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Effects of Evaluation Criteria for Natural Cosmetics on Purchase and

Word-of-mouth Intentions according to the LOHAS Class
Soon Sim Kim'
Dept. of Clothing & Textiles, Seowon University, Cheongju, Korea

ABSTRACT

This study examines the effects of evaluation criteria for natural cosmetics on purchase and
word-of-mouth intentions according to the LOHAS class. A survey was conducted from Feb.
2 to 17, 2013 and a total of 410 responses were analyzed using SPSS 18.0. The results of this
study are described below. First, evaluation criteria for natural cosmetics had four dimensions
- practical, aesthetic, promotional, and social criteria. Second, for the upper LOHAS class, all
four dimensions of evaluation criteria for natural cosmetics were important relative to the middle
and lower classes. Third, for the upper and middle LOHAS classes, purchase intentions were
influenced by practical criteria. However, evaluation criteria had no effect for the lower LOHAS
class. Fourth, the upper LOHAS class considered practical criteria, the middle LOHAS class
considered practical and social criteria, and the lower LOHAS class considered aesthetic criteria,
As a result, word-of-mouth intentions were influenced by evaluation criteria for natural cosmetics.

Keywords: LOHAS Class, Evaluation Criteria for Natural Cosmetics, Purchase Intention, Word-

of-Mouth Intention
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Low Minimum-50 146 35.6
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Table 2. A factor analysis of evaluation criteria for natural cosmetics

. % of
Factor Eigen K Cronbach’s
Factor Item . cumulative
loading value i a
variance
I check cosmetics to determine whether they are 815
suitable for my skin type. '
) I check hypoallergenic cosmetics. 746
Practical . .
. I evaluate cosmetics after I verify whether 3.055 20.364 .826
criteria ) ) 730
ingredients are harmless.
I consider the quality of cosmetics more important 691
than the beauty of the container design. '
I check the cosmetic container to determine 796
whether it is made of natural substances. ’
I check the eco-friendly color of the cosmetics 730
container. '
Aesthetic . L .
. I evaluate the cosmetics design in terms of its 2.632 37913 794
criteria L . .699
sophistication and distinctiveness.
I evaluate natural aromatic cosmetics. .605
I consider cosmetics recommended by someone 534
with good skin. '
I check whether cosmetics have larger price 856
Promotional ~discounts. '
. . . . 2.171 52.385 775
criteria I evaluate cosmetics on sale or with free gifts. 7120
I use convenient stores for shopping. 591
I evaluate my purchase after considering the 7
Social brand. '
. o 1.784 64.280 .663
criteria I evaluate my purchase after considering the 676
manufacturer. '
78, Btz A Aol M w1, T A, & A ojg} o] malx A 711%% 283 7%, AL
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Table 3. Differences in evaluation criteria for natural cosmetics according to the LOHAS class

Evaluation criteria for natural cosmetics

Classification Practical criteria Aesthetic criteria Promotional criteria Social criteria
(Mean) (Mean) (Mean) (Mean)
L Upper class 4.00a 3.52a 3.57a 3.72a
g Middle class 3.76b 3.19b 3.40b 3.47b
A Lower class 3.49¢ 3.02b 3.15b 3.20c
S F 17.220%** 19.493%%* 12.454%** 15.830%**

*#%p<0.001, Scheffe-test range: a>b>c

Table 4. Effects of evaluation criteria for natural cosmetics on purchase intentions

LOHAS Upper class Middle class Lower class
class

Independent B t R? F B t R? F B t R? F
variable

Practical criteria 271 2.582% 300 2.868** 074 752

Aesthetic criteria -.045 -413 -.176 -1.743 056 .546

084  2.772* .083 3.011* .038  1.403

Promotional criteria .087  .807 .038  .309 .037 .352

Social criteria -007 -.067 .006  .056 .086 .870

#p<0.05, **p<0.01
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Table 5. Effects of evaluation criteria for natural cosmetics on word-of-mouth intentions
LOHAS class Upper class Middle class Lower class

‘I:lai.e;)elzden B t R® F t R’ F B8 t R’ F
Practical criteria 247 2.367* 2.639%* -.031 -333
Aesthetic criteria .070 .653 - -.908 209 2.115*

. o .095 3.182* 193 7.929%** 116 4.642%*
Promotional criteria .085 7 330 122 1.209
Social criteria -.048 -429 2.407* 104 1.102

#p<0.05, **p<0.01, ***p<0.001
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