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Purpose: This study attempted to unveil differences in the effects
of the visual image parameters of low—cost cosmetics on consumer
type and buying behavior, Methods: Adult women who used low—cost
cosmetics before were recruited through convenience sampling. For
a validity test, factor analysis, one—way ANOVA, Scheffe’s multiple

range test and multiple regression were performed, Results: In terms
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of visual images, the following five factors were derived: logo color,
product container design, brand logo, cosmetics poster and display.
Regarding a consumer type, trendy, economic and planned types were

found. The logo color and display revealed a significant difference
depending on the time and place of purchase, A significant influence

OE

was partially found according to consumer type. Conclusion: The
study results propose the development of a marketing differentiation
strategy using unique visual images in addition to the improvement of
standardized product quality and price competitiveness, understanding
the fact that the visual images of low—price cosmetics have a positive
effect on consumer type and buying behavior,

Keywords: Visual image, Low—cost cosmetics, Consumer types, Buying

behavior, Cosmetic industry
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Effects of Visual Images of Low—cost Cosmetics
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Table 1. Configuration of a questionnaire

Methods

1. g7Cid o xjEE
E AT kY] B2 20156 079 2095 082 122 714
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0104*4 10T 3-8 50c7EA] o] ARl o g He| #Ashyct,
Z 250 A A& HHEoM 7719402 AEgl e
o 1 F S0l ESES 95 E At AEA F 41HE 2

a7 Ame AgaT,
2. SWY= U U

2 57 489 BYE $UBYeD YTTAU 24
3, FHPEOR T4sgon 48

I S SE AulE 58S Yoty fIst

o] "= 2 X(Frequency Analysis)S AA|5H4 T

2) IPFEL AAA olnl], IFE AH|AFF | &
FEY HIE HFS st A8 AT

3) 3FF] AIZHA o|n|x]|, FF AR gt Al
Z|= L= Cronbach’s a2 Al$2 sty

4) A7FEE ’\121]'7“ O]U]XV} TFujgsel vlAl= @
S dolH 7] 9Fte] A FE X (one—way ANOVA)
£ AAsIg e, Scheffe«] ttE=H 9] AA(Scheffe’s
multiple range test)2 39 p{ 0594 §2Jst 2}o|&
ARkt

5) PFE AR olm A7t BFE AHARF | BlA]

Lt G dohu] gstel thFARAL HAIsHn,

Research variables Scales

No. of questions

Quotation & applied data

Demographic features Nominal scale

Purchasing behaviors Nominal scale

Consumer type 5—point likert scale

Visual image 5—point likert scale

3 Organization of researchers
— Oh Eunyeong (2005)

— Song Yeongju (2011)

— Kim Miyeon (2010)

13 — Mun Hyejeong (2011)

— Oh Eunyeong (2005)

— Yi Sinae (2010)

— Yi Ujeong (2015)
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Results and Discussion
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Table 2. General features

X712PEE AlZF o|O|X|7t AHIXIRE 0 TLOHESH| OjX|= S

‘409HY oA 39.0%, 20—30%HY u]wFa} ‘30407 mjwto]
Z}7} 16.6%, ‘10—209H o]t 14.1%, ‘109 o]t 13.7%
+0 =2 AE G tHTable 2), A7PEE o= S4A
A7VPEES AT Aas PR A2 29.9%, A7F B
NEAF 22.8%, WS 17.0%] 02 Yepgon, 71 Hol
ke AEFL Mz 3PgE0] 44.0%2 7P wokew X
A7FPEE T Al712E 2 10 oW 28.6%, “FE 370
2 oWy’ 28.2%, ‘71EF 20.3% =22 UERGTHTable 3),

Frequency (N) Percentage (%)

Below 20 36 14.9

Age 21-30 72 29.9
31-40 60 249

41-50 73 30.3

Housewives 39 16.2

Office workers 42 17.4

Vocation Government employees 8 3.3
Students 60 249

Sales people 39 16.2

Miscellaneous 53 220

Below 100,000 33 13.7

100,000—200,000 34 141

Monthly pocket money 200,000—300,000 40 16.6
300,000—400,000 40 16.6

Over 400,000 94 39.0

Total 241 100.0

Table 3. Features of purchasing behaviors of low—cost cosmetics

Frequency (N)

Percentage (%)

Place of purchasing low—cost cosmetics

Low—cost cosmetics purchased

Time when purchasing low—cost cosmetics

Department stores
Cosmetic stores

Discount stores

Home shopping & internet
Low—cost cosmetics brand shops
Makeup cosmetics (a)
Basic care cosmetics (b)
Body cosmetics (c)

Nail cosmetics (d)

In recent 1 month

In recent 3 months

In recent 6 months

In recent 1 year

Others

Total

1 17.0
72 29.9
40 16.6
33 13.6
55 22.8
106 44.0
71 295
M 17.1
23 9.5
69 28.6
68 28.2
30 12.4
25 10.4
49 20.3
241 100.0
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Effects of Visual Images of Low—cost Cosmetics

2. M7[StEE AlZHE o[o|x] 221 EA

A7VEE AR olm|A] g4 tiEt Y E HES 9
A FAEEA (Principal Component Analysis)® 1}

A @3 AWl VARIMAXE AH&3te] Q9184 (Factor
Analysis)& A5t 1 23 KMO ko] 0.8460.2
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R
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1.0 o)<l aglof ghsh aQlAA=Fo] 0.40]/4<1
5702 AAs3rt,
a1 J-87ko] 3.608, AWu|7} 24, 05%=
Ep5tom ‘E]i%ﬁﬂ ] 2 gygstgoen, a9l 2= {3kl

BH|7L 15.71%%2 Uepstom S Fa e’

I
o 7]§_o§ AAsI] golas

3& 1 g,&o] 1,796, AEH]7} 11,97%= et "Bl
EE2W 2 89 4+ IFgo] 1,767, Argu|7) 11.78%= Y
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4 T84 AAAE 2AF FrolAFkol 1312.0092 Fol4%
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A4S E ZAASHTE 1 Z3F 291 12 1§gho] 3.504,
Awu)7} 29 20%% JeRdon SAES 198t o) 714, =
A, v, Ago] FejstA gob ALY 2L, 29 2= 1
°%k°l 2,875, AAH|7} 23 95%% Lrelton] galo] utet =
A Aol FosHA wof ‘EAHF 2L, 89l 3& IF
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AL71Zte] FE}lo] FosHAl woF BAE 89S HEsht
(Table 5).

rulo o

Table 4. Analysis on visual image factors of low—cost cosmetics

Factors
1 2 3 4 5

| want to purchase the items which are displayed in the way that | like

when purchasing them

| purchased the items which are displayed in the way that | liked

Display when purchasing them before

844

835

| generally think display is important when purchasing the items .780

Display helps when | purchase the items

.765

Display has significant impact on purchasing the items 746

Image and awareness of advertising models

Advertising pictures Image of advertisement

of low—cost cosmetics |mage of homepage

Image of brand

lllustration and pattern of package design
Brand logo . .

Typography describing the items
Exterior design of Design of cosmetic containers
cosmetic containers  Color of cosmetic containers

Overall color of the package
Logo color

Color of brand logo
Characteristic value
Dispersion index

Cumulative dispersion index

.858
791
.642
575
.847
.683
.816
.807
794
.790
3608 2358 1.796 1.767 1.707
24,056 15.717 11.970 11.781 11.381
24,056 39.773 51.744 63525 74.906

KMO = .846, Bartlett's test result x2=1878.497 (df=105, p=.000)
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Table 5. Analysis on consumer type factors of low—cost cosmetics

Factors
1 2 3
| check prices and qualities when purchasing cosmetics .886
| compare the cosmetics in several shops when purchasing them 817
| consider the low—cost cosmetics prior to the high—cost cosmetics when purchasing 810
) them :
Planning type ) )
| make a plan before purchasing cosmetics that | really need 750
| endeavor to collect information on cosmetics as much as possible before purchasing 695
them for satisfaction on low—cost cosmetics :
| check if there is more important thing than price before purchasing cosmetics 505
| purchase makeup cosmetics depending on the trend when purchasing them .883
| check the trend before purchasing cosmetics 853
Trendy type ) _ )
| purchase new cosmetics according to the trend when the trend is changed .839
| put feelings ahead of plans when purchasing cosmetics 526
. | am more sensitive to price than trend when purchasing cosmetics .830
Economic type ) ) ) )
| tend to purchase the cosmetics at cut price when purchasing cosmetics 783

Characteristic value
Dispersion value

Cumulative dispersion value

3.504 2.875 1.444
29202 23955 12.037
29202 53.157 65.193

KMO = .801, Bartlett's test result x2=1312.009 (df=66, p=.000)

Table 6. Verification on reliability of visual image and consumer type of low—cost cosmetics

Sub—category

Logo color
Container design

Visual image of low—cost cosmetics Brand logo

Cosmetic advertising pictures

Display
Visual image of low—cost cosmetics

Trendy type
Consumer type Economic type
Planning type

Consumer type

No. of questions Cronbach's a.
2 .708
2 .861
2 .681
4 810
5 .895
15 .895
4 .805
2 527
6 .859
12 823

http://www.e—aijbc.org
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Effects of Visual Images of Low—cost Cosmetics

of mE zkel7k folulstglon AEFE7] qAdS A7F B HEAFA SE 7Y A7I7F 22 37 ol (M=3.36),

Table 7. Difference in visual image of low—cost cosmetics depending on purchasing behaviors

e Contginer Brand Cf)s'metic.:s Display
N design logo  advertising pictures

Mean SD Mean SD Mean SD Mean SD Mean SD
Department stores 41 345 .95 346 105 310 .78 3.37 .75 3.61 .76
Cosmetic shops 72 332 .81 3.31 86 3.09 69 3.17 .82 3.56 72
Place of Door—to—door sales 40 3.24 .78 3.06 98 298 .89 3.06 77 3.17 65
purchasing ;e shopping & internet 33 2.82 96 285 95 276 85 3.02 69 322 102
;‘;gp‘mt cosmetics brand g5 3 06 73 319 .99 293 84 335 90 334 8

p (Scheffe) .010%(a,b,c,edb,c,e,d) .058 .286 .165 .023*
Makeup cosmetics (a) 106 3.27 91 3.31 97 305 82 329 84 3.49 85
Cosmetics  Basic care cosmetics (b) 71 3.14 .84 3.28 9 296 .75 3.20 77 3.46 .75
purchased  Body cosmetics (c) 41 330 72 304 100 29 8 3.12 .79 3.26 .76
Nail cosmetics (d) 23 287 .79 2,78 80 285 .75 3.03 77 3.10 .59

p 155 .064 679 458 .086
In recent 1 month (a) 69 3.20 94 327 101 297 77 336 .84 3.54 84
Time of In recent 3 months (b) 68 3.14 79 3.36 91 303 .75 325 74 3.41 76
purchasing  |n recent 6 months (c) 55 3.41 .83 3.29 99 311 84 3.30 .73 3.54 .75
others (d) 49 3.06 .81 2.80 87 283 8 284 .84 3.07 75

p (Scheffe) 174 010%(b,cadad) .325 .003**(a,c,b)d) .006"*(a,c,b)b,d)

** (.01, *** p¢,001

Table 8. Impact of visual image of low—cost cosmetics on consumer type

Dependent variables Independent variables B B t p R? adj R? F
Constant .629 2.065* .040
Logo color 104 .091 1.245 214
Container design 143 143 1.883 .061
Trendy  Brand logo 029 024 325 746 202 185 11.912%
gfjl:':ic advertising g3 069 962 337
Display .308 253 3.485** .001
Constant 2.202 7.328*** .000
Logo color -167 -.157 —2.029* 044
Container design .089 .095 1.185 .237
Consumer type Economic  Brand logo —059 — 052 - 662 509 106 .087 5.574**
Sﬁ:’:ﬁgc advertising  4q7 76 2313F 022
Display 232 .204 2.662** .008
Constant 2.352 8.360™** .000
Logo color -.076 -.078 —.988 324
Container design .062 .073 .889 375
Planning  grang logo -o11  -0t0  -129  goyr 072 053 36707
;‘; TS::':C advertising 449 097 1.251 212
Display 204 196 2.507* 013
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L 671 ol M=3.29), < 171€¥ o] W(M=3.27), 7]E}
(M=2.80) <222 | 370¥ o|ujol] A71aE-S et +
ufzte] ¢ AEL7] tARle tigt 248 7 FastA A
2= Ao 2 VrERth(p< 05).

SR B3 st AZEAE Y A7 A hY
o]W(M=3.36), < 671€ o]4HM=3.30), 2 37HL oJui
(M=3.25), 7|EHM=2.84) &2 A7ISE o] && +
wze] A g F3 st digk .48 7H FasH
RZs1A] ke A L& YR THpd 01).

A7b BAHEAF A SHE Y Al7I7F HE 1Y ol
W(M=3.54), < 67§€Y o]4(M=3.54), L 37§€¥ olUf
(M=3.41), 7|Ef(M=3.07) &=22 A7IPgE Tl & +
mjzke] AL taZgolo] digk a4E 7Y Fa351A ALt
A o= A& Yepth(pd.01) (Table 7).

6. X7Ia12E| Al o|o|x|7} AH|XIFEH| O|X|l= HEE

A7begEe] A2k o|u| |7} SAFE AH|AE
ggel vAe FFE Lot flet tE3AEAES AA
g A3t R?=0,2028 AA| WE9 20,222 IHARFS A9
3L S & = Qlth M s Adsh] $st
o] BAF HAAL(VIF: variable inflation factor)Q} 383
(tolerance)E & A} 2 B4 HEEQ] VIFgES 25 10
olat 1, 382l 0.18cH ZA Yeht thEaAlAdel £4
= WA de AR & 4 v}, 2yl ik BAREA 4
I 249 BEL Fo AL & 5 AU eH(p<.001), I
F A4 olux| 9] fAEH 0| =253, p 0T EATY
of Fou|Et FFHS n|X= AR Yepytth mEka A7t
sES] gagdols Tt A4S EdYYo] w2
AL & 5 otk R A2 olm|A|7F 2| A
Aol vlA= FFS gotir] $iato] thE3| RS AAl
gt A3}, R?=0.1062.2 A W52 10.6%2 FARFS 4
WL s & 4 o, BEo tigt BAREA A 24
H 22 fod AL & 4 AN (p<001), A7EHEE
A1ZYA olm| 2] ¢ fAEH|0](B =204, p<.01), 3Pg%E FaL 3}
BB =.176, p<.05), 2iLo] MAFP =—157, p<.05) «L=
A Fojnlgt FFFEE v)X]= AR Yept o= A
7FspEel dAagY ol sPFE Bl stEE St Azt
T8, 29 WS S5t A6 S FAF
E2 AL Yujgith,

A7FYES] A o|u| | 7F AuAE Y] AlZ ol bl
A FEFS goti7] fiste] o3| HEAS Mg dat
R?=0,0722 AA W52 7292 IAEFS Aty JL
on mgo] gigt AR Ayt 2AE 2ge 9

2 & 9

2
2 T
e & 5 Aem(p01), A7EFE AL olmA|

I
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M7 ISHEE A2 ojn|x[7t AH|XMFEnt ToHS OIXl= Sgt

H&Ze 0] (B =.196, p 05)RE AL F e frofw]t Y-S vl
A= AL Yedth(Table 8).

Conclusion

2 A7 AZRPEEC] Bl Al ofm| Ao dis) <&
otEil ofof mhE ARG TR vjAle Y= &
ofR A} st o AT Adh= thadt Zh

A, A2 olm|A] 81l AHAGEE 8904 o A
A2 oln|A|= 2319 A, AEE7] HAR]L HHE 23,
SPgE FAL SR, HAaEele] Al 7] 8]l EEH UL
SBAGES EFYE, BAE, ALY A7 890] =&
=3l

=4, el wE A7IFEE AlE on|A|ef Zolg
dohd 23} A7RePgE A4 ou|x|9] =i A} tAS
gl 3P el whE 2ot Fou|stien, A7t
SHEE FUAE W2 Aol filen, AEE7] YAl
SPgE 3L kR, AT ole ATRREE YAl e
Fou|Rt Zo|7t UEREH. ol A7eES US| 22
AlES st he g 29710l w2t A1ZH3] ofw] ] <]
TREE G2A ke AR Hojiln,

AR, A7FePgEe] A2 ofu| A7t A7eE ARk
Foll miAle FFE dud 29 FEHeR Rt g
oA A2 YT A7IeEe] ag ol SasH
RAAdE EXY I ARG o] wken, A7iedEe] g
Sdlo], 3P FastE, 23 A o8 AP o
o FFEE viRle A= YEylth BAE 4uRke] 49 &
2|2jo]al AZ 2Rl £ FAIIEE ot AlEFS FUH
A EdLgoly AR 714 3 FEEE ofy2t AlZH4]
ojuAE AL A A S AES ATehs AeE B

o
e -
>~

12YA oju]xjof wiet FAY, EALF, AP n]x
£ G| AJolg Kol girt, wheha] AvARFF el w2 A
I FuiEE axAS FHSH= AR AlESH 7|E
A 3tal Y A0 R Alm e ulAY M) Fagt vg
& 4= Qdok T3t 20139 % A3HF(Han et al., 2013)
o] Aol A FA7IEFE S H7]A] TRRIo] A|ZHH o2 obF
gt 27| BERE olm|x|ef Atglo] viE gtk A
T A7t Qlnt, ol#gt ZAE £ of HHE ofn|z]2} A|F o]
o]z 22l A FE e AL 847 7)Yl 7H
2R 9 AP ol9lef upARE o] st A Al
ALstty, whaka] B o] AJZHA o]u]x] ke 5t 2|41
ey} An|Rpe) Aol YE-S S| whofsto] HeFAQl ubAY
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