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A Study on the Consumer’s Attitude and Utilization Intention toward Full Ingredient

Lists for Cosmetics: For Female Consumers

Dong Yeop Son - Eun Hee Lee

Department of Consumer and Child Studies, Inha University, Incheon, Korea

Abstract

In an effort to protect consumers' rights to information and to promote their freedom of choice, the South
Korean government has been enforcing a policy called the cosmetics full ingredients list system since 2008,
which requires cosmetics manufacturers to list all of the ingredients used in their products. This policy aims
to assist consumers in identifying the causes of possible side effects of cosmetic products. This study uses
consumers' demographic information addition to their cosmetics purchase and usage characteristics to learn
about consumers' attitudes and utilization intentions and the influence of information from the cosmetics
full ingredients list. This study was conducted through a questionnaire based survey administered to women
above the age of 20 years across South Korea who use cosmetic products. The questionnaire was distributed
to 300 members on the panel of M Brain, an online research institute. The findings of this study are as follows:
(1) The level of knowledge on cosmetics' ingredients positively affected the consumers' attitude and utilization
intention of information on the cosmetics full ingredients list. (2) The higher the utilization intention for
information, the more often consumers checked the packaging of goods. This implies that habitual behavior,
such as checking information, leads to increasing intention to utilize of new information. (3) The brand, as a

decision-making factor, negatively affected consumers' attitudes regarding information.

Keywords

cosmetics full ingredients list system, consumer attitude, utilization intention

MNE

ﬂ

o5d Vg9 ARl Eego] FslA|L o gtk iR Hho] Skl whet e ARE-el
SISkl Qe Rt of et Spg=sol] Higt AnjAke] Bt Tl ofFrEe] sEFolA Yol &
., IS TRABRE 71 A SH7A] 8EAL koAl SRR AxniAfel ARk WS 7t
KIL At OH el 1°}é H, A7dstal o the: UF-E 7HA AL A2 QIZFe] Htof| whet
et 53] Arhrfelof oj2e] Aurte] theft SHneeds) S

o 2 P SRSl SAIEAL ol AL loh
SR 7H°JU}E¥94 iﬂé‘oM vl 52 SAdell whet max) ¥l At v Ao, gt

[e)
Koluich sk gt foht o5l St Ao uteh 5% B oo 247} 9]

[L

H

Copyright © 2013 by the Korean Home Economnics Association | 513



Tk
o
2
°
o
Ton

fer Family and Environment Research

of Al QFdol gt -29] fHaxelzt AR|AL Qle 20024 5h
HETske] gF dA-to A= SR Fde Tlsiaal o
Buiut sPgEo] FEAR ARSE= HollE Eo] E(diethyl
phthalate)7} H&}2] DNAS AR ZICR= 718 Wit 1],
F3F Fere] G| Bl ol S B3| stk 7t

< obd=rt Aﬂxéﬁiol ‘Oﬁﬁﬁ}ﬁ—} =2 ol oln Zh5 &)

Sl E0] falEt Aol thet Bl AnlXs slol ShE
o EHE Aol ARAloNA] OFRES U] 4= Qe et
3 o), ot 2 AuAr} o] ol SFES 100% Al=Ial]

olfth= A= ofutt), 12jsto] Aute] Wols Mokl &
HlAke) HelE Adsh] 9l 2007 109 1744} o= 7N
ool TPEE AR A oAl & =), 1) well7 |t
1 e‘ B Algslt, o= 7152 b

*1011:1 k= 2] sPgsEel A
oM ShgEo] iRt axH]REe]
A7, 2P ARS- - F418-0]

& 27 Tefelr] 9fRk FA o2 Al Al

it
o
3
i
1o
oy
o
o,
Hm
mlo
F

Hong®} Cho [15]¢] <1t
Alggell tisl Aot Qli=Afel gt 2ol AR IARS] 68.3% =
A Aleye] el &R] Swshal 31, 79%Nko] Al ol Ql= Ao
B UERTE At Alsgo] HA| iR 4 o] AA|NE AE]A}
o IR AR AN A AR Skl e o] 8E
E=A] gk oot 3hgsE A

w2 SR A/ A

AR FAAEE dulje) Al
RSP ] 9 WSO AL AL U S84l ol
oA 2Jete W=tk Awe] £ 2ulS glojuiei 12 Slo]
ch olol S 7144 SAALES] AL 1A peleln
ok A5 Qs AmRe] S 9J) gE A
of thEt A1ZE2] 2A7} B ashet Bl

3 AoA L 2008 e AElo] & SFE ARE EAA
o] gt An|atel ol BHgol s of = YrEela opr, 4
ulage) 1A BAat B3 Abg W el SAo] 39 A
A ARl R 2uAeE 9 SRgolwe] v o
o orobn 4 ek,

ut

oX
Ao
W
>
=
i

514 | Vol.51, No.5, October 2013: 513-526

O|=2X uig

ol
R

SE AR BARIE
5ok Seutoll AUAEAIS s $IaA e
AR 74 melste] ghon] o] F awld Am ANE

A2 0 wsem ek, e of ok AUg 4us v
Aol ] $1e FFEAAE, BHT FEUAE 2]
of] AAIALR) ARAE H ST A 0] QAR FAAL, AFE Eis
golol 4] - o] QlolA sulAE Sol AL A5 o s
RS WAt w984 Aue] AR sk 1A
0] gl Tt B ol ASHOm A U AgE 9)
o, 2008\ AlRYE SPEE A FAA|IE A o] 27t A
AR R g o] dgho = Al Flojtk

a S PRl 87 e Aol HAEARE
o Aoh= AwihE A7) Sl 8ol FABHES A E o] AU
=, AR ofRE RO R sl A =7] 5 skt o
kL, shgEolA s EEel ZEo]E ARo] HErE=
S 3PEEl A% el stehedo] a2ghE ThsAde] A7 = Sk
ohe] SHEE Aol thek FARE WY A 3] 87] S

FEAIE] 0] 91X ehar, BFgE] Aol

A A S BII5H1A SR 5ol AR 51 ed 7k
ol BQIAA Folo} Gtk o] Aol AEAREo

olo] Zn|zle] otlE]E WAl AR} SAE HA|ALS)
= ] 2719 AEolut 7w ghis AlEe] el 8olst 5t
, SPgE AR QISE FAkgo] ke e AlE 871 B
LA ]Xﬂﬂ/ﬂ‘ﬂo =5 AT} AR 7] 7] HAl-g0] Qlol5t
= ‘d &HA tiZ k7] flsl 20079 109 1797 3P+

| oAl & =8, 199

A TR A A
8olLE| Al e,

20084 10¥ 1

_UE
N
m(o:':
H_I_‘r_r_,}':_l
o)

ﬂ%ﬁ AT AR AEel o ol M A staL 9l
O P A A B o] R BAe 8] B
ol Al EoIRlet, vt Wig-fol 50 g H= 50 mL
ogiel Al AfE S o= x| grow, Al Y 5= ¢
sfo] Aol B AR, ARSI Al e ol Al
AR FA HidolM ALl <= ot AdEE Ak =4t
O] A7)z SERIE oo R s, Ao A= sl AR
ook so® W ATE ZIAsHES o] i vt 29k

www.fer.or.kr



ol
0%
HH
r>|
HII
]

AIZEo|| Cigt AH|XfEE B EE

Ol=0f et S GYAHIXIE ez

2. AH|XIEHE U E29)
1) HAE =
Fishbein} Ajzen [13] Bi=E 7H10] 7FAl= EA4I%H
et S A, A, 2ojA, Blmofs, 5o, AR 5o
2} w519l at, Allport [3J= G414, 41744 =nlAdel 24 4E
Eslo] 203 A2 BAE BE tatolur ARl tist 7)o14
Fo& Aakel= 27 (p. 810)0]

op

2l Wkl HH e oA of
e} Aolstact,

dimel] T QTSN Luld} of gt dhel dis) A7t
3l 2 *J%‘, A, B9 ojw)at thakt T AEeRA 1

WS AL QU ek ZhAo] Aukaow g,
ke Bl e AL ofsfshs Am A of
ujg 77 e, olw dlael dsl 71K FhEel A Aot
A 2 QXA 84S iz S WA Hikd o] o]
Himoln, Bl A% o8 4 = WEoRL Olﬂ°1LH
47} Fic, weba olwl Abso] g Avlxo] BEs
SO 4 Sk, 1 s olgstel HiEel el L)
W5 ofsskaL o33 4= 9lrH2g),

vAElEe} o] Zha Al Blwe] waubgTt el
o] 7ol wet we) b 4= glck. A2l A ofat B
£

O

(o}
=
>
N

R}, 3k 7fele] A7 Al o] e 5

A =0
ko] WA= o AA yebdtt A3 (self—monitoring)
olgt 7HQ19} sfFo] QFAQl Ao R RE] W= k] ==

ofmlgick, 2, A2k YEEAVL A BHDRE st el
E710] AP A bt ofo] w2 W50] ZRs o] Serk

2) &&=
Engel 5{12]2- a%-owel 7jelo] ujefaso] ojr Fi A
slomA Ada} HlEs) 9w SARE AFo] SES ojud
ohat Gk, W ol AAlo] slata) sl W9l ot o)
= oulshH[1], ARt e ® PEofert w55 1L s
&l 71sA]o] AR}
oo} mx7IA| & GOt Axn|RFe] ShufjElEe] 234 5
= A Guks mlAE a9l o2 A e skt sk 9

www.fer.or.kr

Family and Environment Research fer

weba 3 42 Qi) % ol o)7|5 He AL vl W5 o
ulehs Aom A gest ele A SEe ojujshs
/\

FUARE S 7 ol St 4
o] 5 olafel ] sloll Folehel s o
Az oleln 4 QIT}. 71 59to] ATES oo} A
Tl Abolel] 2R ARRIAZE L8 A Ast oot

A FABE o

o A A S,
e} 3 Jlolet, BHgo] T 41 Aol

7148 BT BRI GG L RAS ] 9

E
i
=
&

gt kmE5o] wol oA flt). Rogers [341= A=< gAlo]
A olefo] AaL 7] oteltjolut AAleke] 3 VhsAdel =
& wjell Al wiek foAl B} FAdErkaL =gsion,
Lim [29]:2 283} ¥reloto] AjRe- SAlol R 7]z e
P AL =857] Ysis FOlEG of5o] 719 Aol
Aol uisto] ot oA §-8-3& 7P 2=A1E EHEH
QIAAIAF ShtaL SFH.
3 #dedl

@) ol

BT} 52 AlFolRE 7HAo] v B|xfolA| SRt

offo Ko 72 ek A 2E Sjulshet], 25 RS uf £

ol 27] wiitoll ARAlEe iAol zlo] TofsHA F
ch. ofo whaf ojer} whe Aozt St o] Fasdo] Wl
A& gho] ] Hi= 78] Zpol7h SA] QIAEA] ot FrufE
ASBIE ) 1] A2 Aeht Au]E SjulRit, ofd o
T Aok Tadt afleRs anAt 7Rl Al At
Up Afu]zof thgt w7 A1 4] AxH| AR} AJSES] A An]Rlo) 7}
A3k, st Au) 2ol digt 8t AlE Lol whE AT W 214
T TS B U ER AR AR 7, AlFe] ARt
NAl F= F8te, ) sy A= sk ARlATE e
Zd=oll whef hofsEo] Aol 7} AR,

Ol s AREE S o) 45 S50l 55
1

%

F

4590 SEelel e A9l wielo] we} kole) ol
0= olefgt HlFle: 7|Zo] ke AlFelA ol Wakshe,
o] 452 ulmaly] ofele BoE Solx AhHoR wo) Lk
vtk Foj} e AES Pt o) AulxHs Helo] Haw she

mf

\Vol.51, No.5, October 2013: 513-526 | 515



Tk
o
2
°
o
Ton

fer Family and Environment Research

RS kel ARled AUARL B0
21 LA, 201, )
), 4% B xﬂﬂw 50 %

== QS

Py
B
0
T
(i
-0,

jg—r‘

o
o
o
}_n{

o= =
Ly

¢
H
E
rﬂz

A
i

3|
im
il c

Q.

o
Kl

o

e

2

o

1o

J
.IP)

<

_>|:
DA

>~
lo

p

o?i:.:‘EE]Y,‘eri’

ot Jaﬂl_ ST
=
T
o o
I
oy !
o rE
o 1o
[
o
~
Mo
N
%o
T
g
SRR
rﬁ:l e
2
H
s
ot
o
o
o M

”
el
ox
I
o
o
o
2
of
ol
*
=
N
Sy
i
=
\
i
N
o
O,

ojugblolet ool oigt ofelS Js) ot kg, AT
of Tl X140 F0)% 7z HEs ojulaiet,
otz glRje} Bo] QIAo] ksl Al ofstolut oA, BH4,

& AlAPEA

He|ekel Sofl ofsf) AAEaL g E R ejuwo]] iRk e
7Mle] ApAle] Tt oju| A& FFslaL A28l WElA7)= A
< sEslslel25].

Rudd®} Lennon [36]9] ¢A-tel] &k 7HQ12 123} ZollA] ©]
AR LJHLO] V]S WAEstaL, oSl QIE% EIETES B e
19 QInLE WIgIChaL shoitt, T1E]al o]
0P7l S8l shdolut ST 22 Qs 7ML= 52 Skl o]
& 5o] Aifol] thsfl thA] vlae] IS AX ARAE HIREE
o}, whebA] EIAET} 2 ARFES o]l onE %/\jél—
A} SPE Adeof] A1S-S 718k Zlo]at whebA] A Hof =
=4 Zlolct,

SR Fled o149 Q=T S o] et Bl =g
AJof| n) 2= JFe 2ARSE Hong} Cho [15]2] ¢l = 2int
9] 519lasl 5 ¢ W/\IRO I} ) 5ate] gQlo] ShdsE
mfojEe] RS v|X]= A o= yERdT, Moon} Yoo [30]2] &
oA QR 7L =& Hrto] SHIETL =11, Ry T}
UH2 Acto] ojigejieo] glof th AHE =5 HJEM = %5“01
2 Ao vehd, onyt *u

i Zgof Jlol B W e

Ale 7

(3) AxH|XFA 4]

Duhan S{10]0)] wk=H AH]2} %)) (consumer knowledge)
ot axB|A7} ozt Aoht Au]| 2o} phste] ZRA|AL Q=
L 9] 9 A3 Qs weh, Al B A E S Eol
7]od5tz0ll A AR e A AnfR) AR A2 9l oA )
d= olalish=t] Tagt 7id o QlAEar QlrH24].

Yoon [39]9] QA-Fol A= AHIARS] A4S “AH]ARY] AR

N

= =

7]e5- 2 (prior memory structure) Ujol] U3zl #j3%o) ojjgt <

516 | Vol.51, No.5, October 2013: 513-526

“Jak Zﬂ%ﬂ /Juf gref TA el e 4= Q= T Al
} Hq@S E%’S}j_ = A= (p. H)EkaL sHYict, o714 Al
= ol ZF AlFe] &4
l XW] 194 o] B A= Gk o= AEE Ynlsh AlE
O] AR wlolgt oju gk Aol thelf e ke 9 ARSRE A
£ onfsk= Aol
Alba®} Hutchinson [2]:2 #]4]o] 214/
WRUP KAE 7HAAL okl 245

= Al ] et el

04..

o u{m N

|

j;i

)

_\'_Fl

|

s

rulo

ox
N OH

2

L%

4

o N

et l

&

20 o =

rir o o

[RA

oo Ao
P 1 H ok oL
= o o ©
of ™ r‘E s
U] fr

H oL
ox -n
H L

ol
N
N
B3
i
)
Lﬂi :
il

‘L)j
o
ol
o)
£
[\
f=2)

=
o
o
u
o
O>~
ik
Y
1
i)
1o F
4
o
H
o
> 1z
o 2
F[O r:,_l‘

o i

1= oo 2 ox
[ =i

K of

ox g
B
2o
oo
T
o 2
H
S
S
[
@ 5
%2 o
°
£
o o=
e
RN
5 H
N
52
10 o™
E=Y
= o
fu
Mo

_1 {
1r1 s
ﬂlp F
oo
el
ol
o
X,
ol
fd
o
=
1o
o
ntto
oX
mio
olN
N
N
>,
N
LE
T__EE
o o

_va

Kiel?} Layton [20]9] 945 A Ash= 210
S}, E3F Park [32]9] Atoll= 4] A4 A8
=5 Ot 2 ZLOR YT, o714 S 2
g axHREo] A AZFSEof T ARl s Arh o
Qitfal A=A E Wal= Ao R ‘Uil Qb= “-Z(feeling
of knowing) & 5817 et W] kA 2 Aojgt A=
2xHRE2) 719 ol ARt AlEel tigt Aol T1efar
Kang [19]9] Q1704 7)§iA10] 234 2|43 A 214
7T QB A HERAN S2Zrof] LA A oBke vzl sl

Hﬁ_

(4) AF2]Rltet4] Hae
Chung [8]°] =] ofalr ARHlARe] 15
o] 7FA 2 Hk-Sa) gY=wlkSo] 2}

whet AH|A}
AOT AL RC
o, BEHkgol Apel7t
210 R LFERT E@ AR A5 ol whet s
= ACE YERLTE Han [14]9] f19tolxl= <
ol wpebA R 2fl7) Q=
15 et 2 o] webA e At
5 UPER,
ZEE 1 ib%—] ul Aole zx}q{ Fo 2 Sk Huh [16]2]
SAtollAf= dARo] s R } ] Lo} A1 B0
= AT 22
Oﬂ*ﬂ Chae [6]= 1A}

©
N
-~ -
)
rlr

>,l ]‘H JIH
2
=

www.fer.or.kr



SIYE YR AR et 2H|KIEHE X 2E2I=0f 2t A GHYAHIXIE tide=

w

7h ARG v S ok AEAS B wol 283l Aol
5 QA JHde o wWol 2HgivkaL P

S R QIARgaL AR, 1A g Z-go QLo
= 354 ofsheto] 36A1 ol AEET 3o
cho] el 2-go] whal 4007Hd o) Al
SjA| A Qlafgar HRY ego] il

Roh [35]9] @-tollAl= Aegoll whet =

2

o

H

(e

"

%

©

ai

32

k]

[

il

°

_O‘_Lv

®

fu)

1o

=

% 19 on o

AU L i

K

oo o M

L2 2 ()

o ol
—_ -

e

o

s

op

L

=

o

38

O,

i

(ot

Q2

-z

=2

30

2

o

rl

I} S
(ot 32
ro L e
o % I
do X g X @
oo O X Rl OOE X > (lo e

TEA 1 ARV, A 54, oREE AR B

BN

3. AR A1 SAo] ufel SFE R
AR Rt Anl2fe et B0l Zjolsh gzl

ATEA 4, BFYE AR TR O Lue o) B
Folwo] G vAE 81 RS2}

2. 0| Fo| Y ZAETO| 7
1) A9 54

(1) AHElelets) B4

AAthabare] Apelel el Welom ola, slel, e, U

45, AEolol] B B L,

(2) Y=

2 AgtollA LR TRt Jlelo] Ap4le] o HLof sl 7t
At wilel AER Holelsich. )% 24si7] 918 Cash
@} Pruzinsky [5]9] Multidimentional Body—Self Relations
Questionnaire (MBSRQ)ZH= th%]9] gji=2] AlAo]u]z]&
Wk Aeg 4, ekt Kim [23]19] 2459 & 1570 &%
2 & Aol U =sto] 54 YAE HE R S5

(3) vk ot

www.fer.or.kr

Family and Environment Research fer

aphel B4oRt ARRAg 4y ojrel Unele %

SAARGAIZIE 2ABIA O, o] 2o 4 s,

=
=
PUHHE ARG SR o} 8AlE U= o2 =PI

2 Aol A SRR T A4 olRt AR AR SRR
1k, Brucks [4]9] A 5
=, AR AR SAIRE] sl o= A
ol A7 Zlo] FlI7EE SA4stelon of
Zizte] tsf AmjR7E ol A
A ZH 10 & 302 57 HAE A= 578}

AR
o o2
T iies
)

RIS
pacs

rlr

)

i)

?

MN

o

ox

1o

ofr

=
o)

o
o
o, L0
5
%
O
ol
E
ox
Shs
u -
N

o
Kl

52
o

(3) 1 o] ol 2
1 9] ok Bakomis SR Tl ARl F oA,
ol AEARE: of, AEteol, A ol
s o), ABZAAR Sl ol SR

A AR o= AR

4) 3PFE AR AR E| tig 2R E 9 EEo=
2 ARl A= SRR A A O] gk 4m
2 Afelo] sYE 4
L golstar, 54
HYAE Armm S
W= Shim 5[37], Putrevud} Ratchford[33], Dodds %97,
Srinivasan 5{38], Childers 5{7]2] ¢lto|A] AMEE AxE B
SAtol] SHA| HEske] 61dta 53 YAE A S-Skl

B
&
1

oL
s
H
L
>
H
)
4
o)
N
>
fr
i
ox
2
-0,
4

ox o
ol
o
8
)
]
o
1o
i
i
o,
N
N
ol
o
N
19
e
i
— ox ox

5) FAE=TO| A1E =

\Vol.51, No.5, October 2013: 513-526 | 517



f &3¢ - 0l23]
er Family and Environment Research
Table 1. Factor Analysis of the Interest in Appearances
. . Fix & endeavor for Satisfaction with Interest in figure 2
Questionnaire . h
better appearance  appearance & weight
I always look at myself before meeting somebody to make sure | look okay. .823 .048 192 AV
| used to be concerned when my outfit was not ready. .810 -.004 .186 .691
It takes me a long time to get ready before going out. 782 176 .085 .650
| always make an effort to improve my appearances. .669 413 247 .679
| do not bother with matching my clothes, and wear the first outfit that I can
" nam ear e st out -.590 -079 -.155 379
get my hands on.
| especially care about my hair style. .587 .391 .092 .507
I try to buy the best available looks. 577 .283 3N .509
It seems that being beautiful is important. .566 .016 .537 .610
I often check myself in the mirror. .560 .334 .370 .562
Most people consider me to be pretty. .396 .768 .070 .752
I love my figure. -.281 .768 -.153 .687
My body mass index can be considered as sexy. .190 .630 .199 472
I'am a fashionable dresser. 452 611 151 .601
| know a lot about maintaining a thin body index. 131 .166 .799 .683
I'am concerned even with the slightest weight change. .196 -.055 744 .593
Eigen value 4.586 2.533 1.97
Variances (%) 30.6 16.9 13.2
Cumulative variances (%) 30.6 47.5 60.7
Table 2. Reliability Analysis of the Variables
Variable Cronbach's o

Interest in appearance

Fix & endeavor for better appearance .805

Satisfaction with appearance 712

Interest in figure & weight .663
Involvement in cosmetics 953
Knowledge related to cosmetics

Knowledge of cosmetics utility .878

Knowledge of how to use cosmetics .881

Knowledge of cosmetics’ ingredients/compositions 916
Attitude regarding information on the cosmetics’ full ingredients list .937
Utilization intention regarding information on the cosmetics full ingredients list 962

A Bazhe] ha QRS S Slol AR BAS A oL ARlEE W AR RS Al2iskt,

AlSFAEt, 2 kol ARG S k=5R0) A1Z]4 Cronbach’ o
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Table 3. Demographic Characteristics of the Respondents
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Table 4. Characteristics Related to Cosmetic Use by the Respondents

Variable Group N (%) Variable Group Frequency (%)
Age groups (yr) 20—-29 75 (25.0) First use of the product
30-39 75 (25.0) Skin care product Have not used 301.0)
40-49 75 (25.0) Middle school 92 (30.7)
50— 59 75 (25.0) High school 123 (41.0)
Education Under middle school 7(2.3) College 67 (22.3)
High school 81(27.0) Graduate school 15 (5.0)
College 192 (64.0) Make-up products Have not used 2(0.7)
Graduate school 20(6.7) Middle school 10 (3.3)
Others 2(0.7) High school 55(18.3)
Occupation Office worker/expert/manager 82(27.3) College 193 (64.3)
Salesman/serviceman/ 35 (11.7) Graduate school 40 (13.3)
self-employed person Functional product Have not used 6 (2.0)
Student 41(13.7) Middle school 3(1.0)
Housewife/not employed/others 142 (47.3) High school 28 (9.3)
Marital status Married 197 (65.7) College 97 (32.3)
Single 103 (34.3) Graduate school 166 (55.3)
Monthly <100 52(17.3) Amount of daily makeup Not at all 14 (4.7)
average income >100 & <200 72 (24.0) Base makeup 116 (38.7)
(1,000 Korean Won) ~ >200 & <300 74 (24.7) Partial makeup 86 (28.7)
>300 & <400 43(14.3) Full makeup 84 (28.0)
>400 59 (19.7) Use imported brand or not Use national brand 175 (58.3)
Interest in appearance,  Fix & endeavor for better appearance  3.53 (.48) Use imported brand 31 (10.3)
M(SD) Satisfaction with appearance 3.06 (.61) Use both brands 94 (31.3)
Interest in figure & weight 3.43 (.71) Satisfaction levels from Very dissatisfied 1(0.3)
Experience of side effects Have experience 164 (54.7) cosmetics now in use Dissatisfied 20.7)
Have not had experience 136 (45.3) Moderately satisfied 88 (29.3)
Skin types Dry skin 103 (34.3) Satisfied 198 (66.0)
Normal skin 48 (16.0) Very satisfied 1 @3.7)
Qily skin 30 (10.0) Cosmetics now in use Skin 294 (98.0)
Combination skin 94 (31.3) Lotion 282 (94.0)
Sensitive skin & others 25(8.3) Sun block 272 (90.7)
Foam cleansing 261 (87.0)
Essence 254 (84.7)
2) AuIEAF S 2EAT Cream 246 (82.0)
2Rl b Ao Euigal Aree] i ElE, Pack mask 232 (77.3)
o AEsk] 98 201149 3% 2001-212] ofju]2ALS Rs)s} Eye cream 207 (69.0)
glon], A detiof ARTL W SHE Al e 20 i Atk
’ Others 10 (3.3)
o ol Al o] 20m8-S o m ZeysIlt, ofH|Al A3 ol 300 (100.0)
HAF 2= olalfsh= gl F-ef7F ikl s E 217] whitof] & A

T2 IR ARSI R S B A= 20119 39 24914

22910l ARt AR Qe 2147 713K Bejee] o)
92 dpo R Aol AFBHE 200} ol Heloby F 30082

HA1S 918 SPSS ver, 18.0 (SPSS Inc., Chicago, 1L,

USA) ZRIE ARgSlglom, BAme thgal goh 24t

www.fer.or.kr

L) AR EE A58l $l8te] Cronbach’ o A&

o FAR A 43S utelsly] Qs Wi, W Hat U
FUAE AbESGIT), v Bl whE SRR AR 1A
Hof| theh AHAbe e, 28-0]1= 0] Zjol5 doliy] flsf Hatf,
FEFHAL, t—test, ANOVAE ARESFLOM | S H/dw A
ol ot AmlRpe i 9l 2hg-ojteof thsl] 1k Big=E0] 1A
= QS Holslr] flsto] SRlEAE AABHIH.

\Vol.51, No.5, October 2013: 513-526 | 519



s
o
g
=
rlo

lon

fer Family and Environment Research

Aty
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1) 7118 £4

2ol AR 300180 AFE|QIEETA] E/402- Table 3
oy, 2ApARRe] A 200, 304, 40dH, 507t 2kt 75t
(25%) 0.5 AR L2 A Bk Es AL AA S 2E
o ekl W £o| 64% 7P =9ko, theo e a1l
Sh/E0] 27%% F HARE A UEhslth 292 AgaE,
| 9l 7[E7} 47 3% 71 wekom thEo R A, A
2 QR } 27 3% =7 LRl s 13.7%,
o] 2l AfH| A A2 11, 7% WER T, W8T 252 200
1 Z3}-3007+ o138} 24.7%, 1008+ Z3—-2007+ o]3}
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7} 65. TP 34.3%R1 W|&Atol| vlsjA] =] Urebyict,
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WAL, QENkSe- 30605 7P WA repyih, mli B2kg- A
o] Q= AR 54.7%, = AR 45.3%% UERon, 1]
HERRJell Qo= 714 34.3%, B3I 31.3%= 7P Wkl &
A 16%, A4 10%= LRt

2) 3PE AR B4

Table 401141 AR AL SPEE ARS- B8-S HH, WA A AL
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LR o8 go] eI 7]57/d Al theEe] 0 9-(55.3%)2} o
oh(32.3%)7}F A WEtsdth 58] w2y Aol - arsst
W7} 18, 3%+ MR R A Uehd Zlo] 718 visit,

B P Aol QlofAl= 7|28 Pge] 38, 7% 71 =
Bl TR0 & RUESH(28, %) A EH(28%)0] Hls=gt
TR eI, SYHEE ARgolbo] QlojA= i EIE o]
BA7} 58.3% VERd WhH, = BES o]-8-8FAUH10.3%)
T 7RIS B ARgShs A9 (31.3%) HlaA] =2 Alo® U
ERtTh A AR FRl SR WSSk A= 66%5 vl
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Table 5. Characteristics Related to Cosmetic Buying by the Respondents

Variable N (%)
Information source
Internet 106 (35.3)
Friend/neighbor 62 (20.7)
TV/radio 36 (12.0)
Experience of samples 49 (16.3)
Salesman 27 (9.0)
Paper/magazine 12 (4.0)
Others 8(2.7)
Place to buy
Online shopping mall 80 (26.7)
Specialty store for cosmetics 61(20.3)
Department store 53 (17.7)
Single brand store on the streets 39 (13.0)
Door-to-door sale 32 (10.7)
Super market 17 (5.7)
Telemarketing (home-shopping) 13 (4.3)
Others 5(1.7)
Use samples before buying
Use 153 (51.0)
Do not use 147 (49.0)
Buy cosmetics by piece or set
Set purchase 80 (26.7)
Piece purchase 220(73.3)
Knowledge related to cosmetics
Knowledge of cosmetics’ utility 3.55(0.58)
Knowledge of how to use cosmetics 3.66 (0.59)
Knowledge of cosmetics’ ingredients 2.87(0.76)
Involvement with cosmetics 3.82 (0.63)
Decision—-making factor
Suitability with type of skin 139 (46.3)
Benefit 79 (26.3)
Price 47 (15.7)
Brand 26 (8.7)
Others 93.0)
Monthly average expenditure on cosmetics (1,000 Korean Won)
<30 75 (25.0)
>30 & <50 92 (30.7)
>50 & <70 58 (19.3)
>70 & <100 46 (15.3)
>100 29 (9.7)
Check the information on package
Always check 34 (11.3)
Usually check 156 (52.0)
Moderately check 79 (26.3)
Usually don’t check 299.7)
Never check 2(0.7)
Recognition of the information as per the cosmetics full ingredients list
Known 114 (38.0)
Not known 186 (62.0)
Propensity to buy the same brand
Always the same brand 18 (6.0)
Generally the same brand 134 (44.7)
Sometimes switch between brands 120 (40.0)
Always try different brands 28 (9.3)
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Table 6. Consumers’ Attitudes and Utilization Intensions due to the Information as per the Cosmetics Full Ingredients List according to the Personal Characteristics
of the Respondents

Consumers' attitude to Utilization intension to

Variable/groups information information
Mean (SD) D Mean (SD) D
Age groups (yr) 20-29 (75) 4.17 (.62) b 4.24(.63) b
30-39 (75) 3.98 (.48) a 3.97 (.53) a
40-49 (75) 3.84 (.64) a 3.94 (.62) a
50-59 (75) 3.94 (.54) a 4.01 (.55) a
F 4.180" 3.891"
Education Under high school (88) 3.93 (.57) ns 3.97 (.59) ns
College (192) 4.01 (.59) 4.08 (.59)
Graduate school (20) 3.95 (.53) 3.93 (.66)
F .661 1.378
Occupation Office Worker/expert/manager (82) 4.03 (.55) ns 4.09 (.53) ns
Student (41) 4.23 (.69) 4.29 (.73)
Salesman/serviceman/self employed person (35) 3.88 (.52) 3.81 (.57)
Housewife/not employed/others (142) 3.91(.57) 3.99 (.57)
F 3.731° 4.223"
Monthly average income (1,000 Korean Won) <100 (52) 4.01 (.64) ns 4.10(.76) ns
>100 & <200 (72) 4.04 (.56) 4.05 (.56)
>200 & <300 (74) 3.96 (.58) 4.02 (.57)
>300 & <400 (43) 3.77 (.54) 3.87 (.47)
>400 (59) 4.06 (.58) 4.13 (.58)
F 1.861 1.840
Married or not Married (197) 3.92 (.56) 3.99 (.54)
Unmarried (103) 4.11 (.61) 4.13 (.67)
t -2.732" -1.765
Interest in appearance
Fix & endeavor for better appearance Below average 3.88(.53) a 3.91 (.50) a
Average 3.92 (.63) a 3.99 (.61) a
Above average 4.13 (.55) b 4.20 (.62) b
F 5.667" 6.864"
Satisfaction with appearance Below average 3.96 (.60) a 4.00 (.57) a
Average 3.88 (.54) a 3.95 (.56) a
Above average 4.13 (.58) b 4.21 (.64) b
F 4.622° 4.909"
Interest in figure & weight Below average 3.89 (.54) a 3.96 (.55) ns
Average 3.98 (.62) ab 4.03 (.59)
Above average 4.08 (.59) b 4.14 (.64)
F 3.042° 2.559
Experience of side effects Have experience (164) 4.06 (.54) 4.08 (.57)
Have not had experience (136) 3.88 (.62) 3.99 (.62)
t 2.6817 1.429
Skin types Dry skin (103) 4.03 (.56) ns 4.07 (.59) ns
Normal skin (48) 3.86 (.68) 3.97 (.60)
Qily skin (30) 4.04 (.61) 4.00 (.76)
Combination skin (94) 3.98 (.57) 4.05 (.54)
Sensitive skin & others (25) 3.98 (.49) 4.04 (.60)
F .776 .263

D, Duncan’s post hoc test; ns, not significant.
'p<.05, "p<.01.
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Table 7. The Effects of the Characteristics Related to the Use and Purchase of Cosmetics according to Consumers’ Attitudes and Utilization Intentions due to the

Information as per Cosmetics Full Ingredients List

Variable

Consumers’
attitude to

information B (B)

Utilization
intension to

information | B ()

Utilization
intension to

information 11 B (B)

Characteristics related to the use of cosmetics

First use of the product Skin care product -.018 (-.027) -.036 (-.053) -.001 (-.002)
Make up product .034 (.041) .098 (.117) .068 (.080)
Functional product -.072 (-.106) -.131(-.188)" -.069 (-.098)°
Amount of daily makeup Base makeup (116) -.228 (-.189) .082 (.067) .260 (.212)"
(criteria; not at all) Partial makeup (86) -.320 (-.247) -.052 (-.039) 170 (L129)
Whole makeup (84) -.277 (=.211) -.071 (-.053) .10 (.082)
Use imported brands or not Use imported brands (31) 127 (.064) .185 (.092) .056 (.028)
(criteria: use national brand) Use both brands (94) .075 (.060) 156 (.122) .100 (.078)
Satisfaction level from cosmetics in currently use .013 (.013) -.038 (-.035) -.063 (-.058)
Characteristics related to the purchase of cosmetics
Involvement with cosmetics 150 (.187)” .166 (.204)" .052 (.063)
Information source Internet (106) -.121 (-.099) -.061 (-.049) .036 (.029)
(criterias newspaper/magazine) Friend/neighbor (62) -.318 (-.221) -.268 (-.183) -.003 (-.002)
TV/radio (36) -.246 (-.139) -.085 (-.047) .128 (.071)
Experience of sample (49) -.357 (=.225) -.153 (-.095) 181 (.112)
Salesman (27) -.260 (-.129) -.159 (-.077) .050 (.024)
Place to buy (criteria; telemarketing) Online shopping mall (80) .204 (.154) .222 (.165) .064 (.047)
Specialty store for cosmetics (61) .204 (.140) .234(.158) .093 (.062)
Department store (53) 271 (.176) .166 (.106) -.034 (-.021)
Single brand store on the streets (39) 313 (.183) .308 (.176) .076 (.044)
Door-to-door sales (32) 223 (118) .249 (.129) .060 (.031)
Super market (17) .210 (.084) 295 (.116) .138 (.055)
Use samples before buying Use (153) .014 (.012) .031 (.026) .029 (.025)
(criteria; do not use)
Buy cosmetics by piece or set Set purchase (80) -.047 (-.035) -.089 (-.066) -.038 (-.028)
(criteria; piece purchase)
Propensity to buy the same brands Always the same brands (18) .106 (.042) .015 (.006) .010 (.004)
(criteria; always different brand)
Generally the same brands (134) .040 (.034) .025 (.021) .007 (.006)
Sometimes switch between brands (120) 140 (17) .086 (.070) .004 (.003)
Monthly average expenditure on cosmetics -.019 (-.041) .01 (.023) .031 (.066)
Check the information on package 079 (13) 126 (176)7 .051 (.071)
Decision making factor (criteria; etc.) Suitability with type of skin (139) -.188 (-.159) =138 (=, 11 .045 (.037)
Benefits (79) -.306 (-.232) -.280 (-.208) .000 (.000)
Price (47) -.315(-.195) -.213 (=.129) .062 (.038)
Brand name (26) -.470 (-.221) -.297 (-.137) .109 (.051)
Recognition of the information as per cosmetics Known (114) -.009 (-.008) -.030 (-.024) -.038 (-.031)
full ingredients list (criteria; not known)
Knowledge related to cosmetics Knowledge of cosmetics’ utility -.017 (-.022) -.027 (-.034) -.001 (-.001)
Knowledge of how to use cosmetics .043 (.056) .035 (.045) .003 (.004)
Knowledge of cosmetics ingredients 122 (L164) 118 (L157)° .044 (.058)
Consumers’ attitude to information 782 (.767)"
Constant 3.763" 3.430™ .644
F 2.003" 2,197 11.288™
R 223 240 714
Adjusted A’ 2 31 651

'p<.05,"p<.01,""p<.001
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