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Al 100% 100% 100% 100% 100%

AR G UHE, 2NAFFATH, BFE FEAL AT, , 2005, P. 8.

0Tl 2 WF AASH w A FE R F3 A v
3 1 MFe 2 Fou AAAA FE MFAAE WS 2 WFE F
WA A sk qlek,

(F2-51914 A AT AL WFEA wwe] QeldE dFe

Eovzt 35%% g 2 wEe AAHy Yot AAAGOR W
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1. AFe 227 A9

rfe

A7 HEH ATE NN dFH BE 12 L AAATE S

et

1) Z&Hzp #ofe
oA AFHARY SAH 7B a4 A= Heda & F s
Zaichkowsky(1985b)¢] Pll(personal Involvement Inventory)E A4 3}o],
spAE) g3 AR, Fex daw, 7 AR A= 97bA FES
TSt AFe] T4 Ads SR 7 FF S 53 LikertH =g =

ekt

108) Robery J. Kopp and Robery J. Engt], "A Competitive structure and segmentation
Analysis of the Chicago Fashion Market," Journal of Retailing, Vol. 65 (Winter 1989),
PP. 496—-514.



1) AEe AeEaq

H4% A% A

™ =

and Krishnat092] < 7-

Q9o gEo Eo HA¥ £Ao Ud Bawa, Landwehr,

Bz s el stA A7 AT A4 Sk

il

AXEA AX A9 89
HAEYA HohA dad w A 5
sk AlEo] Wt
Runls A8 = 5 U AEFo] AUk
E dj sl AE/ AN AE A 5 Qg
oe] BA=E vud 5 Qv
AFE SF(GA)7F hFstor
A7 ot AR AHA s WS
B Sk A Fael A 7 vlaE & 4 Qo
/A vl 0]t AA o] AHETh
W A Algho] o] &3t7] A st
AxEr 2 3AY Ar) 2 9ol WMASER] ¢kal o f-E )
AEX o] 2 =l rt
W gol mF =Tt
R TS Fh
WH/EE] §ol3t)
W 95 #d guol 2 FEHE0] o
) el A el 2E 111 A% Jwel et
Hojgle] AlFAHe] AEH ol
A EA H=HE 08T 5 A
7L ] 2= (oA feafe/ M A4 5)E 2S£ 8
wf ol A AEAQ Hu A v 9t
I A/ T FA a2 s ic
P AA = (2 E) 7L 8-t
o slo] Agigor e AEL AfetA Ae
@l AEE A &3S wed o] gl
AzrAA A Hufo]l x| Folx Hrh
woj o] &7 @A st
71 e} FE 9l e AETYE M5

109) Kapil Bawa, Jame T.

Landwehr and Aradhna Krishna, Op. cit., PP. 471—495.
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6. BPFES T AL YolA 7FH I 9
7. 3FES P A WA dESs Fu
8. FES T3 AL Yol A H5H o)t
9. HFES Y= AL YoA Has
1. 3ol et 3

AT BAA 2. Aol #3t F3

He 3. A& oFo] #3 73
4. Aol #3g F&
1. 71z s FA
JA2Erd WS | 2. A% 3 T4

3. 7%, Mz BT FA]
L. Al S/ 7 sttt
2. 998 BA=E vud 4 o
3. sk AlFel ©
4. RIS A E 5 dve AFo] Ao
5. @it AFAHEE AEE 5 AT
6. el A& EarHuh
7. wF/FHEo] golsirt
8. W ¥ #d Ayl & FH5o 9yt
9. AlF/AHI 2= TS Fol= At Z Ha Jrt
10. v A A= (ENE) 7} F-&30}

IAE Ax 11. #rj9de] &7} st

A= a9l 12. U¢] 3 ¥ g 1:1 A% Aol 7hsaith
13. Fuj o] AFAgo] diE-A o)t
14. s glo] FAH o2 e AFS ARA et
15. Al%S QMAME 7heE¥ S W Fuo] glvk
16. A7FeAl] ufjo] ] gFol T,
17. F8HA 223 u 74 & Jdot
18. 343% 919 v AF YT 7Hssith
19. E/Au =] g 2A B2e] AhE
20. Ul A7 e] Algho] o] &st7] A gstrh
21. W7} Al&& 714 el vkt
22. g AFLAA 7HE HlaE & 5 vk




23. Al Hl2HE o188 5 v

24, 2388 AY A2 Wby)o] HAEHR] 3 o &}
25. AFEIL o] & Hof gt

26. F-7PAH (A fcafe/M DAY 5)E WS ATt
27. WFo] mFAHT}

28. gl A AEHQ MrjaE wE F
1. 93y
2. HEvtE

< 3. WERV

S 22 Auks}RE 2] 57
5. A=Ay Fadols, FEEH:, o w4k
6. ZAZFE VAR vHlo] 24k, HEAAY, AFE
7. AW AHY, TVEF4d

3. ARFA% BALY

mAwe Syl 204 o4 454 olste] ojgom stol, Wy, HhFriE,
WER, ARF, DASA, 2AE SARve YEANA A AEL T

et Aol e A%, 474 e 10008 AuAE A ERFE
™

WA o8l 2005 129 5AFE 16874 2A o Folgow, 9409
A% wAARE Agsgn
AnsAgEe HEAE olgdte] WA HEAE B U}

H, BARY, AR, mARY 5 AHSFR



A 14 EEY T4

1. $98 &4
[34-1] A 54
ATEAH W 5 N (%)
F18~194) 389 (4.0%)
TF20~24 4 1709 (18.1%)
1% uk25~29 4] 17278 (18.3%)
T30~344] 1917 (20.3%)
T135~394] 1847 (19.6%)
k40 ~44 A 1859 (19.7%)
L 464 (49.3%)
214 272l 3287 (35.0%)
IR 1487 (15.7%)
aEolst 3617 (38.4%)
&4 aE 1389 (14.7%)
off &} ul/oh 3] o] 4417 (46.9%)
A%oin 71& 6227 (66.2%)
nE 3187 (33.8%)
AEY SHA ATEAGA S4S AR, A" 4% 74 4

ATFHAA WA 20%9) A AE AHE
b AA ] 49.3%, A0l 35%, Aol 15.7%IA0H, Fe] Bg x

SH7F A9 38.4%, sl EYPOl 14.7%, E(Y) E4o] 46.9%
St gom, AZoRE= 7]Eo] 66.2%, AlEo] 31.8% = JEFIL 9T},




2. $HA o] & HXE
1) A+ Fujsts Hx

B 2AAE SRA A3 ol gt AERE AR, W

S4 BgE e FARI obd REPRR LnEe] wel Agdu o
5g & & k.

ARA) A9 2492 A3 FPuARL sHAEe Agdtun ASS
o 4= 9lom, 3597t AT 629 % 1 =e £ E Ho|li rl. o=
HZ AEAHY HEE AEAY 714, Arlx 59 Q9lo] ofxd3s Av] At
A Fad 3gE AL A998 o 5 v}

R = wm3ly | gPulE | HERA | AEH | Bz 2/ | S8 | 78
g 2164 857 1034 226 1974 1134 1603 1874
1+
23% 9% 11% 24% 2% 12% 17% 2%
29 3384 2354 1794 4427 759 3294 27349 9t
1425
36% 25% 19% 47% 8% 35% 29% 1%
29 414 3481 2354 5831 94 526 3761 2444
1+2+35
44% 37% 25% 62% 10% 56% 40% 26%

AR B 2 9408 $HA, FESH



o), dPrrEe] 20w w0 e A4F Frhsts HEsh o o)
& FESEY mad e AR 9 A Tl JEA8%)F AF Fs
EORAE(24%)RT Ge FAE w3 gor ot FF AXAe o §Eol

[£4-3] SRAZ AR Pulas 42 A2 Foe AE aw

T r Wiy | EelE | HEw | AR | B 2AVME | SA 8 | ZEEE
L 216 85 103 226 19 113 160 18
b [
A=
23% 9% 11% 24% 2% 12% 17% 2%
42 s 207 75 122 169 28 179 160 0
2
% 22% 8% 13% 18% 3% 19% 17% 0%

AR B 2 0409 SHA
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gz, dedA A8 W o dEoem FAE] wiEAAusecloR

BEA, ado] A WEko] HA #A4HY 11.9%5 YEh AT

291 2912 2913 2914
&5 gopA | BAE/RE | gyns | ey

1T1HESE 0.78 0.13 0.21 0.02
BIFA ) 2 0.78 0.05 -0.03 0.02
AEH A8 2 0.77 0.04 0.11 0.01
Y g5iad JR 0.77 0.22 -0.01 0.12
A3 a4 A 0.75 0.17 0.05 0.12
AEAAEFLH 0.68 0.08 0.36 0.07
AE 0.58 0.21 0.16 0.00
TBAE F5 0.15 0.77 0.21 -0.01
AEFTA S A 0.12 0.73 0.25 0.01
SRR A= v 0.12 0.82 0.02 0.08
AE7 A 0.06 0.64 0.15 0.20
AF2E H2H 0.47 -0.03 0.59 -0.04
o & 0.52 0.10 0.61 0.05
1328 0.50 0.14 0.62 -0.04
AEFRE 0.26 0.18 0.69 0.03
w3/FE 0.25 0.24 0.59 0.20
s ZAA2 -0.05 0.32 0.64 0.23
FHEAY RIS 0.22 0.07 0.08 0.79
FEA AFAT 0.10 0.04 0.05 0.78
ATAAA L A= -0.16 0.21 0.24 0.70.
AT 22.818 14.088 11.865 8.765

A= 0.8669 0.8087 0.8587 0.7958
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1.183
0.412

3.770
0.052

oA H) &

1.406
0.429
34.21 sk

0.000

BAS/AE

1.404
-0.199

22.81 9%

0.000

T AT 2=

1.393
0.201
25.804 %

0.000

i

=479)

I1#(n

=461)

A#A(n
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*p<.05, **p<.01,**xp<.001
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v zbe] s AEtdd mE S3FE HE A¥9.A0H4E2)

Fdoe muAel sgsudel wek SgE HE Aadd Aol gl
A% robmy] glske] WAL AN S

4wl wet AE A@adl BA AL wulde] Aulz, ujge] A
M AEadd A folsl 9L MAL Ao ek s, Mz
2% A guel wulde] Aulsd o 2 G@e wou, Nzsd g
ol AE e s adle]l B 2 GFL nAE Aom e A%
3¢ B A% g Adel wE AZA st A AN HFE
o}, W] AFHAF M3 B F JE AFEZE HoHd 9FL Ba g
$e @ 5 9

ieh
gadle Qold 1%e Fo5FE otz v
2

Fol® Aol7h Qe Ao ek wekd ZH

=
—-6] stg2Eldoel] w2 Hx Aol A
T o gAe A | BHE/AE | dZAAE A | q3EER
71z 3 FA18(1n=613) -0.096 0.027 0.064 -0.009
Az 3 FA1H(n=38) -0.065 0.016 0.267 -0.064
%, Z BF FA3
] 4 T A 0.213 -0.059 -0.171 0.027
(n=289)
F 9.654 #*x* 0.740 6.94 2% 0.209
Sig 0.000 0.477 0.001 0.812
*p<.05, **p<.01,***p<.001

3. A7 FAM 540 we HFF FE AELA(IE3)

S o = =] )= [e)
, AT WS E3te] T—test ¥ A S 4



A3k,
[F4-7]~[3%4-

—

0l=

Bl Aolo] I EHOR, M A A wgel Aulz 29 v
FEzt gde Fog TS v om, 30 A4 FHdol wig AHje
AN o 2 FFL wor, MPrEy G4 @ =/t Ao ey
ol AAHe] FobAE 30vle AL vMgRURE @ = AL d5 9
O Aol A9 AF Pukel A FulAe Ausgcld gd e W
Aoz Yeltgor, ggd Aoz Fujde] Aujael wjAqu] 2 2l A
Folail dge WAL Aow dedth A% A5 wulde Aul s
VFs A Ea, neHe Ay AR 2 FFs W= AeR YE
Stk AT R M= dujde] AMu|2e glo] Fo% JF¢E v om, A
£9) ojggtte] wulge Auzol o & gFS Wi Ao degy
[E4-7] Aol w2 FE Agaq B4

T oA el BRE/AAE | WZ3Ae A | wgREgt

2941 ©]3}(n=380) 0.026 -0.011 -0.051 -0.088

30~39M (n=375) -0.025 0.030 0.115 0.129

404 ©]’3(n=185) -0.003 -0.038 -0.127 -0.081

F 0.246 0.320 4.491 5.273

Sig 0.782 0.726 0.011 = 0.005::

#p<.05, #**p<.01,***p<.001
[E4-8] Aol w2 Fx Aga 24

7 oA~ | BRAE/AAE | WiZ3AEs | wgREgt

FE(n=462) -0.090 -0.061 0.009 0.030

Z%1(n=328) 0.131 0.069 0.000 0.000

A (n=148) 0.002 0.025 -0.011 -0.094

F 4.720 1.695 0.023 0.865

Sig 0.009: 0.184 0.977 0.421

*p<.05, **p<.01,**xp<.001




[F4-9] st&fol & Hx A=89 4
3%
=3

TE Huj A E| A | BAE/A A e 2 | o FEGR
31Z0|3Hn=361) 0.113 -0.054 -0.101 -0.040
1Z(n=138) -0.003 0.033 -0.040 -0.113
gt o] g (n=441) -0.092 0.034 0.095 0.068
F 4.184 0.863 3.946 2.201
Sig 0.016% 0.422 0.021% 0.111
*p<.05, #*xp<.01,***p<.001
[$4-10] A&7 & Hx A=adl &4
T T An A | BAS/AE | di3AAN A | g3Eed
71 E(n=622) -0.026 -0.016 0.006 0.038
"] &(n=318) 0.050 0.032 -0.011 -0.074
F 4.532 0.000 0.003 0.431
Sig 0.034x 0.995 0.985 0.512
*p<.05, #**p<.01,*+*p<.001

BAH AFANE ATFEASH WA Aol S ohgAu s, g

4. A= g mE SPE HX A9 (HE4)

7Hdds ROl tE ol el wE SEE Hx AdEe] xolE A

Aw7l §lste] aArAe Fi AT [E4-11]



[F4-11] Bl 570 g HzAe

A% | W3y | dFEelE | WER | AR | BA=N| 22X/ | BAEH A
29| 130 21 80 73 18 34 123 479
A | 64% 28% 68% | 43% | 67% | 18% | 76% | 51%
X =89.295
Ade | 74 53 38 97 9 151 39 461
A | 36% 72% 32% | 57% | 33% | 82% | 24% | 49% dg_0600
p=U.
o 204 74 118 170 27 185 162 940
BA T 00% | 100% | 100% | 100% | 100% | 100% | 100% | 100%

53] o] ool A9 Al dojA 76%2 Ao F o] o] &3}
B A & FAE 2o, =AY aviAxEY A folE
A 82% 2 ol Hto] o]&dt= AW HESY nHERT WS ¥
A debth nxEA o] SAF HFod s X 7l 89.295% 31 gE

g
= ol utet SH9E AL A9 Aolrh e Flelhs M 4 AgH .

7P 5= An R QG BAAE SA we % JE Aol XolE A
HE7] Yste] ol @=L T3 ARG, [F4-12]0A4 A 2y = 4
I FFE 012 Fg 2ol E RuUls Aoz YEYT.



[4-12] AT A B & HxA=
el = e = BEI= Al
TEA Laazg | BT EE D aeg | 2TE aan | B A
A ulE o A o
204 | 1009 | 139 | 299 | 5198 | 21% | 979 | 693 | 3804
o3} | 26.3% | 3.4% | 7.6% | 13.4% | 5.5% | 25.5% | 18.2% | 100.0% 2
=90.61

. 304 | 827 399 509 69t 27 66 677 | 3754
=] df=12

° | ~3941| 21.9% | 10.4% | 13.3% | 18.4% | 0.5% | 17.6% | 17.9% | 100.0% 0.000

p=0.
404 | 224 | 229 | 399 | 507 473 22 | 269 | 1854
ol 111.9% | 11.9% | 21.1% | 27.0% | 2.2% | 11.9% | 14.1% | 100.0%
~. | 84% | 507 | 639 | 98W | 5% | 79% | 839 | 4624
T 1 182% [ 10.8% | 13.6% | 21.2% | 1.1% | 17.1% | 18.0% [ 100.0% P=76.12
83w | 179 | 509 | 559 | 79 | 639 | 539 | 328 s
A9 | A4 df=12
25.3% | 5.2% | 15.2% | 16.8% | 2.1% | 19.2% | 16.2% | 100.0% 0,000
o 379 | 79 59 | 16%W | 158 | 439 | 259 | 1482 | P
B 25.0% | 4.7% | 3.4% |10.8% | 10.1% | 29.1% | 16.9% | 100.0%
1= | 399 369 689 | 104 678 709 389 | 3614
o1t 110.8% | 10.0% | 18.8% | 28.8%| 1.7% | 19.4% | 10.5% | 100.0% 2=150.42
. 348 | 79| 5% | 169 |"14 | 398" 237 | 1387 '
g | p= df=12
24.6% | 51% | 3.6% | 11.6% | 10.1% | 28.3% | 16.7% | 100.0% 0=0.000
getm | 1319 | 319 | 459 | 509 | 79 | 769 | 10149 | 4413 '
ol |29.7% | 7.0% [10.2% | 11.3% | 1.6% | 17.2% | 22.9% | 100.0%
% 1139 | 649 | 1029 | 1324 67 989 | 1074 | 62241 r

A% = |182% | 10.3% | 16.4% | 21.2% | 1.0% | 15.8% | 17.2% | 100.0% | ¥ =93-58

df=12

o] F- o 914 109 | 169 | 384W | 219 | 87% | 55% | 3184 0.000

= p=0.
28.6% | 31% | 5.0% | 11.9% | 6.6% | 27.4% | 17.3% | 100.0%
.- 20479 | 747 | 1184 | 1709 | 274 | 1859 | 1629 | 94049
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Abstract

Study on the Selection of Cosmetic Shops by Consumers

Lee Yong Hyup

Dept. of Business Administration Majoring in Marketing
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Cheju National University

(Supervised by Professor Hyoung—Gil Kim)

The purpose of this study is to help marketers who deal with
cosmetics through analysis and consideration of differences of shops
in order to find what kind of factors could affect to select distribution
business conditions for purchasing cosmetic and what kind of

differences are on consumer peculiarity.

The specific objectives of this study are as follows:
Firstly, it analyzes the factor of selecting shop on population
statistics, the level of concern for make—up and make—up style.
Secondly, there will be some differences of what kind of shops that
customer use at the time of purchasing products on population
statistics, the level of concerns for make—up and the factor of

selecting shop.

The conducted study focused on 1000 people who reside in and
around Seoul. They are cosmetic consumers who have experienced
buying cosmetics. The questionnaire consists of four items of
respondents such as population statistics, the level of concern for

make—up and the factor of selecting shop, and the method of the



study managed one to one interview. SPSS11.0 was used as analysis
method, and it analyzed dispersion analysis, T—Test, primary factor

analysis, reliability analysis and intersecting analysis.

The results of the study are as follows:
First of all, in the case of selecting shop, it classified by four groups
such as salesperson service, brand/product, the surroundings of shop
and the burden of shops. The results show some differences in
accordance with the level of concern, the feature of population

statistics and make—up style.

In case of highly concerned consumers, they are influenced by sales
service and the burden of shops, and they preferred department store,
door—to—door sales and home shopping sales. This shows that highly
concerned consumers could be affected by one to one forms of
systematic shops, which are department store and door—to—door
sales.

In addition show host's product explanation of home shopping and the
postscript of wuse after buying cosmetic of Internet could affect
reliability of products as well. Moreover under highly concerned
consumers, they didn't have the burden of shops too much at the
time of using department store and door—to—door sales; in contrast
home shopping that consumers are never affected by enforcement and

forcing a sale of salesperson, can be obtained.

In the case of lowly concerned consumer, the study shows high
figures in big marts, specialty stores, and low price shops. This
tendency reveals that the price is the biggest factor for the consumer

group who think cosmetics are not important for life and are even not



interested in them.

In the case of make—up style, the consumers who think both the
color tone and the foundation could be affected heavily by
salesperson's service, and the consumers who think the color tone

could be affected only by shop's service.

In the case of marriage, single persons are affected heavily by the
salesperson's service rather than the counseling of the salesperson in
department stores and brand shops, and they prefer department store,

brand shop and low price shop.

In the case of occupation, people on the job are affected by the
salesperson's service heavily, and prefer department store and

door—to—door sales.

In the case of people on the job, social capability and reliability are
recognized as the symbolic image of department store and

door—to—door sales.

In the case of academic background, the less educated people are
affected more by the salesperson service, and the more educated
people are affected more by the shop service. Less educated people
use big marts, door—to—door sales people and specialty stores; on
the other hand well—educated people prefer department store and

home shopping.

In the case of age, women in their 30s are not much concerned

with the service and the burden of a shop, and they prefer using big



mart. This shows that they don't have any burden of shops.

As for the verification of influencing power that affects the
distributing company, respondents are classified as service—oriented
group, shop—oriented group and brand—oriented group.
Service—oriented shoppers usually use department store,
door—to—door sales and specialty store under service—oriented group,
and big mart, brand shop and low price shop under shop—oriented
group, and department store and home shopping for brand—oriented

group

As a result of this study, in the selection of a shop, population
statistics, the level of concern for make—up and make—up style must
be handled carefully who making distributing strategies for marketers.
Hereafter it is very essential to make unique marketing strategies

based on the characteristic of respondents.
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