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A Study on the Effect of Marketing Strategy of Cosmetic

Brand Shop on Customer purchasing Behaviors
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*Dept. of MIS of Kyonggi University *+ “Kyonggi University « = Naturalway KOREA, Inc.

Abstract

Cosmetic industry is a typical industry for domestic demand and is closely connected with domestic demand
growth. In 2006, domestic cosmetics market is showing high growth rate due to the recovery of domestic
demand and the market reorganization of sales channels is proceeding rapidly due to the recent global economic
slowdown, Due to the situation, many companies are launching low-priced brand shop.

The purpose of this study was to clarify the impact of marketing strategy of cosmetic brand-shop on
consumers’ purchasing intention. As the result of analyses, it was found that product, place, promotion factors
of cosmetic brand-shop affect brand image. Also only product factor affects corporate image, perceived quality.

And using regression analysis between brand image, corporate image, perceived quality and customer
behaviors. Brand image and perceived quality factors influence consumers purchasing intention. Brand image
has a positive impact on corporate image. And corporate image affects the perceived quality.

Keywords : marketing strategy, brand shop, brand image, purchasing intention
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