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Abstract

The purpose of this study was to examine the differences of the information searches
and purchasing behavior Korean men in their 20s and 30s, focusing on cosmetic in-
volvement. Research methods consisted of qualitative and quantitative approaches. For
the qualitative approach, in-depth interviews and participant observations were con-
ducted to investigate male customers' cosmetic characteristics in information searches
and purchasing behavior. Then, the study conducted a quantitative study methodology
based on the questionnaires from the in-depth interviews, participant observations, and
literature review. The study surveyed 340 Korean men in their 20s and 30s. The cos-
metic involvement of the target group was classified into the amusing high-involve-
ment group, the rational low-involvement group, and the obligatory high-involvement
group. The results from this study indicated that the groups of male customers classi-
fied by cosmetic involvement showed statistically significant differences in terms of
information searches and purchasing behaviors. Especially, the obligatory high-involve-
ment group generally displayed high-involvement traits likewise the amusing high-
involvement, was more similar to the rational low-involvement group regarding cost
effectiveness than the obligatory high-involvement group. Moreover, the classifications
of men generally had different characteristics of cosmetic purchasing behavior and
information searches than women. This study has a distinctive significance compared
with other studies in discovering differences of cosmetic purchasing behaviors of Ko-
rean men in their 20s and 30s’ cosmetic involvement groups classified using quali-
tative and quantitative approaches.

Keywords: information search(-§X2E4Y), men's cosmetics(H BFEE5, men's cosmetic
involvement (9§ Bl #/ %), men's purchasing behavior of cosmetics
(58 & +HFE)
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I. Introduction

F T ASYLES Sh=dl o] AU Ry A4
o tigt S840l AXHA wjMolt u]-gof T
i BExsls gAEC] olvha ik @ 3t
TollA 2ARE G IPFE AHEAE O
H 20-300 FAY 1919 Bt IPFE AR A
oF 45700 @ o, WA A4 F 73.6%7}
A, HolE 59 A% I5F 1 HH|A Y]
IATAESQ}F 22 33 15 (grooming) AlE-S
ARERE 7o) ATH(Oh, 2016)3L Haf HAHEY =
Fejof it IAo] EolA A S-S & S Utk 7
ERYEZE SHS AlA SE A BaAo] o2
™ 20099 oF 749 ¥ FREAE S 38 EE
A2 20149 9F 12 DS HolA mid 10% o]
=S AEAIE Holal glom, g 3 1999 4d
7+ 3PE Tl HE AT AlA 1915 AR ok AL
2 Yebgth(Park, 2016). o|o] SHE AAE 20~30
o G e B8 PRI SE BEHEE 9
ol Aot G E AlS Tt Qo

SHFE APollA EAd AH|R] AH] PE)7E S}
St F8/do] AXHA FAge] sFE T Q4o
U P53t TAE A=l o A= of gony, 7
£ Ay A4t= FE tfghgolut 20-300] FA4HY
O IFEAA WHele] e Fuigsae] HAE
BEAY go]nAsdyt FujgiEsEAdo] Bt AT
SOo2 ] Ut EJ FHAHRE AFHC
B FEoto] A% A7 ohFstA o] Fol A A ¢
of B4 AH|ZO SYE 4| FHE HSHOR £
A% A EE3 Aot

o] ¥+ Baek and Hong(2017)9] &A1 E ¢
TAZE AP AFollA et FASPEERE HE
o} o] HlFo 2 FFIet IS L-8olo] sHFE
Folx fYo] GE FJHEEGMI FLujPEo] xjolS
A5t SFETI T SRSl B
Fe A e F8 WEAE AFotaA gk olE
A FAHA AEA = oh 2o

AR, AR Tojx Foto] E FHEA O]
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II. Background

1. Cosmetic involvement and information search

o(involvement)dh ARzl Hisl] 7HQle] =7l F
=y 4 A=E Lotetl, 574 AFY AdelA
S FH, oIt 879 22 A A
ste] A=E AlE Tojaka W3Hh(Bloch, 1982; Mittal
and Lee, 1989). A& #ol= vpAR A= it &
HZHE9] XY BEH ¥hgof Qo] $8% AT
5}7] wj&ol|(Dholakia, 2001) AH|Z} 5 AL A]
F8 HFE HREoX I Slth AE o] FHY
HES SRR 24 AES A Fvliske A
o] EAS Ho[HA L, 7lR19] 7i4dolu ofnlA] &
A3 #AE 1] AFo R AFe AL |
W(Jeon & Jae, 2009; Kang & Sin, 2006)3}7| &= S}
o, SPgE 48[AHe] PE Aol a3 Mgl
FHojo] mE SPFEFAHAL 5 71| Ao digt
AR QAT (Jang, Hwang, & Jeon, 2007; Woo
& Ryu, 2006)4 9JE-34of(Ku, Kwon, & Lee, 2000)2}
22 e Hapeke] #A0f digh A7t o gol ¥
Hol .

FEEMolgt HAE = JH O o gt Ao
(Jacoby, Chsetnut, Weigl, & Fisher, 1976). A&H|X}7}
4 AlES A 1 FEe skl {9
23}57] 913t F5& StA ==tl(Im, Kim, Hong,
& Yi, 2006), o] 95l o] AM[At= Hrp B
BEE 55HoE FM5HL B JHUS &8st
o, HEohs Wi 7F Bl ot BhH, Ao
AW RG] 2FHo|3 45 Holn, T
dee weststel e Zoldt A%l At
(Krugman, 1965; Lockshin & Hall, 2003; Park &
Park, 1995).

Augae] JEE 2L AEole steehs Ty
ELb A8 B, A% 5o whebd W 4 9, o
FEO] Aol WL lTYUSE AU TV F
i, FA 52 B3l dEol digt AEE A T
of Thio] Hom, SPIPFAE A=2or Folsh=
ENS H3tHLee & O, 2011). 3E0] AR Y &

ot
fre 4

o
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8ol o] AHEL AT AL o) SHgEI} B
e 7MY 22 JHE A= Z(Kim & Moon, 2004)
o= e W, WS 22 At AN
Yo GBI vgo] /1Y e A(Yim & Kim,
201402 Vet AR GolA o] Hols
WA 5 Uee o2 & Yok wehd Luiel
Bl FFE v AuEasl Yrot 53
2 B8 AF Bolrzo] TR WAT T 5 9
Il (Park & Park, 1995), @43 o4 Av|A = JEE
SR o7 4 ) A ) 5
£ Bojo] M2 4TS WAsIolof & Wk Ut
1=

o

-
=
T

R
rh

2. Cosmetic purchase behavior of male customers
AEY el LHA7E AR 239l &
AR A 87 o) 5719 vt WA S

x_”iIO ;(]7]. 3, AHE 1‘—::'1—&1191-3")‘_ ﬂ"lo ﬁ7]— A eq

s T

3= S AX LHsts AL Dotth(Lee & Kim,
2006). 4H]2F9] ol PEolA AFHQ aQlog
Lot AET B 40 AE By g4

T Mu)2o] 879} tua Ao HA4RE, 2Y,
AR olu|A, Ag AT Ze ATo| EFHL
(Keller, 1993).

HPAT A =oE gE Food nEE
S0 ThpsA] Lehibd, 3R A, A%
;f:_] xﬂ_g—_g] q;q.o tﬂ Aﬂ/\]- 7]-7:1 o] _9_%]:_,4. 71—0
z= asw AEo] Aol WA, Belo)al,

Z8 54909, 1221 Az
AE o 5409 Foz HRHL
SHgE FoAL g 3t clol
ERdeh A 2nAt SRS o)
A7V &AL ZEZHo7 mXHF

4, B3, 98

rl
uL
3_2:54%
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o mot ¥0 afn rlo Mo
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o
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o
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dooj et 22 QAFEAA SR & °J #fo]
7} = Ao 7 YEFGtH(Hong, 2007; Hong & Kim,
2008; Lee & Kim, 2011; Yim & Kim, 2014).

o, 3PFE Tole PEY FudsolE 19
St ok m|X =y, dgo] ZolALE A To
7b EobAH, o] AH|AAeE Mz SPEE] A
& FRAISH, Aol JAd4E AREStd AlE

e PJEEAT LY 5EX B AR5l

2 Fujsls Ao 2 UEhdth(Lee, 2011). E3t
of Plo] Bess FojuEe ulgol ot
Ao Z YEPGTHKim & Lee, 2015).

A48 FREL Jol Rolx 7d o g
o, Wgol olmT ot £ HAsg 275
= Aol £3L, 44 £ 2 7199] SNs B
0] wgrom, SHE 7o) A AHao] elwist A
7 FohE A Ao Uehieh v, ol4se)
Aol dAmT sFEe] Fholt ae] w4l
ol WokiL, HATU Ago] &A eht, Hasy
AuA 9 AR =7t A YEFGTHNam, 2014).
S8 7o) 4 SHol AL 200 i3 G 3}
HE o) Aa % Wskdo] AV 2 vES AN
ol= AoR UEREOW(Lee & Kim, 2010; Lee &
Kim, 2011), Hong(2007)°] E}Etﬂ gAZ 942 =
A9 S oA HES Flisks 7B c}:o]
A =31, QRFHOoZL oA &gy Z
£ 2o Mg TS A8, a7
5}2-1 AAA Z2FAGL I FgaQlufAo] o]RH|Z0|

£ AR B0, 94 MY FidE AT

Oﬂ o] &BAE AFAoR ER5te] Hdfor &
ZoAol e AR
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. Methods

o] AT A A} A ZAR olRojgon
4 24 A%E vgoR 4EAE ARt
A 2AHE 20309 4 1092 cgoR 45w
Mk Foleake AAshEom, 9 EAR 20-307)
gAS gaoR HEANE AAstdch 4EAel
w% sPgEels, AR, T, 7o) A B
[, PS5 PeE BFSE ojRojzlon,
wwg AR ulA weet B BYSS
A4 2AE WO HEAS FASATHTable 1)
ZA7I7H 20159 1Y 24YEE 31U71R| o], &
2ol AR Bo) % 34099 doleE $15a
o} HE EAL 200071 170%(50.0%), 30th7} 170
(50.0%)0]H ©]& 248%H(72.9%), 7|1& 927(27.1%)°]
o, sl TSk £9 olel 70% olAolgiek. Ag)
2 BAHlo] 138(0.6%) 02 Y L MFL A
NS, 4 BE A5 2008 Y olA~3008 €
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<Table 1> Composition of questionnaire

89

Variable Number of questions References
. Lee(1986), Shin(1998), Sunwoo(2008),
Information search 12 Lee and O(2011), Written by researcher
Important factors for purchasing cosmetics 18 Written by researcher
Purchasing behavior of cosmetics 23 Written by researcher

ojgto] 107%8(31.5%) 2.2 7Fd =4 Yehgtt.
g BAS A5 EAZE 1S SPSS 21.0S &
5Fgjow QQlEA, Cronbach’s ¢, HIZEA, w2t

Q-
[e)
A, BAE A Duncan-testS A A5}t
V. Results
o] A= Back and Hong(2017)0] 7ieet o4&

ojeo] Ayt Hewd 2i(Table 2)E EH2
A ETF Y-S AolE AW EIA} Sl A

P

% wpAE poll wrort shza BelE el ol
7} &2 E4o] Yepdt} E3E o yTof
sAle] Bl A9 F mnel, gelyol, ond
Tolo] ato] Eof A A|TE oFA o g w5t
£ £248 AYch (Table 2 §92E Here] 54
o gt o3& BLAF Baek and Hong(2017)2] A1)
Aol AAE 7} 5L S AASHAT
FE BT F9ER AL HETNVEE
A2 ARG, o Al S8 94, IFHQl SFE
FolHEEH oD thirol BAslolch

I

rr

1. Information search in terms of cosmetic involve-

ment

1) Results of factor analysis of information search

<Table 2> The results of differences of 3 groups by cosmetic involvement factors

Group Amusing Rational Obligatory
high-involvement low-involvement high-involvement F-value
Cosmetic involvement group (n=115) group (n=67) group (n=158)
Trend & interest Mean 3.48+.55 2.00+68 222459 190.988"""
involvement Duncan test A C B .
o Mean 3.80+.65 2.08+.56 3.59+.56 -
Skin involvement 198.555
Duncan test A C B
Prestige sensitivity Mean 3.51+.61 241459 2.98+.54 18.950°"
involvement Duncan test A C B -
Price and value Mean 3.85+.53 308470 33253 39.120°
involvement Duncan test A C B .
Obligatory Mean 3.87+.54 2.85+.83 3.40+.57 57770
involvement Duncan test A C B -
*p<.001

Different letters mean significant differences in Duncan's multiple range test: A>B>C

From Baek and Hong. (2017). p. 104.
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% 20309 9] SPIE ol R o] WE HuEAI TojPEEA a3l

W) S Bofiol HE YRgA Aolg 4 Yol 002 ol EYH YR olet
w7 giste] WA Auwae] AU WelnA F ARG 2.544, AR 21.196). 89 32
BERAR Varimax ARINYE o|golol A Wel Apst TAATA BH BIE 7H5Iol 2

A AASAAL, 89 AREE HFSH] {5ty ou® ol ‘AFH FEFM o2}t HotArHILF
Cronbach's ¢ AZE % AZHHS AT AR gk 2,106, AAWHEE: 17.552). =29 3709 2919
e B 1270 3l ﬂ%oH IFA 1 oA TR AA AHEL 73.047%2 YEoH, HE 2219

23, % 3749 99lo] #EHUt  AHE AL 70 oo teht By Awol
Avind, 29 1 ShgE 4Ry SREYC
o) AZHoln f314e BYgER FAH] 9o

bR ol& ‘F3|& HretAolgt HYSIATh -4k 2) Analysis of differences of information search
4.116, AA|HZF: 34.298). 89 2+= SHFE FLufjof 4 by cosmetic involvement
b A7 3REA] g3t BYo] ¥ BYER  SPE Wolm Fuo] 2 Jugue Holg 4

<Table 3> The results of factor analysis of information search

Factors
Questions Amusing Absorbing | Experiential
information | information | information
search search search
When a new cosmetic product comes, I stop by the store to have 1 look. .855 .090 .029
I read care.fl:llly cosmetic articles and books written by cosmetic experts 847 204 006
or authorities.
I read carefully articles about cosmetics in a newspaper and magazine. .841 272 .075
In general I talk a lot about cosmetics with others. .803 .166 .061
I read cardfully catalogs of department stores and a cosmetic brands. .746 309 112
When [ !ouy cos.metlcs, TV advertisements of cosmetics impact on the 651 175 304
purchasing choices.
1 spend. more time to search information about cosmetics than buy 247 853 167
cosmetics.
I search information about cosmetic products before purchasing. 237 .846 144
I h infq i full i hough i
search in or.matlon carefully about cosmetic products even though it 357 315 177
takes long time.
When I buy cosmetics, recommendations of my friends and neighbors — 074 181 834
impact on the purchasing choices. ' ' ’
I buy brands of cosmetics that I had experiences to buy. .280 —.033 811
I buy cosmetics at the stores where I had experiences to buy. .083 283 748
Self-values(eigenvalues) 4.116 2.544 2.106
% of variance explained 34.298 21.196 17.552
% of cumulative variance explained 34.298 55.494 73.047
Cronbach's alpha 908 .888 754
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<Table 4> Analysis of differences of information search by cosmetic involvement

Group Amusing Rational Obligatory
high-involvement low-involvement high-involvement F-value
Searching information group (n=115) group (n=67) group (n=158)

Amusing Mean 3.23+.67 2.06+.74 2.35+.71 26.002°

information search Duncan test A C B ’
Absorbing Mean 3.68+.72 2.30+.82 2.97+.87 64183

information search Duncan test A C B ’
Experiential Mean 3.81+.55 3.02+.98 3.52+.63 28.042"

information search Duncan test A C B ’

Fokk

p<.001

Different letters mean significant differences in Duncan's multiple range test: A>B>C

HHE7] 93 ANOVAL} Duncan-testE AA|SH A1},
AEGAO] HE QRloA {oJgt Zo|7} Ukt
(Table 4). 3821 BF §-3]4 1ty tho] A Foto]
Vg =% tgoss oA udoiydo] 3
ol EA Yeba A Ao de-Z gatol 7t
Z 2A vt s it o] o] whet
Bato] A o2 YEhY ShgEo] gt w7t &
S22 FHEMS Z7]7 AZHL o 2 9}
T A%A YA golo] Ao o84 1
wrofyetof A o] Batol 7 &1 shANE ekl A A
ol o4 1@l Pk tE 2
o BlsiA= 3.00 oo & =A YUEtd ol =9 A
Tolo] tHZel YASS =pale] A Alstct
AL HolFuh U ARle &3l 3
0 HHE 7MY g2 BEE de qAé"é“(Klm &
Moon, 2004)7H= tha OhE AEEA PEHE 7S
o]— oh:].

= ol A+ A<

2. Important factors for purchasing cosmetics

1) Results of factor analysis of important factors
for purchasing cosmetics

T4 SHEE Hojo] wE Tl Al F8 849
H%Hﬂ flsto] WA Fuj Al F2 249
LS 85| 1A R 1E A3} Cronbach's ¢ AF = A
%J‘ﬂ% AAISHE. o Al S8 845 =+ 18
A

] disf L7A 1 oS 7€ 2dE &

Z3t 23}, & 3709 29lo] &5 AtH(Table 5). 2

e AWEE, 991 12 FiRe WA RYER ;L
AElo] 9loug olE ‘miy Qe Ysiynt
(T-GZk 3.601, AAH: 25.724). 891 2= A 2AL}
BeC 9 R1g 5 AF| B BIFEZ FAE ]
o H o]Z AEQ4e} PHEsIATHILZL: 3.094,

A 22.099). 871 32 714 G At =F
=2 7450 ez ol THAYHEsaaE
AT AL Fak: 1.537, AR 10.977). FE4
370e] fR19] A drH2 58.800%= LEFGOH,
2= 899 Ak Alee 50 oo YERY A
Aol FEE I

2) Differences of important factors for purchasing
by cosmetic involvement

SHE oo wE Al T8 849] AolE
A E7] 98] ANOVAS}F AHAES AR 23
T Al $8 849 B Q9004 [t Apol7t
UEGTtH(Table 6). 3314 134 {2 mi ARE,
7HAHEIAEEY BE Q404 Batol 7 A o
By S Al Rt 245 AES lSES &
ULk T, A5 R4 Fe oo wet
o] o)k GeAw Al Mgk BE B 35 of

405 %A et Telmet Al B Avld
L M3 §FS FRATS L 4 Uk ol By
of ofuct UKl B8 ol glo

FAISH: 3
%

H(An & Kim, 2011) 7F40] & 7842 84
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<Table 5> The results of factor analysis of important factors for purchasing cosmetics
Factors
Items Skin-related | Product C(.)St_
factors factors effectiveness
factors
When I buy cosmetics, I carefully consider whether it works good for my skin. .840 —.001 118
When I buy cosmetics, I carefully consider how stimulative it is on my skin. 817 .032 .033
When I buy cosmetics, I carefully consider my experiences of using cosmetics. 776 .025 .022
WnIll;nSII(izfly cosmetics, | carefully consider how natural(well-matched) it is on 699 24 128
When I buy cosmetics, I carefully consider moisturizing ability. .694 138 202
When I buy cosmetics, I carefully consider whether it is oily(sticky or glossy). .643 188 241
When I buy cosmetics, I carefully consider whether it is something new. —.020 775 —.169
When I buy cosmetics in a store, I carefully consider manufacturer. 171 735 114
When I buy cosmetics in a store, I carefully consider designs of container or package. .002 730 .043
\X;'}llreer; (:yb;lzfvsosmetics, I carefully consider balance with other products that I 344 670 — 139
When I buy cosmetics, I carefully consider brands. 127 .668 141
When [ buy cosmetics in a store, I carefully consider discount rate or giveaway. .036 .616 286
When I buy cosmetics, I carefully consider price. 180 —.058 .829
When I buy cosmetics, I carefully consider quantity. 213 192 745
Self-values(eigenvalues) 3.601 3.094 1.537
% of variance explained 25.724 22.099 10.977
% of cumulative variance explained 25.724 47.823 58.800
Cronbach's alpha 0.857 0.804 0.597

o]
Back and Kim(2004)9] @17 A7lol thA] trepy
del ol & 4 k.

3. Differences of cosmetic purchasing by cosmetic

involvement

1) Differences of cosmetic purchasing disposition
by cosmetic involvement
SHEE dolko e P AolE A ET

A WA} B4 A5 Eh(Table 7). 71 23 &
57 nolydy} o oY Fuid AE
< 2 T mlE] Fotal 7he "ol HT Aol
o =4 Yehen] 53] §3514 1o dTZ 67.8%
2 I ¥leo] ¥ A Yetsth vhd gelE Aol
@2 Ay wjol] 7hA ESEI A "ol 8
gt AbEo] 65.7%=2 UL oA JEFAO QRlE
o] Hato] A Ao BE A YEhd

A% QRYFIAE ARAS ¢ 5 Uk

2) Differences of items determined before pur-

chasing by cosmetic involvement
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<Table 6> Analysis of differences of important factors for purchasing cosmetics by cosmetic involvement
Group Amusing Rational Obligatory
high-involvement low-involvement high-involvement F-value
Important factors group (n=115) group (n=67) group (n=158)
Skin-related Mean 3.94+.53 3.21+.70 3.63+.59 o
32.672
factors Duncan test A C B
Mean 3.37+.49 2.54+.60 2.77+.63 ",
Product factors 54.014
Duncan test A C B
Cost-effectiveness Mean 3.83+.65 3.50+.67 3.68+.67 5 350"
factors Duncan test A B AB .
p<.001
Different letters mean significant differences in Duncan's multiple range test: A>B>C
<Table 7> Differences of cosmetic purchasing disposition by cosmetic involvement
Cosmetic involvement Amusing Rational Obligatory
high-involvement | low-involvement | high-involvement 22
Propensity to consume cosmetics group (n=115) group (n=67) group (n=158)
When I buy cosmetics, I tend to decide what I 78(40.6) 23(12.0) 91(47.4)
want to buy by searching before going shopping. (67.8) (34.3) (57.6)
When I buy cosmetics, I tend to decide what I 37(25.0) 44(29.7) 67(45.3) 19.477°
want to buy while I am looking around in a store. (32.2) (65.7) 42.4)
Total 158(100.0) 67(100.0) 115(100.0)
' p<.001
S Boi=o] mE obgE Tl A 24 =9 ARt A3, Ao 2T SPEEEAE A
Aol 5 AuE7] 945 ANOVAS} Duncan-tests 4 T FofRt Aol7t YERGTH(Table 8). 44

<Table 8> Analysis of differences of items determined before purchasing by cosmetic involvement

Group Amusing Rational Obligatory
Items determined high-involvement low-involvement high-involvement F-value
before purchasing group (n=115) group (n=67) group (n=158)
Products(items like skin, | =y, 4.12+.64 3.87+.87 3.97+.67 1.565
lotion, essence, ect.)
Mean 3.71£.77 3.17+.98 3.26+.84 .
Cosmetic brands 1.953
Duncan test A B B
Shops to go shopping Mean 3.21+.97 2.91+£.79 3.03+.95 1.871
Price Mean 3.90+.73 3.78+.80 3.80+.79 1.259

"< 01
Different letters mean significant differences in Duncan's multiple range test: A>B>C
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o]l wlsf ato] gof shgFEA=E vl 245t
3 7k oz eyt B2, Fofat oY, 714 &
Bol it AehEz GOt Aol7t tehta:
ororx|ul AutA oz uﬂ-—r[-o] 34 ooz A et
Wk 53] 53 7H42 20-301 950l SHE
) A ol Aiglo] wle] Yohs HBo] £ F
29g o 4 A

3) Differences of purchase channel and web based
by cosmetic involvement

SHEE dolo wE FrF et 47]Hke) Ao
£ AHEY] Y8l nAHEAS AARE 23 FujFE =
oF 714kl A {27t Zpo|7F WEbLEA] QhQtTH(Table
9). AdE=E Fol= lout 20~30t EHES 2
JETH= o XaRolofA] F2 Fujsty 2akeloz
W Ao ANEZHOE F2 PCE 0| &34
SgES Fojet gl ZoE ekt ol
4nAbgo] PCRTE Arjz o2 mulel F]te] g
Aol 344 BE PehS BYLS AARE Lee(2014)
o] Aol tha ThE AT} vehg

4) Differences of purchasing place and purchaser
by cosmetic involvement

39 wolmol up TujHe} Fuje djolg
AmE7] 95 ANOVASL |4 HAEES AAISH
ok 11 Ad FjA ] Be e FEoA {7 &
ol7F Uetgter e FujAdA {24 1ol
o] Fato] 7 EAl e SHE B =T 55

42 gord NS BRI AL T 5 Uk

e PJEEAT LY 5EX B AR5l

£5] GAES Al WY B 25 4 gol ol
3} A2 Lhebrh(Table 10). ol 20t 49 2

&E TuE4A 5 kel 7 A Uehd Lee and
Kim (2010), Lee and Kim(2011)2Q] ¥&}= thA T2
AN WY BE 260 %9 B0l Haws
AT % 9 Fse T 5 At

Fule] A9 A3 7o, el e, of4 34 ¥
Bol4] .93 Ao} Liepgton] ofoly, HoA} Ei-

o ATAE YEE Rl et Ik 98
DAL AFR o] o] 7HA =9kor ERQl
A F A 1 HliAlE Batol =7 YERTE

o) Al Bkl 59 fRolAE EA Fufates S
A Qe o3 Fol7t trekiton] 818 T
Nt o) wwelynY Bitol ¥4 ekt
TujRel TujRto] et AT ZeeiRE YA
o EAA A el PRS0 BolEs ¥4
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5) Purchasing behavior by cosmetic involvement

g% ol 2 TojEs], o) Al G o
G 4, ol A HAS 5, WP o A7 4
W57 98 RARAG AN A LE FEOA
SOt zfol7} Lhehgrh(Table 11). 2 5 7|4
oz Amuyg, 94 P F7E A Y BE 88
A AP 370 130049 vlgo] 7MY &
A Uetth. 53] 9 13] o)4f Fufisithal SET v
&2 194 1o 7P A UE ol
T7} =842 = uf £7]7) Aol Kim and Lee
(2015)9] AT Ao} 2A hehele.

<Table 9> Analysis of differences of purchase channel and web based by cosmetic involvement

Cosmetic involvement Amusing Rational Obligatory
high-involvement | low-involvement | high-involvement x
Propensity to consume group (n=115) group (n=67) group (n=158)
Online 45(33.8) 25(18.8) 63(47.4)
Purchase channel 129
Offline 70(33.8) 42(20.3) 95(45.9)
PC 90(34.4) 51(19.5) 121(46.2)
Web based .148
Mobile phone 25(32.1) 16(20.5) 37(47.4)
Total 158(100.0) 67(100.0) 115(100.0)
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<Table 10> Analysis of differences of purchasing place and purchaser by cosmetic involvement

Group Amusing Rational Obligatory
high-involvement | low-involvement | high-involvement F-value
Purchasing place/purchaser group (n=115) group (n=67) group (n=158)
Department Mean 3.21+£.99 2.36+1.11 2.63+1.04 16.910™
store Duncan test A B B .
Mean 3.17+.97 2.84+1.18 2.84+1.04 .
Mart 3.685
Duncan test A B B
Mean 3.85+.81 3.18+1.03 3.44+1.01 ",
Road shop 11.980
Pur- Duncan test A B B
chasing
place Mean 3.31£1.04 2.78+1.10 2.93+1.05 o
Drugstore 6.756
Duncan test A B B
Home Mean 2.37+1.11 1.82+.78 1.97+1.04 7003
shopping Duncan test A B B .
Duty free Mean 2.63+1.13 2.18+1.06 2.15+1.07 7 262"
shop Duncan test A B B A
Mean 4.02+..84 3.27+.1.14 3.75+.87 »
In person 14.063
Duncan test A C B
Someone Mean 3.44+.60 2.93+.78 3.07+.73 .
14.246
else Duncan test A B B
Pur-
chaser Mother Mean 2.11£.99 224+1.14 2.22+1.07 416
Spouse Mean 2.68+1.23 2.84+1.16 2.54+1.17 1.551
(or girlfriend)
Sister Mean 2.26+1.11 1.88+1.04 2.01£1.06 3155
(younger, elder)| pyncan test A B AB .
With/ Shopping Mean 3.09+1.17 2.46+1.06 2.89+£1.15 6.345"
h )
without alone Duncan test A B A
someone
fi hoppi ith
or | Shopping wit Mean 323+1.08 2.9740.97 2.95+1.08 2.494
shopping company

e

p<.05, “p<.01, "p<.001
Different letters mean significant differences in Duncan's multiple range test: A>B>C
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<Table 11> Analysis of differences of purchasing disposition by cosmetic involvement

Cosmetic involvement Amusing Rational Obligatory
high-involvement | low-involvement | high-involvement %
Propensity to consume cosmett group (n=115) group (n=67) group (n=158)
Over once a month 22(61.1) 2(5.6) 12(33.3)
Frequency Every 3 months 68(41.0) 30(18.1) 68(41.0) "
of 39.042
shopping Every 6 months 21(19.6) 22(20.6) 64(59.8)
Once a year 4(45.2) 13(41.9) 14(12.9)
1(Purchasing place) 33(21.4) 44(28.6) 77(50.0)
No. of 2 61(47.7) 13(10.2) 54(42.2) .
stores 27912
visited 3 18(36.7) 9(18.4) 22(44.9)
Over 4 3(33.3) 1(11.1) 5(55.6)
1(Purchasing place) 11(20.0) 20(36.4) 24(43.6)
No. of 2 43(29.7) 26(17.9) 76(52.4) N
brands 19.569
searched 3 46(42.6) 17(15.7) 45(41.7)
Over 4 15(46.9) 4(12.5) 13(40.6)
Under 5mins 3(9.4) 12(37.5) 17(53.1)
Average 5 mins~less than 10 mins 28(24.6) 22(19.3) 64(56.1)
time spent | 10 mins~less than 20 mins 39(42.9) 20(22.0) 32(35.2) "
purchasing 34.624
on 20 mins~less than 30 mins 25(35.7) 10(14.3) 35(50.0)
cosmetics | 3 1in jess than 60 mins 15(65.2) 1(4.3) 7(30.4)
Over 60 mins 5(50.0) 2(20.0) 3(30.0)
Under #30,000 28(22.2) 37(29.4) 61(48.4)
Price
range of ¥30,000~less than #50,000 46(37.4) 17(13.8) 60(48.8) 2y 307"
skin care ¥50,000~less than 70,000 20(38.5) 10(19.2) 22(42.3)
product
Over 70,000 21(53.8) 3(7.7) 15(38.5)
Price Under #30,000 32(35.2) 19(20.9) 40(44.0)
range of 0 000~less than 150,000 14(35.9) 5(12.8) 20(51.3) 14.711"
makeup
product Over #50,000 15(78.9) 2(10.5) 2(10.5)
Under ¥30,000 38(19.5) 50(25.6) 107(54.9)
Monthly [— -
expendi- ¥30,000~less than ¥50,000 39(47.6) 11(13.4) 32(39.0) 47,586
ture on | §50,000~less than ¥70,000 16(51.6) 4(12.9) 11(35.5)
cosmetics
Over 170,000 22(68.8) 2(6.3) 8(25.0)
Total 158(100.0) 67(100.0) 115(100.0)

“p<.01, " p<.001
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V. Discussion and Conclusion
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