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Abstract This study conducted a survey on 319 Chinese women in their 20s to 50s living in three large cities in
China, with an aim to analyze the influence on the purchasing behavior and satisfaction for Korean cosmetics
depending on their complex purchasing tendencies. According to the research, the rational tendency was higher
when the subjects were over 40 years old and married, and the impulsive tendency was the highest in those in
their 30s. There was no huge difference in regions depending on the two tendencies, while there were
statistically significant differences in purchasing period, times and costs when buying cosmetics. In addition,
purchasing satisfaction for cosmetics had a positive correlation with purchasing tendencies. The subjects pursued
convenience in purchasing as their rational tendency was higher, while they sought the trends as their impulsive
tendency was higher. Based on the results, it is expected to maximize purchasing satisfaction of Chinese female
consumers depending on their purchasing tendencies, if the Korean cosmetics makers provide reliable quality
assurance, product exchange and customer management services. It is also expected to help revitalize the beauty
market for China as well as Southeast Asia, if the Korean cosmetics companies implement differentiated
marketing strategies targeting the customers in the age group with the impulsive consumption tendency.
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Classification Subfactor Item N |Cronbach’s a
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Behavior Information Pursuit 6 697
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Purchasing Behavior of Cosmetics of Chinese Women Depending on Their Complex Purchasing Tendencies

1 2 3 4
5 6 7 8 9 10 11
5 1
1 =
6 357 1
HkE
7 449 | 114 1
91 g 139 | 411 013 1
9 494 | 2714 | 212 | 150 1
10 224 | 328 | 502 | 203 | 213 1
3 _
1 130 | 279 | 160 | 328 136 379 1
*
4 2219 | 368 | 418 | 311 068 867 7190 1

* p<l0B, *#* p<l0l1, *+x p<001

1: Cosmetics Purchasing Tendency, 2: Cosmetics Purchasing
Behavior, 3 : Cosmetics Purchasing Satisfaction, 4 : Cosmetics
Purchasing Satisfaction, 5 : Rational, 6 : Impulsive, 7 : Convenience
Pursuit, 8 : Fashion Orientation, 9 : Information Pursuit, 10: Quality
and Product Purchase, 11 @ Exchange and Customer Management
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