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Abstract

This study analyzed the consumer consulting type about cosmetics, and examined the characteristics of the consumer
consulting type. The data used for the analysis are 7,126 consumer consulting cases of cosmetics, which had been
applied for the consumer counseling centers, from July 2010 to June 2011. Through the consumer consulting paper,
the consumer consulting types were divided into as follows : purchase, delivery, quality, product, product display and
advertising, services, after purchase, simple consulting, seller's unfair bill, and other types of consulting. According
to the results of the analysis, consumers were anxious about cosmetics quality and safety, and they also wanted objective
information on cosmetics. Consumer consulting type were significantly different by ages. 63.3% of teenagers were
consulting about purchase problem. 31.5% of the 20's were consulting about quality, and 26.0% were consulting about
purchase. 30's, 40's, more than 50's groups mostly were consulting about quality. Based on that, this study suggests
about policy and consumer education for how to use and purchase the cosmetics correctly.
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(Tabl 1) Stat of consumer consulting about cosmetics

HI%(%)
o b oo
July 481 ( 6.75) January 603 ( 8.46)
August 598 ( 8.39) February 566 ( 7.94)
Septenber 391 ( 5.49) March 493 ( 6.92)
October 639 ( 8.97) April 715 (10.03)
November 574 ( 8.06) May 740 (10.38)
December 791 (11.10) June 535 (. 7.51)
7,126(100.0)
V. d7 A7 2ol ol2jgt ATAT} s S 5 ). 53]
HALNIAE S AR Hlste] M 2sPdES T
1. AAlllel AslolTalxel SA o shuE oy = AHESHL Rl AZSHEE S 2 sl hid
EM ZnzHERb] B2 AlES E ARShe A Fa% a9l

<Table 2>0l] 23} oJAdo] 84.2%=2 Ao H]s}e]

SHE UL & LuAES] AL Al At 20

A5 B2 Aow yehuith sefueteld sES g 349%z A1 ‘;% o, 30th7} 27.6%= 7 A
ARgshE EAEC] ST e ARE ods] BB 2wt 20019l AS SIHETurl welAl= Al7]o]
Hjste] o dEo] AMgslE SHEFe] dF TR Bl W o, sl ) 2 A]—%— Aglo] HE3ta, 2ol thak
(Table 2) Demographic Characteristics
N (%) Variable N (%)
Man 1129 (15.8) Gangwon-do 145 @3
Gyeonggi-do 994  (22.5)
Sex Women 5995 (84.2) Gyeongsang-do 317 (7.1)
Gwangj 9B (2D
Total 7,124 (100.0)
Daegu 219 (5.0)
Teenagers 200 (6.3) Dacjeon 13 @3
Busan 379 (8.6)
20's 1107 (34.9) Area  Seoul 1,341 (30.4)
Ulsan 77 (1.7)
30" 875 27.6
N S (27.6) Incheon 201 (46)
ge
40 470 (148) Jeolla-do 246 (5.6
Jeju-do &4 (1.9
More than 50's 519 (16.4) Chungchong-do 157 (3.6)
Abroad 2 (0D
Total 3,171  (100.0) Total 4408 (100.0)

* The differ of total by the Missing value.

- 476 -



(&)

FAo] e A|7)7] ujiol 3Ee] F3o| sk 7ot
AN B BAVE AT B oe} FUHo walg
Aaahe FEE £V whiel] ol2g At ek 5

o
L

; ?HMZ%—% <Tab1e 3>°ﬂA1 *alﬂ%i?&@. ?HHHJ‘%
At AAPIANE S T7E 26.5%E TP B
o g2 F2ldm7} 20.0%, dvkauizl 19.5%
TR et dApioss dgel
479%= 7 BgoH, thgo g Jl=7) 44.8%= e}
st 71eE A4 e g EIES} FE Fol it
TiZbAS AwEE 10 ~ 505k v|gko] 32.2%% 7}
& wsker, gaow 107k wvto] 30.2%= yiehst
o} wig- ake] AlES Tl A= Bk, 100 ~
500%ked viRk AEE gk B9 11.4%U =30tk
5007 9 o]l H—t— AEE T Hf& 78¢5 4.3% &
At

AR e, TR TPRAFE T 7R a9
2 A= Aol i el Aoz geltt =
g AlFE TS AlEl e 2nAEe] 7Y

e

o o
o
_=

=
o
-

(Table 3) Cosmetics purchase characteristics
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Variable N (%) Variable N (%)
Multi-level 814 (15.2) less than 100,000won 790 (30.2)
marketing
Door-to-door sales 991 (18.5) L0000 < 30.000won 843 (32.2)
Genaeral 1,046 (19.5) 500,000~ less than 1,000,000won 572 (21.9)
sale .

Sale Price
E-commerce 1439 (26.5) B on less than 297 (11.4)
Mail sales 1,075 (20.0) More than3,000.000 113 (43)
Total 5,365 (100.0) Total 2,615 (100.0)
Not pay 41 (24)
Cash 815 (47.9)
Card 763 (44.8)
pay "
Duplication
(Case+Card) 1(4.2)
Others 13 (0.7)
Total 1,703 (100.0)
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(Table 4) Analysis of consumer consulting type about cosmetics

Division N (%) N (%)
Approval process 63  (0.9)
Unfair sales activities 184  (2.6)
Multilevel marketing 129 (1.8)
Do not keep the contract 37 (0.5)
Purchase 1,267  (17.9)
Another product 70 (1.0)
Service complaints 52 (0.7)
Minor purchases 716  (10.1)
Out of stock 16  (0.2)
Delays in delivery 362 (5.1
Delivery Lost in shipping 42 (0.6) 450 (6.4)
Other 46  (0.7)
Foreign 87 (1.2)
Quality complaints 123 (1.7)
Genuine suspected. 45 (0.6)
Quality Product Safety 450  (6.4) 2,789 (39.4)
Side effect 1,662  (23.5)
Insufficient effective 379 (54
Does not fit 43 (0.6)
Lack of capacity 53 (0.7)
Product Bad packaging 31 (04) w3 (3.4)
Product containers 77 (1.
Product consist 82 (1.2)
False sale of gift 48  (0.7)
di};gl)g;c;nd labeCl(i):éplamts about the product 8 (07 o6
advertising shelf life labeling 28 (32)
exaggerated advertisements 53 (0.7
Personal Information 5 (0.1
Services Missing of gift 16 (0.2) 63 (09
Point 42 (0.6
The difficulty of exchange or refund 1,218  (17.2)
pﬁrizﬁgse Not in touch with the seller 84 (1.2) 1,381  (19.5)
Complain about price 79 (1.
Simple consulting 146  (2.1) 146 (2.1)
seller's unfair bill 258  (3.6) 258  (3.6)
Other 100 (1.4) 100 (1.4)
Total 7,074  (100.0) 7,074  (100.0)
D 7o 10.1%= 714 =7 debdh Fajggos ¥e5E,

AHEE AR Avew ool gg Aul
A hedAME oldda el
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<Table 5>°ll= AFHE Fe-F& ol A= Q)
10t 9] A48 o 2= Jtug o) o] Aol 63.6%=
vl = A vERaL, el Sof] Ak TlsAbelol gk
dEol 148%= F HARE Fo] yehth. vl
A== g 71¢§P§> Fo] TFe 9ATE w22

A7gol7] el sPdES A B@shs 10the] A4
oheet sPdsEell thgk X]*‘Ol F53517] wlell 7ol
o Bk teket FES wWol & F Slokal 2o vl
AollA Auljele] Algsh= FE7F FgE] T, &

w2 g3t e Adee] 26.0%, T F
gk Zdero] 22.9%= vrEbsttE. 30the} 40, S0th o]
Hebold= AFFEl ek do] 40.0% ooz
< 7 Vel o] AN FE jaT e 7
5 3PdES wol ARgSE] wiEell Fol gk dAde]
o B 5 Slvka B

V. 28 " Ad
S4E ook ALgake Bl thagh A
7} @Sl ue) o] ERoAE AT AR APYEANE o
A5 20T Alele BAste] thewt e ARs

S, S SETsl waleh B Al 5

Fx Wstetar Slek. AW ze) 22 7|Ed gld
ghelellr e AH wheo] 2% A= R TE W emgyo sgow g2 980 suzuer) Uy
TRzl 20t AlE FEA d-E =l 315%, T ga qloin). MEA] 24l REyRgAE 59 us

(Table 5) Consumer consulting type about cosmetics by age N(%)
0
Teenagers 20's 30's 40's More than 50's
Purchase 124 (63.3) 273 (26.0) 69 (8.0) 64 (13.7) 58 (11.3)
Delivery 7 (3.6) 35 (3.3) 65 (7.5) 32 (6.9) 38 (7.4)
Quality 17 (8.7) 330 (31.5) 401 (46.5) 201 (43.0) 256 (49.8)
Product 2 (1.0) 40 (3.8) 40 (4.6) 20 (4.3) 22 (4.3)
Product displ d
o gfive nsigir"g an 9 (4.6) 53 (5.1) 64 (7.4) 37 (7.9) 23 (4.5)
Services 1(0.5) 9 (0.9) 16 (1.9) 3 (0.6) 6 (1.2)
After 29 (14.8) 240 (22.9) 160 (18.5) 91 (19.5) 91 (17.7)
purchase : : ) : :
Simple consulting 0 (0.0) 9 (0.9) 13 (1.5) 4 (0.9) 2 (0.4)
Payment to the seller's 6 (3.1) 48 (4.6) 28 (32) 9.(1.9) 11 @.1)
unfair : ) ’ ) ’
Other 1 (0.5) 11 (1.0) 7 (0.8) 6 (1.3) 7 (14)
Total 196 (100.0) 1,048 (100.0) 863 (100.0) 467 (100.0) 514 (100.0)
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