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Recently singles with high purchasing power
and various lifestyles are coming under spotlight
as a consumption leading group. They want to
enjoy free lifestyles, do not spare any investment
into developing themselves, and are impulsive in
purchase decision making. Especially, they are
very sensitive to their appearance and fashion
trend. Singles with such characteristics are taking
hold as a group with leveraging power to set a
new trend,

The purposes of this study were to identify
factors of shopping orientation and fashion ori-
entation, and to identify the effects of shopping
orientation and fashion orientation on the for-
eign-made cosmetics repurchase intention of sin-
gle women. The subjects were 310 single women
of age from 25 to 34, who resided in a urban
areas in Chonbuk Province. SPSS Ver. 12.0 was
used for data analysis. Factors, Verified reli-
ability, and multi- regression analysis were done.

The result of study 1s such as follows:

1. The factors of shopping orientation were
pleasure, ostentation, economy, independence, conve-
nience of place, and convenience of service, and
the total variances was 57.92%. The factors of
fashion orientation were fashion interest and fash-
ion leadership, and the total variances was
63.71%.

2. Pleasure was effected by age negatively, but
pocket money and payment for foreign-made cos-
metics positively. Ostentation was effected by in-
come positively. Economy was effected by age,

income, payment for foreign-made cosmetics neg-

Inde-
pendence was effected by age, pocket money,

atively, but education level positively.

and the number of foreign-made cosmetics
positively.

Convenience of place was effected by payment
of foreign-made cosmetics positively, but con-
venience of service was effected by education
level positively. Fashion interest was effected by
age negatively, but education level, income, and
the number of foreign-made cosmetics positively.
Fashion leadership was effected by education lev-
el and payment for foreign-made cosmetics
positively.

3. Foreign-made cosmetics repurchase intention
was effected by pocket money and payment for
And for-

eign-made cosmetics was effected by pleasure,

foreign-made cosmetics  positively.
independence, and fashion interest positively, but
economy negatively.

The more interest they have in shopping or
fashion, the more they are willing to become re-
peat customers. The willingness of single women
to buy foreign-made cosmetics is expected to
even grow in proportion to their rising income
and their growing population, as their willingness
to repurchase foreign-made cosmetics is closely
linked to the tendency, that is displayed by sin-
gle women while shopping, and their pursuit of
fashion.
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