WCC, Vol. 9, No. 1, 60~76(2006) 60

Cosmetics Buying Behavior of Korean, Japanese and Chinese Female
University Students as Dectermined by Their Lifestyle

Ju-Young Choi, Kyung-Hee Kim and Mi-Sook Kim"
Clothing & Textiles Major, Kyung Hee University
{Received April 20, 2006 : Accepted May 10, 2006)

Abstract

This study aimed to investigaie buving behaviors of cosmetics for female university students in Korea,
China, and Japan as related to their lifestyles. For data analysis. a survey was conducted to total 12,000
Sfemales wniversity students in 4-vear universitv in Seowd, Tokve, and Beijing from March 11 to April 14 in
2002, A toral of 1,165 were collected and 1,127 were finally used in the analysis (361 in Korea, 381 in China,
and 385 in Japan). Data were analyzed by factor analvsis, cluster analvsis, frequency analvsis. Cronbach’s g,
t-test and Duncan's Multiple Runge test by using SPSS statistics package.

The lifestyle segmentations identified 5 groups for Korea. § groups for China and 2 groups for Japan.
Segments in each country showed significant differences in selected variahles. the satisfiction with cosmetics
and in places 1o purchase cosmetics.

Key words . buying behavior of cosmetics, lifestvle segmemation, selection criteria, satisfaction with

cosmetics.

I. Imtroduction

Medern women tend to coordinate their clo-
thing style with their hairstyle, accessories, make-
up, ete. as the standard of living and consump-
tion increases and their social activity is broa-
dened. Makeup in particular is getting impor-
tant in modern women's life as it is easy lo
change and cxpress themselves m various forms
without spending lot of money'. For cxample,
female university students get actively involved
in the consumplion to manage and invest in
themselves by buying cloth and cosmetics for
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dolling themselves up. and cven dictary food,
and using a proftssional shop for skin care and
makeup:", As they have great interests in app-
earance and supplementary method like makcup,
they are regarded as important buyers and con-
sumers of cosmetics. In addition, the range of
cosmetic market is increasing with openness of
distribution market and development of tech-
nology.

This study investigated the differences in cos-
metic purchasing behaviors among the groups
determined by lifestyles of female university stu-
dents in Korca, China, and Japan. The results of
this study may provide information needed to

"K.Y.Joand T. S. Yu. "A Study on level of Clothing Proximity and Cosmetics Proxinity determined by
Makec-up Level," The Korean Society of Fashion Business 2 (1998) . 66-76.

1. Y. Lee, "A Study on the Female University  Students' Lifestyle Patterns-focused on the Cosmetics
Buying Behavior." (Master's thesis. Jeon Buk University, 1998).
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develop strategies for product manufacturing and
sales plan in the intermational level. which is
necessary for domestic cosmetic manufacturers
and distribulors to know in order to penetrate
not only into domestic market but also into Chi-
nese market of great potential and the advanced
Japanese market,

[I. Review of Literature

1. Korean Wowen's Lifestyle Segmentations
und Cosmetics Buying Behaviors

Female student has been segmented in the
previous studies and the name and the charic-
teristics of the segments are as follows, Kim®,
in his research on female university studeats'
lifestyle focusing on purchase/consumption be-
haviors of cosmetics, extracted 7 factors. The
innovative was interested in challenges. gender
cquality and career, while the traditional sought
frugality and tradition. The utilitarian were do-
mestic, interested in cullural activities, and in-
fluential in others' purchase behaviors, while the
sociable acquired much information mainly th-
rough wide connections and preferred discount
stores. The achievement-oriented hoped to have
more opportunitics to display their talent and
were interested in media, influencing discussions
with others, while the separatist were highly
favorable to independence and sensitive 10 me-
dia advertising and wanted to have more leisure
time and regular life. Finally, the idealistic were
interested in fashion and tended tw buy ex-
pensive items,

Lee™ presented 5 types of lifestyle in his
lifesivle analysis coentered on fomale university
students’ cosmetic-buying bchaviors. The inac-
tive & depressed were not interested in how
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they looked and avoid social participation, while
the progressive & active continuously sought
their selt-development and had a strong sense of
independence and subjectivity. The socially con-
scious were hardly interested in their appearance
but in social issues. especially political issues.
The epicurean were very sensitive to their look-
ing and fashion, and favorable to luxury brands,
while the conservative & frugal were not fa-
vorable to latest fashion and women's career but
to large family system.

In his rescarch on information-scarching be-
haviors and post-purchase satisfaction of cosme-
ties Jo' divided the respondents into 4 types.
The self-centered & socially-indifferent who pur-
sued fashion and western lifestyle. the family-
oricnted who were futurc-oriented, pragmatic
and indiffcrent in sociable rclationship, the in-
active & independent who were conscious of
others and indifferent in fashion, socicty and fa-
mily, the self-centered & socially-participating
who enjoyed group activities, and the extrovert
who were ctive in fashion-oriented and sociable
activitics but indifferent in socialifamily issues.
The inactive & depressed were inactive in their
eeneral life, showed the lowest cgo for certain
products. while the active & aggressive showed
strong interest and response in their usual life,
with the highest tendency of impulse purchase.
The tashionable were more likely to follow the
current tashion but not interested in social carcer
or conservatism. with the lowest tendency of
planed purchase but relatively higher cgo for
certain products, while the diligent &  trupal
tended to implement planned purchases and had
the highest ego for certain products with lower
disposition o change their consumption.

Kim" pointed out that Korca's young gene-

T. W. Kim, "A Snudy ob Female College students’ Lifestyle-Purchasing. Consurmption Behavior toward

Cosmetics." (Master's thesis, Kvung Hee University, 1991).

Fl

H. K. Lee. "A Demonstrative Study on Marketing Strategy based on Lifestyle-Analysis an Cosmeties

Purchasing Behavior of Female Collepe Students,” (Master's thesis, Dong Duk Women's University. 1993).

YW, Jo, A Study on Lifestyle and Purchasing Behavior of Casmeties Consumer." (Master's thesis, Jeon

Nam University, 2000).

&

K. H. Kim. "A Demonstrative Study on Searching of Korean New Generation and Characreristics of

Lifestyle-Based on 18~24 years old females living in Seoul.” (Master's thesis, Korea University. 1994).
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ration pursued latest tashion and style, preferred
high-class consumption and prestigious brands,
sought active change and individual life, had
material and individual disposition, accepted the
westem-style diet, and got highly interested in
enterlainment, TV and ads. JangT', in his re-
search on makeup item-buying behaviors by
lifestyle, divided customers into the basic make-
up scekers, the individual make-up scckers, the
reasonable lifestyle seckers, and the conscious
make-up seekers, while Jo” presented the fa-
shionable, the frugal, the socially conscious, the
socially active and the innovative, among which
only the fashionable had significant difference,
suggesting they preferred foreign items to do-
mestic ones, in her rescarch on lifestyle of
foreign item-preferring group. In a study on
cosmetics-buying behaviors, Lee” categorized
female university students in Jeonbuk arca into
the self-devoted to both school and family, with
a strong sensc of gender equality, the realistic &
fashionable who were highly scnsive to fashion
and material achicvements, the extroversive who
were progressive and open, the epicurcan who
were not intcrested in school and family but in
impulsive purchase and oppesite sex, and the
inactive & depressed who valued family but
avoided social participation. Gong'™ classified
consumers into the innovative purchasing new
items before anyone else, the fashionable being
sensitive to fashion and conscious of others'
evaluation, the family-oriented being relatively
conservative, the conscrvative being interested in

traditional culture, and the price-oriented who
tended to purchases on bargain sale or compar-
ing prices before purchase.

2. Cross-Cultural Lifestyle Segmentations und
Cosmetics Buying Behaviors

According to the research on lifestyle of Ko-
reans and Japanese by Lee and Kim'", Japancse
were classified into the social & cultural, the
cconomical, the self-fulfilling and the eusygoing,
while Korcans into the new-generation, the in-
dividual, the cconomical and the easygoing.
Lifestyle leaders in Japan turned out working
women in the 30s and 40s in contrast to their
Korean counterparts in the same age group who
were less sclf-centered, inactive and socially
indifferent. The comparison research on life-
style of Koreans, Amcricans and Japanese'”
showed that all respondents from the three
countries in common were environmentally con-
scious, fashion-pursuing, carcful in purchases
through price comparison, and likely to stay at
home on holidays or weekends. As for diffc-
rences by nation, Japanesc were very original in
what they wear but unsociable with others,
hesitating to give advice or ask for others' opi-
nion when shopping. Americans tended to lead
relationships, try to do anything challenging,
hardly express their opinion on prohibitions but
actively comply with cstablished rules. Finally,
Korcans preterred simple and ordinary outfit to
original one,

Cho. Oh and Dong'" compared learning style,

T Jang, "A Study on Consumer Purchasing Behavior of Color Cosmetics -Based on Analysis of Lifestyle,

(Master's thesis, Dong Guk University, 1997),

! R M. Jo, "A Study on the Forcign Cosmetics Preference as determined by Lifestyle,” (Master's thesis,

Kon Kuk University, 1998).
" 1Y, Lee, Op. cit,

" ¥, M. Gong. "Purchasing Behaviors of Female University Students for Cosmetics-Focused on Lifestyle of
10--20 years old Female,” (Master's thesis. Chung Ju University, 19993,

" K. C. Lec and W. S. Kim, "A Study on Lifestyle ol Korea and Japan Lifc action.” The Mok Won Jowrnal 31,

(1997): 25-33.

"2 Dae Hong Communications, Koreans, 19891995 The G hunging Lifestyle. Dae Hong Conumumications. Scoul.

(1996,

'"'J. Cho, M. T. Ohand H. V. Dong, "The Cross-cultural Study of Lifestyles and Consumiplion Behaviors
by Using Chinese, American, Japanese." Korean College Students. Report Prepaved by the National Institute of

Management Science (1694).
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life style and consumption pattern of university
and undergraduate school students in Taiwan,
Amcrica, Japan and Korca, and suggested that
students in Japan and Korea were fashion-
leading, while ones in Taiwan were conservative
and less independent, and the American ones
were  highly independent. As for life style
analysis of Chinese customers, Kim'" catego-
rized university students' point of view into
practical learing style. diverse leisure activities,
realistic occupation. and open mind set. and
pointed out that the China's young generation
disregarded Chinese traditional ideas, rapidly
accepted foreign new culture, enjoyed sporis,
foreign movies and foreign brands, and liked
stock trading and high-quality products but did
not separate themselves from the Chinese social
reality. representing China’s modern consump-
tion pattern.

As seen above, female university students’
litestyle has been classified into the active &
diligent with desirable life style, the present-ori-
ented with individual and realistic life style, the
frugal & socially conscious, and the inactive &
mirospective, Tt has been also suggesied that
most female university students were pursuing
innovative tendency, a sense of achievement and
independence, and originality,

ll. Methodology

1. Rescarch Questions

The purposcs of the present study were (1) to
sce if the female college swdents in Korea.
China and Japan can bc scegmented bascd on
their lifestyle charactenstics and {2) to in-
vestigate the dilferences in cosmetic buying be-
havior among the lifestyle segments of each co-
uniry.

2. Dala Collection
Regarding the data collection. the present

i3
Lniversity, 1999y
"1 Cho. M. 1. Ohand I Y. Dong. Op cir.
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study was conducted through a pilot test and the
final test. The preliminary survey was conducted
to see if the measure used are clear and un-
dersiandable. The preliminary questionnaire was
administered to 70 college women attending at a
4.year college in Seoul from March 5 to 6 in
2002. The 58 questionnaires which were usable
for the data analysis were analyzed to check the
reliability of the measure and the reliability was
over 0.88 Since the degree was high, the
questionnaires used in the preliminary survey
were applied in this study without change. To
develop the guestionnaire for Jaupan and China,
the final questionnairc was then translated into
Japanese and Chinese by professors from Japan
and China. In order to minimize the misun-
derstanding in translation, each translated survey
guestionnaires were translated back into Korcan
for unity and accuracy ol the questionnaire.
For this study, 4-vear universities in Seoul,
Tokyo, and Beijing, the capital of each country,
were sclected. The survey was conducted by
using 12,000 female university students (400 per
each country) from March 11 to April 14 in
2002, A total of 1,165 (378 in Korea, 396 in
China, and 391 in Japan) were collected and
1,127 were finally used in the data analysis (361
in Korea, 381 in China, and 385 in Japan). The
analysis conducted in the study  includes factor
analysis, cluster analysis, frequency analysis.
Cronbach's  «. test and Duncan's Multiple
Range test by using SPSS statistics package.

3. Measuring Instruments amd Data Apnalysis

The questionnairc was  composed of 11
cosmetics' purchasing behavior items including
each ot purchasing motive, principal information
sources, buying c¢riteria of basic cosmetics,
buying spots and with 7 satisfaction attributes ot
cosmetics developed by the present researchers,
and S0 lifestyle items developed by the present
researchers and  adapted from the previous

W. Kim, "A Smdy on Pattern and Characteristic of Chinese [ifestvle." (Master's thesis. Sun Gkyun Kwan
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studies'. Five point Likert scales were used for
measuring the lifestyle. The analysis conducted
in the study with SPSS statistics package in-
cludes factor analysis, cluster analysis, frequen-
cy analysis, Cronbach's «. ¢-test and Duncan's
Muitiple Range test,

IV. Results

. Lifestyle Segmentation

For segment the respondents, faclor analysis
and cluster analysis were used. Varimax rotation
was used and eigenvalues over 1 and factors
with factor loading over .3 was retained.

1) Korea
A Total of 9 factors were extracted from 50

lifestylc items with cxplanatory adcquacy of

52.24% {Table 1>. The factors were named
based on the factor loadings: Factor 1 as Active
Leadership, Factor 2 as Fashion Leader. Factor
3 as Frugality, Factor 4 as Gender Equality &
Sclf-realization, Factor 3 as Socially Conscious,
Factor 6 as Opuimistic Extroversion, Factor 7 ay
Individual Freedom, Factor 8 as Diligence, and
fmally Factor 9 as Makeop & Fashion. Factor |
of Active Leadership occupicd 8.09% of the
total variance, while Factor 2 of Fashion Leader
accounted for 6.98%. The reliability of the life-
style-rclated items tested by Cronbach’ ez, wags &3

Five clusters were extracted by using hie-
rarchical cluster analysis and F-tost  through
Ward's interval scale method. {Table 2> shows
resulis of K-means Cluster Analysis on the 5
clusters. As a result of F-test, all of the seg-
ments ditfcred significantly in the 9 faciors.
Cluster I was named as Passive Indifferent who
were frugal and indifterent in current fashion,
Clusier 2 as Apparcnce-Oriented Introvert who
were inactive bul carcd about how they looked
1o others, Cluster 3 as Sell-Centered Extrovert
who pursued self-centered lifestyle and cared
about how they looked to others, Cluster 4 as
Progressive Fashion leader who actively foll-
owed current fashion and participated in social
activitics, and fnally Cluster 5 as Traditional

Individualist who were sensilive to fashion, in-
different in social issues and conscrvative in
many arcas. Many respondents fell inte Passive
Indifferent and Traditional Individualist.

2} China

As a result of rotating variables through
Vartmax methed, totally 14 factors were ex-
tracted from the 50 items with explanatory ade-
quacy of 51.39%. The reliability of the life-
style-related items tested by Cronbach's @, was
68, As seen in (Table 3), the respondents were
classified into 14 factors according to charac-
teristics of the variables: Factor 1 as Gender
Equality & Sell Realization, Factor 2 as Social
Consciousness, Factor 3 as Makeup & Fashion,
Factor 4 as Realism, Factor 5 as Conventio-
nalism, Factor 6 as Frugality, Factor 7 as Active
Leadership, Factor 8 as Individuality, Factor 9
as Economy, Factor 10 as Activity, Factor 11 as
Responsibility, Factor 12 as Optimistic Passi-
veness. Factor 13 as Responsible Happiness, and
Factor 14 as Fashion Leader.

Five clusters were extracted by using hie-
rarchical cluster analysis and F-test through
Ward's interval scale methad. (Table 43 shows
the results of K-means Ciuster Analysis on the
5 clusters. Cluster | was named as Socially
Conscious who were modest and interested in
social issues, Cluster 2 as New  Generation
Leader who were realistic, active and intcrested
in fashion, Cluster 3 as Inactive & Self-cenicred
who were passive and scif-confident, Cluster 4
as Frugal & Individual who were free. frugal
and individual, and finally Cluster § as Stubborn
& Responsible who were nol interested in how
they looked. not economical nor realistic but
highly responsible.

3) Japan

The reliability of the lifestyle-related ilems
tumed out .68 through Cronbach's @. The total
of 50 questions were reduced to 9 factors with
explanatory adequacy of 52.24%. {Table S5
shows 14 factors classified by characteristics of
the variables. such as Factor 1 us Sociable Ex-
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{Tlable 1) Factor Analysis of Korea's Female University Students' Lifestyle

. Factor Lligen value
Faclory ltems ) % of Var
Louding . o
= Cum %
40. 1 enjoy playing sports myselt. i 0.01 4.04
41. 1 like things bright. splendid and stisulating. 0.64 8.09
44, 1 am highly original. 0.54 8.00
Factor 1: 45, | frequently attend sociable gatherings. 0.50
Active 46. My life is driven by my own desire and hope. 0.4}
Leadership 47. 1 often lead consultation with others. L 040
48, | am inlerested in every issues, und like trying things new. | 0.55
49. | prefer going out rather than staying at home on holidays. 0.72
50. 1 am highly interested in my hobbies, 0.67
13. 1 always consider makeup style and accessories when dressing.:  0.52 3.49
5. People often compliment on my makeup. 0.57 6.98
Factor 2: 16. 1 frequently change clothes. 0.75 15.07
Fashion 17. Peaple often call me fushion leader. 0.77
l.cader 18. 1 tend to concentrate on overall hammony of fashion. 0.67
19. T easily accept new fashion. 0.58
. 20. T frequently advisc others on their fashion, 0.56
25. 1 usually turn off unnceessary gasielectricity consumption. 0.44 329
26. 1 spend my allowance according to the plan. 0.47 6.58
Factor 3 - 27. 1 spend money only with systematic budget. 0.72 21.65
actor 3 : | e ¢ mriees of divers : hefor chi 0.76
Frugality 28 T compare produgt prices of d_1\<.r:>c stores hefore purchase. 3
29. 1 always check for product prices hefore purchase. 0.77
30, 1 mainly use sale periods and discount stores, L 069
317 have high responsibility. ¢ 081
1. Both working husband and wifc should cooperate in housework.! .47 2.89
Factor 4: 2. Women's social participation is desirable. 0.62 5.79
Gender 3 T want o keep my job cven after marriage. 0.53 27.43
Liguality & 7. Women's lile should be focused on family. 0.68
Selt- 8. Husband should bave stronger authority at home than wife. -0.69
Realization 9. Marnage is ¢ssential, -0.63
36. 1 want o develop my talent, 0.41
Fac . 21, 1 am nterested n economy and business. Q.73 2.89
actor §: v | am interesiod i ) <5
Sociallv 22. 1 am jnteresied in politics. . 0.79 5.78
. y 23,1 am nterested in social issues and policies. 0.8 33.21
Conseious , . . p e
T 24,1 am partly responsible for social problems. 0.53
32. 1 am highly self-<confident all the time, 047 2.69
Factor 6: 33. My pariner should have good family background. cducation, 0.35 5.3R
Optimistic appearance and occupation. 38.59
Extro- 37. 1 aw optimistic about my life 0.73
version 35. 1 am easygoing and liberal. 0.72
39. 1 enjuy gelling to know others. 0.56
4. Love nceds not lead (0 marriage. 0.46 209
Factor 7: 10. 1t is meaningless to be respected without happy family. -0.37 4.17
Individual 14,1 want to learn makcup technigue proper for me. 0.40 42.76
Freedom 42, 1 tend to precisely express my opinion to olhers. 0.38
43, 1 do not much care about what others think about me. 0.66
Fac . 30T want 1o do somcething utilizing my major. 0.60 207
aclor N : . - ’
Dilisence 6 1 want © keep my current hlablls and practices. 0.59 4_',]4
= 351 alwuys try to leam somicthing now, 0.37 46.90
Factor U : {1. 1 believe in makeup's cf‘t'cct. » 0.7] 2.00
Makeup & 12, 1 try to gel experts’ advice on imakeup technique. 0.68 4.00
“p < 4. T want to learn makeup technique proper for me. 0.38 50.90
Fashion 1 . | maxeup a - nrop . .
34, 1 go t university for a better job rather than for studies. 0.40 o
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{Table 2) Clusters by Korean Female University Students’ Lifestyle

Clusters
. Appearance- Progressive | Traditional
GGV -
Factors £ assive oriented Sel'f centered Fashion | Individua-| »
Indifferent Extrovert .
(1-92) Introvert (n=40 Leader list
' (n 60) Yl sy | e92)
Factor 1:
- 55 05 21.04 | .000
Active Leadership 0.68 0.1%8 0.38 0.5 0.05
Factor 2: Fashion Leader -0.60 0.18 -0.61 0.67 0.56 37.07 000
Factor 3: Frugality 0.19 0.18 043 -0.35 0.11 578  .000
Factor 4: Gender Tquality ) .
3 . -0 36. 000
& Sell Realization 0.25 0.32 0.13 0.69 0.83 6.77
s <.
Factor 5. 0.02 - 002 0,50 104 | 037 |2847 .000
Soctal Consciousness
Factor 6: A 0.15 -129 1.17 0.20 006 | 7294 000
Optimistic  Extroversion
Factor 7.
-9. —{.18 —-0.55 . 0.48 10,20 , .000
Individual Freedom 0.13 018 0 040 .
Factor 8. Diligence -0.36 -{.05 0.42 0.28 0.03 6.37 | 000
Factor 9 : :
-0.53 .6 . 21 -0.15 2924 | 000
Makcup & Fashion 0.53 0.64 091 0

troversion, Factor 2 as Pursuing Fashion (Lca-
der), Factor 3 as Frugality, Factor 4 as Makcup
& Fashion, Factor 5 as Socially Conscious,,
Factor 6 as Gender Equality & Sclf Realization,
Factor 7 as Independent Individuality, Factor 8
as Responsible Leader, and Factor 9 as Opli-
mism. Factor 1 occupied 8.37% of the total
variance, while Factor 2 accounted for 7.73%.

Two clusters were exiracted by using hic-
rarchical cluster analysis and F-test through
Ward's interval scale mcthod. {Table 6> shows
results of K-mcans Cluster Analysis on the 2
clusters. 215 respondents were categorized in
Cluster 1 and 154 in Cluster 2, Cluster 1 was
named as Inactive & Self-centered who were
intcrested in self-realization, economical. intro-
versive and indifferent in fashion, while Cluster
2 as llcdonic & Active who were flashion-
oriented and active, and liked consumption and

leading others.

2. Cosmetic Buying Behaviors

Signiticant differences were found in monthly
cxpenditure for cosmetics, the buying motives,
information sources, the place to purchase and
the satisfaction with selective attributes of cos-
melics among the segmoents in at least one
country. No difference was found in the persons
to influence when shopping cosmctics among
the segments in any of the country.

1) Monthly Expenditure for Cosmetics

The monthly expenditure level for cosmelics
was tested to see if significant differcnces cxist
among the lifestyle segments. Significant diff-
erences were found among the scgments (Ta-
ble 7>. The passive indifferent rcporied the
smallest amount of moncy spent for purchasing
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{(Table 3> Factor Analysis of Chincse Female University Students' Lifestyle

!

TEigcn

B T @
Factors ] Items ]I(;ifi'i(r)a; \(?}I'Ui'a}u
5 Cum %
Factor 1. 1. Both working husband and wife should cooperate in housework] 075 P32l
Giender 2. Women's social participation is desirable. 0.71 ‘ 6.42
Equahty & © 3. | want o keep my job cven afier mariage. 0.59 6.42
Seif : 5. 1 want to do something utilizing my major. 0.44
_Realization__ {14. 1 want to learn makeup technique proper forme. | 040 —
¥, "L 20. 1 frequently advise others on their fashion, 044 - 216
actor 2 [’l [ am interested in economy and business 0.63 ‘ 432
Socially T4y : PROTHL eSS o “
Conscious 22 1 am iaterested in politics. 0.71 10.74
‘onscious 231 interested in social issucs and policies 0.54
23. L am interested in social issucs and policies. . .
11T believe in makeup's effect. 0.53 509
Factor 2 : S12. 1 try to get cxperts’ advice on makeup technique. 0.61 418
Makeup & 13, T always consider makeup style and accessories when dressing. | .36 ‘ | 4'9.,
Fashion - I am casygoing and libcmi .50
o T enjoy gewing 1o know others_ SRR
My partner should Thave goud 1amnly bad\uound education.  0.60 1.87
Factor 4 ° appearance and occupation. ) ) 373
Realism :34. 1 go to university for a better job rather than for studics. 0.70 . 18.66
calism n
35,1 al\\d\s try to leamn something new. 037 |
_'50. T am hlth\ interested in_my hobbics. 0.33 !
Factor 5 - R want to kgep my current habits am_] practices. (J.3§ 1.82
Conventiona. - Momer's ite should be focused on famity. B 0.73 .,'.:‘64
lism 8. Husband should have stronger authority at home than wile, 0.64 2230

Factor 6

Frugality 29,
27,
T

Factor 7 : 4
Aclive 40,
147,

[cadership

148,

i -
Factor 8: "“

Individuality 49

. o A I
19,

Factor 9: 25

Twnom\f

9.
i

Marriage iy esscntial,

T compare pmduu pru,cs “of diverse stores before pmch.lsc
[ always check for praduct prices betore purchase.
1 spend money only with systematic budget.

I 1end to precisely express my opinion to 10 ofhers.
My lite is driven by my own desire and hope.

I often lead consultation with others.

l am mlcrestcd in every lqsuui, and llk(. t'vm" lhmp new.

[ am hu_hi» \L]l umfldml all the tnm.

43, T do not much care about what others think about me,

I am hiahlv mibiml

[ casuly acccpt “new fashion.
I usvally wm off unnecessary gas‘electricty consumption.
I spend my allowance: auoudmu o the plan,

1 enjoy playing sports mw:‘lt

. 1 like things bright, spIcndld and stimulating.

Factor 10 i()
Activity

Factor 11: 1
Responsibility |

Factor 12+ "i"a

Optimistic 37.
Ulassiveness 45,
Factor 13 i 4
Responsible | 10.
Happiness |24,
Factor 4. IS,
Fashion 16.
Leader 17

1 am partly rg_\pmﬁbk for social problems.

15,

30. 1 mainly use sale periods and discount stores.
. T have hwh respoasibility.

[ am Op[l]'lllbtl\, ahou( my hfe
| frequently attend sociable gathenngs.

Tove needs not lead to marriage.
It is meaningless to be respected without happy lamily.

People often compliment on my makcup.

I frequently change clothes.

People often call me fashion leader.

! tend w0 concentrate on overall hammony of fashion.
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{Table 4) Clusters by Chinese Female University Students' Lifestyle

[CC

Clusiers
Factors Socially New Inactive & | Frugz':l & StubbonAl &| F P

conscious | generation | self-centered  individual | responsible

(n=92) !leader(n=21) (n—44) (n=119) (n=068)
Factor 1: Gender
Equality & Self- -0.24 1.47 0.92 —-0.59 0.34 56.25 000
Realization
Factor 2: Social 0.65 0.42 .04 -0.31 0.4 3740 000
C()DSCIOUSHCSS
Factor 3: .

-0 2 . 0.13 -0.54 16.61 000
Makeup & Fashion 0.08 1.26 0.08
Factor 4: Realism -0.09 0.97 0.54 -0.05 -043 13.33 .000
Factor §:

. . 0.11 0.55 0.04 -0.06 -0.20 2.77 027
Conventionalism
Factor 6: Frugality | —-0.34 0.25 -0.32 0.36 0.00 8.90 .000
Factor 7: . 0.06 1.05 ~0.78 0.04 0.02 1442 . 000
Active Leadership )
Factor §: <

. , 0.72 0.89 -0.59 0.56 0.19 46.98 000
Individuality B
Factor 9: Economy 0.27 0.08 0.21 0.04 -0.63 9.96 .000_
Factor 10: Activity 0.10 0.82 -0.60 0.04 0.20 9.17 .000
Faclor 11:

. 0.01 0.20 0.09 0.37 0.51 9.75 000
Responsibility _
: 2. i-

Factor 12: Opti ~0.15 0.24 0.18 0.23 0.43 621 | 000
mistic Passiveness
Facior 13: Respons-—, o) 0.60 0.11 0.14 053 791 | 000
ible Happiness
Factor 14: .

: X . .2 -0.35 -0.14 16.54 000
Fashion Leader | Hia8 108 2l

cosmetics per month, while the largest amount
was teported by the traditional individualist. The
appearance-otiented introvert responded that they
spend 20,000 49,900 won, and the expendi-
ture amount by the progressive fashion lcaders
and the sclf-centered extrovert fall in the range
of 50,000 won to 69,900 won.

For Chinese, there were no significant di-
fferences in monthly expenditure for cosmetics

among the lifestyle segments. For Japanese
subjects, almost 84 pereent responded that they
spend Jess than 5,000 yen per month. Japanese
respondents  showed significant differences in
monthly expenditurc for cosmetics among the
segments. Inactive & sell~oriented showed grea-
ter percentage of spending less than 5.000 yen,
while hedonic & active showed morc percentage
to spend more than 5.000 yen.
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{Table 5) Factor Analysis of Japancse Female University Students' Lifestyle
Eigen
Factor  value %
Factors Ttems loading  of Var
Cum Yo
5. 1 want o do something utilizing my major. .40 419
3R ) am casygoing and liberal. 0.64 .37
39. 1 enjoy getting to know others, 0.73 8.37
Factor 1: 40. | enjoy plaving sports myself. 0.64
Suciable 41, T tike things bright. splendid and stimulating. 0.74
Extroversion : 42, T tend o precisely express my opioion to others. (.63
v 45 ] frequently siend sociable gatherings. .01
46. My life is driven by my own desire and hope. 0.33
| 49. 1 prefer going out rather than staying at home on holidays. 0.34
(3. ] People often compliment on my makeunp. 0.72 3.86
laclor 2: 16, T frequently change clothes, .55 713
Pursuing 17, People often call me fashion leader. .67 16.10
Fashion I8, T tend to concentrate on overall harmony of fashion. 0.67
{Leader) 19. T casily accept new fashion. C 071
20. 1 trequently advise others on their fashion, (.71 B
25 T usually 3 off uneeessary  gasielectricity Lonsumpljon (.57 3.01
20, | spend my ullowunee .lcwtdmg to the plan. 0.73 6.02
Factor 3: 27. 1 spend money only with systematic budget. 0.70 202
Frugality 28, 1 compare product prices of diverse stores before purchase. 0.63
29. 1 always check for product prices before purchase. 0.64 |
S 1300 mainly use sale periods and discount stores. 0.63 ! .
6. ) wanl to keep my current habits and practices. 046 2.96
Factor 4: [1. T believe in makeup’s eftect. .62 5.92
Makeup & 120 Ty fo get expens’ advice on makeup technigue. 0.49 28.04
Fashion 351 always oy (0 leamn something new. 0.55
_ |48 T am interested n every issues. and like trying things new. 0.32
Faclor S - 20 1 am interested i cconomny and bustness. 0.70 284
actor 3 22, T am interested in polities 0.83 5.09
Socially "); I I t \d e | iss 1 polici 0.36 17
Conscious o am interested in social issucs and policies. 8 KRR
_ 7 124 T am partly responsible for social problems. (.68 o
I. Both working husband and wife should cooperate in housework. | 0.66 2.62
Factor 6 : 20 Women's social participation s desirable. 077 5.23
Gender 3.1 want o keep my job ceven after marriage, .39 38.95
Fquahty & 4. Love needs not lead to marriage. 0.28
Self 7. Wamen's life should be focused on tfamily. -0.45
Realization 8. Husband should have stronger authority at home than wife. ~0.47
_______ _ .49 prefer going oul rather lh«m slaying at home _on holidays. LS A
14. 1 want to leam I'I'tdkullp tuhmquc proper for me. 0.68 2.34
Factor 7: 33. My partner should have good family background. education, app- - 0.49 4.68
Independent carace and oceupation. 43.63
Individuality | 36. T want to develop my talent, 0.53
______ 43,1 do not_much care about what others_think about me. bAs o
Factor & 31,1 have high responsibihity. 080 1.67
Responsible 320 T am highly selt-confident all the time. 0.51 3.33
_Leader - 47. T often lead consultation with others, 0.53 | 327
. 9. Marriage is essental. - 0.5 2 10
P00 1t i meaningless 1o be respected without happy tamily, 0.32 ;'20
Factor 0 ?:l I g0 to l!lli?ft:tl'sﬂ_\-‘ for a bel.l?r job rather than for studies. - (.45 52"24
Optimisnt 371 am optimistic about my life. 0.58
’ ) 44, 1 am highly eriginal. 0.44
42T am interested i every assues, and hike trving things new. bopaa
S0. 1 am_highly interested in my hobbies. ; 0.39
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{Table 6) Clusters by Japanese Female University Students' Lifestyle
Clusters !
Factlors Inactive & Self- Hedonic & Active £ P
centered{n=215) (n=154)
Factor 1: Sociable Extroversion -(.22 Q.31 -5.33 000
Factor 2 : Fashion Leader -015 0.21 -346 001
Factor 3 : Frugality 0.30 -0.42 7.22 .000
Factor 4 : Makeup & Fashion -0.14 0.19 3.19 .002
Factor 5: Social Consciousness 0.17 -0.24 3.99 000
Factor 6: (mndf;r !Squallty & Self 0.49 _ 068 1357 000
Realization
Factor 7: Independent Individuality 0.02 0.02 0.40 016
Factor 8 : Responsible Icader 0.21 0.29 -4.90 000
Factor 9: Optimism 0.00 0.01 0.10 023
{Table 7» Monthly Expenditurc tor Cosmetics based on [.ifestyles
Clusters-Korea
Counl AT e . Row
Col Pct Passive Apps‘ardnq Self-centered Prggre§51»e Traditional | otal
’ o orienied } Fashion ! .
Indifterent Extroverl - Individualist
Introvert Leader
Less than
550 6 2 S 293 ) . .
20,000 Won 35 60.4) 24( 40.7) 10 25.6) | 17( 29.3) 300 34.4) | 137( 40.7) 4 . 3499
- o [ |y = 0.000
20,000~49,900° 2]( 30.8) 26( 44.1) 160 41.00 | 23¢ 39.7) 34( 37.8) [ 127 37.7)
50,000~69,900 3( 3.3) 7 11.9) 8( 205y | 12¢ 20.7) . 11( 122y | 41( 12.2)
More than
5 2 5( 12.8 X . 2( 9.5
70,000 Won 5( 5.5 2 34 5 12.8) 6( 10.3) 14( 15.6) { 9.5)
Column Total 91{100.0) 59(100.0) 390100.0) | 58(100.0) 90(100.0) | 337(100.0)
Count Clusters-Japan Row
Col Pet Inactive & Sclf-centered Hedonic & Active Toral
Less than
06 5 ¢ :
2000 Yen 06( 44.9) 55( 35.9) 151(41.1) )
e e e x- -— 11]0
2,000~ -
: ’ secan 9y | o = 0.004
2900 94( 43.9) 61( 39.9) 155(42.2)
More than 24( 112 37( 24.2 61(16.6
5000 Yen (11.2) (=4.2) 21(16.6)
Column Total 214(100.0) 153(100.0)
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2} The Satisfaction witlh Cosmeties

There were significant differences only in the
satisfaction with the quality, container design,
volor. the variety of product and the conveni-
ence in use of cosmetics among the scgments
determined by lifestyles. No signilicant diffe-
rences were found in the satisfaction with frag-
rance and the price of cosmetics among the
lifestyle segments. Regarding the  satistaction
with the quality of cosmeties purchased. the
passive indiflferent and (he appearance-oriented
introvert were significantly different from tradi-
tional individualist and the progressive fashion
leader. The waditional individualist showed the
highest sutisfaction with the quality of cosmetics
they bought.

Journal of Coswume Culwre 71

in terms of the satisfaction with the con-
tamer design., the appearance-oriented introvert
{lowest satisfaction) were significantly different
with the progressive tashion leaders and the
traditiona) individualist(higher satisfaction). With
regards to (the satisfaction with the color of cos-
metics, the passive indifferent with the lowest
satistaction differed significantly from the app-
earance-oriented introvert and the chic extroven
with satisfaction with satisfaction level in the
iniddle, and from the progressive fashion leader
and the traditional individualist with the highest
satistaction levels.

For Chinese students, there were significant
differences in the quality, fragrance and the
color of cosmctics among the scgments deter-

{Table 8) The Satisfaction with Cosmetics based on Lifestyles

Claster - Korea
Cosmetics 7 lappearance- | Selt: Tprogressive .
Satisfaction Passive Wf‘ et “.ew ; mg o i Traditional £
oricnted centered fFashiom 7. .
indifterent i Individuahist
Introvert Extrovert Leader | :
Quality 340 A | 3424 348 AB| 363 AR | 172 B 306 1017
Container Design 323 AB 313 A 348 BC E L3.44 BC | 367 006
—_ —_— - e— p— e, T — —_— . —— - . 4 R
Color 3.23 | 353 B 355 B 368 € 6.24 | 000
Varicty of Product 310 A | 312 A 335 AB 346 B 334 AB 3.39 1.010
Convenicnce in Use JA3 A 334 A 348 AB 305 13 351 AB 274 029
Cluster - China ‘\»
—_— — T T
. ! :
Cosmetics' Satisfaction Socially | . Ne\\‘. Inaclwf: | Frusal & | Stubborn & :
. ) Generation | & Self- S ) F P
Conscious Individual | Responsible
Leader cenlered ‘
Quality 277 A 343 B 321 BC | 294 AB ¢ 288 AR 3.70 |.006
Fragrance 287 A 343 C 324 BC 300 AB 285 A 441 002
Color N3 A | 348 C 238 BC | 3.14 AB 3I9ABC 346 000
Cluster - Fapan
Cosmetics' Satisfuction | Inactive & Hedonic & . Pt P
Sclf-centered Active ‘
Varicty ot the Product 335 317 \ 2.25 ! 025

" indicates thas the significant differences among groupst.01) ot of Duncan’s multiple range test.

- 71



T2 Cosmetics Buying Behavior of Korean. Japanese and Chinese lemale University Students: - uee

mined by lifestyles. Regarding the satisfaction
with the quality, Duncan's multiple range test
showed that the new generation leaders and
the socially-oriented were significantly different.
New generation leaders showed the highest sa-
tisfaction levels with the quality of cosmetics.
On the other hand, the socially-oriented showed
the lowest levels with the quality and the color
of cosmetics. For the fragrance of cosmetics.
stubborn & responsible reported the lowest satis-
faction level, while New generation leaders sh-
owed the highest satisfaction levels. Duncan's
multiple range test showed that the new gene-
ration leaders and inactive & self-centered were
significantly different from and the socially-ori-
ented and stubborn & responsible, New gene-
ration leaders showed the highest satisfaction
levels with the fragrance of cosmetics followed
by the inactive & sclf-centered. On the other
hand, the socially-oriented showed the lowest
levels with the quality and the color of cosme-
tics. In terms of the satisfaction with the color
of cosmetics, all segments reported the satis-
faction level above the avcrage. The socially-
oriecnted were significantly different from the

new generation leaders and inactive & sclf-cen-
tered. The new gencration leaders and inactive
& self-centered were most likely to be satisfied
with the color, while the socially-oriented were
least likely to be satisficd. The Japanese showed
significant differences in the satisfaction with
the variety of the products. Inactive & sclf-cen-
tered were more satisficd with the variety than
hedonic & active were.

3) Purchase Motive

With regard to the motives of buying cos-
metics (Table 9>, there was no significant di-
fferencc among the Korean and Japanese seg-
ments grouped by their lifestyles.

For Chinese, almost 50 percent of all the
Chinese respondents indicated that they buy
cosmelics because they don't like the ones they
currently own, followed by the motives that
they use up the onc they were using. The di-
fferences in the segments showed that, socially
conscious, frugal & individual, stubborm & res-
ponsible tended to buy when they don't like the
ones currently used. Howcver, new generation
Icaders tended to buy when they use up the one

{Table 9) Cosmetics Purchase Motive based on Lifestyles

Clusters-China
Count New ' Row
Col Pet Socially Generation Tnactive & | Frugal & |Stubborn &|  1oal
Conscious | " Self-centered | Individual Responsible
Leader |

Use up the one 4y a3y | g 3gy | 200 48.8) | 320 269)  15( 22.1) | 106( 30.5):
they were using
Don't like the oncs . .

X 34( 50. 16R( 48.3)| ,2 =
they currently own 8L 48.5) 3143 | 13 31.7) | 70( 58.8)  34( 30.0) ( Nyt =13346
D _ p= 0.006
Incxpensive or
price reduction, 4 4.0 10 4.8) 2( 4.9) 4 3.4) 4 5.9)| 15 4.3)
money leeway

Stress managcement

. 6( 6.1y © 5 23.8) 4 9.8) ¢ 40 3.4) 6 8.8) 25 1.2)
and for pleasure
Impulse buying 10( 10.1}) 4( 19.0y 2{ 49 9% 7.6) 9 132} 34( 9.8)
Column Total 99(100.0)  21{100.0y  41(100.0) 119(100.0) | 6&(100.0) 348(100.0)
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they were using, followed by the motives of
stress management and for pleasure.

B Informalivon Sourees

With regard to the information sources used
before buying cosmetics (Table 10), there was
no significant ditference among the Korean and
Jupanese segments grouped by their lifestyles.
Regarding the overall Chinese information sour-
ces, more than 30 percent respondents get in-
formation from gencral women's magazines and
cosmetic magazines, and almost 28 pereent get
it from acquaintance such as friends - peers »
sisters. Only & percent collect information from
the salesclerk or stores,

In terms of the differences in information
sources, Chinese students differed significantly
among the lifestyle scements; The socially con-
scious and stubborn & responsible were more
likely 1o gather information before buying cos-
metics from  general women's magazines and
beauty magazines, which followed by acquain-
tance such as {riends - peers - sisters. frugal &
individual also showed tendencies to get in-
formation through gencral women's magazines
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and beauty magazines, followed by personal ex-
periences and acquaintance. Now generation lea-
ders collect information on cosmetics through
acquaintance and them mass media, while in-
active & self-centered do it from mass media
and acquaintance.,

3) Seleetion Criteria for Basic Cosmetics

There were significant difference in sclection
criteria used for basic cosmetics among Japanese
segments, not among Korean and Chinese seg-
ments. (Table 115 shows the overall patiern that
more than 38 percent of all Japanese students
regarded the suitability for the skin as the most
important eriteria when they buy basic cosme-
tics, followed by the function and efficacy. On
the other hand. the sense of touch was the least
important criteria. Reparding the difterences amo-
ng the scgments, inactive & sclf-centered repor-
ted that they rate the suitability of the basic
cosmetics for their skin as the most important
criteria, while hedonic & active rate the function
and cfficacy as the mosl important one.

6) Places to Purchase Cosmeties

{Table 10> Information Sources based on Lifestyles

Clusters-China

Count . : i i Row
New : activ i
Col Pel Socially Gen ‘T:lion. :gl:l;:;f? Frugal & |Stubborn & Total
Conscious s Individual | Responsible
Leader | centered |
Mass Media(TV.) 20 20.8) | 30 2.8) | 150 349) | 14 123y B 12.3) 62( 18.3)

Women & beauty

29¢ 30.2
Magazines (- 40.2)

40190 | 1y

[

Sad

3| 350307 24 36.9)

102( 30.1)|

Parsonal Txperience ) )
! 7 i -
(Sample usage) 8167 0C 000, X

4.7y 28( 24.6)

17 = 3330

7 108) 33 15.6) £ = 0.007

Al 9 79

9 13.8)  30( &.8)

Department,

Cosmetic Shop QR ) TR T S S I el
{sales clerk)

Acquaintance(lriends 20250y | o 42.9)

- peers - sISters, ete,

14¢ 32.6)  28( 24.0)

17¢ 26.2) | 92¢ 27.1)

Column Total

96(100.0) 210000.0)  43(100.0) 114(100.0) 65(100.0) | 3300100.0)
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{Table 11) Sclcction Criteria for Basic Cosmetics based on Lifestyles
Clusters-Japan
Count ] Row
Col Pet Ina‘ctlve & ledonic & Active Total
Self-centered
Price 240 11,2y 16f 10.5) 40¢ 10.9
Function and Efficacy 69( 32.2} 63( 41.2) 132( 36.0)
RPN . = 1036
Suitability for the Skin o< X
- 95( 44.4 46( 30.1 141( 384 ,
{(skin condition} 3 ) { ! ¢ )| 0035
The Sense of Touch 10 4.7 15( 9.8} 25 6.8)
etc.(b.rand szigc, color & fragrance, 1o( 7.5) 13( 85) 290 7.9)
contaiper design, advertising)
?1] o 214(100.0) 153010000 | 367(100.0)
ota

With regard to the places to purchase cos-
metics, there was no significant difference am-
ong the Korean segments grouped by their li-
festyles. (Table 12) shows that the overall pa-
itern regarding the place to shop cosmetics,
almost 35 percent of Chinese students buy from
department stores and 25 percent from specialty
stores, which followed by supermarkets andior
drugstores. The smallest portien of the students
purchase through Internct and cataloguc shopp-
ing. The segments were sigmficanty different in
the place to shop for cosmetics. Socially con-
scipus showed the higher percentage of pur-
chasing cosmetics through Internet or catalogue
shopping. Ncw peneration lcaders were more
likely to purchasc cosmctics from the specialty
stores. while inactive& sclt-centered do it from
supermarket and‘or drugstores. frugal & in-
dividual and stubbom & rcsponsible tended to
buy from department stores,

For Japancse, the largest percentage of them
rcported that thcy buy cosmetics form super-
markets and/or drugstores, which followed by
the department stores. That 15 quitc different
trom China in that Chincse students to shop at
department stores or specialty storcs. Japancse
students showed significant differences in the
placc to shop cosmetics. Inactive & self-cen-

tered tended (o shop through Internet or cata-
logue shopping followed by decpartment stores,
while hedonic & active tended to buy at de-
partment stores followed by supermarkets and/or
drugstores.

V. Conelusions and
Implemeniations

Since foreign cosmetics companies enter into
Korean wmarkct and the domestic market is
oversupplied, Korean cosmetics companies arc
looking for a chance 1o penetrate foreign mar-
kets to broaden their market power. Especially
information about consumption behavior of cus-
tomers and their cosmetics purchase in China,
unlimited market, and Japan that has advanced
in the industry would be very helpful for do-
mestic companies to penetrate those markets and
set marketing stralegies and product develop-
ment plan by consumers’ buying behavior.

Overall satisfaction with the cosmetics, the
new  generation  leaders showed the  highest
satisfaction in China; the socially conscious
showed the lcast. This may be interpreted that
new generation lcaders may purchasc higher
quality cosmetics than socially conscious. The
satisfaction diffcrences with cosmetics in Korea

_’!4_



Vol. 9. No. | The International Journal of Costume Culture 75

{Table 12> Place 10 Purchase Cosmetics based on Lifestyles

Clusters-Chima
Count - | New-_- - Row
Col Pet Sucially CGeneratio [nactive &  Frugal & | Stubborn & | Tl
Fconscions | O THON ] g centered | Individual I Responsible
I.cader : i
Department Stores| 28( 28.3) 3¢ 14.3) | 12( 29.3) | ST 48.3) 21( 309) 12} 34.9)
Specially Stores | 30 30.3)  10( 47.6) | & 19.5) | 23 19.5), 150 22.1) | 86( 24.8)
N ' 618
15¢ Stores 7 2 93 2 49 s, (103 2 . )

Discoumt Stores 7.0 { 9.35) { 49 o 1) { 10.3) H 09 = 0.000
Markets 9 9. 20 935) I 2.4) & 6.8 9 13.2) 29( ¥.4)
lnternet. Catalog : .
pernel. BOSE 160 162y 0000 | 20 49) | 170 144) 9 132) & 44( 127)
Shopping
Supermarkets &

wpermarkets & 1 o 4100y 16 30.00 | T S9) TC 103) | 43 12.)
Drug Stores
Column Total 990100 | 20(100.0y  41(100.0) 118(100,0)‘ 63(100.0) | 347(100.0)

Count Clusters-fapan Row

Col Pet Inactive & Sell-centered Hedonie & '\ulw. Total
Department Stores 43( 21.1) 4"( 7:07) 92( 25.1)
Specialty  Stores 0( 4‘) 7 46) 16( 4.4)

Taer S . ) [$ e [$ -
Discount S_torcx - _It ‘-)9) 140 9.2 35 9.0) 21 1174
Markets 36( 16.9) 37 24.2) 730 199)] p= 0039
[ LG )
nlcrne} Catalogue 15 7.0 6 3.9) 257
Shopping
Supermarkets & 870 40.8) 42( 27.5) 129( 35.2)

Drug stores
Column Total 2030100.0) 1330100.0y 36(7(‘100.0”
originated from different attitudes foward cos- make consumers recognize their brand with con-

metics and do not wsing stmilar qualty of
cosmctic products by the hfestyle segmentation.
In other words. progressive fashion leaders may
have more possibility of using high quality
cosmelics than passive indifferent and appea-
rance-oriented introverl.

In order to expand into Korcan market, those
companies nced to have competitive price and
quality improvement, simce Korean constmers
buy cosmetics in a discount store and get in-
formation from acquainiance such as friends,
peer and sisters. In Japan, they have to not only

tinuous advertisement and  effective sales stra-
tegies in order to strenglhen customers’ brand
lovalty but also acquire distribution lines in su-
permarkets or drugstores for customers to casily
access 1o their products. Most lifestyle scgmen-
tations in China use women's magazines and/or
beauty magazines as a main information source
excluding new peneration fcader. By using ad-
vertiscment on women's magazines and becauty
magazines may increase brand awarencss and
1'\]50._

consumer loyalty. Chinese cansumer buy

cosmeltics through department stores, companics
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should take advantage of department stores as
an essential distribution channel. Beyvond this
study, it would be also very helpful for the
growth of Korean cosmetic industry studying
marketing cases of Korcan companies and pro-
blems and improvement of distribution structure
in China and Japan.
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