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<Table 8> The verifying of validity and reliability to the type of consumption

behavior
Consumer’s behavior"
Item
1 2 3 4
I read megazines or newspapers on food reliability 152 215 036 093
Consumi 11-bei ducts is environment-friendl
on%uml'ng we 'emg products i v 4 195 13 om
consmption behavior
I am knowledgeable in well-being and more interested _
741 158 164 A3
than others are
Well-being means consuming natural food 64 017 087 121
Consumi 11-bei ducts is desirable f joyi
on%ummg well-being products is desirable for enjoying =0 2w 31 158
a happy life
Consuming well-being products seems to consider
. . 462 039 376 071
mental happiness more than material abundance
Well-being is for the rich -08 776 -174 013
By consuming well-being product, my social status improves =067 748 104 238
Consuming well-being feels rewarding 205 715 129 052
I am interested in purchasing well-being product _
o . 342 710 24 -.008
even if it is more expensive
I explore places to eat well-being food . .
. . . 255 632 038 163
even if they are far in the distance
I has ic food and low-pesticid duct
purchase organic food and low-pesticide produc 07 601 m 11

although they are expensive

I am picky about food for my health -012 156 17 069

I want to purchase well-being products if it is helpful

010 032 714 015

for my health
I value health most in well-being 098 037 69 036
I purchase as less processed food as possible 270 215 635 122
I enjoy functional health drinks rather than soft drinks or coffee A22 154 3 028
Well-being means having leisure and hobby one can enjoy 133 -064 527 039
I value price most when purchasing well-being products -04 163 -085 697
Purchasing well-being is pursuing practicality 045 011 109 669
I want to purchase well-being prducts if my income increases 085 076 189 600
When purchasing home appliances, I value high on energy-efficienc. 205 203 072 530
I tend to consume rather vegetables or fruits than meats .386 -065 -.053 530
I explore information on well-being products A72 167 042 503
Eigen Value 3648 3388 3.043 2.344
% of Variance 15202 14.118 12.679 9.765
Cumulative % 15202 29.319 41.98 51.764
Cronbach’s a 810 837 164 02

Y Consumer’s behavior 1: environment-seeking type, 2: trend—following type, 3: health-seeking type,
4: plan-emphasizing type
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2) 28| 20 PF K3

<Table 9>. Responses from each cluster for each factor

Group
Classification Groupl Group2 Group3 Groupd  Fvalue p

(N=111) (N=108) (N=101) (N=143)
Environment-seeking ) ! i &

- 55550" 03644° -.69068" .89150° 112'?66 .000
type
Trend-following type 67268° - 42126° - 76224° 33438 69328 000
Health-seeking type - 33208 -1.10442° 77314° 4597 175}750 000
Plan-emphasizing type - 64324 55813 - 28397 RIS 41923 000

Consumer’s behavior” 1 2 3 4

"p<.001

Duncan : a<b<c<d

Y Consumer’s behavior 1: Trend-following type 2; Plan-emphasizing type 3: Health-seeking type
4. Environment—seeking type
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Sloh ol 7 g SAS AR A3 avulAe] AnAEE fAFTY,
ANGEAA, ARAFE, BAAFI 4]0 FPoR LHAUL 5, £uA

o avulgEe] REES BAAGY O] UIBE00OT Y B, AR
7 1119 (24.0%), ‘A8 A’ 1089 (23.3%), ‘AR g3 1014 (21.8%) 2o
2 ey ti<Table 10>.

<Table 10> A Table of classification for consumer’s consumption behavior by
cluster analysis

Group Type Person(N) Percent(%)
Group 1 Trend-following type 111 24.0
Group 2 Plan-emphasizing type 108 23.3
Group 3 Health-seeking type 101 21.8
Group 4 Environment-seeking type 143 309

Total 463 100.0
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1. 24 ATEATH 54

1) d7FARH EA

A EARS] RITFEAT A B il GolrE 7] fte] WIEREA S AHA|
7= <Table 11>¥ 2ok #4243 A2 o2} 37998 (81.9%), HA 84
H(181%) & ueytm, Awe 10-200 1687(36.3%), 30-40th 1854
(40.0%), 50t] o] 110 (23.8%)2.& eyttt Eeloji= mE 2521
(54.4%), 71< 21198 (456%)o.2 uYEwi, 9 ussu A/E 1617
(34.8%), Wit & 25478 (54.9%), 3kl o] 48 (10.4%) % FERRL
e FEI7F 1579(33.9%), A 899 (19.2%), 3AHY 85 (18.4%), A2 69

(o

H(14.9%), AF9 Y 229 (4.8%) 2 YE A, HEH 92 1007+ 7wk 203
(43.8%), 100-300%+¢ ®] vk 13775 (29.6%), 3005+ o] 1239 (26.6%)°. =2
Jergt
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<Table 11> General characteristics of subjects

Variable Classification Person(N) Percentr(%)

Female 379 81.9

Gender
Male 84 181
10-20 168 36.3
Age 30-40 185 400

(years)
50 or above 110 23.8
Married 211 456

Marital Status
Single 252 544
Under high school 161 34.8
Final Schooling Graduate college 254 549
Graduate school or above 48 104
Employee 85 184
Professional 69 14.9
Self-employee 22 4.8
Occupation
Housewife 157 339
Student 89 19.2
Other 41 89
Under 100 203 438
Monthly Average Income .

(10,000won) 100-299 137 29.6
300 or above 123 26.6
Total 463 100.0
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<Table 12> General characteristics of subjects according to the type of

consumption behavior

N(%)
Consumer's behavior" 2
Classification (X )
1 2 3 4 p
Female U0 1009 BRI BEO) 19500
Gender
Male 27(25.0) 1309.1) 28(27.7) 16(14.4) (.000)
10-20 26(24.1) 23(16.1) 69(68.3) 50(45.0)
30-40 47(43.5) 75(52.4) 24(23.8) 39(35.1) 8200657
Age ’ ' ’ ) (.000)
(years) 50 or above 35(32.4) 45(31.5) 8(7.9) 22(19.8)
Average 4110414349 420711860 2756+11.825  35.04+14.407
age(years)
Vi Married 40(37.0) 3B(26.6) 81(20.2) 468 g
Status Single 63(63.0) 105(73.4) 20(19.9) 59(532) (000)
Under high school 40(37.0) 32(22.4) 47(46.5) 42(378)
Final 2,970
Schoolin ~ Graduate college 62(57.4) 0(62.9) 37(36.6) 65(586) '
g Graduat hool (.000)
racduate sehoo 6(56) 21(14.7) 17(16.9) 4(36)
or above
Employee 16(14.8) 31(21.7) 21(20.8) 17(15.3)
Professional 17(15.7) 17(11.9) 18(17.8) 17(15.3)
Occupati ~ Self-employee 76.5) 12(84) 2(2.0) 1(9) 88,938
on Housewife A1(38.0) 63(44.1) 11109) a8 000
Student 10(9.3) 10(7.0) 43(42.6) 26(23.4)
Other 17(15.7) 10(7.0) 6(5.9) 8(7.2)
Monthly Under 100 45(41.7) 54(37.8) 52(51.5) 52(46.8)
Average 24,039
Tnoome 100-299 0(370) 224 UED) 31(279) '
(10,000w (.001)
on) 300 or above 23(21.3) 57(39.9) 15(14.9) 28(25.2)
Total 108(100.0) 143(100.0) 101(100.0) 111(100.0)
“p<01, " p<001

U Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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EI AngE ol wEk Aolrh deEAE BAT A AL
n & 2ol 7b YEbyE o (p<.001), A A FH ] AL 7
ofol dia 74 & Lx e Ao Yela, AYFTAY 537%, AFAE

3 455%, TAFTY 387% wow 4 de= AR YEy
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<Table 13> Whether consumers recognize the word 'well-being’ according to the
type of consumption behavior

N(%)

Consumer’s behavior” %

Classification Total (p)

1 2 3 4 b
I Know well 53(53.7) 106(74.1) 46(45.5) 43(38.7) 253(54.6) 36,6417

ecognition )
I've hear 50(46.3) 37(259)  55(545) 63(61.3) 210(45.4)  (.000)
Total 108(100.0)  143(100.0)  101(100.0) 111(100.0)  463(100.0)
p<.001

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health—-seeking type,
4: Trend-following type

2) ‘49”9 44

t}2 <Table 14> “dW’ylo] ABAS A3 Aot} B2y AA
Aoz & u AAAF(M=4.14), ‘H&AX A (M=4.14)3 2] 374 o]
7V E=A YEebya, abSe] o §°(M=374), ‘EAZA EFQ'(M=344), ‘NHF

05), ‘A3 A3, B (M=302) o= yHewoew, ‘{3

of o, ‘dH T, AIA A9, A, IEPH] AR, AT
of el AR Fougt ZFo]7F e o™ (p<0l), WAH o2 SFAF
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<Table 14> Degree of recognition on the meaning of "well-being” according to
the type of consumption behavior

Consumer’s behavior”

Classtfication Total F-ualue D
1 2 3 4
Physical Health 394:1.092° 438+731" 429+739" 390+924" 414809  9216™ 000
Breadth of mind ~ 364+.990" 431+76F 395+899° 374:951° 394+932 13999 000
Material wealth — 3.36+.8%0° 366+864° 323+1.038" 343+940" 344+938 486" 003
Social Mobility & ) oo\ gasd 5001 916" 276:971° 308:916° 3026922 4975 002
Success
Eco-life 3849207 A7+ 807 A3686T 408865 414+882 760 000
Trend 986£912  303+907 2871065 3121007 298+971 1861 1%
Individual character 2.80+873" 336+93%° 280+1.174* 304+999° 305:1016  7.740°" 000
p<01, “p<001 Duncan :
a<bh<c<d<e

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health—seeking
type, 4 Trend-following type

4. 49 FFF tiF A=

U+ <Table 15> 4H[Abe] A sp3Eol] e A =E dotril, 4
F5 Fdol wel zol7t J=AE Lotry] flste] wAEA S AAIRE A
ojt}.

WA Ay AFFLE AZHE oH A M= AAHeR = o, H
AAE AbEOom FRAS HASPIE 35379 (76.2%) 0= 7HE =4 UEEaL
Tlsol F2 sEE 637 (13.6%), 7HAo] Bl SAE 4178 (8.9%) wo ' o
Byt tiAl oz d st HAAR AMEeR A HAisieks o]

A7k el A4EE Ao ¥ & Arh EH AAE f30) B 57

_57_



How folula Aol7t YERFon(p<ol), tha Aol glovt 7+ i
60% ol4Fol W AYEL HAAE Ago FRAT izt ou s}
AEE Ao U

49 FFE FHo oL AAAew B o Amel et A4
259 (55.9%) 0.2 71 =A JEla, ‘AL i EFE 1109 (23.8%), ‘A&
el 47 58%(125%), ‘XA w7 2978(6.3%) o2 UEhY A A
oz Amd g Aol 7 = FHholem YrehE Ao B & gl

T avFE g W= AR Fon Aeolrt yEEen

Ady) FF MAA dofrE AAH oz B u, 7pA’e] 1729 (37.1%)
o7 7} A vEbgx, AEA 1469 (315%), 715 869 (18.6%), ‘Tl <]
AP 499 (10.6%) o2 ey dAd o AW sgFe stAe] b )
AFojel sttt AZeE Ao B 4 gl T3 AudE {3 mEhA

2t R A Ao w Aoy 7HA WelA s Eejof ghtha dte] F
Ao Feon et apol= YERFA ek ok th(p>.05).

s
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<Table 15> Degree of recognition on the meaning of well-being cosmetics

according to the type of consumption behavior

N(%)
Consumer's behavior” N(%) X
Classtfication Total
1 2 3 4 (p)
The least skin — we00) 199853 @12 W72 BHIT62)
rritation
Expensi ) 207 U3
Image Xpensive 6(148) 749 659 12108  41(89) o
Good quality 21(194) 14098 10099 180162 63136
Etc. 4(3.7) 0(.0) 0.0) 2(1.8) 6(1.3)
Meterial's reliability — 67(620)  &2(57.3)  53(574) 521468  259(559)
Excellent usability ~ 17(157) 17119 5600 19171  58125) _
Adva . 24.801°
Less skin truble 15(139) 33231 20287 33297 110(238)
n-tages (.016)
Satisfaction 5(4.6) 1(7.7) 8(79) 5(45) 20(6.3)
Etc. 43.7) 0(.0) 1(1.0) 2(1.8) 7(15)
Reliability 37343)  52(364) 548 32(2W8)  146(315)
Price 39361)  5L(B7) 42416)  40(360)  172(37.1)
Impro Function 19176) 170119 2108  29(26.1)  86(186) 16241
-vement : (.180)
Convenience 983 20040 12019 872  49(106)
purchasing
Etc. 43.7) 32.1) 1(1.0) 2(1.8) 102.2)
Total(%) 108(100.0) 143(100.0) 101(100.0) 111(100.0) 463(100.0)
p<.05, “p<ol

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: health-seeking

type, 4: Trend-following type
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5. €1 A Fd dd AR=

<Table 16> AH|zLe] A A& tfgh JAAEE Yolr il AH|PF
Tl wet 2polrh A=AE dobr Y] feke] wAkA S AAIRE Ayfeolnt

HA Ay AFo0 =2 AAFHE ou X Qo= HAAHFoer & o, ‘HA
AE AFgEo=Z A Fa'7F 363 (784%) 0.2 7+ A Ebyka, ThZ o]
HI A A3 667 (14.3%), ‘A =8 AFE 289(6.0%) o= e} A2 o

A

2 Y 4FS AAAE AEOE A ks ovA7} Bol AYHE A

M

o

o2 % & gtk ®9 &A% F30) uebls BAHOR v Fol
b e e (p<0l), B Aol Ao 7 F8E 609% ool AW AE
2 AAAR AFoR QA FesHE ovAs AHE AOE ety

49 HFY FHA YoIME ANHOER B ), AR
3579 (77.26) 0.2 7174 7] ehgm, Anze 4 48%(104%), YA
31 34%(7.3%), ‘FAE AE 149 (3.0%) o2 UEY A A o2 A s
g Aol g 2 FHoln 4t AoR ¥ & Uk EE v
5

A EAAOE folmd o7t Lhehdom (p<05), T &

==

ek Al Aol

do
oftt
2
=
)

o= glovt 7t 3 60% ol4bo]l Azl ek Aol Y = ol
3 Ag7beE Ao R behyt
49 AEo AMH oA E AAA o B ol A 4’0] 186 (40.2%)

o= 7M =4 vewia, 7hA 17178(36.9%), ‘Trriel |l 597 (12.7%), 71
T 409 (8.6%) wo= YEY thAlH s AR AEe iAol M /A
ofof Frfar Aztsl= Aow B o k. EE ARdE FEdd weAs 7}
TEE AR Aol 7h4 wel A s ojof frial she] FAAL
2 Fom g akol= yEbAl & TH(p>.05).
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<Table 16>. Degree of recognition on the meaning of well-being food according
to the type of consumption behavior

N(%)
Consumer's behavior” ¥
Classification Total ()
1 2 3 4 b
Human

73(67.6) 121(846)  36(34.2) 84(75.7)  363(784)
harmness

Expensive 18(16.7) 17(11.9) 12(11.9) 19070 66(14.3)  21.847"

Image
(.009)
Low calory  13120)  5(35) 4(40) 6G4)  2860)
Etc. 4(3.7) 0.0) 0.0 2(1.8) 6(1.3)
M T
cteridl’s 695 15674 UMY SBD  BITID
reliability
Non sugar 43.7) 1(7) 3(3.0) 6(5.4) 14(3.0)
AU701°
Advantages Low calory 16(14.8) 7(4.9) 11(10.9) 14(126)  48(10.4) (016)
Satisfaction 1093 10(7.0) 8(79) 6(4)  3473)
Etc. 4(3.7) 0.0) 5(5.0) 1(9) 10(2.2)
Reliability — 44(407)  69(483)  34(337)  39(5.1)  186(402)
Price A0370)  50(350) 39386 42(378)  171(369)
Improvemen 16.698
Function 98.3) 7(49) 1009  143026) 4086
t (161)
Convenience 11100y 17119) 17068 14026  59127)
purchasing
Etc. 43.7) 000) 1(10) 2(1.8) 7(15)
Total 10810000 143(1000)  101(1000) 111(100.0) 463(100.0)

p<05, “p<0l
U Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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6. €9 FFF dF FHYF

&2 2HAe] AW sgEel WI FrigES dolra, AW Ape] Q1T
FAGH 54 2 avdE 3P0 wel Aol AEAE Lopry] §lste] w
ARG AN Aot

D 49 3}FF FUES

thee 94 AE pFojEAo] wa] A3 Azto|th BAAI A Ao
=
|

28w, A7)0 2067 (445%) 0 & M EA vEbga, VERT AN
(ERAET) 13318(287%), &’ 648 (138%) oz Ueh iAoz 2l

o] Abg3t7] Sl AW HFES Fojets Ao ey
ZAF A ALY Ol TEA A EAo] weld= A, see] uet EAHow
frejm gk 2ol 7b vhEbs th(p<.05).

EE <Table 17> B3] & & A%l &ul9% F30 Getds SAHe
3)
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<Table 17> The purchasing purpose for organic cosmetics

N(%)
Consumer’s behavior” p
Classification X
(p)
1 2 3 4
The My-self 37(34.3) 69(48.3) 44(43.6) 56(50.5)
purchasing
Family 39(36.1) 50(35.0) 19(18.8) 25(22.5)
purpose 26.956
001
for Present 13(12.0) 17(11.9) 19(188) 15135) LoD
organic
cosmetics Etc. 19(17.6) 7(4.9) 19(18.8) 15(135)
Total 108(23) 143(31) 101(22) 111(24)
<05, T p<.001

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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2) 49 3}FF A87IZ

=l

A 3GFE ARSIl tiE] S Aot BAAY AAHoz B o,
3 wwFol 1359 (20.2%) 0% 7hd A dEbwga, ‘1-3d wRP 1304
(28.1%), ‘671€4-1d w7 1149 (24.6%), ‘3-670Y w7 4874(10.4%), 3 o©]
% 367 (7.8%) o= YERY tiAHoR 34 wvk e 1-3d v A

Ao ZAARTE o, At 17-E A S
2 B wepAe A9, A, €9 £ wegt AR fFong A
o] 7} bt tH(p<.0l).

s 8o e FAAFAE <Table 18> Fd folna 2ol
1

e Ae ¢ F Atp<0D). AREFADY AAAFE A4S 134
W gE AER Ao uehkou gAY} sA=THe A% 3
9 g AT Y Ao teh ta dolE warh
<Table 18> How long to use organic cosmetics
N(%)
Consumer’s behavior? 2
Classification (X )
1 2 3 4 p
rears or 506 25(175) 000) 6(5.4)
above
1-3years 35(32.4) 49(34.3) 21(20.8) 25(22.5)
How long
to use bmonth 20(185) 37(25.9) 30(29.7) 27(24.3) DD
organic lyeas (.000)
COSMEUCs 3 g onth 15(139) 7(4.9) 9(89) 17(15.3)
under 33(30.6) 25(175) 41(406) 36(32.4)
3month
Total 108(23) 143(31) 101(22) 111(24)
“p<01, T p<001

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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3) 49 }FF 49T FonH&

A sPdE EEd Rl el tia] A g Adolrh. BAAY A AL
2 Rk mRPo] 258 (55.7%) 02 7H = A YErsb A, 5-10%HY W RE 143
(30.9%), 10-209F "R 527 (11.2%), 205 o] 109 (2.2%) wo=2 U
B iAoz At 5vb Rk HlgS AbgetE AoR & 5 QUth

AR QIS AT A S0 wekb e A e
Bt ol wel AR Foju g 2ol

TS <Table 19> 4AH| =

7F Y HH(p<.01).
Fdol e ENAnRE FAHoR fojudt
ZFol]7F YERS 2.1 (p<.001), Al A o=
Abgete Aow deuton o] o ARAFH ol fFAF Tl v
AdsAdelyt SF4ATFH] 45 ddon Be S48 AHE

JeR tha Aol g war

o

<Table 19> The monthly average cost of organic cosmetics expense

N(%)
Consumer’s behavior” P
Classification (X )
1 2 3 4 b
The Under 5 52(48.1) 56(39.2) 79(78.2) 71(64.0)
monthly
average 5-99 44(40.7) 55(38.5) 14(13.9) 30(27.0) B
cost of 53644
organic 10-199 12(11.1) 24(16.8) 8(7.9) 8(7.2) (.000)
cosmetics
expense
(10,000 won) 20 or above 0.0) 8(5.6) 0(.0) 2(1.8)
Total 108(23) 143(31) 101(22) 111(24)
“p<01, T p<.001

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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4) 449 FFF FEFSTH

S WY SPE ARFSPEC oS BAR A, TV, AR, A’

_
do
o
>
—
(o]
O
o,
w
=
w
§
=
(o
o
2

7} 1829 (39.3%) .= 7V = A YERSE AL,
378 (8.0%), ‘WiESH Fi’ 259 (54%) wo® YEY dhAlFo® TV, A&,
HA 2 ol Ay spEel U ARE de Aew & 5 Utk

U5 <Table 20> &HdE FFo WM = SAHZ Fofu|d 2o] 7}
el AS 4 Jom(p<0d), AFTAIFoly AGAFE,
BT dAReZ TV, A%, FA5 & 49 sl vk dus d= 1t
d, SEAFE] A5 Ao FAFHE F
U oA ZpolE BT

of ool A AS] AFEAGH S wmE= SAHCR Fon|d

z}ol 7} YeEbA] ekt th(p>.05).

<Table 20> The way to get information for well-being cosmetics

N(%)
; ) 2
Classification Consumer’s behavior X
1 2 3 4 (p)
People AR M) U(33.7) 38(342)
around me
The way TV,
to get newspaper, 51(47.2) 54(37.8) 33(37.6) 39(35.1)
informatio megazines 23761
n for Product PR 9(8.3) 8(5.6) 2(2.0) 6(5.4) (.022)
organic Recommendin
cosmetics g shop 7(6.5) 7(4.9) 12(11.9) 11(9.9)
assistant
Etc. 17(15.7) 11(7.7) 15(14.9) 17(15.3)
Total 108(23) 143(31) 101(22) 111(24)
p<.05

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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5 49 }FF THA

AR spE Tl A el e 24 F Adfelth “HE Aol 1399 (30.0%) & =

7V A UER A, ‘ME T 1059 (22.7%), AAEelS 979 (21.0%), 71 EHE

(RJIE 5) 7098 (15.1%), ‘d¥k shE3 5278 (11.2%) o2 YERd oA 4

o= Moy WA A sFES Fulste Ao® & 5 Ak
ZAEARS] A E A A B metA e A, AF, 9o, 3

Tl W= SAHCE Fon| Aolrt yEow
3

AgPolt ARAFE, fAETA A5 ARANA FHlE o] s A

o2 YERY thh zpo]lE B th<Table 21>.

<Table 21> The purchasing place for organic cosmetics

N(%)

Consumer’s behavior” %

Classification i)

1 2 3 4 p
Department ) 595 H5315) 19(188) 170153)

store
The. decil o xeg) S0 ZGBD 3297
purchasing . 6145
place for 9(8.3) 15(10.5) 10(9.9) 18(16.2)
. store (.000)
organic
cosmetics Etc. store 12(11.1) 22(154) 21(20.8) 15(135)
Don’t 34(315) 11(7.7) 24(23.8) 28(25.2)
matter
Total 108(23) 043(31) 101(22) 111(24)
<05, T p<.001

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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6) 49 3}FF 7o 222l

mpA b B A sgE e AA e
EA0] 233 (50.3%) & A A UERE A, QAR 78 (16.8%), ‘8] 7HA
(AZM) 487(10.4%), ‘72" 417(8.9%), ‘BIAQl” 79(1.5%) +oZ e
gAHe=s F4& /Mg ToAsE Ao B g

ZAE AR RIFEAT A B wetA s Al wet FAH R o]
n) gk zpol7b vEbE o v (p<.05), 4R %E ol uwhet
& zlol7} YElE o™ (p<0l), tha AolE Qo 7§38 A or 4

Ak Ao yEbEal, o] o AlFFAIF e Ag A

Hir

>,
rlr
offt
)
ax
|o
fr
do
lo,
=

<Table 22> The purchasing determinant for organic cosmetics

N(%)
Consumer’s behavior? %
Classification
1 2 3 4 (p)
Permission
(Certification 14(13.0) 17(11.9) (7.9) 98.1)
The )
purchasing Quality 57(52.8) 81(56.6) 48(475) 47(42.3) -
determinan Price 983) 12(34) 659 14126) 32198
t for ] (.006)
organic Design 3(2.8) 3(2.1) 0.0) 1(.9)
cosmetics ~ Word-of 8(7.4) 22(154) 20(19.8) 28(252)
-mouth
Etc. 17(15.7) 8(5.6) 19(18.8) 12(10.8)
Total 108(23) 143(31) 101(22) 111(24)
<05, “p<0l

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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7. 49 AF T 7P F

thge el AW AEA ofd TOAEL Fopua, hue] ATE

AsHd 54 % 209E F3 meb ok GEAE Johur] fiskel wa

tee Y AF puimdd a BAw Avelth BAAN AAHew
DVERT HH(REF) T 328%(708%) 0% A1 A ek, AsALE
7778 (16.6%), “dE& 329 (6.9%) o= Yy dAA o= 7SR5I A A S
7] Se Ay AES s Aoz ¥ 4 vk

A A QAFEATA Sl webs 4E, £eolR, Aol ue
AR OZ Foln) @ Fol /b Lhehetth(p<.05).

Ee, <Table 23>% FalAd: &AuaE §80 webds 4 £94¥ 60%
el AZRT 4A%7] sl 4Y HFL Fulss Qo et A4

o foluld Aol YR} otH(p>05).

4

o
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<Table 23> The purchasing purpose for well-being food

N(%)
Consumer’s behavior” I
Classification ¢
1 2 3 4 p)
The My-sef  I20LD) 236D 20098  2298)
purchasing g 4o SmD 10 64634 69(62.2)
purpose 16.293
for Gift 765) 5(35) 8(7.9) 12(108) (061)
well-being
food Etc. A(37) 5(35) 9(89) 8(7.2)
Total 108(23) 143(31) 101(22) 111(24)
<05, “p<ol

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,

4: Trend-following type
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2) 49 A F Foi=

A A F il s 24 Aot BAAIN AA AR & ouf
4 3-43]7F 15478 (33.3%) 0% 7Hd E A dEbsa, Y 1-23]" 129%(27.9%),
‘671l 1-23]" 879 (18.8%), ‘F 3-43]" 774 (16.6%), ‘A9 "W’ 169 (3.5%)
To2 ey giAd ez 9 3-43] Ak 49 AFS Fishs Aew B F
it

AR AT EATA 54 mEdE S udl FAHCE o
n gk Apol7b vbEREE o m (p<0l), EF, AH|AE FEo wmEiAe FAASR
Frejm gk &pol7b vER oW (p<.001), AFFAPolv FAAFH] A o

3-43] A= 4y AES FujsteE Aoz Yeig oy ARAEH oY {3+
T AS ¥ 1-23 Ax Fustes Ao=2 YEy v AolE HIYTH
<Table 24>.
<Table 24> How long to eat well-being food
N(%)
Consumer’s behavior? %
Classification
1 2 3 4 (p)
Every day 43.7) 6(4.2) 1(1.0) 5(4.5)
rdimes - og06) 31(21.7) 8(79) 98.1)
How long a week
to eat d-dtimes - gga50) 52(36.4) 30(29.7) 34(306) 38309
well-bein a mpnth (.000)
g food 1-2times 19(17.6) 38(266) 35(34.7) 37(333)
a month
1-2times 18(16.7) 16(112) 27(26.7) 26(234)
six month
Total 108(23) 143(31) 101(22) 111(24)

“p<01, T p<001
Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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3) 49 A F €9+ Fn&

&2 A AF Ay Fun] gl g 24 AR Grhd wRbol
1897 (40.8%) 0.2 7} =A vERE I, ‘5-15%HY mRF 180 (38.9%), ‘15-25
Tkl w vl 7479(16.0%), 25%FY o] 20 (4.3%) o2 uEh iAoz
T 5%kl wRbolu; 5-15%ke] wIRke] W8-S AMESlE ZOoE E gl
AL AL RIFHEAI A B0 wet e AR, E1olR, 3, A, 4
Tl et AR Fejugk Aot vERTH(p<.01).

v el o] walAE <Table 25>¢] BEAARE EA o8 fojut
Zpol 7 vyt o (p<.001), Al FTAFolyt A FE e 4 T 5-15
el W gke] M-S AbEStE Ao® YEtmouw ARAFH oy FAFT

o A% 5wl viwel &L AGHE A0R vpeh} tha AolE marh

~~

o
N o,

o,
By

B

<Table 25> The monthly average cost of well-being food expense

N(%)
Consumer’s behavior? P
Classification X
(p)
1 2 3 4
Under 5 42(33.9) 37(25.9) 53(52.5) 57(51.4)
The
monthly
average 5-149 426) 6392 40396)  38(342)
cost of 434917
well-being (.000)
food 15-249 18(16.7) 39(27.3) 7(6.9) 10(9.0)
expense
(10,000 won)
25 or above 2(1.9) 11(7.7) 1(1.0) 6(5.4)
Total 108(23) 143(31) 101(22) 111(24)
“p<01, " p<.001

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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4) 4 HF BERFSTH

e

oL

WA AERESEHA s 243 Aatold TV, A&, A7 188
=

(40.6%) 2.

o

7V = A dER AL, ‘F9 320 1419 (305%), ‘g R Far 6

=
(145%), ‘“AL3=H" 2178 (45%) o2 JEU A doz TV, A% x|

3

E T 4y AFol WY ARE A= Ader & 5 9

B

AR QI EAISHA EAC metds A, ddd wet SAACR
Frelm gk Zpol 7F yrebsktH(p<.05).

20 % Fo wEtde BAHeR Fon gk 2ozl vElu o (p<.05),
AGsSAdolvt S8AFE, AFAFEY 45 A= TV, A&, JFAE
Zol AW AFel Ui ARE dv 9, FAFTHY A4S dAdez F
AFHAE B8 ARE d= Aoz YEy tdi 2olE HAt<Table 26>.

<Table 26> The way to get information for well-being food

N(%)
o Consumer’s behavior” ¥
Classification i)
1 2 3 4 b
People 25(23.1) 43(30.1) 32(31.7) 41(369)
around me
Th TV,
¢ WAy pewspaper,  54(30.0) 64(44.8) 36(356) 34(306)
. to get' megazines
informatio 23.286
Qfor  Produt PR 1003)  24(168) 12019 21389) (05)
well-being  Recommendin
food g shop 7(6.5) 3(2.1) 5(5.0) 6(5.4)
assistant
Etc. 12(11.1) 9(6.3) 16(15.8) 98.1)
Total 108(23) 143(31) 101(22) 111(24)

p<.05
Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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T2 A AFE Aol diE EAE Aol #AdE WY, Uy
PFEZE 1909 (41.0%) 22 7H A vEbstar, A3 947(20.3%), 3k
6878 (14.7%), ‘71EH+E(AEl 5) 567 (12.1%), “F#H S 558 (11.9%) =2
2 ey Ao qEutEdA 4 AFe FHsts ow B o+ 9
ct.

ZAF A e] QI AT A 5ol webA = A, ¥, ol 3, 4
ol wet FAH R Fejv 2ol 7k e THP<.05).

g FRol mepA s FAMCR folud Apol7h vERE e (p<.05),
i ol dov 72t f8W diAH R qyuieda 4y AFE 7

= Ao 2 ey ti<Table 27>.

<Table 27> The purchasing place for well-being food

N(%)
Consumer’s behavior” I
Classification (p)
1 2 3 4
Department 1146 29(20.3) 12011.9) 1199)
store
The Spsetcolity 22(20.4) 38(26.6) 18(17.8) 16(14.4)
purchasing
21.522
place for ~ Supermarke o0 53(37.1) 43(426) 47(423)
. t (.043)
well-being
food Etc. store 9(8.3) 14(9.8) 14(13.9) 1917.1)
Don’t 14(13.0) 96:3) 14(139) 18(162)
matter
Total 108(23) 143(31) 101(22) 111(24)
<05, “p<0l

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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A AF Tl A aglel dis) EAAYRE dAHeR B w3
2567 (55.3%) 2.2 7FE EAl Ve AL, S 7RA(AFA]) 859 (18.4%), (AR
468 (9.9%), ‘7+A’ 4578(9.7%), ‘TIAQ 6% (1.3%) o2 YEY iAo
FAE M FoAEE R B 5 9l

ZA AR QI AT A S0 metA e AW, e wep FAHoR
Frejm gk 2ol 7k VERSETH(p<.05).

vl s Fdd weki = <Table 28>0A & &
n gk xpol7b YER O™ (p<.05), T Apol= dov 7 F3P W A AR F

4% A FaNsE Ao e

o]

i
i)

<Table 28> The purchasing determinant for well-being food

N(%)
Consumer’s behavior” 2
Classification (X )
1 2 3 4 p
Permission
(Certification 18(16.7) 25(175) 23(22.8) 19(17.1)
)
The Quality 63(58.3) 90(62.9) 51(50.5) 52(46.8)
purchasing
determinan Price 14(13.0) 11(7.7) 11(10.9) 98.1) 28133
t for (.021)
well-being Design 0.0) 2(1.4) 0(.0) 4(36)
food N
Word-of 8(7.4) 12(84) 7(6.9) 19(17.1)
mouth
Etc. 5(4.6) 3(2.1) 9(89) 8(7.2)
Total 108(23) 143(31) 101(22) 111(24)
<05, “p<0l

Y Consumer’s behavior 1: Plan-emphasizing type, 2; Environment-seeking type, 3: Health-seeking type,
4: Trend-following type
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ABSTRACT

Comparative analysis purchasing behavior of
well-being cosmetics & food according to the

consumer’s behavior type

Song, Young Ju

Major in Skin Care and Obesity Management
Department of Cultual Industry

Graduate School of Cultural Industry

Sungshin Women'’s University

This study begins by indicating the lack of basic information on how
consumers recognize well-being, create its types, and maintain well-being
purchasing behavior, despite of the recent prevalence of ’'well-being’
running the gamut throughout our society, which produces new strata and
lots of researches and news articles. It led me to raise an issue of necessi
ty of research to classify different types of well-being and conduct a
research on consumption behavior of well-being cosmetics and food. I
analyzed the consumption behavior of men and women from late teenagers

to fifties living in Seoul and Gyonggi province according to



socio—demographic variables such as gender, age, education, marital status,
and explored the degree of cognition on well-being and type of consuming
well-being products in cocsmetics and food. The collected data is
processed under data coding and data cleaning, and analyzed with SPSS v.
14.0. (Statistical Package for Social Science)

The summary of findings from the research is as follows. First, the type
of consumption 1is classified into 4 categories according to the
characteristics of each group, which are Trend-following type,
Plan-emphasizing  type, Health-seeking type, and Environment-seeking
type. Among them, Environment-seeking type is at the top as 30.9%, and
among the rest, 24.0% were  Trend—following  types, 23.3%
Plan-emphasizing types, and 21.8% Health-seeking types.

Second, the demographic findings in the well-being consumption behavior
was, first in the gender, proportion of male was higher in the
Health-seeking types and Plan-emphasizing types, the proportion of female
was higher in Environment-seeking type and Trend-following types. On
age, more trend—following and Health-seeking types were found among
10’s to 20's, and more Environment-seeking and Plan-emphasizing types
were found among 30's-40's and older than 50’s. On marital status,
singles were more trend-following and plan-emphasizing, and
environment-seeking types, and the married were more health—seeking
types. On education, more trend-following, plan-emphasizing and
environment-seeking type was college graduates, and more health—seeking

types was high school graduates or current students. On occupation, more



housepersons were trend-following, plan-emphasizing, and environment
seeking, but more students were health-seeking. On average monthly
income, trend-following, plan—-emphasizing, and health—seeking types were
found more in group whose income is less than a million won, but more
health—seeking types were found among the group of more than 3 million
won.

Third, when observing the degree of cognition on well-being, according
to the consumption behavior type, the environment-seeking types know the
most about the word 'well-being’ as 74.1%. Also, the environment—seeking
consumers associate 'well-being’ with 'physical health’, 'peace of mind’,
'material richness’, 'social status, success’, 'environment—friendly life’, and
'pursuing one’'s own individuality’.

Fourth, more specifically, I surveyed the cognition of well-being
cosmetics and food as their image and advantages, and consumer’s
expectation of their improvement. The findings turned out that more than
60% of each type of consumers associate the well-being cosmetics with
the image of ’the least skin irritation’. On their advantages, more than
50% mentioned their reliability. On the possible improvements, generally
consumers believed that their reliability and price should be improved. For
the well-being food, on its image, more than 60% associate well-being
food with 'no harm to human body because it is made of natural
ingredients’. On advantages, more than 60% mentioned the reliability of
ingredients. On the possible improvement, each type of consumers said its

reliability and price should be improved.



Fifth, the study analyzed behavior on well-being cosmetics according to
each types of consumers by following variables: aim of consumption,
length of using time, purchasing cost, how to get the information, place of
purchase, purchasing decision factor. The aim of purchasing well-being
cosmetics was, for the plan—-emphasizing consumers, for the health of all
family members including themselves. For the other three types, they
purchased well-being cosmetics solely for themselves. The length of time
using the well-being cosmetics was, for the plan-emphasizing and
environment-seeking types, 1-3 vyears, and for the health-seeking and
trend-following types, less than 3 months. The purchasing cost was higher
for the plan—-emphasizing and environment-seeking types. In ways to get
the information of well-being cosmetics, the plan—-emphasizing,
health—seeking, and trend-following types generally used TV, newspapers
or magazines, while environment-seeking types were usually recommended
by their acquaintances. For the purchasing place, the plan—-emphasizing
types generally answered they do not care, while environment-seeking,
health—seeking, and trend-following types replied they prefer to use special
well-being stores. Finally, purchasing decision factor was generally the
quality of product for all four types.

Next, the aforementioned variables was investigated for the well-being
food product. First, all types showed that more than 60% of them
purchased well-being food for all of family members. For the frequency of
purchase, plan-emphasizing and environment-seeking types purchased

well-being food 3-4 times a month, while health-seeking and



trend-following types did once or twice a month. For the monthly average
purchasing cost, plan—-emphasizing types and environment-seeking types
spent 50,000-150,000 won, while health-seeking and trend-following type
spent less than 50,000 won. For the acquisition of information,
plan—emphasizing, environment—seeking, and health—seeking types usually
used TV, newspapers, and megazines, while trend—following relied on their
acquaintances’ recommendation. For the purchasing place, all types
preferred to purchase well-being food product in big outlet-styled
supermarkets. The purchasing decition factors were generally found to be
the product quality for all types.

To sum up, the findings mentioned above led me to conclude as follows.
First, for the cognition of well-being, the environment-seeking type
showed high degree of cognition, and these environment-seeking groups
consist of women who received advanced level of education as college
graduates, and had more than 3 million won of monthly income. This
explains that the ’‘well-being’ is not generally conceptualized in our
society. In the future, the genuine conception of well-being should be
spread to our society in general, and more information and chances should
be provided to consumers to learn the concept of what well-being is.

Second, the research on well-being cosmetics and food consumption
showed that all consumer types thought well-being products’ advantage is
high reliability of its materials and ingredients. Also, the findings on
purchasing decision factors among several purchasing behavior variables

showed that all types of consumers thought the quality of products are the



most important factors. Interestingly, however, majority of respondents also
replied that they still want improvement in the reliability, which means
that the standard of well-being is still not accepted as reliable enough. In
the future, the relevant public authority should cooperate with manufacturer
of well-being productsto provide better programs for consumers to
purchase well-being products in a more reliable ways.

Third, by analyzing consumers’ type of purchasing behavior and their
behavior in purchasing well-being cosmetics and food products, it was
turned out that most findings indicated that plan-emphasizing and
environment-seeking types posed more positive and affirmative attitude
toward the purchase of well-being products, despite of some differences in
the analysis on the purchase of well-being cosmetics. This means that if
consumers maintain their environment-friendly consumption, and Kkeep
consuming well-being products with considering its economic aspects, they
will continue to do affirmative and positive well-being consumption.

Fourth, in the acquisition of information, the least favored way was
turned out to be from the salespersons or clerks. This tells us that
consumers tend to discredit the clerks’ knowledge on products. However,
massmedia, the most favored way to get information, might provide only
fragmentary and arousing information, so that they may distort the right
way of consuming well-being products. To straighten it, the well-being
manufacturer should educate their employees systematically to improve
their ability to provide consumers with better knowledge of well-being.

However, the limitation of this study will lead me to suggest some



advice for the following researches. This study have difficulty in
generalizing its findings since its samples were biased in region and
gender. Therefore, the following researches on this topic will get more
substantial result if researchers set the samples more carefully. Also, this
study did not classify and comparatively analyze the well-being industry
and its products and services in a comprehensive and detailed way. The
succeeding researches will get better result on types of consumption

behavior by analyzing and supplement those shortcomings.
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