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Abstract

This study aimed to investigate differences in the purchasing patterns of and the levels of satisfaction with
cosmetic products, and the method of disposing dissatisfied cosmetics for female university students among
China, Japan and Korea. Survey was conducted with 1,200 female coeducational university students in
Beijing, Tokyo and Seoul and 1,115 were used for the data analysis. Data were analysed by frequency
analysis, Cronbach's o, chi-square analysis, analysis of variance, Duncan's Multiple Range test. The results
showed significant differences in purchasing behaviors in China, Japan and Korea. Japanese students mainly
got information through objective sources, while Koreans did so through human network. Regrading the
evaluative criteria for basic care items, function and effect were the most important criteria for Chinese and
Korean consumers and skin compatibility for Japanese. For color make-up, Chinese, Japanese and Korean
respondents respectively cared the most on brand image, convenience of purchase and the current trend.
Chinese tended to shop cosmetics at department stores due to store reputation, Japanese preferred supermarkets
and pharmacies and Koreans shopped at discount stores for low price. The most influential human sources were
friends and colleagues for Chinese and Korean, and models on advertisements and magazines for Japanese.
Korean respondents displayed the highest level of satisfaction with cosmetics followed by Japanese and

Chinese. As for the methods of disposing dissatisfactory cosmetics, Chinese were the most active in exchanging
for other product; Japanese and Korean were not likely to use or throw the products away.
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1. Introduction

As women's social participation and occupations
became professionalized, the importance of skin care
and cosmetics has increased to express their individ-
ualities and good image. With more opportunities to
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express one's image through physical appearance, the
act of beautifying physical features is being mani-
fested in a variety of forms, such as make-up, dress-
ing-up, cosmetic surgery, weight control and exercising,
etc(Seong et al., 1999). Interest in make-up is increasing
because it can be easily used for upgrading appear-
ances and enables individual expression in diverse
ways(Jo & Yu, 1998).
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The Korean cosmetics industry is undergoing fast
changes and advancement amid increasingly diverse
consumers' demands, increased competition among
brands and excessive supply due to diversification of
distribution channels. However, competition in the
domestic market is becoming fiercer each day due to
excessive supply and rapid market invasion by
imported cosmetic products. Therefore, it is neces-
sary to establish plans of uplifting competitiveness
not only in the highly competitive domestic market,
but also to advance into overseas markets.

Female university students with a high level of
interest and curiosity in appearance are showing
strong interest in improving their appearance through
make-up. This group has become an increasingly
important focus as a major purchaser and consumer
of cosmetics. This study aims to identify and analyze
cosmetic buying patterns of female university stu-
dents, who are being highlighted as the major con-
sumers of cosmetics in China, Japan and Korea.
China and Japan were chosen due to the former hav-
ing great potential and the latter being the most
advanced market. In addition, these countries are
both major exporting partners for domestic cosmetic
companies.

Therefore, to provide Korean cosmetics companies
with basic data required in establishing marketing
strategies for advancement into overseas market to
suit consumption patterns of female university stu-
dents in each country.

II. Literature Review

1. Patterns of Purchasing Cosmetics

The process by which consumers make purchasing
decisions must be understood in order to develop
strategic applications. Consumer decision making
involves complex processes. Consumer purchase
behavior illustrates a chain of process in which con-
sumers become aware of a need or desire for the
product, search for information, evaluate, make a
decision of purchase, consume and evaluate the pur-
chased product. Previous studies regarding the pat-
terns of purchasing cosmetics are using motive for

purchase, information sources, evaluative criteria of
purchasing cosmetics, place of purchase and factors
of satisfaction and dissatisfaction after purchase as
variables.

1) Motive of Purchasing Cosmetic Product

Motives are defined as general drives that direct a
consumer's behavior toward attaining his or her need
and the motivational drive directly affects the spe-
cific benefit criteria consumers use to evaluate prod-
ucts(Assel, 1998).

The most frequently used motivation for purchas-
ing a cosmetic product was refill of a used-up pro-
duct showing 74% followed by changed skin condi-
tion or for skin improvement(14.5%), introduction of
new product(6.4%) or impulse purchasing(4.5%).
Motives for purchasing a cosmetic product showed
significant differences according to the women's age.
Younger consumers tended to purchase a cosmetic
product for refilling of used-up cosmetic product
while women age 35-39, purchased due to an expose
to a new product, changing condition of skin or
wanting skin improvement more than any other age
group(Bang, 2005). This indicated that for women in
their 30s sensitivity to aging motivated them to pur-
chase new product in order to revitalize their skin
condition.

2) Information Sources

There were differences in using information
sources among various age groups. Younger con-
sumers tended to purchase due to advertisements
(TV, magazine); older consumers purchased based
on experiences. During the 1980s, consumers
received information mainly from TV and magazine
advertising. However, since the 1990's, TV as an
information source has increased(Lee, 1993; Lee,
1998b). Kim(1998) stated that friends were the most
influential information sources used for purchasing
cosmetics. According to Park(1999), TV was the
most influencing medium in selecting cosmetics in
China. Kim(2001) indicated that the most frequently
used information source for purchasing cosmetics by
female adults were the sales representatives in the
place of purchase. Of working women 41.9% tended
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to get information through friend, family and recom-
mendation from colleagues, followed by product
advertisement(20.4%), Internet(15.9%), TV(11.2%) and
sales people(7.3%) according to the size(Bang, 2005).

3) Evaluative Criteria for Purchasing Cosmetics

As for the most important criteria for purchasing
cosmetics, the responses were in order of quality,
price and volume of content(Park, 1999). Kim(1998)
stated that consumers emphasized colors and fra-
grances as well as selecting products which suit their
individual characteristics. Price was one of the evalu-
ative criteria that consumers cited as a reason for pur-
chase over 40% of consumers believed expensive
cosmetics would be better to some extent(Choi, 2003).
Kim(2001) pointed out that compatibility with skin,
functions and effects were the most frequently consid-
ered evaluative criteria for selecting cosmetic products.

In terms of necessary improvements to be made in
cosmetics, consumers responded to lower price,
improve quality and sophisticated container design
(Lee, 1993; Lee, 1998a; Kim, 2001). Kim(1998) and
Goh(1996) insisted that female university students in
their 20's placed the highest volume upon quality of
products and compatibility of products to their skin
type when purchasing cosmetics.

4) Place of Purchasing Cosmetics

Store type of purchase cosmetics were door to door
sales, direct stores and discount stores. Consumers
felt that purchasing cosmetics through door to door
sales was convenient, however the price was expen-
sive(Kim, 1998).

In terms of the place of purchase, more than half of
the respondents used department stores. Department
stores were followed by discount stores and specialty
cosmetics stores. The reasons for selecting these
places of purchase were because they were reliable
and the price was cheap(Lee, 1998a). Kim(1998)
insisted that discount stores were the most frequently
used place of purchasing cosmetics.

5) Satisfaction and Dissatisfaction
Jo(2000) argued that the more product knowledge,
reliance on information source and the amount of
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time spent researching a product information, the
more purchase satisfaction, thus affected the positive
repurchase for the product. Dissatisfaction regarding
cosmetic products was mostly related to price. Kim
(2000) reported that cosmetic consumers showed dis-
satisfaction with expensive prices and when the func-
tion and effect were not the same as advertised. Also,
disposing dissatisfactory cosmetic product were give
away dissatisfactory cosmetics to others were most
commonly used. Lee's study in 1998 showed that
female university students were just leave and not
use for dissatisfied cosmetic products.

2. Characteristics of Cosmetics Industry in Korea

Korean cosmetics industry started rapid growth in
the 1970's propelled by advancement of national
income and development of national economy, and
became further activated in the 1980's after market
opening. In the 1990's, advancement into domestic
market by famous foreign brands remarkably increased
in tune with import liberalization in full scale.
Advancement into overseas markets by Korean com-
panies also became activated. Cosmetics industry
can be regarded as a technology-intensive industry
and is a promising industry for the future capable of
creating high added values with production of vari-
ous items in small quantity. At the moment, cosmet-
ics industry of Korea is faced with fierce competition
due to complete market opening, alleviation of vari-
ous import regulations and import liberalization.
Securing global competitiveness by cosmetics indus-
try to secure capacities for self-growth has become
an urgent task(Shin, 1997).

According to the Korea Cosmetic Association
(2007), East Asian countries such as Japan, China,
Taiwan and Hong Kong were major exporting part-
ners for domestic cosmetic companies by showing
44.5% of total amount of cosmetic export, followed
by the US with the highest occupancy rate(16.8%).
Cosmetic industry is subject to significant differ-
ences per ethnic groups according to their skin tone,
skin characteristics and make-up habits, etc. These
differences are more prominent in case of color
make-up products. It will be possible to advance into
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wider market in addition to the domestic and Asian
regions by developing cosmetics through technologi-
cal development and understanding various differ-
ences of consumers.

HI. Methods

1. Research Questions

The research questions developed for the present
study is as follows:

1) To discuss differences in patterns of purchasing
cosmetics(motive for purchase, evaluative criteria
used on purchase, source of information and places
of purchase) by female university students in each
country. 2) To discuss differences in degree of satis-
faction on cosmetics purchased and method of dis-
posing dissatisfactory cosmetics by female university
students in China, Japan and Korea.

2. Measuring Instruments

As the measuring tools of this study, questionnaire
based on previous studies(Jo, 2000; Jo & Yu, 1998;
Kim, 1994; Kim, 2000; Lee, 1998b) and results of
preliminary research were used. Questionnaire was
consisted of 4 questions on demographical character-
istics and 16 questions on purchase motivation(Jo,
2000), information sources(Lee, 1998b; Jo, 2000), eval-
uative criteria for purchasing basic skin care items
and color make-up products(Kim, 1994; Kim, 2000;
Lee, 1998b), store type of purchasing cosmetic prod-
uct(Jo, 2000; Lee, 1998b) and reasons for store selec-
tion(Jo, 2000), persons to exert influence upon
purchasing (Jo, 2000) and satisfaction/dissatisfac-
tion(Jo, 2000; Lee, 1998b) on cosmetics purchased.

<Fig. 1> shows theoretical framework of this study.

This study was carried out among three countries
of China Japan and Korea. Therefore, questionnaire
in Korean was translated into Chinese and Japanese

by expert translaters. Translated questionnaire into
Chinese and Japanese version of questionnaires were
translated back to Korean by other translaters in
order to prevent misunderstanding in translation.

3. Data Collection and Data Analysis

This study was carried out from March 11~April
14, 2002 on the total of 1,200 female university stu-
dents enrolled in the four year coeducational univer-
sities(hundread students per year) located in Beijing,
Tokyo and Seoul, the capital cities of China, Japan
and Korea respectively. The subject were selected by
intercept at the universities in each country.

Among the questionnaire distributed, 1,165 copies
were collected(378, 396 and 391 collected in China,
Japan and Korea respectively) and 1,115 were used
in final data analysis(373, 385 and 357 from China,
Japan and Korea respectively). The analysis con-
ducted in the study with SPSS statistics package
includes frequency analysis, chi-square analysis, reli-
ability test, analysis of variance and Duncan's Multi-
ple Range test.

IV. Results

1. Demographic Characteristics of the Respon-
dents

The age at which Chinese, Japanese and Korean
women first using basic care items and color make
up products are different. Women generally begin to
use basic care products earlier than color make up
products. Chinese students showed low rate of cos-
metic usage in terms of basic skin care as well as
color make-up product compare to Japanese and
Korean. Chinese begin using color make-up products
at around age 20(6.7%), while Japanese begin using
these same products between the ages of 18-19. Japa-
nese female university students generally begin to

Need | Consumer Evaluation &
Arousal Information Processing Purchase Dissatisfaction

7 Satisfaction
Lo S en

Fig. 1. Theoretical framework.
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use cosmetic products earlier than their Chinese and
Korean counterparts(Table 1).

The characteristics of the respondents are shown in
<Table 2>.

2. Motives of Purchasing Cosmetics

The motives of purchasing cosmetics were com-
pared among female university students in three
countries and significant differences were found. In
case of female university students in China, 47.7%
responded that they buy cosmetics because they are
dissatisfied with current cosmetic products. In case

of Japanese, 70.1% tended to purchase cosmetics to
refill of used-up products. Korean students showed
that 19.9% of impulse cosmetic purchasing, which is
the highest rate among the three countries(Table 3).

3. Evaluative Criteria of Purchasing Cosmetics

1) Basic Skin Care Items

The evaluative criteria used when purchasing basic
skin care items were compared among three coun-
tries. Significant differences were found among the
countries. Chinese students place importance in the
order of function and effect, and price, those of Japan

Table 1. The age of first using basic and color make-up product

under 15| : not wear Fota]
China | 11( 29)| 6( 1.6) 21(56) | 23( 6.2) 312836) | 1(03)| 3(08) 9( 2.4) | 25( 6.7) |335(89.8) | 373
Japan |193(50.1) | 107(27.8) | 75(19.5) | 8( 2.1) | 2( 0.5) | 56(14.5) | 114(29.6) | 189(49.1) | 21( 5.5)| 5( 1.3)| 385
Korea | 80(22.4) | 41(11.5) | 78(21.8) |144(40.3) | 14( 3.9)| 6( 1.7) | 27( 7.6) | 52(14.6) |218(61.1) | 54(15.1) | 357

Table 2. Demographic characteristics of the respondents

level Korea(N
first 93( 24.9) 97( 25.2) 87( 24.4)
second 95( 25.5) 95( 24.7) 89( 24.9)
year third 92( 24.7) 101( 26.2) 96( 26.9)
senior 93( 24.9) 92( 23.9) 85( 23.5)
total(1115) 373(100. ) 385(100.0) 357(100.0)
under 20 101( 27.1) 265( 68.8) 74( 20.7)
2122 189( 50.7) 120 31.2) 174( 48.8)
age over 23 83( 22.2) 0 0.0) 109( 30.5)
total(1115) 373(100.0) 385(100.0) 357(100.0)
under 1000 under 200 under 1000 27( 7.2) 105( 27.2) 22( 6.2)
1000~1500 200~300 1000~2000 ¢ 3.0 48( 12.5) 55( 15.4)
monthly household 1500~2000 300400 | 2000~3000 21 5.6) 45( 11.7) 99( 27.7)
income 20002500 400~500 | 3000~4000 7 1.9) 70( 18.2) 91( 25.5)
(TE/000% /000 2500~3000 500~600 | 4000~5000 3( 0.8) 44( 11.4) 65( 18.2)
in order) over 3000 over 600 over 5000 SC 13) 43( 11.2) 12( 3.4
missing 299( 80.2) 30( 7.8) 13( 3.6
total(1115) 373(100.0) 385(100.0) 357(100.0)
under 25 under 2 under 20 29( 7.8) 162( 42.1) 141( 39.5)
<pending on 25-50 25 20~50 24( 6.4) 159( 41.3) 132( 37.0)
cosmetics 50~75 57 5070 15( 4.0) 37 9.6) 44( 12.3)
per month 75~100 7-10 70~100 8 22) 13( 34) 25( 7.0)
(TL/000¥/0007% over 100 over 10 over 100 7( 1.9 12( 3.1) 12( 34)
in order) missing 290( 77.7) 2( 05) 3 08)
total(1115) 373(100.0) 385(100.0) 357(100.0)
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placed importance in the order of skin compatability,
function and effect and those of Korea placed impor-
tance in the order of function and effect, and skin
compatability. Brand image, color, fragrance, conve-
nience of purchase, feeling when using product and

advertisement were factors of relative importance in
China(Table 4).

2) Color Make-Up Products

The evaluative criteria used when purchasing color
make-up products were compared among the three
countries. Significant differences were found among
the countries after grouping convenience of pur-
chase, methods of use, advertisements and compat-
ability to individual characteristics as ‘Others’. The

Table 3. Motives of purchasing cosmetics

apan , :

refill of used-up products 116( 31.1) 270( 70.1) 245( 68.6) 634( 56.6)
dissatisfaction with current products 178( 47.7) 19¢ 4.9) 17¢ 4.8) 214( 19.2)
bargain or discount event 15( 4.0) 17¢ 4.4) 2( 0.6) 34( 3.0)
extra disposable income 2( 0.5) 29( 1.5) 13( 3.6) 44 3.9)
for relieve one's stress or relaxation 27( 7.2) 31( 8.1) 9 2.5) 67( 6.0)
impulse cosmetic purchasing 35( 94) 19( 4.9) 71( 19.9) 127( 11.2)

column total(%) 373(100.0) 385(100.0) 357(100.0) 1115(100.0)

1*=302.40%**, df=10

HEp< 001

Table 4. Evaluative criteria of purchasing basic and colored cosmetics

evaluative criteria

. China , o)
brand image 30( 8.0) 8 2.1) 5( 14) 43( 39)
price 95( 25.3) 41( 10.6) 19¢ 5.3) 155( 13.9)
function and effect 101( 27.1) 135( 35.1) 177( 49.6) 413( 37.0)
B color & fragrance 24( 64) 14( 3.6) 10( 2.8) 48( 4.3)
A skin compatability 52( 13.9) 147( 382) 131( 36.4) 329( 29.5)
? container design 6( 1.6) 6( 1.6) 2( 0.6) 14( 1.3)
C convenience of purchase 9 24 2( 0.5) 0C 0.0) 11( 1.0)
feeling when using product 28( 17.5) 26( 6.8) 13( 3.6) 67( 6.0)
advertisement 28( 7.5) 1 03) 1¢ 0.3) 30 2.7)
missing o( 0.0) 5( 1.3) 0( 0.0) 5( 04)
column total(%) 373(100.0) 385(100.0) 357(100.0) 1115(100.0)
¥°=263.10%**, df=18
brand image 129( 34.6) 99( 25.7) 105( 29.4) 333( 29.9)
o price 92( 24.7) 17( 44) 51( 14.3) 160( 143)
0 current trend 24( 6.4) 35 9.1 163( 45.7) 222( 19.9)
L color & fragrance 31( 8.3) 75( 19.5) 2( 0.6) 108( 9.7)
0 skin compatibility 32( 8.6) 1 03) 3( 08) 36( 32)
R container design 16( 4.3) 21( 5.5) 32( 9.0) 69( 6.2)
others 49( 13.1) 137( 35.6) 1C 0.3) 187( 16.8)
column total(%) 373(100.0) 385(100.0) 357(100.0) 1115(100.0)
§2=50321%** df=12
wxkp<. 001
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result indicated that Chinese students placed impor-
tance in the order of brand image, price and others,
those of Japan rated the importance in the order of
others, brand image and color and fragrance as
important criteria and those of Korea placed impor-
tance in the current trend and brand image(Table 4).

4. Information Sources

1) Information Sources

The information sources used for purchasing cos-
metics were compared among the three countries.
There were significant differences in the information
sources among the countries(Table 5).

Chinese students reported that they received infor-
mation from recommendation from friends and col-
leagues and women's and beauty magazines, 27.6%
and 27.3% respectively. As for Japanese students,
53.5%, 15.6% and 15.1% respectively responded
their information sources were women's and beauty
magazines, recommendation from friends and col-
leagues, and stores(recommendation from sales rep.).
On the other hand, 38.1% and 27.7% of Korean
female university students respectively responded

media

Table 5. Information sources used for purchasing cosmetics

they received information from friends and col-
league's recommendation and women's and beauty
magazines. The result of comparing information sources
for female university students in three countries indi-
cated that information acquisition through experi-
ence was relatively higher in China, while female
university students of Japan obtained information in
personal means through objective data of magazines
and beauty gazettes. Those of Korea tended to obtain
information through personal network like recom-
mendation from friends and colleagues.

2) Personal Influence on Purchase

Result of cross-tab analysis showed that female
university students of China received the most influ-
ence from friends and colleagues followed by sales
rep, while those of Japan received the most influence
from models on advertisements and magazines fol-
lowed by friends and colleagues. Female university
students of Korea received the most influence on
purchasing cosmetics from friends and colleges fol-
lowed by parents and models on advertisements and
magazines(Table 5).

68( 18.2) 32( 8.3)| 21( 5.9) 121( 10.9)

women's & beauty magazines

102( 27.3) | 206(53.5) | 99( 27.7)| 407( 36.5)

Information | mail order, Catalog, Internet shopping, homepage

9 24 11( 2.9)| 36( 10.1)}| 56( 5.0)

Source experience(sample use)

58( 15.5) 18( 4.7)| 27( 7.6)| 103( 9.23)

department stores, cosmetics shop (sales rep.'s recommendation)| 33( 8.8) 58(15.1) | 38( 10.6)| 129( 11.6)

recommendation from friends & colleagues

103( 27.6) 60(15.6) | 136( 38.1) | 299( 26.8)

column total(%)

373(100.0) | 385(100.0) |357(100.0) | 1115(100.0)

*=170.27+**, df=10

sales rep. 46( 12.3)| 61( 15.8)| 31( 8.7)| 138( 12.4)
parents 13( 3.5)| 47( 12.2) | 49( 13.7)]| 109( 9.8)
siblings 34C 9.1)| 29¢ 7.5){ 35( 9.8)| 98( 8.8)
InI;IlllllTj:e friends, colleagues 148( 39.7) | 113( 29.4) | 187( 52.4)| 448( 40.2)
models on advertisements 45( 12.1) | 122( 31.7) | 49( 13.7)| 216( 19.4)
celebrities 32( 8.6) 8( 2.1){ S5 14)| 45( 4.0)
missing 55( 14.7) 5( 1.3) ¢ 0.3)] 61( 55)
column total(%) 373(100.0) | 385(100.0) | 357(100.0) | 1115(100.0)
¥°=316.79***, df=12
¥ pe 001
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5. Store Type to Purchase Cosmetics and
Reasons for Store Selection

1) Store Type to Purchase Cosmetics

The result of cross-tab analysis on the store type to
purchase cosmetics indicated that the major store of
cosmetics purchase were in the order of department
stores and cosmetics specialty stores in China, super-
markets or pharmacies and department stores in
Japan and discount stores and department stores in
Korea. Korean students placed relative importance in
purchasing cosmetics through discount stores, those
of China through department stores and those of
Japan though supermarkets and pharmacies(Table 6).

2) Reasons for Store Selection

As the result of cross-tab analysis on reasons for
store selection for purchasing cosmetics, the female
university students of China responded that store rep-
utation(reliability)(18.8%) was the biggest reason for
selection followed by good atmosphere and ser-
vice(16.4%), while those of Japan responded low
price(33.2%) followed by variety of products avail-
able(20.3%) and those of Korea responded low
price(27.5%) followed by convenience in access(20.2
%)(Table 7).

There are various components affected in selecting
store type and reasons for selecting stores among China,
Japan and Korea due to the differences in purchasing
situation, channels of distribution and store promotion.

Table 6. Store type to purchase cosmetics

$t6re type of purchass ‘

: cosmetics- China Korea
department stores 129( 34.6) 99( 25.7) 105( 29.4) 333( 29.9)
cosmetic specialty stores 92( 24.7) 18¢ 4.7) 51( 14.3) 160( 14.4)
discount sores 24( 64) 35C 9.1) 163( 45.7) 222( 19.9)
traditional markets 31( 8.3) 75( 19.5) 2( 0.6 108¢ 9.7)
door to door sales 32( 8.6) 1( 0.3) 3 0.8) 36( 3.2)
mail order, internet shopping 15( 4.0) 21( 5.5) 32( 87 69( 6.0)
supermarkets or pharmacies 50( 13.4) 135( 35.3) 2( 0.6) 188( 16.9)
column total(%) 373(100.0) 385(100.0) 357(100.0) 1115(100.0)

¥*=495 01***_ df=12

**%p 001

Table 7. Reasons for selecting places of purchase

Country
reasons = -

: i China Japan Korea' - A
convenience in access 23( 6.2) 48( 12.5) 72( 20.2) 143( 12.8)
good atmosphere & service 61( 16.4) 68( 17.7) 29( 8.1) 158( 14.2)
advice from one's close associates 58( 15.5) 12¢ 3.1) 6( 1.7) 76( 6.8)
store reputation(reliability) 70( 18.8) 14( 3.6) 41( 11.5) 125( 11.2)
variety of products available 48( 12.9) 78( 20.3) 62( 17.4) 188( 16.9)
low price 30( 8.0) 128( 33.2) 98( 27.5) 256( 23.0)
effective display of product 34 9.1) 6( 1.6) 2( 0.6) 42( 3.8)
product reliability 49( 13.1) 29( 17.5) 47( 13.2) 125( 11.2)
missing o 0.0) 2( 10.5) 0C 0.0y 2( 02)

column total(%) 373(100.0) 385(100.0) 357(100.01) 1115(100.0)

¥'=291.36%+*, df=18

*xxp< 001
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3) Reasons for Selecting Department Stores

The reasons used by the respondents of the three
countries for patronizing store when purchasing cos-
metics need to be analyzed per store type. However,
each store type was dominantly used by one country
and other countries showed quite low number, result-
ing the analyses to find the differences among the
countries difficult. Thus, frequency was computed
for the reasons for selecting department stores since
it was patronized the most by almost all three coun-
tries(Table 8).

6. Degree of Satisfaction and Method of Dispo-
sing Dissatistactory Cosmetic Products

1) Degree of Satisfaction with Cosmetics

In relations to the degree of satisfaction on price,
respondents of Korea indicated the highest level of
satisfaction. The result of follow-up verification showed
similar results from respondents of China and Japan
with significant difference from those of Korea(Table

9).

Degree of satisfaction on product diversity was
found to be the lowest in China. The result of follow-
up verification showed similar trends in Japan and
Korea with significant difference from that of China.
As the result of follow-up verification, degree of sat-
isfaction on quality, color, product diversity and user
convenience was found to be similar in Japan and
Korea, while there was significant difference from
that of China. In terms of satisfaction on fragrance,
there was significant difference among the three
countries. For design satisfaction, there was substan-
tial difference between China and Korea.

2) Method of Disposing Dissatisfactory Cosmetic
Products
Method of disposing dissatisfactory cosmetic prod-
ucts of Chinese, Japanese and Korean female univer-
sity students were simply leave and not use the
dissatisfactory cosmetics(43.5%), giving the cosmet-
ics to others(25.2%) and exchange the cosmetics for

Table 8. Reasons for selecting department stores

convenience in access 2( 1.6) 3( 3.0 4 38) 9 2.7)
store reputation 45( 34.9) 40( 40.4) 38( 36.21) 123( 36.9)
good store atmosphere 40( 31.0) 28( 28.3) 22( 21.0 ) 90( 27.0)
variety of products available 20( 15.5) 15( 15.2) 13( 124 ) 48( 14.5)
effective display of product 8( 6.2) 3C 3.0 8 76) 19¢ 5.7)
product reliability 14( 10.8) 10( 10.1) 20( 19.0 ) 44( 13.2)

column total(%) 129(100.0) 99(100.0) 105(100.01) 333(100.0)

(N=1115)

Table 9. Degree of satisfaction with cosmetics

iéaﬁsfaéﬁon factor -

L R sk . China ot o
quality 297 A 3478 351 B 58.53 000
fragrance 300 A 325B 347C 42.00 L000***
price 294 A 2.84 A 313 B 14.18 L000***
design 320 A 3.24 AB 334B 3.57 .029%*
color 319 A 344 B 350B 19.49 000 **
product diversity 311 A 328B 325B 5.16 006**
user convenience 319 A 335B 345B 11.88 000 **

£p<.05, #*p<.01, ***p< 001

“The different alphabet letters the significant difference among groups out of Duncan's multiple test.
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Table 10. Method of disposing dissatisfactory cosmetic products

‘method of disposing Country
tisfactory cosmetics China Japan Korea
simply leave & not use 46( 123) 228( 59.2) 211( 59.1) 485( 43.5)
giving the cosmetics to others 93( 24.9) 92( 23.9) 96( 26.9) 281( 25.2)
throw away 21( 5.6) 41( 10.6) 21( 5.9) 83( 74)
exchange for other cosmetics 208( 55.8) 8( 2.1 22( 6.2) 238( 21.3)
missing 5( 1.3) 16( 4.2) 7 2.0) 28( 2.5)
column total(%) 373(100.0) 385(100.0) 357(100.02) 1115(100.0)

Y '=A445.20%%%, df = 8

#xp< 001

other products in the places of purchases(21.3%) in
order(Table 10).

Respectively 59.2% and 59.1% of female students
in Japan and Korea were found to leave and not use
the dissatisfactory cosmetics and giving the cosmet-
ics to others. The result of comparing method of dispos-
ing dissatisfactory cosmetics among female university
students of three countries indicated that 55.8% of
respondents in China exchanged the dissatisfactory
cosmetics for other products in the places of pur-
chase. This indicated more active attitude of dispos-
ing dissatisfactory cosmetics. On the other hand,
only 2.1% of female university students of Japan
exchanged dissatisfactory cosmetics for other prod-
ucts, indicating relatively passive action in disposing
dissatisfactory cosmetics. The results of the study
showed that Korean and Japanese consumers are
much more passive when confronted with a cosmetic
purchase they find to be dissatistactory and simply
hold on to the product, despite well regulated return
and refund policies in their respective countries. Chi-
nese consumers, conversely, are mote aggressive
than their Korean and Japanese counterparts and take
action to ensure that they receive value in return for
their purchase price, consistently taking action to
exchange dissatisfactory products for new products.

V. Conclusions and Suggestions

The objective of this study was to compare and
analyze differences in patterns of purchasing cosmet-
ics and level of satisfaction and dissatisfaction with
cosmetics displayed by female university students in
China, Japan and Korea, therefore to provide data for

marketing strategy targeted toward cosmetics con-
sumers of each country.

Results of this study indicated that, in terms of the
patterns of purchasing cosmetics, the strongest motive
for purchasing cosmetics in China was dissatisfac-
tion with current products. The motivation for pur-
chasing cosmetics in Japan and Korea was to refill
used-up products. As for the information sources,
female university students of Japan mainly gathered
objective data by using personal methods, while
those of Korea obtained information through human
networks. In relation to the evaluative criteria for
purchasing basic skin care items, female university
students of China and Korea placed emphasis on
function and effect, while those of Japan placed
importance on skin compatibility. In the case of color
make-up products, female university students of
China, Japan and Korea respectively placed the high-
est importance on brand image, convenience of pur-
chase and the current trend. As for the places of
purchasing cosmetics, female university students of
China most frequently used department stores, while
those of Japan used supermarkets and pharmacies
and those of Korea used discount stores. As for the
reasons for selecting the store type of purchase, the
highest number of Chinese respondents answered
because the store of purchase Chinese respondents
selected department stores for reliability of products,
while Japanese and Korean respondents chose stores
based on low prices. Chinese and Korean respon-
dents were most influenced by friends and colleagues
when making cosmetic purchase decisions, while
Japanese respondents were most influenced by mod-
els on advertisements and magazines. In relation to
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the level of satisfaction with cosmetic products,
Korean respondents displayed the highest level of
satisfaction in general, followed by Japanese and
Chinese female university students. As for the meth-
ods of disposing dissatisfactory cosmetics, female
university students of China employed active mea-
sures of exchanging the dissatisfactory cosmetics
with other products at the place of purchase, while
those of Japan and Korea employed a passive
method of not using or throwing the products away.

On the basis of the above results, this study sug-
gests providing Chinese consumers with positive
brand image in addition to utilizing department
stores as distribution channels will advance the Chi-
nese market. Also, considering the activeness of dis-
posing dissatistactory products by female university
students in China, it will be necessary to establish a
marketing strategy to reduce the level of dissatisfac-
tion experienced by consumers in China by actively
responding to their demands. For female university
students in Japan, advertisement and magazine mod-
els were found to be an important factor of influence
on purchasing compared to the cases in Korea and
China. Therefore, enhancing brand recognition through
advertisements and offering a better quality product
for the money while expanding distribution channels
to supermarkets and pharmacies will increase market
share in Japan. Female university students of Korea
placed importance on low price and are largely influ-
enced by word of mouth from their human network,
such as friends and colleagues, etc. Therefore, offer-
ing a quality cosmetic products at a low price in addi-
tion to free samples of items could spread positive
word of mouth, in turn boosting cosmetic sales in
Korea. When domestic cosmetic companies aim to
market at an international level, marketing strategies
have to be developed and managed by each country.
Therefore product, distribution channels, and promo-
tion should be considered along with consumer buy-
ing patterns and behavior.

There were several limitations in this study, first,
caution is required in generalizing the results of this
study to all female university students of the three
countries because sampling for this study was carried
out only on female students of four year coeduca-

tional universities in the capital cities of China, Japan
and Korea; Beijing, Tokyo and Seoul respectively.
Second, cosmetic products tend to change more
quickly than products in any other product category.
When looking at the results of this study, one should
keep in mind that the cosmetic market has undergone
many changes since this study was conducted in
2002. Third, behavioral patterns with regard to the
purchase of general cosmetics were investigated and
analyzed. There are, however, some risks of predict-
ing diverse consumer patterns or trends as the study
has not yet been carried out with regard to individual
characteristics per each consumer product.

References

Assel, H. (1998). Consumer behavior and marketing action.
Ohio: South Western College Publishing.

Bang, J. W. (2005). Research on 20s and 30s career women
purchase pattern of cosmetics. Master's thesis, Sook-
myung Women's University, Seoul.

Choi, E. M. (2003). A study on purchasing trends of and
satisfaction factors with cosmetics by female college
students. Master's thesis, Wonkwang University, Iksan.

Goh, H. J. (1996). A study on the preference toward and its
compatibility between foreign cosmetic products and
skin conditions of the age of 20's Korean female con-
sumers. The Korean Society of Cosmetology, 2(1), 65—
89.

Jo, K. G. (2000). A study on information search behavior
and post purchase satisfaction of the cosmetics con-
sumer. Master's thesis, Kyung Hee University, Seoul.

Jo, K. Y. & Yu, T. S. (1998). The mutual relations of self-
efficacy proximity of cosmetics to self and proximity of
clothing to self. The Research Journal of the Costume
Culture, 32, 183-200.

Kim, B. H. (1998). Knowledge, behavior, and related fac-
tors of skin care of women. Doctoral dissertation, Kyung
San University, Kyungsan.

Kim, N. L (1984). A study on cosmetic purchasing behavior
of Korean cosmetic consumers. Master's thesis, Korea
University, Seoul.

Kim, N. S. (1994). The study on consumers' purchasing
behavior toward colored cosmetic products. Master's
thesis, Kyungnam university, Masan.

Kim, S. R. (2001). A study on the usage status of the cos-
metics in adult female. Master's thesis, Gyeongsang
National University, Jinju.

Kim, Y. J. (2000). Self-awareness and makeup satisfaction
for beauty by customers in a beauty-shop. Master's the-

-1782 -



Cosmetics Buying Patterns and Satisfaction among Female University Students in China, Japan and Korea 131

sis, Kosin University, Busan.

Korea Cosmetic Association. (2007, July 5). Cosmetic exports
by domestic cosmetic companies. Korea Cosmetics Associ-
ation. Retrieved August 10, 2007, from http://www.kcia.
orkr

Lee, H. J. (1998a). A study on the female university students’
lifestyle patterns -Focused on the cosmetics buying behav-
ior. Master’s thesis, Chonbuk National University, Jeonju.

Lee, H. K. (1993). An empirical study on the life-style and
its effect on the marketing strategy - with special
regards to buying behavior of cosmetics for students in
Seoul area. Master's thesis, Dongduck Women's Uni-
versity, Seoul.

Lee, J. Y. (1998b). The cosmetic consumption behavior
according 1o the lifestyle of university women. Master's
thesis, Chonbuk National University, Jeonju.

Park, S. H. (1999). A study on the purchase motive and
behavior of Chinese consumers. Master's thesis, Kwang-
woon University, Seoul.

Seong, Y. S., Park, E. A., & Wu, S. B. (1999). A study on
the body sense of value which appears in advertise-
ment. Advertisement study, 43, 29-55.

Shin, J. G. (1997). The current situation of cosmetic indus-
try and plan for strengthening its competitiveness.
Health and Welfare Forum, 15, 44-54.

£ A7) BR e 9w g Balz 571400

HIE AT SH9EC 8 HAT BT, BuiFo

Ty

F= =l sHEEAA L] FUS] JEA] nA”AE
ol 7AFate WS el A shEd SuiA 1,200

A F7te] RS SAF TS SHES B

o
o,
ol

L A k) S o) SE T
e A F7Re Aol MR se 22
&334 ol  ATE Mg, WolY, =
2 o shd Aurde gtk A7A,

3 9, Yo 2ol YTk, THAYBE

& i o) A Eet BAE oA Fo8lA Azetn B sgEd deide 28 B A=

1

Moz gAshe RO tehdy] W] 2B YUEAYL Fol IHAYT UL & e F

=

T

Ao AF o N3y A& viAlY A go] 2IAARNEA] Easiy, dRAYYEL Fae} FA)
Rdo] 23 323 vwste] AR o R FojA] ZQE 9010 AL 3 i npAl ) oS Eaf A
Het SRl E she o= yeht QBEAARNZA $1E B8 HAZQASE Fo| Hupl

—l

FHoT FEYL Gty FAh] AP ARl Bash ARYPTS HFFFIA A7
U B 53t g QAU ANAE O TS AL HES Fas A2ete Qo) FAo) AgE
Aoz 4H9 PALNE ¢ vpAYRo) BLsT ASH,

-1783 -



