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Abstract

Population aging and longevity have compelled major worldwide consumer markets to focus on senior citi-
zens who exhibit a desire to nurture their appearance and obtain related products such as cosmetics. This trend
signals an increasing need for in-depth research on elderly consumers in the color cosmetics market. This study
identified the characteristics of seniors in the pre-elderly stage (“new seniors”) based on their lifestyle and
market segments. It employed online surveys with participants consisting of pre-elderly Korean women born
between 1955 and 1963 who reside in the greater Seoul and Gyeonggi area. The study used SPSS 23.0 for fac-
tor analysis, reliability verification, cluster analysis, ANOVA, Duncan's test, and cross-analysis. The results
show that new seniors could be classified into four groups based on lifestyle: Prime Seniors, Potential Seniors,
Rational Seniors, and Slump Seniors. Each group has distinct characteristics. The findings suggest that the se-
nior market requires further segmentation and is no longer a single uniform market. This study also confirms
that the lifestyles of the elderly is an instrumental variable for their segmentation.

Key words: Baby boomer generation, Color cosmetics market, Lifestyle classification, New seniors, Seg-

mentation

I. Introduction

The rapidly growing elderly populations of several
countries have sparked an increased interest in senior
consumers (World Health Organization [WHO], 2018).
According to the Korea Development Institute, Ko-
rea's population is aging faster than that of any other
Organization for Economic Cooperation and Deve-
lopment member country. By 2026, one out of every five
Korean citizens will be 65 years or older (Lee, 2019).
The increase of senior consumers in major markets
will trigger a “senior shift,” whereby seniors, rather
than the young, will become the market's primary tar-
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get (Murata, 2012/2013). The beauty market is no ex-
ception. As the concept of wellness expands to both
internal and external beauty, senior consumers be-
come increasingly crucial in the beauty market, which
has seen an increase in senior beauty product consump-
tion for appearance management across genders (Kang
etal., 2013).

Members of the baby boomer generation in Korea
(born between 1955 and 1964)—that is, Koreans who
are currently in the pre-elderly stage of their lives—are
financially better off than the past generations and in-
vest lavishly in themselves (Baek & Seo, 2018). Baek
and Seo (2018) showed that baby boomers are emerg-
ing as an important consumer group in the health and
beauty industries related to appearance management
and are thus considered the “new seniors.” These new
seniors are just as keen toward health and beauty trends
as younger generations, and they demonstrate a com-
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mitment to age fashionably and well. Therefore, they
are sensitive to physical and emotional changes related
to aging and work to overcome depression and nurture
self-esteem by managing their appearance with fashion
and make-up (Irving, 2014/2016; Jeon, 2016).

Recently, interest in in-depth research on the elderly
has grown along with an awareness about the need to
prepare for the growing number of new seniors. Past
research classifies elderly consumers by chronologi-
cal age. Recent studies flag this as a problem and argue
that it is necessary to understand a generation's charac-
teristics rather than its age; accordingly, attempts have
been made to uncover the key characteristics of the el-
derly generation, such as those related to lifestyle and
cognitive age (Gunter, 1998; Kohlbacher & Chéron,
2012; Sudbury & Simcock, 2009b). In Korea, the em-
erging population of elderly baby boomers hopes to
enhance the quality of life by analyzing, and thus clari-
fying the elderly lifestyle. Inquiries into elderly life-
styles report that the elderly population is becoming
more heterogeneous (Lee & Shin, 2004; Shin et al.,
2003). Analyses of elderly lifestyles illuminate the in-
creasingly diverse needs of the elderly and offer insi-
ghts that are useful for segmenting the changing old
age market (Kim, 2016; Ryu, 2011).

Lifestyle is a behavioral pattern that distinguishes
people and, therefore, is an important variable that af-
fects one's overall life, especially in terms of consump-
tion patterns (Chaney, 1996; Kaynak & Kara, 2001).
Senior lifestyles are distinct from those of the younger
generation; even within the senior market, different
categories of seniors display unique characteristics.
New tools are required to identify these characteristics
and statistically verify the differences among these gro-
ups of people. Although corporate interest in the se-
nior consumer market is increasing in terms of consumer
needs and purchases, the Korean beauty market still
approaches this segment as homogeneous and similar
to younger markets. Moreover, although the beauty
market recognizes the importance of new seniors, few
comprehensive efforts have been made to identify their
characteristics while considering different variables.
Although some scholars (Joo & Lee, 2015; Lim & Choi,

2010) segmented the middle-aged population accord-
ing to lifestyle, these studies do not derive characteri-
stics applicable to the beauty industry. It is appropriate
to use a specific lifestyle approach to gain insight into
the new seniors and the beauty market. Therefore, this
study identifies new senior lifestyles, the significant
variables influencing these lifestyles, and their charac-
teristics. The findings will be used to segment the mar-
ket and identify the targets of the color cosmetics mar-
ket. Moreover, this study verifies the effectiveness of
such segmentation in Korea, particularly in the cosme-
tics market.

I1. Background

1. Definition of the “New Seniors”

As the Korean society began to age, the baby boo-
mer generation began to emerge like the Dankai of Ja-
pan. The Korean baby boomer generation can be divi-
ded into the first baby boomer generation, born between
1955 and 1964 (just after the Korean War) and the se-
cond baby boomer generation, born between 1968 and
1974. Regarding population ratio, the first and second
generations of baby boomers overlap by almost 30%,
and as they enter full-scale retirement, Korea will ra-
pidly become an aging society (Jeon, 2016).

The most distinguishing characteristics of Korean
baby boomers are that they are healthy, active, and wish
to live younger than their actual age. Contrary to past
generations of elderly Koreans who were marginalized
in the consumer market owing to high poverty rates
and a lack of preparation for retirement, baby boomers
are leading consumers because they are economically
stable and hold sufficient assets. The reason may partly
be because the baby boomers in Korea have higher le-
vels of education than prior generations. They have
experienced rapid changes in the social and cultural
processes, such as industrialization, urbanization, and
democratization, which has helped them develop a uni-
que culture (Chung, 2011). Therefore, Korean baby
boomers demonstrate attitudes toward life, values, and
the need for leisure and culture distinct from those of
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prior generations (Chung & Lee, 2012).

In previous studies, baby boomers were defined as
the “new seniors” (Lee et al., 2015; Shin & Han, 2013)
and the “New Silvers” (Kang et al., 2014; Lee et al.,
2014) to distinguish them from older generations. New
seniors are being studied in detail, and new terms such
as “Active Senior,” “Golden Age,” and “Super Age”
are emerging. This study targets the new seniors of the
first generation of baby boomers as they are close to
the demographic age of the prospective elderly (in 2018,
people born in 1955 turned 64 years old). In contrast,
the second generation of baby boomers remain in the
preliminary stage of elderly life (Fig. 1).

2. Lifestyle

The variety of consumer characteristics has expan-
ded, leading to a need to identify variables that provide
an in-depth understanding and classification of consu-
mer identities. Among those consumer characteristics,
lifestyle is the overall set of behaviors that describe the
livelihood of an individual or group and is generally
used to understand consumers as it has high predictive
value and can be easily verified. Lifestyle generally
consists of activity, interest, and opinion, or value and
lifestyle. Demographic or psychological variables may
be included too. Lifestyle is more discernible with age
and can affect seniors' overall behavior (Moschis et al.,
1997). It has also been used as a significant variable to
classify senior consumers in various areas (Koubaa et
al., 2017; Lesakova, 2014; Sorce et al., 1989; Sudbury

2nd Babyboomer generation
Born in 1968-1974(45-50years old)

45 e o o o 50 é o o
years old years old / 51

& Simcock, 2009a). Studies show that senior consu-
mers are no longer homogeneous, and each group is
different not only regarding their consumer behavior
but also regarding other variables. A previous study
on elderly lifestyles classified them according to the
style of adaptation to aging (Neugarten & Weinstein,
1964). The elderly have also been considered as a pur-
chasing power consumer group and are categorized
according to variables other than their age (Day et al.,
1987-1988; Moschis, 1991). Relevant research on the
elderly as a consumer market began in Korea in the
1990s and revealed that the elderly demonstrated strong
conservative, traditional, and reality-compliant ten-
dencies (Lee & Lee, 1995; Moon et al., 1999). However,
in the 2000s, the terms “leisure,” “digital,” and “self-
life” began to appear in the research (Lee & Lee, 2002;
Oh, 2006), indicating the changing lifestyles. This su-
ggests that today's elderly Koreans have different life-
styles than older generations and that the future elderly
will also lead new lifestyles.

3. Influential Variables: Health Status, Eco-
nomic Status, Family Relationships, Spo-
use Status

Other variables also inform senior lifestyles, such
as health status, economic status, and family relation-
ships, which directly and indirectly affect the quality
of life. Seniors' health status affects their life satisfac-
tion (McClelland, 1982; Worobey & Angel, 1990); be-
tter health correlates with better lifestyles and better li-

New Senior

1st Babyboomer generation
Born in 1955-1964(55-64years old) :

60 o o o ¢ 65
years old 64 years old
The pre elderly Young-old elderly

65years old : The age of consent in Korea
Age standards by year are based on 2018.

Fig. 1. Definition of new seniors.
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festyles imply better health (Kwon et al., 2012). Thus,
the interaction between seniors' health status and life-
style significantly affects happiness and the quality of
life during old age.

Prior studies also proved that economic status could
significantly affect life satisfaction for seniors (Diener
& Oishi, 2000; Krause & Borawski-Clark, 1995). Eco-
nomic status directly or indirectly affects economic,
physical, and social preparation for one's “Golden Age,”
which directly affects the quality of life. Besides, fa-
mily relationships are vital in Korean society. New seni-
ors in Korea are called either the “caught generation”
or the “sandwich generation” as they are responsible
for the care of both their parents and children (Miller,
1981; Orthner, 1981). Although they still retain tradi-
tional Confucian values, they seek independence in the-
ir lives. Further, they have low expectations that they
will be cared for by their children, even though they
have provided such care for their family members (Chu-
ng & Lee, 2012; Lee, 2008). The burdens and respon-
sibilities of caring for their families significantly affect
areas related to economic status and consumption (Park
& Kim, 2016).

Spouses also have an important effect on the quality
of life in old age (Mannell & Dupuis, 2007). Old age is
a period when marital relationships are crucial (Duvall
& Miller, 1985). Seniors with spouses are more econo-
mically stable (due to access to shared pensions and
savings) (Kwon et al., 2012), healthy (Kang & Choi,
2016), and socially active (as they have greater socio-
psychological adaptability) (Gordon, 1978). On the
contrary, seniors without spouses tend to demonstrate
lower life satisfaction and higher rates of mental illness
(Gordon, 1978; Nye & Berardo, 1973). Health status,
economic status, family relationships, and spouse sta-
tus thus affect seniors' lives and should be considered
important factors when delineating group characteri-
stics by lifestyle.

4. Perceptions and Attitudes Regarding Ma-
ke-up for the Elderly

To effectively segment the color cosmetics market,

we must analyze new seniors' attitudes toward make-
up for seniors. This attitude is influenced by one's thin-
king and lifestyle and does not develop over the short
term. Considering that the make-up habits of Korean
women are thought to be conventional and have inter-
personal relationship directivity (Baek & Kim, 2004),
it is highly likely that these women will retain the atti-
tude acquired during their initial make-up experience.
The 1970s, when the new seniors were first introduced
to make-up, was a period of discussion surrounding
socialization and gender; women were required to be
pure and virtuous, and strict guidelines regulated the
management of their bodies and adornment (Hwang
& Cheon, 2011). The attitude toward women wearing
make-up was extremely negative. In-depth interviews
with new seniors on their awareness of make-up for the
elderly (Baek, 2020) found that they approach make-
up as obligatory and are very conscious of others' per-
ception of their appearance. Thus, this study assumes
that new seniors' attitudes toward make-up for the el-
derly will predict each group's consumer power in the
color cosmetics market.

IT1. Methods

1. Tools

1) Lifestyle

Lifestyle items based on prior studies were applied
to fit this study. Considering that the participants of the
study were Korean women from the baby boomer ge-
neration, certain verified items were deduced from si-
milar previous studies in Korea. A total of 49 items were
deduced and further divided into five subcategories:
personality and value, consumption tendency, social
activities, leisure activities, and appearance manage-
ment behavior. Personality and value consisted of 10
items regarding independence, the beauty world, gen-
der equality, and marriage values (Ahn & Shin, 2005;
Hong & Park, 2005; Kim, 2008; Lee et al., 2005). Con-
sumption tendencies consisted of 24 items about tre-
nds, innovation, entertainment, morals, synchronism,
uniqueness, aesthetics, and display based on the study
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by Koo et al. (2015). Social and leisure activities con-
sisted of 11 items about participation in religious and
volunteer activities, social activities and participation,
financial investment in sports and leisure, cultural acti-
vities, and self-improvement (Jeong & Yoon, 2014;
Kang & Kim, 2014; Kim & Choi, 2010). Appearance
management behavior consisted of four items that me-
asured the degree of interest in appearance and body
shape management or beauty (Kim & Lee, 2014; Kim
& Han, 2016).

2) Health Status

Health status consisted of five items about overall
physical and mental health, vision, and hearing status
that can estimate the degree of aging, and limitations
in daily and social lives based on the studies by Kang
and Kim (2014) and Chung et al. (2015).

3) Economic Status

Economic status consisted of five items that inqui-
red about overall economic satisfaction, ownership of
real estate assets, ownership of cashable assets, and re-
gular sources of income based on the studies by Kang
and Kim (2014) and Luthans et al. (2004).

4) Family Relationships

Family relationships consisted of seven items of two
types, including family support and trust, and family care
burdens based on the studies by Kim and Choi (2010)
and Jang and Kim (2011). Family support and trust in-
cluded individual sacrifice when caring for family, de-
gree of assistance within family relationships, and in-
clusion of family when making decisions. The burden
of caring for the family included the degree of respon-
sibility for financial care, degree of burden for family
care, and abandonment of personal life due to family.

5) Make-up Awareness

Make-up awareness used items based on the studies
by Baek (2020) and Park (2017) related to individual
awareness and attitude. It consisted of 24 items, inclu-
ding display, waste, entertainment, obligation, and har-
mony-pursuit attitudes.

6) Make-up Behavior and Purchase Behavior
Regarding Cosmetics

Here, make-up and purchase behavior regarding cos-
metics were used as variables to verify the effective-
ness of the lifestyle variables and were used to statisti-
cally verify the differences by lifestyle groups rather
than by interpreting the results. Make-up behavior was
composed of experiences with make-up classes such
as past and present make-up skills, the duration for ap-
plying make-up daily or on special occasions, make-
up frequency, and satisfaction after make-up. The pur-
chase behavior regarding cosmetics was constructed
from the data collected from stores visited, source of
information, such as average monthly cosmetics pur-
chase-basic as well as color cosmetics, and average
monthly consumption of beauty products.

2. Data Collection and Participants

This study conducted an online survey in April 2019
0f 400 women from the first baby boom generation
born in South Korea during the period 1955 to 1963 in-
clusive. The study was approved by the (IRB) through
the Korea National Institute for Bioethics Policy be-
fore the survey and followed the IRB guidelines (App-
roval Number: P01-201806-23-006). The following
are the demographic characteristics of the participants.
Atotal of 217 participants were in their 50s (54.3%),
183 were in their 60s (45.8%), 243 lived in Seoul, and
324 (81.0%) had spouses. The most common educa-
tion level was a 4-year university degree, held by 177
(44.3%) participants. The most common occupation
was being a housewife, representing 160 participants
(40.0%), and, 215 participants reported having an oc-
cupation (53.8%). The most common average monthly
income was at the least five million KRW, reported by
170 participants (42.5%).

3. Analytical Method
The study used SPSS 23.0 for data analysis, and the

analysis methods used in each study content are as fol-
lows. Factor analysis and Cronbach's o reliability veri-
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fication were conducted for lifestyles and make-up
motivations, and cluster analysis was used to classify
lifestyles. Chi-square analysis were used to identify di-
fferences in demographic characteristics, cosmetics
purchasing behaviors, and make-up behaviors by life-
style groups. An ANOVA and Duncan's test were con-
ducted to identify the differences in economic status,
health status, family relationships, and make-up awa-
reness by lifestyle groups.

IV. Results and Discussion

1. Classification of Lifestyles

1) Lifestyle Dimensions

To analyze the lifestyle dimensions of new seniors,
the study used the principal components as the factor
sampling on 49 items about lifestyle, as well as Vari-
max rotation to deduce factors with an eigenvalue of at
least one. Cronbach's o was calculated to show the in-
ternal consistency among the items to verify whether
the scale items of this study were homogeneous. Fol-
lowing the first factor analysis, six items with a factor
load lower than .5 were deleted. After the second-fac-

tor analysis, one item with a factor load lower than .5
was deleted. A total of 42 items were used in the factor
analysis, and 12 factors were deduced. The variables
were named as follows: Seek Innovation, Seek Social/
Leisure Activities, Seek Independence, Seek Entertain-
ment, Seek Synchronism, Value Consumption, Seek
Uniqueness, Appearance Management, Seek Effici-
ency, Interpersonal Relationships, Body Shape Ma-
nagement, and Seek Openness. The total explanatory
power of the 12 factors was 70.938%. After calculating
Cronbach's a to verify the reliability of the 12 factors,
the reliability coefficients for all dimensions were abo-
ve 0.7.

2) Classification of Lifestyle Groups through
Cluster Analysis

After conducting the K-value cluster analysis me-
thod using the averages of the lifestyle dimensions' 12
subfactors, four new senior lifestyle groups emerged.
The characteristics of the four groups were identified
by comparing the averages of the lifestyle factors, and
the group names were partially based on prior studies
on new seniors (Baek & Seo, 2018). Compared with
the other groups <Table 1>, Group 1 included 29.0%

Table 1. Lifestyle differences by group

Mean (S.D.)
Lifestyle factors Group 1 Group 2 Group 3 Group 4 F
(n=116,29.0%) (n=120,30.0%) (n=70, 17.5%) (n=94, 23.5%)

Seek innovation 322(.6)C 293(.6)B 231(.6)A 371(.6)D 79.953%**
Seek social/leisure activities 233(.7)B 293(.6)C 2.13(.6) A 339(.7)D 75.820%***
Seek independence 397(.5)B 4.01(.5)C 3.83(.6)A 445(4)D 24.607%**
Seek entertainment 3.63(.5)C 342(.5)B 290(.5)A 4.02(.5)D 69.194%**
Seek synchronism 343(.5)B 320(4)C 2.76 (.5)D 3.77(.5)A 65.373%**
Value consumption 3.59(.6)C 336(.5)B 320(.6) A 4.04(.5)D 35.255%**
Seek uniqueness 347(.5)C 3.07(.5)B 255(.6)A 385(.6)D 85.814%**
Appearance management 292(.7)B 299(.6)B 233(.6)A 348(.7)C 43.808%**
Seek efficiency 413(.5)B 4.08(.5)B 3.94(.5)A 449(4)C 23.147%**
Interpersonal relationships 1.89 (.6) A 348(.6)C 221(.7)B 338(.9C 140.316%**
Body shape management 295(.6)B 334(.6)C 2.63(.7)A 3.86(.7)D 60.255%**
Seek openness 337(.7)C 3.12(.7)B 279(.8)A 345(.7)C 14.504%**

xxp< 001

Duncan test results (A<B<C<D)
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of the new seniors, who had the highest level of open-
ness, and was the most passive in interpersonal relation-
ships; however, other factors were at an intermediate
level. This group was named “Rational Seniors.” Gro-
up 2 comprised 30.0% of the new seniors, and in con-
trast to Group 1, was the most active in interpersonal
relationships. This group was generally interested in
other factors, showed an intermediate level average,
and was named “Potential Seniors.” Group 3, the low-
est among the groups, accounted for 17.5% of the new
seniors, was disinterested in all factors, and was named
“Slump Seniors.” Group 4, which included 23.5% of
the new seniors, proved to be the most promising and
active with the highest averages in all items, and was
named “Prime Seniors.”

2. Differences in Characteristics by Lifestyle
Group

1) Differences in Demographic Characteris-
tics by Lifestyle Group

Chi-square analysis were conducted to identify the
differences in demographic characteristics of the life-
style groups. The results indicated significant differen-
ces in spouse status, education level, and average mon-
thly income among the groups (Table 2). Although
many Potential Seniors, Slump Seniors, and Prime Se-
niors had spouses, many Rational Seniors did not. Ra-
tional Seniors had the most extensive educational range
of all groups and contained the highest proportion of
participants with high school education with an inter-
mediate proportion reporting two years of college, four
years of university education, and graduate school stu-
dies and beyond. Potential Seniors had the most signi-
ficant proportion of two-year college and four-year
university graduates, and Prime Seniors had the most
significant proportion of those who attended graduate
school and beyond. Prime Seniors had the highest pro-
portion of those with an average monthly income of five
million KRW and above. In contrast, Potential Seniors
showed high proportions of those with income between
three million KRW and four million KRW, and four
million KRW and five million KRW. Rational Seniors

had the highest proportion of those with income bet-
ween one million KRW and two million KRW, and two
million KRW and three million KRW. Slump Seniors
generally showed low proportions except for those with
less than one million KRW.

In summary, Prime Seniors have high education le-
vels and high incomes. Rational Seniors exhibit signi-
ficant differences in education levels within the group
and have higher proportions of less than average in-
come levels. Potential Seniors have higher averages in
education level and income, and Slump Seniors have
relatively lower education levels and income compa-
red to the other groups.

2) Differences in Economic Status, Health Sta-
tus, and Family Relationships by Lifestyle
Group

The study first conducted a factor analysis and reli-
ability verification to confirm the variables' validity
and reliability to identify the differences in economic
and health status, and family relationships by lifestyle
type. Economic and health status were deduced as sin-
gle dimensions after the factor analysis. Both variables
had a factor load of at least .6, and the reliability of
economic and health status were .789 and .741, res-
pectively. There were two factors for family relationships
based on one eigenvalue factor, and the reliability of
each dimension was above .7. Considering the charac-
teristics of the items, Factor 1 was named “Family sup-
port and trust,” and Factor 2 was named “Burdens of
caring for the family.”

Each item was calculated as variables, and the aver-
age was analyzed. An ANOVA and Duncan's test were
conducted based on the results. As shown in <Table 3>,
there were significant differences in economic status,
health status, and family support and trust in family re-
lationships. Overall, the more positive and active the
senior's lifestyle, the higher the average of economic
status, health status, family support, and trust, suppor-
ting the results of previous studies (Diener & Oishi,
2000; Krause & Borawski-Clark, 1995; Kwon et al.,
2012; Park & Kim, 2016). Specific results are outlined
below.
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Table 2. Differences in the demographic characteristics by lifestyle group

Rational Seniors Potential Seniors Slump Seniors

Prime Seniors

Sl (n=116) (n=120) (n="70) (n=94) i
Age 50s 58( 26.7) 73 ( 33.6) 33( 15.2) B
60s 58( 31.7) 47( 25.7) 37( 20.2) 41( 22.4)
Area of Seoul 69 ( 28.4) 72 ( 29.6) 36( 14.8) 66( 27.2)
residence Gyeonggi 47( 29.9) 48 ( 30.6) 34( 21.7) 28( 17.8) 6187
Spouse Yes 80 ( 24.7) 103 ( 31.8) 60 ( 18.5) BL(250)
status No 36 ( 47.4) 17( 22.4) 10 ( 13.2) 13( 17.1)
High school and below 45 ( 36.0) 34(27.2) 29( 23.2) 17( 13.6)
Education 2-year college 14( 31.8) 15( 34.1) 7( 15.9) OIS
level 4-year university 45( 25.4) 58( 32.8) 23 ( 13.0) 51( 28.8)
Graduate and above 12 ( 22.2) 13( 24.1) 11( 20.4) 18 ( 33.3)
Housewife 42( 25.9) 53( 32.7) 34( 21.0) 33( 20.4)
Sellers/service workers 16 ( 47.1) 10 ( 29.4) 6( 17.6) 2( 5.9)
Self-Employed 8( 21.6) 9( 243) 9( 243) 11( 29.7)
Occupation Office workers/ 22.502
technical staff/ 30 ( 31.9) 27( 28.7) 10 ( 10.6) 27( 28.7)
business management
Professionals 10 ( 20.4) 16 ( 32.7) 8( 16.3) 15 ( 30.6)
Part-time/freelancers 10 ( 41.7) 5(20.8) 3( 12.5) 6( 25.0)
Less than two million 16 ( 43.2) 7( 18.9) 10 ( 27.0) 4( 10.8)
TIZVS‘; ?ﬁiﬂ?&?ﬁﬁﬁf 19 ( 42.2) 10 ( 222) 12( 26.7) 4( 89)
Average
T}i‘::q'g Tl;;z:trg::(f)gu?nnilaﬁg:e 23( 33.3) 23( 33.3) 14 ( 20.3) 9( 13.0)  40.300%**
KRW —
(KEW) Ffeusrs‘ﬂ:’gvae“igme’ 24( 30.4) 26( 32.9) 12( 152) 17( 21.5)
Five million and above 34 ( 20.0) 54( 31.8) 22( 12.9) 60 ( 35.3)
Total 116 (100.0) 120 (100.0) 70 (100.0) 94 (100.0)

£p<.05, #*p<.01, ***p<001

Table 3. Differences in economic status, health status, and family relationships among the lifestyle groups

Mean (S.D.)
Individual characteristics Rational Seniors Potential Seniors ~ Slump Seniors ~ Prime Seniors F
(n=116) (n=120) (n=170) (n=94)
Economic status 270( . 7)A 3.04(.7)B 265(.7)A 327( .6)C 18.391***
Health status 281 ( 5A 297( 4B 282( 3)A 3.18( .5 C 14.339%**
Family support and trust 387( .6)B 385( 4B 3.69( .6) A 4.07( .6)C 6.500%**
Burdens of caring for family 295( .8) 290 (.7 2.77( .8) 3.05(1.0) 2911

k< 001

Duncan test results (A<B<C)
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The results concerning economic and health status,
from the highest to the lowest, were as follows: Prime
Seniors, Potential Seniors, and Rational Seniors or Slu-
mp Seniors. The order of results for family support
and trust were: Prime Seniors, Rational Seniors or Po-
tential Seniors, and Slump Seniors. A significant dif-
ference was observed between types of seniors regard-
ing the burden of caring for the family. Prime Seniors
emerged as the group with the most stable economic
status, satisfactory health status, and had high trust and
support in family relationships, resulting in a group
with a better quality of life. Slump Seniors exhibited
unstable economic and health status, and relatively
weak family support and trust, resulting in a group es-
timated to have high levels of anxiety in life. Potential
Seniors showed an intermediate level in all items, si-
milar to the differences in demographic characteristics.
Rational Seniors showed unsteady economic and health
statuses and intermediate level family trust and sup-
port—family trust and support may ease difficulties in
life. Although there were no significant differences bet-
ween the groups regarding the burden of caring for a
family, all had a generally low average in family sup-
port and trust. Considering that the averages of the items
“I like taking care of my family even if I sacrifice what
I'want” and “I wish to be someone who can be helpful
to my family” are 3.65 and 4.14, respectively, regard-
less of lifestyle type, this signals that new seniors may
experience burdens in caring for family, but willingly
assume the responsibility and sacrifice.

However, previous studies (Gordon, 1978; Kang &
Choi, 2016; Kwon et al., 2012; Nye & Berardo, 1973)
show that the presence of a spouse is a variable that af-
fects health status, economic status, and family relation-
ships. In this study, significant differences were obser-
ved in the spouse, health, and economic status, and fa-
mily relationships among lifestyle groups. However,
in the case of the Slump Seniors, 85.7% were married,
and 14.3% were not. Ultimately, spouse status did not
have a significant effect on the lifestyles of pre-elderly
subjects in their 50s and 60s, especially when they
were compared to elderly subjects.

3) Differences in Awareness of Make-up for

the Elderly by Lifestyle Group

The study first analyzed the dimensions of aware-
ness regarding make-up for the elderly by new senior
lifestyle groups. The study used factor analysis with
24 items about awareness of make-up for the elderly.
After deducing factors with an eigenvalue of at least
one, a total of four factors were deduced. Factor 1 was
named ‘positive attitude’ as it was consisted of items
related to positive attitudes that provide fun, confidence
and mental stability from senior makeup (Eigenvalue:
7.734, Total Factor Load: 32.224). Factor 2 was named
‘wasteful attitude’ as it was consisted of items related
to the attitude that makeup is wasteful and extravagant
for senior makeup (Eigenvalue: 4.437, Total Factor
Load: 18.488). Factor 3 was named ‘obligatory atti-
tude’ as it was consisted of items related to the aware-
ness that makeup is social responsibility and manners
(Eigenvalue: 2.662, Total Factor Load: 11.092). Factor
4 was named ‘inconsistent in harmony attitude’ as it
was consisted of items related to attitudes that seek se-
nior makeup as being unnatural and inharmonious (Ei-
genvalue: 1.998, Total Factor Load: 8.327). The total
explanatory power of the four factors was 70.131%.
After conducting a Cronbach's a test to verify the reli-
ability of the four factors, the o index of all dimensions
was above 0.7, thus confirming reliability.

After conducting an ANOVA and Duncan's test to
analyze the differences for lifestyle groups based on
the four deduced factors, significant differences were
found in positive and obligatory attitudes (Table 4).
The highest average was in the Prime Senior group in
both positive and obligatory attitudes, and the lowest
average was in the Slump Senior group. Meanwhile,
Rational Seniors and Potential Seniors showed inter-
mediate level averages in awareness of make-up for
the elderly. However, there was no significant differ-
ence by the group in the wasteful attitude toward make-
up (as there was a low average compared to other atti-
tudes in all groups aside from Slump Seniors). It can
therefore be said that new seniors generally had posi-
tive attitudes toward make-up for the elderly and felt
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Table 4. Awareness of make-up for the elderly by lifestyle group

Mean (S.D.)
Awareness of - - - - - - - F
make-up for the elderly Rational Seniors Potential Seniors Slump Seniors  Prime Seniors
(n=116) (n=120) (n=170) (n=94)
Positive 326(.6)B 320(.5)B 290(.5)C 3.74(.5) A 35.400%**
Wasteful 2.32(.7) 2.36 (.6) 2.23(.6) 2.16 ( .8) 1.744
Obligatory 337(.3)B 324(.7)B 2.83(.8)C 3.82(.8)A 21.966%**
Inconsistent in harmony 3.09(.8) 3.01(.6) 3.04(.7) 293(.9) 0.867

k< 001
Duncan test results (A<B<C)

that make-up was obligatory as they aged. mentation by lifestyle group was verified. Prior studies
used regression analysis to compare the differences in
the segmented market (Kamakura & Novak, 1992;
Novak & MacEvoy, 1990). This study considered it

more useful to compare the significance probability

3. Verification of Lifestyle Types through
Segmented Purchasing Behavior Regard-
ing Cosmetics and Differences in Make-
up Behavior by Group in the chi-square analysis using measured items of the

dependent variables as a nominal scale.

This section compares the significance levels in cos-
metics purchasing behavior and differences in make-
up behavior. By establishing the significant differen-
ces in demographic characteristics by lifestyle group
as standard variables, the effectiveness of market seg-

<Table 5> shows the five lifestyle variables indica-
ted in the study, and the variables that showed signifi-
cant differences among the demographic characteris-
tics include spouse status, education level, occupation,
and average monthly income, and items that show the

Table 5. Segmented purchasing behavior for cosmetics and verification of differences in make-up behavior

L . Spouse Education . NG
Division Lifestyle - level Occupation ~ monthly
income
Visited stores 37.439 11.533 29.785 52.631 73.622%*
Purch Source of information 33.551%* 3.082 32.239% 46.751* 30.132
urchase
behavior Average monthly cosmetics purchase 15.381%* 4.895 29.335% 18.720 44.953*
for Average monthly basic cosmetics purchase 48.223%** 4.398 26.555 30.946 36.105
"
cosmeties Average monthly color cosmetics purchase 40.714%** 3.808 40.716*%**  25.603 16.597
Average monthly consumption related to beauty 61.016%*** 8.402 29.701* 30.835 61.591**
Experiences of make-up classes 14.498** .007 5.822 1.040 6.951
Make-up skills in the past 6.824 392 179 766 4.484
Make-up skills in the present 14.627** 181 .870 3.056 10.247
ti?qtev.i? Duration for daily make-up 15.308* 2770 2.965 14.793 8.051
Duration for make-up on special occasions 44523 %% 5.709 11.471 9.284 24.162
Make-up frequency 53.633%** 4.948 19.220 26.512 38.511%*
Satisfaction after make-up 24, 135%** .017 9.753* 9.898 9.134

*p<.05, **p<.01, ***p<.001 in the chi-square analysis
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Fig. 2. Type of new seniors by lifestyle.

consumption and use of cosmetics. <Table 5> illustra-
tes that when lifestyle is set as the independent variable,
there are significant differences in all items except from
visited stores. Make-up behavior also showed signifi-
cant differences in the lifestyle variable compared to
other variables. When lifestyle was set as an indepen-
dent variable, there were significant differences in all
items apart from make-up skills in the past and only
one item from education level and average monthly in-
come; there were no significant differences in spouse
status or occupation. Therefore, lifestyle is an effective
variable for market segmentation in the color cosme-
tics market for new seniors. The characteristics of the
new senior population, reflecting the results of this
study, are shown in <Fig. 2>.

V. Conclusion

As the consumer market focuses on senior citizens,
understanding them better can enhance color cosme-
tics marketing. This study identified the characteristics
of new seniors by lifestyle type and segmented the mar-
ket to suggest effective classification groups for the

color cosmetics market. Four groups of new seniors
emerged after this classification: Prime Seniors, Poten-
tial Seniors, Rational Seniors, and Slump Seniors. The
four groups showed different characteristics and pro-
ved that the senior market is not homogeneous but ra-
ther heterogeneous and, thus, require segmentation.
Besides, lifestyle was established as an extremely ef-
fective variable for segmenting new seniors into groups.
The comprehensive descriptions of the group charac-
teristics, according to the study findings, are as follows.

1. Segment Market 1: Prime Senior

Prime Seniors are active and outgoing, independent,
and open-minded types. They prioritize interpersonal
relationships and often participate in social gatherings
and club activities. Hence, they are most interested in
the management of appearance, including body shap-
ing, and engage themselves positively with make-up.
They prioritize expressing their uniqueness while syn-
chronizing simultaneously with their group. They are
highly interested in useful items and seek value con-
sumption while being helpful to society or the environ-
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ment. Compared with the other groups, their education
level is generally high, and they have the most stable
economic status, as 35.5% have five million KRW and
above in average monthly income. Their physical and
mental health status is excellent, and they have the hi-
ghest average level of trust and support in family rela-
tionships; therefore, their quality of life is the best am-
ong the four groups. They have a strong interest in the
management of appearance and are keen on new trends,
similar to younger generations. The color cosmetics
market should focus the most on this group.

2. Segment Market 2: Potential Senior

Potential Seniors are socially active and prioritize
interpersonal relationships more than any of the other
three groups. They enjoy participating in various so-
cial gatherings and invest their time in leisure activities.
They have a moderate interest in appearance and body
shape management, have positive attitudes toward ma-
ke-up for the elderly, and feel that it is mandatory. Al-
though they seek independence, they tend to have con-
servative values. Useful and efficient consumption is
important to them; however, they are not highly inter-
ested in novelty, trends, or displaying their uniqueness.
Nevertheless, they do not show a high level of synch-
ronism with their group and have a low interest in value
consumption. Their proportion of having spouses is
the highest among the four groups, at 31.8%, and they
have the highest education level after Prime Seniors.
Potential Seniors have a lower status in areas other than
interpersonal relationships and social activities com-
pared to Prime Seniors, but generally have a stable eco-
nomic and health status, and high education levels. The-
ir monthly average income falls mostly between three
million and five million KRW. Potential Seniors have
the highest capacity to become Prime Seniors if they
demonstrate a continuous change in make-up aware-
ness and increased interest in trends.

3. Segment Market 3: Rational Senior

Rational Seniors have similar characteristics as Pri-

me Seniors. They seek openness and independent li-
ves, as well as practicality and innovation in consump-
tion tendencies; however, they differ in social activities
and interpersonal relationships. They are the most pa-
ssive in social gatherings or club activities of the four
groups and show low-level participation and invest less
time in hobbies, cultural or leisure activities. They have
less interest in their appearance and body shape ma-
nagement and are generally passive in outdoor activities.
However, they feel that make-up for the elderly is man-
datory and tend to have a slightly positive attitude to-
ward it. As they have the most significant proportion of
high school graduates and below, their average educa-
tion level is low. A large proportion of Rational Seniors
do not have spouses, generally have low monthly in-
come, and have great dissatisfaction with their econo-
mic status. They also have poor health and intermedi-
ate level family relationships. Although they wish to
manage their appearance, they can have high barriers
to make-up exposure due to economic or physical dif-
ficulties. As Rational Seniors comprise a high propor-
tion (29.0%) of the new seniors, free make-up educa-
tion or low-price marketing may improve their accessi-
bility to color cosmetics, and thus, their transition into
a highly marketable target group.

4. Segment Market 4: Slump Senior

Slump Seniors are below average in all areas. Al-
though they have a slightly higher average in interper-
sonal relationships compared to Rational Seniors, this
group has the most passive and inactive lifestyle. They
have a negative attitude toward make-up for the elderly
and feel it is unnecessary. Although their education le-
vel is intermediate, they have the lowest scores in eco-
nomic status, health status, and family relationships;
they are the most lethargic and dependent and have the
lowest quality of life out of the four groups. Slump Se-
niors are the most difficult to reach in the color cosme-
tics market. Their low average emotional health may
indicate high psychological anxiety expressed as dep-
ression and low self-esteem. An effort should be made
to help them realize its importance to bring them into
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the color cosmetics market. This group could benefit
from campaigns aimed at recognizing the psychologi-
cal effects of make-up and improving make-up aware-
ness, as well as long-term efforts such as make-up the-
rapy centers.

In summary, this study segmented the color cosme-
tics market by lifestyle and verified the effectiveness
of the segmentation. The academic implications of this
study are as follows. First, the results of this study veri-
fied that the elderly market has great untapped poten-
tial because currently, little attention is paid to it in the
cosmetics industry. Despite the rapid aging of this con-
sumer base, it can prove to be a valuable market to fo-
cus on. Second, this study also has academic value as
it analyzed the characteristics of each segment based
on a variety of factors, including demography, econo-
mic strata, health status, familial relations, and aware-
ness and receptivity towards make up. These variables
reflect social as well as personal characteristics, paint-
ing a thorough picture of the elderly market. It has aca-
demic significance in that it maximizes the difference
between style groups. Finally, in this study, it was con-
firmed that the lifestyle variable is a very useful vari-
able in revealing difference of makeup behavior. Des-
pite the fact that makeup behavior is very closely rela-
ted to consumer's life, previous studies typically are
used only basic variables such as age and gender. There-
fore the results of this study will provide good inspira-
tion for follow-up studies.

Next, the practical implications of this study is as
follows. The individual characteristics based on the li-
festyle dimensions of the four new senior groups pre-
sented in this study will greatly assist in promoting the
relevant brands and establishing the appropriate stra-
tegies for companies targeting the elderly. The differ-
ence in perception of makeup by each segment will be
especially useful data for promoting and marketing co-
lor cosmetic brands. Although the sample of partici-
pants analyzed in this study was restricted to particular
areas, thereby limiting the generalizability of the re-
sults, the findings provide a novel way of considering
new seniors and the beauty and fashion-related indus-
tries. Further research should be conducted, building

upon the segmentation developed in this study, to un-
derstand the cosmetic purchasing behavior of each gro-
up of new seniors for developing specific targeting
strategies for each.
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