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18) Price, L. L., Arnould, E. ]. & Zinkhan, G. M.(2002), Consumters, McGraw-hill,
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19) a143] £1(1993), 2lelsl, A, p.298.

20) Schiffman, L. G. & Kanuk, L. L.(1994), Consumer Behavior, 5ed, Prentice
Hall, p.240.

21) 7752](2002), AvA s, JAEEAL, pp.274~275.
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26) Kotler, P.(1988), op.cit., p.195.
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Brand Choice", Journal of Consumer Research, 5, 1978, p.164.

28) 91E1(191), Arll wlolAIR 912, WEA}, p.540.

29) Fishbein, M.(1963), "An Investigation of the Relationships between Beliefs
about an Object and the Attitude toward that Object", Human Relations, 16,
August. |8}, 9kgT, &1dQ(1997), AR E, WEAL p.218, A4

30) Reidstein, D. J.(1978), "The Prediction of Individual Probabilities of Brand
Choice", Journal of Consumer Research, vol.5, pp.163-168.
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31) Oliver, R. L.(1980), "A Cognitive Model of the Antecedents and
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ABSTRACT

A study on the influence of preference about the

make-up images on the cosmetics purchase intention

Kyung-Rang, Kim
Major in Make-up & Stylist
Graduate School of Plastic Arts

Sungshin Women’s University

Until now, considerable theses have been completed upon
purchase decision making factors of specific products and the
general purchase affecting factors such as price, brand, quality,
design, purchasing point, situation have been suggested through
these studies.

This study is to search the affecting factors of consumers decision
making and the target product is cosmetics which is understood
that it is also under control of above-mentioned general factors like
price and etc. Unlike other studies, here I set preference as a main

factor and the image of make-up as a variable affecting to that



preference. In other words, the theme of this study is the analysis
of influential relationship toward purchase intention of consumer
preference about the image of make-up.

The theoretical research and actual analysis have been performed
and I inquired into the image of make-up, preference, and purchase
intention through theoretical research. The verification of this
assumption according to study pattern have been made through
actual analysis and the basic materials were collected by
questionnaire.

For organizing questionnaire, I classified the image of makeup
as 3 categories of elegant image, sexy image, and natural image and
the image expression(photograph) corresponding to those images
have been seclected through second prior research.

As for preference and purchase intention, the generally accepted
items used in prior studies have been selected and measured. The
question target was limited to 20s, 30s, and 40s as appropriate to
the character of this study and after investigation, the question
paper used in actual analysis was 259 in total.

The verification of assumption was performed through the
analysis of reliability and verification of validity as a basic analysis
and regression analysis was followed. As a result, it appeared that
the preference about the image of make-up positively affects on
purchase intention of the product which is used in related image

expression.



In detail, for 20s and 30s by age and students and office workers
by job, same result have been produced. That is, the image of
make-up is also an affecting factor of product purchase same as
price or brand.

This result can be suggested as an important hint in advertising
and positioning strategy and other various field for the companies

related to cosmetics and make-up or other organizations.
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