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The Effects of Motivations and Consumption Value for the Decisions of Purchasing
Cosmetics— Cases of Female Consumers in North Taiwan
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Abstract

The cosmetics industry in Taiwan could be traced back to the brand Shiseido imported
from Japan since 1957. Generally, the major brands in Taiwan’s cosmetic market have still
been the imported products. In recent years, the female with increasing education,
employment and income, coupled with the increasing skin care knowledge, they use cosmetic
products from teenage. In Taiwan, there are more and more companies have joined cosmetic
products market. Some researches tried to know what makes the female buying cosmetic
products. This research focused on the motivations and consumption value for the decisions
of purchasing cosmetics. The samples were the female consumers’ purchasing decisions in
north Taiwan. ANOVA and factor analysis were used. The factors for buying motivation and
consumption value were extracted by the principal component analysis. The empirical results

show the significant difference in the demographic variables, social motivation and social
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value on the cosmetics purchasing decisions. The results may explain why the better variables
to segment the market are the customers’ income and education. The marketing strategy
should improve the social image and consumption value of using cosmetic products, as well

as strengthening the brand image.
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