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Abstract

Purpose: Recently, there has been increasing interest among men in using color
cosmetics to manage their appearance and/or improve their self-confidence.
Thus, this study investigated the purchasing characteristics and use of men's color
cosmetics according to age. Methods: A questionnaire survey was conducted by
using a chi-square test, with a significance level of 5%, while the SPSSWIN 21.0
program was used for statistical processing. Results: The reason for the use of color
cosmetics is that men in their 30s and 40s tend to place greater meaning on “self-
management,” while those in their 20s generally emphasize “self-satisfaction and
confidence.” In this study, the subjects of focus included products related to skin
tone and how to obtain information on such products (e.g., through the Internet or
mobile phones). However, when they actually made purchases, all of the age groups
used cosmetics stores. As for specific products, 37.6% purchased sunscreen, 24.7%
purchased BB/CC cream and lip balm, 3.9% purchased eyebrow pencils, and 3.7%
purchased cushion-type products. Conclusion: Based on the findings, sunscreen
and skin-correcting products, i.e., functional cosmetics, had the largest sales volume
across all age groups. Moreover, product composition should be tailored to each age
group, while product development of customized color cosmetics, the development
of base cosmetics that complement men's skin tone, and accurate sales and
marketing strategies, such as usage guidance, should be followed.

Keywords: Male cosmetics consumer, Skin tone correction, UV protection products,
Men's cosmetics, Lip balm, Sunscreen

P ATe A A7 EAL A FAl Hlsl deel B
I+ 14% ] =3t 93 29 9 2w (Hamermesh, 2011; Kim,
2018), ol BAEC] FFES AR ofu]A| Teje} o= vt
A Fagt A-8-2 vt AL AR F2 39
A3} Tl A e ALeld 9] AhEolzta & 4 AR

ke Sl AdEda: & 4 go dA4E 9 AAgEE
e HAEE THOE 73 oFF o= Aol AHd
ZA] ER1] Y EZA A (metrosexual) T HFSIY HEFL A
T AL (ubersexual), AAIFE /9 2247 (cross
sexual) G2 JHQ1E] AFT ALE|eHE WSk} Abe-23tE wgt
Lol A] theFstA MatE o] gkom(Son, 2015), ol&2 7HY19] &=
ol E AT AEE ks Ao gEA Qi 20119 AAE
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Consumption Propensity of Men's Color Cosmetics

2opoll A el Hofut MzsPgES o817t WA Holad 2
of]l 2 ¢I71E B 9len, 53] WYL AdE FHZ 3
o|Z e izt ¢4 3 ARAE e § A FEll B3t Al
FAo] il thfet A A7 BRaF Aol o] 2K Park & Kim,
2019).
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SRS ABEE R A Agkon W 1459 84 wet A
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=31 Q.
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20179 = | A SFE A2 12 2,800 7| &9
gom, 2] ZH4le] tigt £AE ob7|A] gk 191 7o 4t
2 3 BRI 22, &4 dAS B AFse 1R
(grooming) £ ¢ ol Agoln, g= A9 ul& T 5
A2 2 A8 3PFEY] TR W9, Aula RopriA] AR ¥
A F/37gA10l YthHan & GO, 2019). oA B4 3FFE AP Al
&S AlEsE o] 5] Agse AAE BAE 94X R
ARGl thgt Q14)o] ufe- fzobA] SPEE Aol A w2 &S A
A&t JoHlim & Kim, 2014).

OotRH HAIG2 Ag T A Y HE vo]aY A W
250 E 29ste] IR ARV BE A 1AS Y5 9E
MuAE AlFsle] WA A4S FA81 ) om(Park et al, 2012),
i ulA, ofolEd} T2 ojulA)= W9 ou FEE H& Wsst
Al TEESIT), Yt 25 SPFE ARG T ofu 2t v FofollA]
£ 3o} trtoly, Ho|T ot AE, RHE] AeofolEje} T WA
HE FE7 E= SV THWon & Jung, 2019).
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AP} L AzoEL 2alol W E] FAZQ viA g} Ha
o Fuf 50| Yo glom FAH A AlEske] oo
2 12940 I& AT 9JthLee & Kim, 2006).
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Table 1. Men's cosmetics research trends

A =gsk7] sl 7] AFAA FE, TR Eob AT 5
S wtotaly] 3l et=she A A8 (Korea Citation Index,
KCI) 5871% 20154 o|% ¢ 37 A0 E 4 o= 3 3
A Ak ofej ot Zek(Table 1),

20189 ol P IFE B =50l 43 £9eH 1o
A B SR Aol B3t =Ro2E ou HAwof wE LulF
7] T =8, YA IAY FulaiE, e LufER 2] E,
Bcy A3 AF AT 70 27 29184, E 87) b
Ql, wuf Au), §52, I5 FFE IPE T B, AEEA
g E4, Aot 25 51 THE Fo| FF o|Fh

o o] MEIE B =2 ofF] oA TRkt A
o2 A7 pAEA olFolA L ot B SME W A2 =
EOR2E BAEY IE A e Eol et A (Kim,
2018)0l1A] 7123PgE ALgoll thet Ao, MAIYE T =12
2= "9 A2 39 o ol B3t A (Park & Lee, 2013)7}
[Ho= o] AF= g4 i Aol wE MxabgEe] F 3
Foll B 8o J MEIFE W Q- AREIEHEQ Aol
A1) B A4 AFsi

=R ASARIKCD, =7k 7|44 ZAE (HDSL)S 5
E71%, B4 T SPEE ARG B =RORE R = u
£ TuliE7] B =23 ou| X, BlEE A% A Ak
27 284, IPEE 7] bR, o AR, f5E, gE &
P E T A, FEEN Y 24 5 A7 Asith

7] 2 8HEA R AN E| (Korean Research Memory, KRM), KCIofA]
il 19SS ol HualgAIe, WAle) Azakige] Bah
A7 oiolelotE, AES W vk Uz so} RIS Y 4
£ 4ol o, nAHxe} A SolA BRE BHEsturt &
39 3R] digh BodT AR B2 £F08 WHEGe
Sz 5ol gk AHEEe} A W9l olRoiAn P AT

of thafrte mlFsleaL & < e

4, H7EX U WY
4] 23golgh 2uA1ES) elo|LAetlo] ket g AFS| B3}

o
AR =gl tie 4R Rt FuijRss ol and 54

Publication year List

2015 Lim & Kim, 2015

2016 You & Kwon, 2016; Kim & Hwang, 2016

2017 Beak & Hong, 2017; Kim & Kim, 2017

2018 Xiang & Hyun, 2018; Lee & Jung, 2018; Kim, 2018; Yun, 2018

An, 2019; Lee & Jeong; 2019; Park & Kim, 2019; Im & Lee; 2019, Han & Go, 2019; Park & Choi,

2019 2019; Chung & Choi, 2019
2020 Park & Choi, 2020
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o=, 2BRES 43 ABFAoIRIL & = Jlon LHAE
) BF, A 52 THSIAL AR, A, A7), &5, THAB TS £
et 4k Hhgol2tal & 4= JIth(Seo, 2014).

SFE2 ERES] WA AlE 9 shfolH, Y] TRt
aujRe] S5 dRgof wt thefste 2 Moyl il s
Fof| AA| ARGl tiFt FARAE HEEA] o] FofX{of Hu)e}
ARgolRhe 22 E AE © A £4E o+ & Aol
o E ARSI Qe MRS APl waf @ MEshgEe] A
o S5 ARAEE Aste] B avlAEe] AlEe] AdET T
miE7], Tl 24 89 ANET TS ATEe A2 avlA FF
w40l T8k o7t gle AR wkE,

2 Ae FHZ S5 Wlshs B SHE ARAE e
Tl BEE BAF AT EN T B EEY A VHIE ¢
A SPEE ALY RS ANShe A0l v Al &
€2 0|24 7|12ARE AlFshe b A7k

Materials and Methods

1. GLHE

Sheth et al, (1991} &2} A8 Pgof JFS vXe & 9
FE AR 71, ARA 7R, A 7HA), A4 71 57RR) 7
gty BA59t 7153 7HX (functional value)= AEo] 4,
75, 744, Ar|aet BAE AgAola EEA &40 tiste] 4
A7t B 53k A8 Wot, AFlA 71X (social value)= AHSIRITE
7] FAE Bl A ouAY uFTIoRRE A He &
4& %5k, #44 7H (emotional value)= A& AMEFE R
W L7)e 282 AT FAA QN e Aol AFE 7]
(3714 7HA, epistemic value)i= AFol| Hgt T7147 N2
stz sk &840tk A% 7HX] (conditional value) 4
v AR o) 4 Aoy £ A3to g At AusA
H AEE thgh 4] 7Rk & 4= 912, Sheth et al, (1991)
7F AR 28] 7R A, AL AEje 5o o2 sHEe) o
S drot JRgh 4H] 7Hx] 9] A Rofg tiFE52 4H|7H]7} of
tof] £ Qlerke} o] tisf 248 she A2 At 4
A5 AEAS] S5k T s & TR S8 9l
o, Ao MzspEel] tigt ARl A Azt dAtol ek ZZH o]
I FHEL A1 AlFslE 4 ArhLee & Kim, 2006).

IHIE Qe IS N&vhe AFo] wordlat tEe] Y2 A
FolM = sl HlEE EolA AL Qltt, B4 An|At A= o3
o] ‘ojgo] HAY 3F AR e W2 253t 42.7%, T
S 73.8%, TLEIHAL 76,1%2] oJEHYo] Mz S sl Ao
ZAE] I tHKang & Kim, 2019).

AF7HA 2 g 2w T S 48RS 20089} 30t 2] F
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ha MEERIEC| AH| A o
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ol Hole A& 242 THE o AFHoH Al
A& E71= 40-50t07F F7FskaL Qi

2017 Consumption Trend ZAtA T2 AFof v|3) a+E ) #}
A9l AEgRo] w11 A7 B 32 A F6ke Aol
=¥ 59 (New Normal Middle Age) Ao 2 #ejof #&
A& AV AF5H 02 BA6l= Ao 2 UepithLee, 2018)

wbh 2 Aqte MRIPFEY AN A-d7 FA oEA e A
733 e el EREE B o) MspPtRo] BA ARgo] ol
ol whzba] $ MRIPFE] AuZIAE stz 100 204
ol AANEE st 9| g BFrdrA gEstar QIR 30T o
Fol= AAA 253 AAE S9H, 22T A4l ESH
oA Zpo|7} 5] 2T AR By AY FHY ATLFATH

22l wo] & 4= Qlkal sF¥THStatics Korea, 2018). 2 B4
Slof| ozt Whog] #3 AR E0] AlE] ZHutollA Z1F EEE T
H4o] o] 11 gl

QIEEATL 18559 Gaillarde]l & 202 AREEG)
1 GAtet EAF o] whel whes lqtolZolahs o gy
ofehs FEIME th2oky & 4= itk 7K o AlRAe]x |
3 99, BAA A3 9, AY, 18, 7HE 1R 53
AAAQ] a9la FAH A7 FATE AE-ALESHH Q] B
Halrle Beaolata & 4= gl

B A7 A0 B AxsAE] 1l A oF ARgAE =
AE Sl FAT S SR ek AEAISH e RAE
Agatgon, B A75 sashs o lolA ot 22 BAA
& AR

1) A75ASH B3 MzebgEe digh ¢14], FAdel Azxs
FE A, dA o MR ARl g 914, BAISE ©
S 9 FoieE, SE AAERAAE Q14 dotrr] $5t
o] ¥l &4 (frequency analysis)< HAISFITE,

2) Aol w2 Mz3PAE| tigh Q14], YAJo] MREYE A
A, dd o) MR ARl gk 24, FAISHE o] 8-
T, FAde MEIE AN B9ol et Q14 Fotr] 9
3lod 7ho| Al F A4 (Chi squre test, x )& AAISFATH

3) & A9 AFEAL BE Jo5E 5204 AFd Ao, &
AX 2= SPSSWIN 21.0 (IBM, USA) T2 IHE ARg3}o] A5}
ot AEA = =l AFSa 9l 200500 sk 2% i
e ez 20199 8¥-9U7HA| 2/HE7E HERAE AFEHA
om F 25055 viEate] BAASH S Al Qlsta F 23759 A
BR8-S Edj2 Badaoirt,

dl,

o
LC

E\N

flo
>

tle

o B

e ok

535



Consumption Propensity of Men's Color Cosmetics

Results and Discussion

1. IPEAEE £y
AFEATE S4E A ATk Table 29} 2t
AFL 20t 7} 37.1%, ‘30t 7} 28.3%, ‘4OEH'7} 23.6%, 500’

7} 11.0% 01908, AAL 'SAr'o] 36.7%, HEZ'0] 23.2%,
SAY0] 14.3%, AHILF 0] 11.4%, F2'0] 8.0% =°I3iH. §+
32 0] 55.3%2 718 WAL, S o2 17.3%,

AERE'L 15.2%, 'TEL 12.9% £o|gon, A gL nE

0] 59.9%, 71&'0] 40.1%°1%tt. A5 '200-3005HY t]gHo]
28.7%, '1009+H wlgte] 21.1%, '5008Hd o]4F o] 19.0%, '100—

2007+ wRto] 12.7%, '300-400%Hd m]gte] 10.5%, '400-500
TH wekol 8.0% w02 FAFE Ik

2. ol 2 MESHEREOf| CHEt 214]9| X|o|
A 23PgF et Q141 AtmE A3l= Table 39} 2t
AzegET 7|23 FEo] 7Hse WAL 53.2%, 18
A] o2 332 46.8 on, MR 7)5A3E 7150l

%91 3
ZAH Qe Ae € Y= EAE 51.1%, IFA ¥ S

)

Table 2. General demographic characteristics of the sample

48,9701tk 2 AN FHOoZ Iste IPFECRE V|2
SPFE AlE 0] 27.0%= 71 BkaL, 'UA| AIP-E AEL 21.2%,
TR AE2 19.9%, HFE AFL 13.3%, HEEL A
10,5%, "MZSAFE AF-L 4.7% «oloH, A ARSI Y=
o ‘R AXIHA 37.6%, 'BBIY £ cC2P'H 'Y qt
TV 42 24.7%, 'Ot HES- W& 3.9%, FHETF 3.7 £22
Yebstt, Azsds AR | Avle 9] dds Al
237} 36.3%, 71EF7F 30.0%0]9 1L, 'JFL] A2 T =W
FTE] QA= 16.0%, 01 dollAl & Hol7] = 14.8%°01%
o Az F2 e AL YE Al Pl 30.0%, 7IE
7} 22.4%, 'AQS] EAAYO 17, 7%, 'NAZE G B A} uff
£ 16.5%, 'o]/d7}+9] Rh'2 13,5% wo| it

Aol w2 MR et Q419 ztolE AHE At
Hof| W2 M2AFEI 7| 23PFE FEG R Aol {on|st
3, AR 715 AEE 7% ZF AR AR, ﬂ“ﬂ%ﬁ
s | A7), MRS she AY Aole fY5E 5%elA
frofm|stA] geket,

}\H}j}zl-ﬂjq- 7]_7}_‘ l-% :rl—"'i- HL 201:]]2} 401:H o]xl-o AHZ
SYET} 7| 2FES RS 5 e dAol 242 56.8%, 62.2%

A zxﬂ

r

01. Ir
¥R

(o]

Category Variables Frequency (N) Percentage (%)
20-29 88 37.1
30-39 67 28.3
Age group
40-49 56 23.6
50-59 26 11.0
Student 34 14.3
Company staff 87 36.7
Service occupation 27 11.4
Career in current job
Professional 55 23.2
No occupation 19 8.0
Others 15 6.3
High school graduate 29 12.2
College graduate 36 15.2
Education
University graduate 131 55.3
Graduate school graduate 41 17.3
Single 142 59.9
Marital status
Married 95 40.1
Less than 100 50 211
(Unit: 1,000won) 30 12.7
Less than 200-300 68 28.7
Monthly salary
Less than 300-400 25 10.5
Less than 400-500 19 8.0
More than 500 45 19.0
Total 237 100.0
536 http://dx.doi.org/10.20402/ajbc.2020.0072



olglont, 30dh Ajzsly
o) 37 310l85Hx =0 918, p(0.0D, F A$ B2
O 20T IR AR AE

7|12

e

‘o] 24.T%=2 714

& gy

w"L Jolt— 3}
11, 30T}

A MEBFEEO| Ati| A o

1

9} 40t o2 7|2 SHHE AlFE 0| 47 26.2%, 26.9%2 7 =
gtk o] Azh= Kim (2018) 200 o]44e] GASS tige= o 'd
AE9) SE AR Aol T3t AP A= A APUE 283t 5

Table 3. Differences in the perceptions of color cosmetics according to age

20s 30s Over 40s Total )
Category X (p)
N % N % N % N %
Color Yes 50 56.8 25 373 51 62.2 126 53.2 0.918"
cosmetics 0 007
distinguish No 38 43.2 42 62.7 31 37.8 111 468  (0:007)
Functional Yes 48 54,5 27 40.3 46 56.1 121 51.1
) 4.366
cosmetics ) 0113
distinguish cosmetics 40 455 40 59.7 36 43.9 116 489  (0113)
Products for human cleaning 63 24.7 45 23.6 37 15.5 145 21.2
Basic cosmetics products 71 27.8 50 26.2 64 26.9 185 27.0
. Eye cosmetics products 4 1.6 1 0.5 0.4 6 0.9
Cosmetics
to purchase Color cosmetics products 10 3.9 14 7.3 8 3.4 32 4.7
po‘f';s'é Products for hair 44 17.3 32 16.8 60 25.2 136 19.9 -
(Multiple Fragrance products 33 12.9 27 14.1 31 13.0 91 13.3
responses)
Nail cosmetics 0 0.0 2 1.0 0 0.0 2 0.3
Shaving products 25 9.8 16 8,4 31 13.0 72 10.5
Hair products 5 2.0 4 2.1 6 2.5 15 2.2
Sun protection products 42 33.9 34 374 58 411 134 37.6
BB/CC cream 33 26.6 23 25.3 32 22.7 88 24.7
Cushion type products 4.8 1.1 6 4.3 13 3.7
Color Eyebrow Pencil 4.8 0.0 8 5.7 14 3.9
cosmetics o L
currently Lipstick or lip tint 2 1.6 0 0.0 2 1.4 4 1.1
in U= Lip balm 25 20.2 33 36.3 30 21.3 88 24.7
(Multiple
responses) Powders and pacts 2 1.6 0 0.0 4 2.8 6 1.7
Eyeshadow 4 3.2 0 0.0 0 0.0 4 1.1
Shading/Highlights 4 3.2 0 0.0 0 0.0 4 11
Other 0 0,0 0 0.0 1 0.7 1 0.3
By the recommendation ofa 44 21.6 7 104 12 146 38 160
friend or neighbor
| want t_o be like a well-known 4 45 3 45 0 0.0 7 3.0
entertainer
What led me 14.216
to start a color To cover the imperfections of 35 30.8 19 28.4 32 39.0 86 36.3 (0.076)
makeup appearance
To be seen well to the 8 9.1 15 224 12 14.6 35 1438
opposite sex
Other 22 25.0 23 34.3 26 31.7 71 30.0
Always when out and out 21 23.9 23 34.3 27 329 71 30.0
Meeting the opposite sex 11 12.5 9 13.4 12 14.6 32 13.5
When
To wear Due 10 the nature of the 17 19.3 15 224 10 122 42 177 7193
color P (0.516)
makeup SN ENGE PISPOIEEE e gei 9 134 12 146 39 165
special event
Other 21 239 11 16.4 21 25.6 53 22.4
Total 88 100.0 67 100.0 82 100.0 237 100.0
*p<0.01.
http://www.e-ajbc.org 537
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o
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A8EH0] QolNe] MIERA S Az T3 dgfo] 44.6%, T
FgFel 18.6% WE F Aol 17.7%2 Leht BE 3 9
14A717] S1a) SFHES AMSSHE Aol B Ao ulsat
TATE vgon MxshyEn 7|20ME T $oulsta
olmaelZulo| o) S E Brks RRREAAINY SEE 7|

[t 4z
N, off
o

¢

e

Table 4. The use of color cosmetics by men according to age

5ol that Q14]o] obF] Erhe AS & 4= Sitt

AR ARSI Gl MESPEES 20the} 30T, 400 o] BF
QA ADA| 7 242 33.9%, 37.4%, 41.1%2 71} 22 Ao
UERgTh Kim (2018)9] 2 =RojlA 24 A|Eo] 53.2%, 27
49.2%, 2074 AFEC] 30.5%, A A7} 28, 1901 2 A4

20s

30s Over 40s Total

Category X (p)
N % N % N % N %
Before graduating from 6 6.8 0 0.0 2 2.4 3 53.2
elementary school
Bgfore graduating from junior 0 0.0 0 0.0 4 4.9 4 46.8
high school
When to wear  Before high school 13 14.8 4 6.0 8 9.8 25 511 21.623
color makeup (0.017)
After going to college 25 28.4 32 47.8 29 35.4 86 48.9
pfterthe beginning of social 35 36.4 19 284 24 293 75 212
Other 12 13.6 12 17.9 15 18.3 39 27.0
Once a week 4.5 0 0.0 2 2.4 6 0.9
Once a month 10.2 15 22.4 19 23.2 43 4.7
Number of 16.894"
cosmetic Once every three months 24 27.3 21 31.3 24 29.3 69 19.9 (0'031)
h d
s Once every 6 months 30 341 10 149 14 174 54 133
Once a year 21 23.9 21 31.3 23 28.0 65 0.3
To protect the skin 33 375 23 34.3 23 28.0 79 10.5
To improve the skin 9 10.2 9 13.4 4 4.9 22 2.2
Why |Tr? t%‘;“;‘f(?r?sate forblemishes 56 295 15 224 26 317 67 376
purchase color 105'112955
cosmetics To clean the skin 6 6.8 1 15 4 49 11 247  (0129)
| change the appearance and ] 91 10 14.9 8 9.8 26 3.7
add charm
Other 6 6.8 9 13.4 17 20.7 32 3.9
Positive 68 773 54 80.6 59 72.0 181 11 15.195
Color makeup 0 '12
Negative 20 22.7 13 19.4 23 28.0 56 247  (0129)
Self-care seems to be good 31 45.6 23 42.6 22 37.3 76 1.7
| think that looks are 16 235 11 204 20 339 47 11
competitive, too.
| like the stylish look 2 29 1 1.9 0 0.0 3 11 18.406"
Positive . ) © -048)
Self-satisfaction and 17 250 9 167 11 186 37 03 '
confidence
I think i have a personality 2.9 10 18.5 4 6.8 16 16.0
Other 0.0 0 0.0 3.4 2 3.0
| just seem to care about my 7 35.0 0 0.0 5 1.7 12 36.3
appearance
Looking at the stars 9 45.0 9 69.2 10 43.5 28 14.8 15.501
eEsie Waste of time 2 10.0 3 231 34.8 13 300  (0.050)
Overconsumption 0 0.0 1 7.7 0 0.0 1 30.0
Other 2 10.0 0 0.0 0 0.0 2 13.5
Total 88 100.0 67 100.0 82 100.0 237 100.0
“p<0.05.
538 http://dx.doi.org/10.20402/ajbc.2020.0072



oAl 7| 2B ES ASE o R Mok TR E 2o
7Rt 7154 BB Al Ak Aol g Wk &
4 it

3, Aol w2 Ao MESIEHE AL MEY

Y MERIPFE AMSAEE AT Aik= Table 49+ 2t

AzIES AL A8 | A7 HEIE $7F 36.3%,
ARSI AR 37} 31.6%°1 0L, 7Bk = 16.5%, ‘15 Y
o]d'E 10,5%01%th. 3E TYSgE 3] F'o] 29.1%,
1Yol gh'e] 27.4%, ‘67§ Hol FH'0] 22.8%, Trel FhH'e]
18.1%, ‘5 137} 2.5% «0lQ1, MRSFE T olf=2& 'g
B B3st7] a7t 33.3%, 'WHY AHE Bastr] Asf vt
28.3%, '71e¥7} 13.5%, “§2g H3AA wES o F'o] 11.0%, '
HB1E QA a7t 9.3%, '95RE A 8171 Yl 7k 4.6%
colltt, HAo] MEIS sk Aol tia] FHE'A FA2
76,4%, F-3A'Q FAL 23,6%0190H, FAHH o2 AYZEH= o
FEE HEE F 3 BAT7t 42,0%, 'YRE FA ol
A7z A7 26.0%, AZIREET Aol glo] HofA'7h 20,4%
<0lL, RAH0F HZShe olf2= U BTt 50,0%,
'AZHGH]7F 23.2%, 'mut A7 2= A ZobA7E 21.4% 02
Ureptt,

A MEBPEEO| At A

oo

I_?

2 39 MzgE AR AlolE AE A
A M2 A7|<} R U3, Y ARIY
of thgt FAAQ o3 ztol= FnEtg o, MR FFE 7Y
olf, @] M3l tigh Azt HA M3l gk 43
&l o9 Aol o= 5%l A F-oJulstA] gkt
A MEIPY A7|Z 20t A A 27} 36.4%2 7FE
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Table 5. Differences in the perceptions of men’s use of color cosmetics according to age

20s 30s Over 40s Total )
Category X (0)
N % N % N % N %
Disagree 4 4.5 4 6.0 13 15.9 21 8.9
Disadvantage 13.9517
cover effect Neutral 25 28.4 31 46.3 24 29.3 80 33.8 (0.007)
Agree 59 67.0 32 47.8 45 54.9 136 57.4
Disagree 13 14.8 12 17.9 29 35.4 54 22.8
Color makeup 14.925™
v Neutral 38 43.2 29 43.3 19 23.2 86 36.3 (0.005)
Agree 37 42.0 26 38.8 34 41.5 97 40.9
Expert Yes 10 11.4 6 9.0 8 9.8 24 101 gop1
experience No 78 88.6 61 91.0 74 90.2 213 899  (0.878)
Eyebrow 6 5.1 7 8.6 8 75 21 6.9
Color makeup  SKin tone 61 517 27 333 59 557 147 482
hope part Eye correction or eye makeup 14 11.9 7.4 8 7.5 28 9.2
(Multiple Natural lip expression 0 0.0 3.7 6 5.7 9 3.0
responses) Facial contour correction 14 11.9 13 16.0 16 15.1 43 14.1
Hairline 23 19.5 25 30.9 9 8.5 57 18.7
Disagree 6 6.8 3 4.5 7 8.5 16 6.8
Views on 7.645
increasing Neutral 18 20.5 14 20.9 6 7.3 38 16.0 (O. 105)
color makeup :
Agree 64 2.7 50 74.6 69 84.1 183 77.2
Total 88 100.0 67 100.0 82 100.0 237 100.0
**p<0.01.
http://www.e-ajbc.org 539



Consumption Propensity of Men's Color Cosmetics

Table 6. Differences in men’s cosmetics usage and purchasing behavior based on age

20s 30s Over 40s Total )
Category X ()
N % N % N % N %
Internet and mobile 40 45.5 36 53.7 44 53.7 120 50.6
TV 11 12.5 7 10.4 12 14.6 30 12.7
Girlfriend 17 19.3 11 16.4 8 9.8 36 15.2
How to learn Same-sex friends 2 2.3 0 0.0 4 4.9 6 25 22.044
aboutbeauty  co-workers 1 1.1 0 0.0 2 2.4 3 1.3 (0.078)
Cosmetics salesman 0 0.0 6 9.0 4 4.9 10 4.2
Family 15 17.0 7 10.4 8 9.8 30 12.7
Magazine 2 2.3 0 0.0 0 0.0 2 0.8
Internet and mobile 30 34.1 20 29.9 20 24.4 70 29.5
Cosmetics stores 38 43.2 24 35.8 38 46.3 100 42.2
Where to Home Shopping 0 0.0 0 0.0 2 2.4 2 0.8 S
purchase color  Large mart 6 6.8 12 179 2 2.4 20 8.4 0'022
cosmetics @ )
Department store 5 5.7 5 75 6 73 16 6.8
Hospitals and pharmacies 0 0.0 0 0.0 3 3.7 3 1.3
Other 9 10.2 6 9.0 11 13.4 26 11.0
Buy alone 42 477 35 52.2 55 67.1 132 55.7
Opposite-sex friend or spouse 28 31.8 23 34.3 19 23.2 70 29.5
Color cosmetics . 12.872
buyers Same-sex friends 4 4.5 3 4.5 0 0.0 7 3.0 (0.116)
Family 12 13.6 6 9.0 8 9.8 26 11.0
Other 2 2.3 0 0.0 0 0.0 2 0.8
Functional 62 25.8 32 18.8 44 24.3 138 23.4
TR 14 5.8 9 5.3 10 55 33 5.6
surrounding area
Price 33 13.8 31 18.2 23 12.7 87 14.7
Brand 18 75 10 5.9 8 4.4 36 6.1
Advertising model 0 0.0 8 1.8 2 1.1 5 0.8
Considerations  ga65man Solicitation 2 0.8 3 18 6 3.3 11 1.9
at the time of
purchase How to use the product 18 75 17 10.0 8 4.4 43 73 -
Multipl
enonees)  Interet reviews 13 5.4 6 35 16 8.8 35 5.9
Efficacy, effect 30 12.5 32 18.8 26 14.4 88 14.9
Fitness of the skin 26 10.8 12 71 25 13.8 63 10.7
Color-coloring power of the 6 25 4 2.4 8 44 18 3.0
product
Convenience of the product 16 6.7 11 6.5 5 2.8 32 5.4
Other 2 0.8 0 0.0 0 0,0 2 0,3
Positivg changes in personality 7 5.8 14 13.6 10 9.3 31 94
and attitude of life
(Multiple responses) 23 19.0 24 23.3 23 21.5 70 21,1
The point that Self-satisfaction 60 49.6 35 34.0 48 44.9 143 43.2
I was satisfied Compliments from those
afterthe use of  around you 6 5.0 1 10 4 3.7 1 3.3 .
color cosmetics ) )
(Multiple Rise of interpersonal 9 1.7 5 4.9 8 75 15 45
responses) relationships
Help with work life 4 3.3 7 6.8 4 3.7 15 4.5
Crush the opposite sex 15 12.4 13 12.6 10 9.3 38 115
Other 4 3.3 4 3.9 0 0.0 8 2.4
Total 88 100.0 67 100.0 82 100.0 237 100.0
“p<0.05.
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