE o 7o) W ggEe AAYe svtn FHriHa e vE g
g3t SgE AEqdd gEe 4E A& B g dHSE 28 AT 7Y I HJEY 858
2 ulmy AQHe] drke S%o] o EA Ueht A B9 FAHA 4% 5 2ulAe UZ(needs)] e
ARow o= AE AAYo] grke Ro] AuAeAe] & dE vHIY A5 oY F5% YYo= @

i

3], A 3238 Al 4 F, 2006
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