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Skin Care of Women in Their Twenties
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Abstract This study examined the importance of the skin care source on the consumer's general characteristics
(lifestyle, residential district and income). The questionnaire survey results showed that women in their twenties
choose dermatologic clinics as the best source for skin care. The three-way ANOVA using three variables (lifestyle,
residential district and income) showed notable differences between the dermatologic clinic, newspaper?magazine,
family?friends, and internet sources. Some suggestions for a marketing strategy were made. For example,
newspaper?magazine targeting high income consumers is a good means for dermatologic clinics in Seoul and the
Internet is better than other sources for other industries in Daejon.
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Rotation 2.91%4](Factor Analysis)2-

v
[UO

A
odate] gho] Z el gt o] 41 =} E}%LE
& A5 R7] 93 Cronbach's a & ©]&3 &4
(Reliability Analysis)S AHE-FATE HgE QRlel wl&
glo] Z2ElY JHEFE 98] 8R1HGE ol & v
#2(K-Means Cluster Analysis)S A A8}t
SHHAE| Z B, AFA, A5)T FE5H(F

R d)zie] o4 ARAE 1] Askd
Three-way ANOVA(MAWHFEANE AAe19T

al 136
(54.4%) A& 7711 H] 92 1147(45.6%) 2= o
HAA GO odo] MEAHe o durt wokrh

glo]|ZAeldE R B e Akl o] 9678(38.4%)
ow 7P wotew, angow 37 ALy 807
(32.0%), Fr3/7E ALy 749(29.6%) o2 LERS
o}

AR AHEH 7P| &50] 200-3007H ] RF
o] 75%(30.1%) .2 7} wekom, 2007HH] W 647
(25.7%), 4007+ o] 5778(22.9%), 300-4007H W]t
539(21.3%) <=o2 YERTh

Table 1. General characteristics of consumer (N=250)

3.2 2to|ZAEfHUOl 20l ME EF

=
FAE A (Principal  Component
Analysis), Varimax WS ©]-83}% 31 [Table 2]9F %
o] & 57] 812 AFAAHS

ol

Table 2. Lifestyle organization factor

uestion Factor
factor order q No loading Cronbach's a
’ amount
27 0.760
Aggressive 28 0.746
tendencies 26 0.663 0.745
20 0.643
19 0.628
14 0.859
Appetite for 13 0.726
showing off 15 0.699 0786
12 0.650
Desire for health > 0.788
esire Jor fiea 6 0.749 0.653
and beauty
23 0.552
Pursuit of 38 0.789
;:‘;e © 37 0.676 0.657
36 0.602
Egalitarian 31 0.857
thinking 32 0.854 0690

7+ A8 (29.6%),
3(38.4%) 0.2 BHatgtt.

Table 3. Cluster classification of lifestyle measurement

category Frequency Percentage

™) (%)

Fashion/sensitive 74 29.6

Life style Insensitivity 80 32.0
Rationally 96 384

Living  Seoul-Gyeonggi-do 114 45.6
Place  Dacjeon 136 54.4
Less than 2 million won 64 25.7

In 2 million won- 3 million won 75 30.1
come 3 million won- 4 million won 53 213
More than 4 million won 57 229

Item
Fashlf’“/ Insensitivity Rationally
category sensitive (1=80) (1=96) F  p-value
(0=74)
Aggressive 5 ) 2.88 362 4872 0.00%**
tendencies
Appetite for 5, 268 281 358 0.03*
showing off
Desire for
health and 327 2.16 229 6580 0.00%*
beauty
Pursuit of 3.26 297 234 5322 0.00%**
fame
Egalitarian
- 3.86 441 459 29.83 0.00%**
thinking

*xkp< 001 *p<.05
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Cronbach's a5 AHEsFe] #4938 Ay}, 5714 291 o},
B5 )R] 0.6S 238t 2SS gRE 4 9l 2 AFA] TRl gle] T2 FRARY AU F
Ak, 28 Augen et AL, nyFur Jeldes
(Young Adult)®], Bo} ZEA o2 Al=E 4= gle 94
3.3 D8z | 8 P s FasA Az Wiro® HAr) oz
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Table 4. Mean and SD of the Skin care Source’s e AAeE et 2
Importance
No. Skin care Source N Mean SD 3.3.1 E|-=,'-E|-9.|-°|:.|9_| %RE
1 Dermatologic clinic 250 4.03 0.851 lﬂ—‘?‘—?{r?/] ;(cq) E.%Q_E/H ﬁ] ]_/] o_]/] Zonl A
2 Family-Friends 249  3.75 0.816 _ e R
3 Skin care shop 250 372 0.810 A& a2 A [Table 5194 o] 71548t &5 7J°ﬂ T+
4 SNS-Internet 250 349 0.938 oAl zto]7} UERGTHp<.01).
5 TV-Radio 249 342 0.796 =
6 Newspaper-Magazine 248 340 0794 [Fig.1]o1A B3 vk} 2o] Yol 2001 vkl
al 49, Agurks B AR 3R 9e
PR FREg A éﬂr 200 oy T FEALC7IaL ARIEE Rk daSel 400t el
H]X]—-—‘ JJHE]' -40‘] o 7}_ _9_/\]—5‘]—‘__ Tl.g.i EX }\OL?_]_ ]1:}%91 76]_?‘, EH@E-D]"‘E‘ /\1% 07] 7‘]'ZI—X]'7]' ﬁ]l?—‘
el Kol R o = = Ao )
B2 3 Gge2 S ATAY 8 24 5 A% e,
A Zal mEo| Lolh SR o9
9, 1 A7) g ool 20 olge) Aol ETEE S mold g gl
HIZE o238 o]4-2(2014)9 ATelA= HtiZ
- Table 5. The Importance of Dermatologic clinic:
27 AEo A AT 9 7}E = 0 Eax
Aol AuslezA % =5 ARlE S Three-way ANOVA
A= AF7h 52.9%E 7P welal theo R RIHU
} df  MS F
35.7%, EH%EHZ]] 8.5% ﬂ%@'xl 16%%2% L]'E]"/T}:E]— . Living Place 1 0.019 0.028 0.513)68
[23]. :2:;; Income 3 L1788 1745 0.159
_ . Life style 2 1448 2144 0.120
Ry O FHplaxRe HOHE A 3
HG3(2009)> FHMEARIORA HWITRA 7 Living Place s aoss 455 000
B g o g B AT NS Fekom 4], < Income o8 o
} 3 . Living Pl
w3 £3371(2008), E33(2008)9] ATNME THA x”i‘i’fi s;f: 2 0647 0959 0385
Ao e ARE A& B3 71 Bo] d=rla Interaction Income 6 0722 1,069 0382
_ _ _ effect x Life style ’ ’ ’
sfol, ¥ ATANE NH st ATi7,8,13]. Tving Place
3 o fAEo] yREAdg o] 3 ARG %E% % x Income 6 1.125 1.666  0.130
_ x Life style
AREE A1l #](2013)= 3 ArETE Fofl o] Fofxl 1 Error 25 0675
A, AEYEIA ARE AE A7 545%2 915 i} Total 249
Aaha QlEEs], ol ¥ Ave} Aola Agea g P
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Fig. 1. Significant Interaction effect for Dermato-logic
clinic (Living PlacexIncome)
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o) 4Ql Aol7t YeR}A sttt
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A 2R QS 7H ol o83 Ao ek
TH26]
Table 6. The Importance of Skin care shop: Three-way
ANOVA
df  MS F p
i Living Place 1 0.575 0.878 0.350
Main
Income 3 0.044 0.067 0.977
effect .
Life style 2 1.451 2215 0112
Living Place >y o0 1671 0.174
Income
Living Place >, 600 0020 0396
Life style
Interaction Income x
effect Life style 6 0.483 0.737 0.621
Living Place x
Income x 6 0.384 0.586 0.741
Life style
Error 225 0.655
Total 249
3.3.3 ME - ®X|2| 32
sRgeAngo s AR Fant 45
|32 4] Table 77 o] AFA|9} A5F} gfo]Lx
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Table 7. The Importance of Newspaper-Magazine:
Three-way ANOVA
df MS F p
X Living Place 1 0.402 0.655 0.419
Main
Income 3 0.756 1.233 0.299
effect -
Life style 2 0.023 0.037 0.963
Living Place >3 g 905 1622 0.185
Income
Living Place > 501 0964 0.383
Life style
Interaction Income x
.54 . .
effect Life style 6 0-546 0-89 0.503
Living Place x
Income x 6 1.470 2.397 0.029*
Life style
Error 223 0.613
Total 247
* p<.05
4
I
M
P 375
0 [ 50Ul Gyeonggi-do
R LY
T 35 * = = [acjeon
A e
N o325 St
C
E
3
Fashion/Sensitive  Insensitivity Rationally Life Style

Fig. 2. Significant Interaction effect for Newspaper-
Magazine (Living PlacexLife style)
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Fig. 3. Significant Interaction effect for
Magazine (Living PlacexIncome)
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tato] Al P A5 A3} [Table 813 o] F-2]4¢l
2pol 7} UEhA] ekgkront 20t o]Ake] oA AH|AE
ﬂh}gif& AEF011)e ArelAE Ir-aAe s
SAZ27F fro42l Aolg BT, & 99 A5
o] 300-4003+H] 1Rkl o] AJo] & -y
3 ARE Wol du g Ao ERIT27]
120119 AFolA= FHnE RO
A 40-500) AHAE TVRIE w9 FAEHE Ao

2 UERSTH28].
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Table 8. The Importance of TV-Radio: Three-way

ANOVA
df MS F p
R Living Place 1 0.010 0.017 0.897
Main
Income 3 1.046 1.670 0.174
effect -
Life style 2 0.331 0.528 0.591

Living Place > o h1e 1045 0.123

Income
Living Place > 4g0 0766 0.466
Life style
Interaction Income x
offect Life style 6 0.692 1.105 0.360
Living Place x
Income x 6 0.615 0.981 0.439
Life style
Error 224 0.626
Total 248
* p<.05

3.3.5 7% - &7 - x2le| ZRE

RPN AFATFANY FaEE 4
SAG232 A [Table O]5 o] A5t eho] x2mehe)
2ol 949 Aolh vhebstap<01), EE AFA 5}
el Z ekl qte] fol4el Aozt bttt
(p<.05)

% AxE3] A% FYNE Y gee 2
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Fol A%l gAY Pre] AHAT-AAL
spgRg oA Mg B Axska gl

EE A9 39 Gty el
A7k AR F2 AT e 53] 713
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nrh S AT ANE Fagndow xska ot

E3] TA53(300-4005H PlRhelAE A7) A
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A 9(2008)2] AT 7o EEFdE A5
400%HY o]/}l Aol thE 1AlE Rt BRI A
& 33 5HEA ARE F53hs A0R el
[13], ©131€1(2009)2] Aol M= 7Fde] €t 250
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Table 9. The Importance of Family-Friends: Three-way

ANOVA
af MS F o
_ Living Place 1 0318 0512 0475
Main
Income 3 0425 0686 0562
effect -
Life style 2 1710 2758 0.066
Living Place >3 050 1035 0125
Income

Living Place 0081 0130 0878

Life style
Interaction In'come x 1910 3080 0.006+*
effect Life style
Living Place x
Income x 6 1.511 2436  0.027*
Life style
Error 224 0.620
Total 248
* p<.05 ** p<.01
| 4.5
m
o 4,25
: 4 ~ z / [ ashion/Sensitive
¢ -~ : o = |nsensitivity
a 3.75 4 O] . s+ Rationally
c ~ P
n 3.5 L - o
e

3.25

Lessthan 2milion 3million More mcome
2million  won-3  wond  than4
won million  million  million

won won won

Fig. 4. Significant Interaction effect for Family- Friends
(IncomexLife style)
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Fig. 5. Significant Interaction effect for Family- Friends
(Life stylexLiving Place)
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Fig. 6. Significant Interaction effect for Family- Friends
(IncomexLiving Place)

3.3.6 247|HA S QEWS F=

VRgEgEgo Ry 2AAML T AEUY] T2
ol thske] AHARFEA T A, FavteA AFAE
2 949l 2]z} EPTH(p<.05). [Table 11]o]4] 1.
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e

AF AL FIEE [Table 10]3 2o AFA9 A%
7} gho] eI ] 941 fe] 7k LG TH(p<.05).
Z FEAA A F 53]t AFAE LEAH
S AEUARYS o F84] 9713 AN, Bolek A
& AAEZFTNA AT A YL A AFAL] £ A
Y FAE7F 2 AolE Hol e, IAEZTY A
SAFAE B ARGE A B 1AEk gle W,
IAEE A AFAE 2 AR FaxE dlag
=A A8 ATk

T AEF2011)9 Aol EH A5EE 100
Th Rkl of o] thEod ru} I 5Tk FRE QIE
Jg B3 ®ol] 4% oz Yelti27].

o]frR1(2011)¢] 20-50th 143 AH|AE PO = 3

706

HEEA] 200= <l

E
<3}
1=

Table 10. The Importance of SNS-Internet: Three-way

ANOVA
ad  MS F p
Living Place 1 3.382 3.992% 0.047
Main Income 3 0417 0493 0688
effect
Life style 2 0.261 0.308 0.735
Living Place >3y 014 5140 0,096
Income
Living Place ", 411 0485 0,616
Life style
Interaction Income x
offect Life style 6 0.543 0.640 0.698
Living Place x
Income X 6 2.227 2.628* 0.018
Life style
Error 225 0.847
Total 249
* p<.05

Table 11. The Importance of SNS‘Internet: main effect

N Mean SD t P
Livi Seoul 114 3.37 1.03
iving
- 3.992% 0.047
Place D135 360 os4
jeon
* p<.05
4.25
I 4 v 4
m ')
: 3.75 'a —Seoul, Gyeonggi-do
- ’ .
r - - == ww Daejeon
t 35 4
a N/
c
. 325 N
e

3 milion Morethan Income

won-4 4 milion

Lessthan 2 2 million
million won-3
million million

won won
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Fig. 7. Significant Interaction effect for SNS-Internet

(IncomexLiving Place)
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