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The Actual Conditions of Cosmetics Purchasing and
Evaluation Criteria According to Men's Fashion Leadership

Park Eunhee
Dept. of Fashion Design, Daegu University

Abstract

The purpose of this study is to classify men's fashion leadership into groups and
analyzed the differences for the actual conditions of cosmetics purchasing and evaluation
criteria. Questionnaires are being administered from 163 men in their 20's and 30's living in
Deagu Metropolitan City and Kyungbook. Frequency, factor analysis, reliability analysis,
cluster analysis, ANOVA, Duncan-test, and X°-test are all used for data analysis. Our
findings are as follows. Men's fashion leadership is being categorized into fashion opinion
leadership, innovative communicator and fashion innovator. Cosmetics evaluation criteria are
service/aesthetic, ostentatious, function, and economy. Men's fashion leadership is
classified into three groups: fashion laggards, fashion leaders, and fashion followers. Males
show no significant differences in the function of cosmetics evaluation criteria by the
groups but they show significances in service/aesthetic, ostentatious, and economy.
Groups display distinctions between the sub-variables in the actual condition of cosmetics
purchasing such the place of purchase, companionship when buying cosmetics, and
average monthly purchase amount.

Although the cosmetic markets for men show high average growth rates per year,
cosmetic interests at the age of twenties and thirties are generally low, and cosmetics are
not actively used. The customers' experience of using merchandise not only provide the
opportunities of trying beforehand, but also lead to the role of information transfer, thus, it
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Table 2. Factor Analysis of Fashion Leadership

Factor/Variables Loading | Cronbach’s a

Factor 1: fashion opinion leadership
Attire that | have goes ahead of popularity. .76
| know fashion tendency pretty well, and want to be one of those .75
who wear fashionable clothing beforehand.
I'd rather talk about fashion tendency than listen to it. 74 95
My friends ask me about fashion or a new style. 71 '
| feel happy when people ask me about fashion tendency. .69
| think | know fashion tendency more than others do. .69
| have talked about popular attire style to others lately. .68
| have the strongest influence among friends when it comes to fashion. 67

Eigen value 5.38 Accumulation variance(%) 33.64 Mean 2.68
Factor 2: innovative communicator
| enjoy purchasing and wearing new style clothes, and that is important 74
for me.
| always purchase a or so fashionable clothing. .69 .93
| enjoy talking about attire fashion. .68
| want to stand out by wearing fashionable clothing. .58
| often visit shops to see whether there are now clothes. .58

Eigen value 4.08 Accumulation variance(%) 59.14 Mean 2.73
Factor 3: fashion innovator
| enjoy exploring new ideas although wasting time. .85
I'd like to ware a newly designed clothing that | notice although others .65 .84
don't wear it.
| am in one of those who purchase fashionable clothing. .58

Eigen value 3.09 Accumulation variance(%) 78.46 Mean 2.73

Table 3. Groups According to Men's Fashion Leadership
Groups| Fashion laggards Fashion leaders Fashion followers £
Fashion leadershi (N=65) (N=41) (N=57)
Fashion opinion 1.85 C° 3.82 A 281 8 207.545™
leadership
Innovative 1.80 C 3.95 A 2.90 B 054.402™
communicator

Fashion innovator 1.88 C 3.83 A 2.90 B 182.194™

“5.< 001
a=average score by the groups, b=literally indicated result of Duncan test(A>B>C)
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Table 4. Factor Analysis of Cosmetics Evaluation Criteria

wgez “Jlsa’olet
4= FEE FUAl 4Z2Q I,
Ugez “ZH4yrolet
Al2IE 20121} Cronbach’ a
.78, 20! 32 84, 20!
68.17% Lt

(=]
o
2

of
o
=t
o

ot
=} 2
ot
2+

B
O

Factor/Variables Loading | Cronbach’s a

Factor 1: service/aesthetic
| consider interior design, arrangement and atmosphere of the store when .79
buying cosmetics.
| consider design when buying cosmetics. g7 86
| consider color when buying cosmetics. 74 '
| consider free gift when buying cosmetics. .72
| consider case of cosmetics than the quality when buying cosmetics. .68
| consider service that the company supplies when buying cosmetics. .60

Eigen value 3.48 Accumulation variance(%) 21.72 Mean 2.53
Factor 2: ostentatious
High—priced cosmetics enhance my dignity when buying cosmetics. .82
| purchase cosmetics with special function when buying them even though 74 78
they are more expensive than general things. '
| choose newfangled cosmetics when buying them. .65
| consider my skin color when buying cosmetics. .64

Eigen value 2.55 Accumulation variance(%) 37.65 Mean 2.54
Factor 3: function
| consider bad side—effect when buying cosmetics. .88 84
| consider skin suitability when buying cosmetics. .83 ’
| consider quality when buying cosmetics. .80

Eigen value 2.49 Accumulation variance(%) 53.21 Mean 3.54
Factor 4: economy
| consider price when buying cosmetics. .84 81
| consider guantity when buying cosmetics. .83 '
| consider fragrance when buying cosmetics. 67

Eigen value 2.39 Accumulation variance(%) 68.17 Mean 3.33
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Table 5. The Actual Conditions of Cosmetics Purchasing According to Fashion Leadership

Groups Fashion Fashion Fashion Tt )
- laggards leaders followers _ X
Actual condition of 2 - - (N=163)
cosmetics purchasing (N=65) (N=41) (N=57)
Whether Use 22(33.8) 26(63.4) 31(54.4)]  79(48.5)
used o
cosmetics Not used 21(32.3) 3(7.3) 13(22.8)|  37(22.7)| 13.374
for men Partially used 22(33.8) 12(29.3) 13(22.8) 47(28.8)
When skin trouble 34(52.3) 11(26.8) 32(56.1) 77(47.2)
When needed skin care
for others 4(6.2) 1(2.4) 2(3.5) 7(4.3)
When you |To increase confidence 1(1.5) 4(9.8) 2(3.5) 7(4.3)
Jou nesd For healthy skin 1169 22637  17(29.8)  50(30.7)| 31.679"
cosmetic For look younger 5(7.7) 1(2.4) 0(0.0) 6(3.7)
For the prevention of
skin aging 6(9.2) 1(2.4) 4(7.0) 11(6.7)
Other 4(6.2) 1(2.4) 0(0.0) 5(3.1)
Serum 9(13.8) 14(34.1) 14(24.6) 37(22.7)
Functional Eye cream 1(1.5) 3(7.3) 3(5.3) 7(4.3)
cosmetics S .
that you Whitening products 2(3.1) 2(4.9) 4(7.0) 8(4.9)| 16.890
using Sun cream 20(30.8) 15(36.6) 19(33.3) 54(33.1)
Not used 33(50.8) 7(17.1) 17(29.8) 57(35.0)
BB cream 8(12.3) 19(46.3) 10(17.5) 37(22.7)
Color . Lip cross 7(7.7) 6(14.6) 7(12.3) 18(11.0)
cosmetics o
Makeup 30.629
bhs?rg gyou base/toundation 1(1.5) 1(0.6) 4(7.1) 6(3.6)
Not used 1(78.5) 15(36.6) 36(63.2) 102(62.6)
'0<.05, "p<.01
QLE & Y4=2 WA= =50 IEES2 &M UCH SHHCEH2 EXH58.5%), 0MHI(14.6%),
AHSSHLRICH JHQISl HEut U0 XEst HSS IE(14.6%), 2R(12.2%)2 UEIGCH K==
AE 0o At=ote &S € = UL 49 2 EXH45.6%), IIE(22. 8%) ER(21.1%), &
FALCSN OE FHE =22 2HHSUHA X0l HRAAMEUS EIH4E7.7%), I1E(35.4%)22 LU
£ S0IA &UD, 2 UM 2F 202101 F0H3t EttCh BEISES ?—%“;”8 20+ 0]2H46.6%),
= HIE0l = UEHECH stE2 Kol 0I0IXIE D0FRI 0| AF~50FRI 0| OH(28.8%), 50HRA0]A~102HA D]
SH5t=0 =R8 222 XAGIEZ EF IHoIQ 0H18.4%), 102t0I&H6.1%) =22 UEIGL &
FEg) IFE Dot FESS 2010 deist A HEATEHH2 100HR01A BISDL OHE Sl bl
oZ AIZEL FIEE FO0HAl SEole AlES & Ol =0 SERAAICES 20H2A0|0H] BICHA
TH49.7%), IIE(25.8%) =22 LIEILF AHAIO| Z =9QtHCH
RZ ot= NE2 & EXM FLYSte ZE0| =
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Table 6. The Actual Conditions of Cosmetics Purchasing According to Fashion Leadership

Groups|  Fashion Fashion Fashion
I Total o
Actual condition of laggards leaders followers (N=163) X
cosmetics purchasing (N=65) (N=41) (N=57)
Department store 7(10.8) 17(41.5) 10(17.5)| 34(20.9)
Brand Shop 10(15.4) 6(14.6) 15(26.3)| 31(19.0)
One brand shop in large stores 14(21.5) 5(12.2) 10(17.5)| 29(17.8)
Purchase Small neighborhood stores 16(24.6) 1(2.4) 8(14.0)] 25(15.3)
35.201
place Door-to—door stores 5(7.7) 2(4.9) 1(1.8) 8(4.9)
Internet shopping 4(6.2) 6(14.6)] 11(19.3)] 21(12.9)
Home shopping 1(1.5) 0(0.0) 1(1.8) 2(1.2)
Other 8(12.3) 4(9.8) 1(1.8) 13(8.0)
People Self 32(49.2) 30(73.2) 32(56.1)| 94(57.7)
buying your Family 28(43.1) 6(14.6) 21(36.8)| 55(33.7) 13.803
cosmetics Friends and people around 3(4.6) 5(12.2) 4(7.0) 12(7.4)
Other 2(3.0) 0(0.0) 0(0.0) 2(1.2)
When Alone 31(47.7) 24(58.5) 26(45.6)| 81(49.7)
buying Friend 4(6.2) 5(12.2) 12(21.1)] 21(12.9)
cosmetics Lover 3(4.6) 6(14.6) 6(10.5)|  15(9.2)| 19.580"
who Family 23(35.4) 6(14.6) 13(22.8)| 42(25.8)
accompanied Other 4(6.2) 0(0.0) 0(0.0) 4(2.5)
Monthly Less than 20,000 KRW 37(56.9)]  13(31.7)]  26(45.6) 76(46.6)
More than 20,000 KRW
average ~Less than 50,000 KAW 15(23.1)|  14(34.1)|  18(31.6)| 47(28.8) )
purchase More than 50,000 KRW 15.685
amount of —Less than 100,000 KRW 12(18.5) 7(17.1) 11(19.3)| 30(18.4)
cosmetics More than 100,000 KRW 1.5 7017.1) 2(3.5)  10(6.1)
'0<.05, "p<.001
3. B4 KA OE SEE "HIDIE
ol X0l CIEI2IN, BH&EC A, IIOtBRE, JiAE D
5l 0ol ZB&e 2L ot Sl |dots
20-300) Y4 sgdc=H o2 IS EIH| HES 210 1 HES Fliote SEFEIU2 8
o XI0IE ZoteI| <ol 24241 Duncan HPAMICEL FHE HIP|IEQ AUlA, CX
test2 AAISH ZUE Table 70t 2CH SHACH ol MM BEE, 222 ERQ06H Ledte A2z
ol 2 EE IPDIEQ MUIA/ADIENAM(T D LIEFGICE Ol GICHACl &4 R0HAl REHAEX=
<.001), MAIHOIAM("p<.001), ZHEHA("p SBFBNU SAXMKN Hloh 42 AHE O
<.01) |98t X0IE EJCH, AMsAS 2 & SAIBICHL 8t Ryou et al.(2000)2 A7t REHO|
HACHHY KRBFJECL0| FYRAMYSUBCL SHEXE SE/MHIA JIES SAIECHD &8 M.
MHIA/ADIE, BAIE, ZHANAM =H LIEHSC Song and Hwang(2008)2] At REXOZ YUX
SHHsE &F 2D MR2 AEI0 LY BIX StCH 0l OIMCIOIZAEIQN [E 2ME ¢ 8
FUMN e AHIXE B PYE M HEO HEJACO| MEQ S52 MAS O %0l =306l
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(N=57)
2.63 A
2.60 A

3.61 A
3.46 A
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T, 20-30CH

Fashion leaders
(N=41)
2.83 A
2.87 A
3.70 A
3.55 A

=

(N=65)
2.28 B
3.37 A
3.08 B

2.26% B

Fashion laggards
. Kim and Lee(2008)2

Groups

Service/aesthetic
Ostentatious
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Economy
“p<.01, "p<.001
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Table 7. Cosmetics Evaluation Criteria According to Fashion Leadership
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