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Classification of Cosmetics Consumers who use a
Department Store by the Q—-Methodology

Sangmin Whang® - Saeyoung Shin®
Psychologist”, Dept. of Beauty Art, Seokyeong University

Abstract

In this study, we used the Q methodology, which is considered an effective way to
identify and assess the characterization of the human subjective consciousness, and we
intended to carry out a scientific approach to classify cosmetics consumers in a
department store. The purpose of this study is to identify the dimension of recognition and
the characterization of Korean women who use a department store, as well as to classify
cosmetics consumers in a department store. The analyzed data was divided into the top
10 questions and 10 sub-items, and it was then classified into six consumer types,
depending on typicality of three factors. The three factors were ‘effectiveness’, ‘goal' and
‘congestion of shopping'. We named and analyzed the features of each type through
in—depth Q workshops in which 22 professionals participated. This study is meaningful as
it used the Q-methodology instead of statistics which had been used before to classify
the consumers, so that the ‘subjective’ estimation was analyzed into ‘objective’ types. The
results of this study are expected to be useful for creating a marketing strategy for the
cosmetics industry.

Keywords : Q-methodology(Q-2212), Subjective consciousness of consumers(AH|XHe] F=2tH

OJAl), cosmetics consumers in a department store(23tE SHAE AHIXH, consumer
type(AHIXH )

TCorresponding author: Saeyoung Shin, Tel +82-2-940-7812
E-mail: syshin@skuniv.ac.kr

r
e
4
rr
N
<
N
Jo

b

e MBSt WS Hl X220 260 OIFUHES

30



El]

I

0

wr
B[N
o3
<F
ioll
xr
i

ol
&r
ai0
%0
o

L=
=]

==
=

b

<]
=

PS
(=}

q

A FEEN A=LH0 THet

SH 18 0ICHKIm. 2008).
[05,)

FE2e At of

5
>

=

Ol

A HIX

tCh.

110
Jo

2101 Ot

=
[

t

110
Bl
BJ

2

ol
IF

X
A

EHO Al

pS|
(=]

13}

D

b ElBA

A=
=2

HMot Ot

bN|
(=]

EE e

=2

J
o3

SHA
==

M=ol 2

NEISY
Lt O &0l A

JJ

-

3J

AHIA

ol
/g
Ik

o

70

Rr
ol
W
pill
)

1

Botel

=
=)

2(Sunwoo, 1991), HZ2ldAES

b &3(Kim & Hong, 2009)

%l
3

b

A HIR

F

S
uid

AHIXE AlE2

ol CH

o A

20l A

=

1o
Ok

t80lck=

3

‘HH
=5

HO4

1o
Rr

b

= ZZ20A Al

Fot

2 Sl

2

=
o

AZ A

off &2l&H

9

=l

o201 04,
o REo2 P2

—

[

D.Ol
— =

q|

tets AelstH
HStEOIM Rots AHIL

[s]

iioJ

X Zot207%t
0l g5 0A= SEO0IL

&

—
s d

et ARLIN0IE OI20 AAHA

SH
=

244

OICk.

0:1/\‘1

b

S
ef

B

3

—

=

. Orol D1 oAl

(=]

Z A0 o

o

(=
or

[

tD Az 2

FES0I DRI e

’

b

JE2SZ AHIA ZHez +

k=l

1l
0

ol
B0
ok

R
ol

oll

1
[9]
70

<N
)
ol
Ol
(&3]

)
X0

]
z

o

0l

o
R0
)

X0
ur

ol
Ul
olJ

iioJ
%0
ur

ol

o

AX JHEOIA

2= QICHSimon, 2014).

-

ioll

ol

iioJ
80

ol
%0
ur

180
ok

ol
2!

ZO0IM JHelel

JJ
1}

b

i
o

A O
S =

(Brown, 1995).

Il. 012X i

O

RO

o)

Ok

o
ulo

o)

U
3l
0

iioJ
oF
1]

It
B0

31

il Stephenson(1953)01 2

ol

HIAt RE A€ 2

A
il



b X0l

C SHES0 I U
iore Dl

0|

S0l

st

el

a

A
~

c2 2

o

Ol ZAF et Xts
=

[
[um

h A%l
1E0A 608

5
5
i OIOIXID| [

[

Ol
HO ZO0

H20& 5

5

ENBES

A0l 2
2 Jts
tCt.

4t
A
ol ot

i

e AR S0 HI

A

Ol Jral AgHAel

=
=

oA AHIXE

0f

A ES=DAR

otAl o AlE

oIxl mer

o
ng

S
KE

0

<r

ol

HA

[§

X8
REEE!

0l

HAH

O
2 FAZACH

Gt otEE 0 WE F0HIHE N T

2

=
S

0l

=
o

AZLD HE Dl

A —

HO

=
=

olcigt st&E

2XHOZ LIHX

EZ0ICHChun, 2005).
BIAtSl 10K

F

A
(=]

t

Shin, 2008)5t=

EoAly

K
Rl

3l

=
oll

et

A
2HIAF S04

I

=, ctol

BIXtel 20K

o)

=
—

=

=

=, 0BHE 3o o

I A

2l

b

1
e

X0

180

=

1) AHIXE T

Sdoiu ct

o
=

ol
1)

Al

olJ

0
I+

o3

Bl
k

]

0
7l

Ct.

o
=

AT
T

’

i

otA20

b

=]
2!

F

2 HECH, FHt 2

t

|
3

t&E AH
Wl

3

t

tCt.

=
S

of o

ORAl JIAL &
(Table 1).

A0A At
oA
0 &
XD A= 20~500 (822 Xl

dol HAote €

OR& OHLIK
LM 2%

pS|
(=]

0l
OIRUH[CH, 20134 28 122E 38 2920HAl

ASE0IL ZAHHAZ2 &9

!
P

3

t

CtE

2

& E
o1&

21 oH
=
=
[
3
[

[

t

bs
AHINE2 JIE

e =gt
= AU

o5}
o

|.I|-

orol O A0AE HeE
3

22 01820 XLk

=+ AACHYoo, 1999).
ASMH,

|20 UCH
Olcte S8 RSHENAS

JHN D

=

t&S 00X 2t

3
HE A

Ol0IXl
32



Table 1. Composition of Q—-question

Representative Question

There is a sense of accomplishment and pride after becoming a department
store client because it feels like you are the only one receiving DM'’s,

e—mails, and texts about new products and sale information.

Since there is a feeling of lack if one visits a department store and buys
nothing, that person will at least usually purchase a reasonably—priced

it seems

Although in the past imported cosmetic brands were insisted on,

that domestic products now have better functions and are more effective.

Using proper skin care is also the same as using luxury goods.

It is better to invest in self-development,

rather than shopping for luxury

Kiehls is a popular brand that is also affordable.

If it isn’t luxury brands like ‘Chanel’ or ‘Dior’, it seems like people will not

give you recognition for using foreign cosmetics.
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3.4050
.0473
.3404

3.8914
.0540
Simple
Dream girl
Facf0r3
Common Girl
in Apgujung

Factor 2
.2931

72)

Tough Lady
Faétor 2
Enjoyable
Shopper

1

17.2094
.2390

.2390
Special Shopping Space

Factor
Elegant Shopping Space

Figure 1. Structure of Cosmetic Consumers

City Slicker
Fac.torl
Generous
Gentlewoman

Factor
Variance(%)
Cumulative(%)

Eigen-value
Percentages of Total

Variance

Table 3. Eigen—value by the Factor and Total Variance (N
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Table 4. Standard Score by the Type
Type Division Data
‘Q Number | Q14 | Q93 | Q@62 | @21 | Q59 | Q1 | Q69 | Q90 | Q89 | Qo5
Mean 1006 | 994 | 10.03| 968 | 9.18| 953 | 921 | 938| 9.15| 9.24
Tpe | Standard | 4 oo0 | 509 | 1603 | 2.383 | 2.645 | 2.107 | 2.280 | 1.809 | 2.311 | 1.72
Deviation
Typicality 104 194 | 191 | 166 | 152| 149| 147 145| 131] 1.30
‘Q Number | Q94 | Q43 | @20 | Q71 | @32 | Q92 | Q18 | @47 | @30 | ai7
) Mean 385 | 388 | 382 | 376 | 418| 435| 435| 459 | 426| 476
type Siese 035 | 2143 | 1.898 | 1.876 | 2.249 | 2.662 | 1.889 | 2.35 | 2.287 | 2.583
Deviation
Typicality | —2.05 | -2.03 | -2.03 | —2.00 | —1.77 | —1.61 | -1.59 | -1.58 | -1.53 | -1.40
‘Q Number | Q60 | Q76 | Q80 | Q25 | Q54 | Q89 | Q42 | Q37 | Qi | Q40
. Mean 105 | 10.06 | 10.00 | 9.33 | 956 | 9.7 | 950| 906| 9.06| 9.8
type Singlene 041 197 | 190 | 1.71| 164| 163| 159| 1.46| 1.46| 145
Deviation
Typicality 241 | 197 190 | 1.71| 164| 163| 159 | 1.46| 1.46| 145
‘Q Number | Q30 | Q92 | Q39 | @83 | Q71 | Q20 | Q26 | Q27 | Q15 | Q48
A Mean 389 | 339 | 394| 417 | 489| 478 461 | 444 | 467| 472
type Standard | 5 510 | 2004 | 2.711 | 2.662 | 3.085 | 2.487 | 2.033 | 2.455 | 2.401 | 2.445
Deviation
Typicality | —2.28 | -2.25 | -2.17 | —1.87 | —1.63 | —1.61 | 169 | -1.55 | -1.52 | —1.40
‘Q Number | Q22 | Q89 | Q42 | Q10 | Q4 | Q68 | Q54 | Q25 | Q23 | Q4
5 Mean 10.00 | 10.60 | 9.35| 920 | 9.70| 930| 935| 920| 870 | 890
type Standard |, 275 | 1789 | 2.455 | 2.085 | 2.050 | 1.895 | 2.601 | 2.142 | 2.250 | 1.997
Deviation
Typicality 215 | 213 | 166| 148 | 144| 144| 142] 137 ] 125| 123
‘Q Number | Q41 | Q94 | Q15 | Q20 | @81 | @81 | Q2 | Q18 | @85 | Qw
5 Mean 285 | 295| 335| 340 | 440| 430| 465| 455| 465| 495
type SiEneiee 1725 | 1.669 | 2.134 | 2.186 | 2.037 | 3.063 | 1.899 | 1.605 | 2.455 | 2.929
Deviation
Typicality | —2.42 | —2.39 | —2.22 | —2.20 | —1.67 | —1.63 | ~1.44 | -1.40 | —1.24 | -1 21

35



=)

H20& 5

ENBES

[

At

i

Z10ICH

2]

Jl

o3
<k
ol
RK
o
oF
i0J
i
J

o

ALt

o
=

b

S
=2

OS2 HaEUA 2

ZE0l @

9|

i0)

ur

L
)

kA2l J1F0l ot

O M, At

03
<+

<N

bl

[ut]
I+

Rr

0l A= dHlu

a0

cl0l

I

BA0)

J
KK

ol

ol
&I
oD
D

o]

ol
Rl

<N
B

4
A

Ao

o1

R0
ur

i0J

)
o

i)

=
[

PPS-ENS

Ol A
=2o

9|
U= &g 2H0let I MH20ILCH

U

0

Lt THeHAIZOIT, O

s
=

Al
=

1

0
A0

110
1]
0

o

0

1o E4
[

X
(=]

st

| ar0llA 2

9

BZohl 20 X

Ct S0

il
ur

oy

i

Ao
80

<

ol
Oy
=
[N
o3

o

tE A, Jtset g0

110
KO

I

ol

<J

ez It

JJ

)

ol
0

ol
il
™

)

0l

MHIALE Ol

|

t

oA

F

i0J

uir

ted

22to10A 0D

ZEHOILE

y o

s5et ZCh

Hio
K0

t

FHEOIA &

H

D
fall

g
Kr

HCH

+

289 FMEDI A
A= 2301 O 0

g
=

Standard
Deviation
2.472
2.205
2.417
2.049
2.562
2.532
2.593
2.062
2.639
2.277

Mean
9.56
9.31

9.18
9.17
9.17
9.15
9.08
9.00
8.86
8.83

it

’

(or anti-Japanese

and patriotism

Representative Question
“road shops”, in that they appear to be classy and special.

Even if you don't buy luxury brands for everyday use, you can buy
Although in the past imported cosmetic brands were insisted on,

them as a wedding gift.
seems that domestic products now have better functions and are

Cosmetics from a department store are simple holiday or thank you
more effective.

gifts.
It is better to invest in self-development, rather than shopping for

luxury products.
The displays in department store makeup shops are different from

Among imported brands, Biotherm is a brand that is affordable to

The Biotherm Homme product line is well-known enough to give as a
even people in their 20’s.

Using proper skin care is also the same as using luxury goods.
simple gift to males.

Kiehls is a popular brand that is also affordable.

Buying domestic cosmetics,
sentiment) are different issues.

those in

Number
Q 89
Q 14
Q 25
Q 62
Q 60
Q 80
Q 22
Q 21

Table 5. Mean and Standard Deviation of the ‘Special Shopping Space
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(2) 01t AZZ2A229| 014 T HA, JH0| =2 =2 X 2L0t0r stChi) Y=Lk
SHOlAEE LA Ao ez M= AESHA 0I=0] HalEUAM Adole 852 28 20/,
SHSLE ATE a9 AH 32t & SEs 20| 5, It 22 MEez, FES2 0l didh
£ XA 2=l 012 &2 &2 AHILE 20l E8st S=0| Ot A2E2z Z0| HENA A&
TAEANAM LIEtLH=O HluE SHH IH O0H et 0|RIt SiCtD M=2stCh JHel=Eel S=01210
8RN 210 IRl AT 2RE FF5k= HOICHL 4 SHIIENA O] 222 HEH X2 ==L 20
P Lols “Us METOZ I Hote U2 2 (tet 0I=0| HIENM FESS AHGE Itsd
HES F0HE £+ AL Tt J8H BH Xe A 0l Zet&ICh 34 IHEZ2 WM = & F0H
OICt. O0I=2 AHlgis 2t20ILE EFRIE Uictle & Ol %= AIHEZ2 UWIENAN =LJESS F0H
AME 2Y6ILh G2 AIEe22H UE <0ict ot= AHIXHOICH OIS0 dS5te &y &EE B2
Sgst HRE 2= A0 gAHGOD =0 A2 e A, T8, ‘A&, BIE 52 MS
Ao Hes AMZYN OISt L8t S3 10 FAGH OILt & CtEg S&2 & =2 SeHE0|CH SFRISE,
0 0I=2 AZ2lif SRst A2 =0 IS HE OlI=: &Xt Halol &iles s=US8HE NE
H 2= KXol st AIM0ICH ZHEL HRE =L MOHH, BX U2 SN U=z BHEL NES
AN, AHIE Soll Ml =2HS SE6HH TE A 2AS =2|J|E ST ‘Roret AEB2Y 2Eo H
St XHA0l SEotH At H0l YAHGICHD M 246t U EFEX= Table 610 2L
Table 6. Mean and Standard Deviation of the ‘Elegant Shopping Space’
Number Representative Question Mean Star)de.lrd
Deviation
Those who buy domestic cosmetic brands at department stores are
Q 20 ) 3.94 2.168
probably people who do not know how to shop or are just lazy.
Those who buy cosmetics at department stores are people who use
Q 94 . ) : 4.08 2.431
expensive or other—level products, which the general public does not.
Since there is a feeling of lack if one visits a department store and
Q 92 buys nothing, that person will at least usually purchase a 4.28 2.623
reasonably—priced lipstick.
Q 41 After purchasing g prodgct from an fexpenswe prand, one will 456 5 479
purposefully take it out in front of his or her friends.
Q71 If the familiar employee.whg.usual.ly takes gare of you is not at the 458 5 477
department store, you will visit again on a different day.
Q 30 You watch luxury brands’ launching shows through the internet or on 468 0 577
a smartphone.
[t feels like a loss if you buy cosmetics at a department store that
Q 81 ; ) 4.81 2.160
are from a domestic brand and not an imported brand.
Q18 If.|t |snt.luxury brands.|.|ke Chan.el or Dlor, it sgems like people 493 5016
will not give you recognition for using foreign cosmetics.
There is a sense of accomplishment and pride after becoming a
Q32 depa.lrt.ment sFore cllen't because it feels like you are the only one 5.01 0 586
receiving DM’s, e—mails, and texts about new products and sale
information.
Q 43 It seems like makeup cases from foreign brands are more high class 510 5 628

and sophisticated than those from domestic brands.
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Table 7. Representative Characteristics and Image by the Type

Representative Characteristics

Shops according to product unigueness and

price—to—function ratio rather than brand loyalty.

Sensitive to price. So after researching, they will make

purchases through the cheapest method.
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Table 7. Continued

Type NaTrgseof Image Representative Characteristics
Purchases various everyday household items, including

Women who cosmetics at department stores.

seem Rightfully enjoys department store membership services and

° Generous middle—aged is not particular about price.

Gentlewoman | with an aura of Thinks of cosmetics as expendables and places more
relaxation and importance on rationality than whether the makeup is
grace domestic or foreign-produced.

Loyal to brands that they use comfortably
Visits department stores to fulfill the desire to appear
well-balanced.

People who Makes purchases from brands that they think to be

tSr?:mw;?ki:g n somewhat luxury as a reward to themselves.

3 Tough Lady class, living Sensitive to price so they aim to consume frugally, but will
their own lives make impulse purchases when it seems necessary.
diligently Feels satisfaction of using luxury goods by using

department store cosmetics.

Chooses well-known brands whenever possible.

Enjoys department store shopping and places importance
on the consumer experience.

High interest in trends, new products, and limited editions,

Woman who .

) and makes more purchases from foreign brands

4 Enjoyable seem to have comparatively.

Shopper a young . . . .

lifestyle Shares the shopping experience with others and sufficiently

makes use of events and membership services.
Prefers foreign cosmetics and brands that they can show
off in terms of personal taste, story, etc.
Visits department stores as a pastime or a special
recreational place.
Has a basic level of trust for department store products
and services.

Simple Simple—hearted Consumes mainly medium-priced brands and sale products

5 Dream girl consumer that are more affordable than high-end brands.

Image More sensitive to what is popular nowadays, rather than
which brand it is or whether the makeup is domestic or
foreign, and needs a reason to feel proud (free extras,
membership services) in the case of making a purchase at
a department store.

Uses department stores regularly, especially preferring the
luxury goods section.

Consumers Always purchases luxury goods and thinks of department

who seem to .

. store shopping as natural.

6 Common Girl | have a Are enthusiastic in i

in Apaujung | conspicuous ' purchases that.are for dolling themselves
consumption up, and judge others based on this.

shopping style

Thinks of makeup as everyday products and buys mainly
foreign luxury goods from department and duty—free stores,
often staying loyal to certain brands.
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