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et et Fojot S Zlwo] RAR AelA, 71T AHAF 7 94
o zpol7} WSt glom, ol Z¥ FE AF] et 4=et FHAE
ol &= HlAE T2 8Qlor AgIth AR ulFoAs AHAF &
A7t 224 PFE F5HA AZ2HSephora)E A= 271 FE 7]E
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2 AL SYAE AAEohe ARl AHRA ofF A WolEoiZ]
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29 JE 7S AASte] foll A eiAler e 7HAE xRt jle
3, LGAZHE 29 JE A5 dste] woha ®7t 7lEs st

1) https://cosmeticsbusiness.com/sephora—clean—beauty-lawsuit—thrown—out—by—judge. Cosmetics
Business (2025.05.20.).

2) Brdel, ol918] (2020). 29 HE| FPE Aujae] AACIAMETL Aujat 39 B 4wlaE] ]
AL g reRel8stslA, |, 28(), 153-164.

3) https://www.yna.co.kr/view/AKR20200629040300030. 137+~ (2025.05.15.).
4) https://www.newsis.com/view/NISX20220425_0001846239. A1~ (2025.05.15).
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5)file:///C:/Users/gitnu/Downloads/%EC%A0%84%EBZ%IETB5%ED%92%88%EB %A A%A9I%20%EB
%B3%BA4%EA%B3%A0%EC%84%9C_%ED%81%B4%EB%A6%B0%EB%B1%B0%ED%8B%B0.pdf.
Kotra (2025.05.15).

6) REFE. (2024). weg ®H 2™ RE, AHR] ERs JE AAEjoR REFE,
https://www.beautynury.com/news/view/104199/cat/10
7) Tao, H., Sun, X,, Liu, X, Tian, J., & Zhang, D. (2022). The impact of consumer purchase

behavior changes on the business model design of consumer services companies over the course
of COVID-19. Frontiers in Psychology, 13, 818845.

8) Liu, H., Meng-Lewis, Y., Ibrahim, F., & Zhu, X. (2021). “Superfoods, super healthy: Myth or
reality? Examining consumers’ repurchase and WOM intention regarding superfoods: A theory
of consumption values perspective,” Journal of Business Research, 137, 69—88.

9) Bundela, D., Kumari, P. V., & Jain, S. (2025). Determinants of consumer behaviour in the
adoption of green cosmetic products: A literature review. International Journal of Research and
Analytical Reviews, 12(2), 150—158.

10) Handriana, T., & Kurniawati, D. T. (2021). The effect of green value, green trust and green
satisfaction on green loyalty. Management Science Letters, 11(4), 1331—1340.

11) Pudaruth, S., Juwaheer, T. D., & Seewoo, Y. D. (2015). Gender—based differences in
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understanding the purchasing patterns of eco—friendly cosmetics and beauty care products in
Mauritius: A study of female customers. Social Responsibility Journal, 11(1), 179-198.

12) Sheth et al.(1991, {918 Liu et al., 2021, p. 69-88)

13) Untarini, N. (2020). Studying the Attitudes—Behavior Gap in Ethical Consumerism: A Review
of Research Jurnal Administrasi Bisnis, 9(2), 112—-128.

14) Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behaviour and future
research directions. International Strategic Management Review, 3(1-2), 128-143,

15) Chan Yin Yee, & Mansori, S. (2016). Factor that influences consumers' brand loyalty towards
cosmetic products. Journal of Marketing Management and Consumer Behavior, 1(1), 12-29.
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16) Liu et al., 2021, p. 69-88
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Informatics Education and Research, 5(1), 7—16.
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o AB[ZF & Yo R o]Fo|F ot olE &, Widnyani £/(2024)2] &1
A= 22 BHE Viva Cosmeticss A S22 SNS npA|glo] Bl FA T of
2= GFS BT A4 2, SNS A" 14 ol E =ol= b
FAT 9&S 5tH, ol oA BE S Fst2 dd4EE Ao ey
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180) Zahid et al., 2018, p. 225-236.
181) Zahid et al., 2018, p. 225-236.
182) Widnyani et al., 2024, p. 35-41.
183) Widnyani et al., 2024, p. 35-41.
184) Widnyani et al., 2024, p. 35-41.

_46_



o, Q7 A3, SNSE B oY ol HAE AE ol 4|2
FoAE FEste d 83 o|H, 7H2|e} BelE 2pito] Huf A4S #-9-5t=
Al golog zZasl Aoz HAL]oir) 185)

SNS QIEFAA7F 207} BFo nAle 9FSE 24T d+4E% FE9]
o] o121 Qlt}. Hassan £](2021)9] 7o mh=H, AH|RHE-2 SNS JIEF4A
A 9] 2417 (Confidence)’ ¥ 57 7Hs”d (Relatability)' 2 583 89102 <l
AlshH, WhH ‘o] = EX(Helpfulness)' & ol 24 Goln]st d
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SNSt&= AH|Z} 78] Q] ARE(WOM, Word—of-Mou h)% 2235} 293
A 2 AFE o] ghet. Trasari@t Hastuti(2023)0ﬂ w} H]x}—‘;—o] EITA]

185) Kim & Ko, 2012, p. 1480—1486.
186) Hassan et al., 2021, p.1-17.
187) Hassan et al., 2021, p.1-17.
188) Hassan et al., 2021, p.1-17.

189) Itasari, A. A., & Hastuti, N. H. (2023). The Effect of Advertisement, Word of Mouth, and
Brand Awareness toward Buying Decision on Ruang Guru Apps in Students. Journal of
Consumer Sciences, 8(2), 155—-169.

190) Issa, E. M. (2021). The influence of relationship quality on electronic word of mouth for
mobile review site users in Saudi Arabia market. iBusiness, 13, 155—178.
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191) Alhulail et al., 2018, p. 1-12.

192) Anderson, et al., 2014, p. 773-779.
193) Kim & Ko, 2012, p. 1480-1486.
194) Widnyani et al., 2024, p. 35-41.
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(3 2-4] SNSYRFO] AFA+
s, 474 a7 74 2
274 BAWE Viva CosmeticsS
ez SNS sl Hals
Influence social media marketing ZAzo] njx]: JgFS A, SNS
Widnyani et al., to brand loyalty through = =
apAEe 17 olg Folk o
(2024) customer engagement on local ) -
products "Viva Cosmetics". Fa% 92 5, ol oA
B A= Aste ddEE Ae
z

Itasari, A. A., & Hastuti,

The Effect of Advertisement, Word
of Mouth, and Brand Awareness

7]gr o A= S Ji=Alo
N. H. (2023) toward Buying Decision on lrem ARs Foie 7hsdel
Ruang Guru Apps in Students.  ETHL 4.
AHEL Tt AR AFET=
Hassan et al. Evaluation of present and quure Az st AU AT A=
(2021) wastewater impacts of textile Qa8 utoz pacs
dyeing industries in Bangladesh 4F 7o BAES
dejgne 2e 21
The influence of relationship quality — 2a}ol gAo] A2 9iFo]
Issa, F. M. (2021) on electronic word of mouth for ¢ yopo1ry o ae A= Wy
mobile review site users in Saudi
Arabia market. QAR Zgetta B4
ZH2F A7 24 Av AoflA 1A
FAE "R FFS AFgeH,
71 48 RA(TAM)Z H] w5t

Anderson, K. C.,
Knight, D. K,
Pookulangara, S., &
Josiam, B. (2014)

Influence of hedonic and
utilitarian motivations on retailer
loyalty and purchase intention: A

Facebook perspective.

EA5HT A7 A}, SNSoA 9]
QAE(WOM)O] 4H]7e]

A= (Truspell 37841 FF=

n| 2], o] gt A== ThA] Fuj
9] % (Buying Intention) @ BE#i=
FAZ(Loyalty) 2 o]ojA]E A

Kim & Ko,
(2012)

Do social media marketing
activities enhance customer
equity? An empirical study of
luxury fashion brand.
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2.5 AHZ HEL

AH|Z}F 2F(Consumer Satisfaction) AH| 27 Al&o|u AH|AS FAYSH
% J\ish A4 AT lRalel B4eHE AAA WL uE. Koters)

A MEES 26} AR Axet A4 AEF At
- mo Jel= golstart. of Ade AES A8 3

=

=9} 452 2% H 4
S 49 G4 el i, A AES AZ T 4o
A3t A4 AF Aole] Afolo] whet MESAL BEIET 5 ek ARt
MELL Oad A WS dol anlate] FE BB HACS A4 9%
2 HlAE 847 ATHo] grovl, Aulx A FAT AF EQ Brke] A
NFo 2 TN

A ELES Wrbshe WAL qzke] WAL ZAsHe BT FAG
2ol glon], ATASA B BAZ RN Yk, WA PEEE
20| AFote AFolut Aul2st Aokt ARHIAE SPote B
AEE FEH, o2 Fo) /1P 462 4TS Brt FehA setsty
A HFS AAT 5 Yrh1) BEEe] P APDTEL 28R} IR
b Aed e dol, J19e] Ak a4z 89 5 9 Adde
¥z Qltk.198)

AHY o) R AFo} AHIAE ASSEA LAk BEoR

L AE] EABE ofUe} 04t HAS o) FAott o
AL ABS NG F 4G AL B Al S AA

195) Kurniawati et al., 2021, p. 429-440

o
(e}

i)

=)

o

196) Srinath, R. (2016). Customer satisfaction and loyalty towards cosmetic products: A case
study on Bangkok’s Boots drug stores. AU Journal of Management, 14(2), 34-43,

197) Angraini, N., Fahmy, R., Rahman, H., & Ma’ruf. (2023). Measuring customer satisfaction: A
literature review. e—Jurnal Apresiasi Ekonomi, 11(2), 378—384.

198) Mohamed, R. N., & Yeo, B. L. (2017). Interdependence between social value, emotional
value, customer experience and customer satisfaction indicators: The case of halal cosmetics
industry in Malaysia. Pertanika Journal of Social Sciences & Humanities, 25(S), 131-142.
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2021, p. 69-88

203) Mohamed & Yeo, 2017, p. 131-142,

202) Liu et al,,
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o] Qlt}.209)

204) Vallerand, R. J., Pelletier, L. G., Deshaies, P., Cuerrier, J. P., & Mongeau, C. (1992). Ajzen
and Fishbein's theory of reasoned action as applied to moral behavior: A confirmatory
analysis. Journal of Personality and Social Psychology, 62(1), 98—109.

205) Ajitha, S., & Sivakumar, V. J. (2017). Understanding the effect of personal and social value
on attitude and usage behavior of luxury cosmetic brands. Journal of Retailing and Consumer
Services, 39, 103-113.

206) Dalziel, R. C, & de Klerk, N. (2018). Relationship between variety—seeking, status
consumption, media influence and female Generation Y students’ attitude towards beauty
products. International Journal of Social Sciences and Humanity Studies, 10(1), 257 - 270.

207) Milfont, T. L., & Duckitt, J. (2010). The environmental attitudes inventory: A valid and
reliable measure to assess the structure of environmental attitudes. Journal of Environmental

Psychology, 30(1), 80-94.
208) Shin et al., 2017, p. 113-121
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L oaxz Qs fed G A% Hs4E Fxsts HACS] gE HE
=7b BolX BFE B2 Qo] mEw, SR AuAY Rt AE
o 9z, BRSO §7 A, Aeld AY 5L wrgsiu, urolel Yo 9P
= = G40 AT 29102 AT Ao BAHUE20 A
o} HAE FHEY PAS BAG AL, 20} BAS] A8 71
£ AHASE DA FHEI} FASHE AT] Uk RO Uegrha) 5
8], §71% 7Hel el ABPCHT B ATNAE AulAe] Bt A7)

2 e @4 24 2§t
A2 AFEL WA HEot A% TPee 28] PES FEske By F
281 9ot 20 $34 7S Fas] o142 A% 5T 4n) s
2 GRSkl APl A, ol AT HPEN 2 Hel AF AP
= 38% 99102 2§}y 9lrk. o P HEet A dEt Lujzpe] oy
PEL S FaG WER AFslo] gk N|E ATES HE} 2njzpe)
,

215) Dalziel et al., 2018, p. 257-270
216) Dalziel et al., 2018, p. 257-270
217) Ghazali et al., 2017, p. 154-163.
218) Ghazali et al., 2017, p. 154—-163.
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AHARY Poert 225 HEY 7 9=
Shimul, A. S., Cheah, Investigating femgle shpppers’ attitude 7o BAL 9L etEn], 18hA A =o] i
I, & Khan, B. B. and purchase intention toward green Aol whosz ol SqElL Ao
(2022) cosmetics in South Africa. Aol gers A Hert 94Hs Ae
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Relationship between variety—seeking, SPEE AvAe] HEE AR 98, BHHES]
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Klerk. N, (2018) and female Generation Y students o] ol sAlo] 2w golo
T attitude towards beauty products. gao] L HE 4o Tad adow
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C. Mutum, D. S.. calth and cosmetics: Investigating 1o 4k, 48|27} BaEo] A8 71x2
% Nouven. B consumers’ values for buying organic Aelalis ta S o lel isbe] ol
(§O¥7)’ ’ personal care products. dEdes HAE S4E7 S7kohs Bl /e
Aoz vehgt
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219) Rogers, E. M., Singhal, A., & Quinlan, M. M. (2008). Diffusion of innovations. In Stacks,
D. W. & Salwen, M. B. (Eds.), An integrated approach to communication theory and research
(2nd ed., pp. 17). New York: Routledge.

220) Moore, G. C, & Benbasat, I. (1991). Development of an instrument to measure the
perceptions of adopting an information technology innovation. Information Systems Research,
2(3), 192-222.

221) Rogers et al., 2008.
222) Rogers et al., 2008.
223) Moore et al., 1991, p. 192-222
224) Mende et al., 2015, p. 661-678
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225) Rogers et al., 2008.

226) Liu et al., 2021, p. 69-88

227) Liu et al., 2021, p. 69-88

228) Mende et al.,, 2015, p. 661-678
229) Rogers et al., 2008.
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2021) b WOM intention regarding o o
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Electronic information resources
(EIR) adoption in private
university libraries: The

Izuagbe et al, moderating effect of
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(2016) productivity and relative AT, 2 AT A4S Aok
advantage on perceived Z|&Hd o7 o]8slHE AoS HY
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W, A=), A9 shA 5o 17 FAEe
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Th e It's all relative: how ) )
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15 aal 2 &7 HE
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A8 2 714] 5  Liu, H, Meng-Lewis, Y. _ Likert?7
Sh5 2 71A] 3 Ibrahim, F., & Zhu, X. (2021). Likert 7
A=A 71A 4 Likert 7
AR HZA] 3 A Ahmad Al Likert 7
B Butt, A., mad, H., i, F., :
AR 874 3 Muzaffar, A., & Shafique, M. M
AR 4154 3 N. (2023) Likert 7
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o Zahd 3 Ifl‘f;J VY Ay Sulong R, "Tier 7
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oF ZAA 2 Kim, A. J., & Ko, E. (2012) Likert 7
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Chang, R., Chanda, R. C.,
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& GUI A. (2024)
L1u H Men —Lew1s Y., .
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el 5 Ibrahim, F., & Zhu, X. (2021) Likert 74
Liu, H., Meng-Lewis,
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239 By SPES Ago R Bl B SelA Qi A4t Alsld
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Qo] Fofetul, ThE AR RRY FAH BAS W P AE Rolk 7
A2 22402 Holstirt, B AL Asld NS 245 98] o
T e 2o ALgstdTh. 2, THE A Sl Ut 29 R SHES Ale
Shoka Ll FAL okl W 71%o] Eoh B4, FW AFSe] Yot 29
B SRS ALSUTHE AMLE Qobut 9 J|He] Eok A, Ut 24
W SPES AMGRTR ThE ARSI B 4 glow Jlie] 22 4 2
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2T A, (3R el B Ao ste uu 1 Ag 4oz
Hol7] she o Ego] E 2
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U g ojulghek 0 5, 29 HE| Pl Agsh S4B, 131
4 EA, A% K 28] B4 Sol diet ool Y181 A A x4
Moz Holstgrt. B ATelAL sh47 g S48 heat gL
2o AT A, U o Tl 29 W SHES AgsEy ok
S, ‘29 H shaEel dal o Gobny Aok’ A, ‘29 BEl SRS
AgIHE AL ARE AL e & e B sty AL ol T

g = %

238) Liu et al., 2021, p. 69-88
239) Liu et al., 2021, p. 69-88

_67_



u €(2021)2] ALE Fuste] Eoeled oM 240) AH|R}

EASH g SFAZS AFgSto 24 Ala|A ok 7t AEro)

A S AYste A2 2AH oz Hosigrh =, 29 tnq 9}1} o] &
Al *

ol

2 B
59 2 T A, U 29 HE shaEe] A4 A%l mgol Ut

A DA, 2 FE SFES S miRe] A4 Tt e A 2
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1) AR B34

"AR BEZA"2 Butt 9](2023)9] 945 FaLste] st om,#l S5 &
A(AR) 719Ee] AJF Ald AR 27 2HAA] AFE 4= e JEE AlSde=
B2 220 Yooty ol &HAPE AR 7leS &8 AE Ade
Sl E2 AR A AFAHS Aoty &4 BrsteAE wds= Jid
olty. & d7olAdE AR EF4e S5 s tha3 22 £3= AH8SHA
o AA, Ue 7 A 71N AF Ad AEAE ARSS] FeRt RS
Atk A, W7E S A 715 AlE Al AEjLoA A AHAE 2

240) Liu et al., 2021, p. 69-88
241) Butt et al., 2023, p. 101-117.
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3) AR 4184
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242) Butt et al., 2023, p. 101-117.
243) Butt et al,, 2023, p. 101-117.
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o A, S dA Z1Eke] 21 RE AlE Al AHA 2d2
83 % glc} olg} 22 o] £ AHgsto] AR A4S Bkl
BE %2 Likert 78 HEE ARgSto] S5k
4) AR 34
"AR SHA"Z Butt £](2023)9] A5 Harsto] AEstglom 244 S &
A(AR) 7IRES] AlF A AMB| A7) AH|RRe] g o] A1&5HA] jE-g-5hal 27l
FEE AEste 4=z 2oz oS ol &HAE AR Z|HE AfH]
2 olg Al ANTEe Wat YRE A& 4 o, AHATt Aulze] 2%
of M= t-gst=AE B7Ish= /Ndelth. & A7olM= AR §54= 573
sh7] Sl ot 22 22 ARESHAT AA, 'S @4 ZIREe] AlE Al
M|~ 29 RE P RS AESH Alsdd) 24, 'S4 @4 715
29 He] AR AF AEIAE o] @A) el SHR olet 2L 7)o
089 AFgs5lo] AR 29HA4L Hrlslglon, RE Bl [ikert 74 HAEE
Agstol Zgstect
3.1.2.3 AP 89
1) Mgty Z%
AGATA'E Kong@l2014)9] A7 Zstel Adsigon 29 29 B
| spgEe] Aol 97 WshAQ Aaa AEgon, e Fs AT A%
7HedE ZAET Qe A 2o R AHostylth ol 4HAE 2 HE
spEol Eago] B BTl Jlelgthn QA4S RS Boksh: Adeld.
B AT ARARFS 24 9] et 2L BHe Agstart A
244) Butt et al., 2023, p. 101-117.
245) Kong, W., Harun, A., Sulong, R. S., & Lily, J. (2014). The influence of consumers’
perception of green products on green purchase mtenuon International Journal of Asian Social
— 70 —

Science, 4(8), 924—939
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252) Kim & Ko, 2012, p. 1480-1486
253) Kim & Ko, 2012, p. 1480-1486
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2021, p. 69-88

256) Shin et al,,
257) Liu et al.,



B Aol LSRN "AH2 2ALE'E Liu 9120219 A1E o
Sto] ZEstlom 258 M7 EA AlEFe A & FF TS AES
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+ AHAY TS Ay Halto] figh ARE v o R A|&AQ1 S 8
AE ks 58% 29do®r HFHY. 2 dFoAs AFuo=s 54
St7] Sl o 22 232 ARSSHTh AA, Ue do= ¥ FE
sPEe AL Fud Aotk &4, U wideld 2l 27 RE
sHEe A "god Fuig Aolr” A, Us % o B2 29 FH
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Fojolzg Bstdon, BE 2L Liket 74 AEE AHgstel 4l
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Modeling, PLS-SEM) W &g 2835ttt PLS-SEMS 27 ohwisy
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2, 53] 0|24 mule] &4, mjar #4, vl W 1 *Ji e 7=
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258) Liu et al., 2021, p. 69-88

259) Hair, J. F., Jr., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or
CB-SEM: Updated guidelines on which method to use. International Journal of Multivariate
Data Analysis, 1(2), 107-123.
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260) Wetzels, M., Odekerken—Schroder, G., & van Oppen, C. (2009). Using PLS path modeling
for assessing hIerarchlcal construct models: Guidelines and empirical illustration. MIS Quarterly,
33(), 177-195

261) Hair et al., 2017, p. 107-123
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262) Hair et al., 2017, p. 107-123
263) Wetzels et al., 2009, p. 177-195
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Ast= o224 EZ2 S-O-R (Stimulus— Orgamsm Response)

94 f9lg
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(response) 22 olojA= HAS AWst=dl 8t Edo|r.200 53], 2
ATolA ZAsHE aHlAe] SR I A2 o5 89l 2H7HA,
ZIed oA, JE34, SNS 9 ol 4HAY 4y AAA S
AA 2HFAJ] FF AT Ak, AR, FHALE TSR o0&
FxE 7HER, S-O-R 01%94 Z-§o] Efgoit.269
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e FFE A8 &
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olH AEYY, &4 AW Fo FopoA S-O-R o]& %s}oq Z-H]
HWPJ S 34

o
golA S-O-R R&o] A o224 &< ATT & 9= Aol

264) Hochreiter, V., Benedetto, C., & Loesch, M. (2023).The Stimulus—Organism—Response
(S-O-R) Paradigm as a Guiding Principle in Environmental Psychology: Comparison of its
Usage in Consumer Behavior and Organizational Culture and Leadership Theory. Journal of
Entrepreneurship and Business Development, 3(1), 7-16.

265) Huang, T.-Y., Chen, W.-K., Chen, C.-W., & Silalahi, A. D. K. (2022). Understanding how
product reviews on YouTube affect consumers’ purchase behaviors in Indonesia: An
exploration using the stimulus—organism-response paradigm. Human Behavior and Emerging
Technologies, 2022, Article ID 4976980, 1-19.

266) Zhang et al., 2023, p. 2088.
267) Huang et al., 2022, p. 1-19
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[1% 3-2] S-O-R o] g ofA|(2)269

268) Huang et al., 2022, p. 1-19
269) Zhang et al., 2023, p. 2088.
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270) Hochreiter, V., Benedetto, C., & Loesch, M., 2023, p. 7-16.
271) Zhang et al., 2023, p. 2088.
272) Huang et al., 2022, p. 1-19
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273) Harun, A., Kassim, A. S., & Kassim, N. M. (2024). The Stimulus—Organism—Response
(S-O-R) Paradigm as a Guiding Principle in Environmental Psychology. International Journal
of Environmental Psychology, 15(2), 45-67.

274) Harun, A., Kassim, A. S., & Kassim, N. M. (2023). Adoption of the Stimulus—Organism—
Response (S-O-R) Model in Hospitality and Tourism Research: A Systematic Literature
Review and Future Research Directions. Asia—Pacific Journal of Innovation in Hospitality and
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(2 4-2] 1% @9l9] Ralgt (EHE4)

Ist Order Factor Item Loadings Mean STDEV T statistics P values
q7_71587H] (= 71574 0.736 0.735 0.028 26.439 0.000
q8_715 A7k (= 715874 0.847 0.846 0.017 50.318 0.000
715274 q9_715A712] (= 715874 0.826 0.826 0.020 41.062 0.000
ql0_715A7H4] (- 7152A7HA] 0.799 0.799 0.019 41.197 0.000
ql1_715A7t4] (- 7152A7HA] 0.794 0.794 0.022 35.526 0.000
ql2_ 78347k (- A4A7HA 0.826 0.826 0.017 49.498 0.000
ql3_Z3A7HA (- AAEA7HA 0.801 0.800 0.020 39.430 0.000
A2 7t ql4 A7 (- AAA7HA 0.856 0.855 0.016 52.839 0.000
ql5_ A2 7HA] (- AAA7HA 0.873 0.873 0.016 54.812 0.000
qlo_H8A4 7k (- A4A7HA 0.877 0.876 0.013 68.190 0.000
ql7_AFEIA7LA] (- AFR] 2714 0.868 0.868 0.015 58.950 0.000
ql8_AFRIA7A] (- AFR]A7}A] 0.904 0.903 0.011 85.547 0.000
AFB A 714 ql9_AFRIA7EA] (- AFR]A7HA] 0.911 0.910 0.011 85.843 0.000
q20_AF3| A 7EA] (= AHE] A 7HA] 0.883 0.883 0.012 74.689 0.000
qQ21_AFRIA7EA] (= AFR]A7HA] 0.893 0.893 0.014 66.016 0.000
q22_sk5A7HA] (- 537 0.921 0.920 0.008 114.221 0.000
5A 714 q23_8t5A7HA] (- ShEA7HA 0.933 0.933 0.008 112.356 0.000
q24_sF5A7HA] (- 57 0.914 0.913 0.010 87.409 0.000
q25_73FA 7] (- ZFH7HA 0.852 0.851 0.015 55.191 0.000

474
q26_73FA 7] (- FFH7HA 0.874 0.874 0.014 62.255 0.000

- 101 -



q27_AFA7A < 0.836 0.836 0.022 37.979 0.000
q28_ A=A 7tA] < 0.785 0.784 0.028 28.219 0.000
q29_AREZA 0.895 0.894 0.012 73.557 0.000
AREZA q30_AREZA 0.927 0.926 0.011 86.528 0.000
q31_AREZA <73 0.941 0.941 0.009 106.576 0.000
q32_ARFTAA T8 0.904 0.904 0.012 74.335 0.000
ARZHA q33_ARFTHAA ARZHA 0.947 0.946 0.006 148.590 0.000
q34_ARFHAA ARZHA 0.933 0.932 0.009 107.394 0.000
ARAIEA q36_ARAIEA ARAI =4 0.966 0.965 0.004 256.356 0.000
q37_ARAI=Z]A ARAIE]4 0.963 0.963 0.005 202.069 0.000
ARSTHA q38_AR-SE4 ARSHA 0.955 0.955 0.006 169.695 0.000
q39_AR-SEA AR-SFEA 0.951 0.950 0.007 133.876 0.000
q40_F e Z7 ki iy 0.862 0.862 0.018 47.590 0.000
q4l_HeHAx7Y Sl e By 0.868 0.868 0.016 54.653 0.000
G Ry q42_ A&7 27 i Ry 0.898 0.898 0.013 68.303 0.000
q43_ gt =7 Rk 0.884 0.884 0.016 55.494 0.000
q44_A&H 27 koo Bty 0.779 0.779 0.030 25.877 0.000
q45_F &A= (- LB AE7 0.782 0.782 0.026 30.415 0.000
q46_A&E A= LB AF7HA 0.863 0.862 0.014 60.908 0.000
B AE7HA q47_RAAAF LB AF7HA 0.889 0.888 0.013 67.766 0.000
q48_eH A= e 0.890 0.890 0.011 83.859 0.000
q49_ZeHE A= 0.864 0.864 0.021 42.065 0.000
of zepl q50_cfl =t 0.869 0.868 0.015 59.231 0.000




q51_olZepdl (- o e 0.886 0.886  0.012 71.885 0.000
q52_olZepd (- ofze 0.859 0.858  0.019 46.397 0.000
A8 q53_ 7194 (- AR 7AAA 0.957 0.957 0.007 141.583 0.000
q54_ A 719A4 (- A 7AAA 0.957 0.957 0.007 145.488 0.000
q55 =M (- =AFT 0.810 0.811  0.019 41.987 0.000
SAE q56_=MFa (- =AET 0.855 0.855 0.015 58.757 0.000
Q57 =ATT (- HMTT 0.865 0.864  0.015 58.006 0.000
solgn 458 _&ulqd (- Zolgur 0.965 0.964  0.007 131.607 0.000
M q59_Eu|g% (- Zulg 0.968 0968  0.006 171.263 0.000
q60_ 43 HE (- AsAE 0.921 0.921  0.009 102.945 0.000
AR q61_AsHE (- A5AE 0.940 0.940  0.006 153.040 0.000
q62 AT HE (- AeAE 0.927 0.927  0.009 100.788 0.000
2 q63_ XA (- HA4 0.914 0.914  0.011 84.275 0.000
q64_ A4 <~ 24 0.899 0.898  0.016 57.838 0.000
g q65 HE3} (- L&} 0.954 0.954  0.005 178.142 0.000
q66_TE3}t (- P&} 0.944 0.944  0.008 114.789 0.000
o q67 74 (- A 0.948 0.948  0.005 193.482 0.000
q68_7A (- 74 0.928 0.928  0.009 102.840 0.000

Note. A%t (Loadings) @ E=3F AAZE(B), STDEV : ZFHA}H(Standard deviation)
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[ 4-3] 12} Q919 H3lgk

Factor Item Loadings Mean STDEV T statistics P values
q69_TEE (- TER 0.884 0.884 0.012 72.467 0.000

AEE q70_TEE (- WHFE 0.869 0.869 0.012 73.662 0.000
q7l_TEE (- HER 0.881 0.880 0.019 45.192 0.000

q72_HEE (- HEE 0.898 0.897 0.011 81.548 0.000
q73_ASHHE (- JSHHE 0.855 0.854 0.015 57.044 0.000
q74_ATFHE (- JASHHE 0.867 0.866 0.013 66.053 0.000

A&FEH = q75_AAFHE (- ISHH= 0.849 0.848 0.017 49.947 0.000
q76_ASHHE (- ISHHE 0.845 0.845 0.030 28.334 0.000

q77_ AFHFHE (- IS H= 0.867 0.867 0.014 62.220 0.000

q78_ 7ol (- iAol 0.809 0.808 0.021 38.998 0.000
q79_7gHiA ol (- iAol 0.830 0.830 0.018 45.048 0.000

e ek q80_ZgHi& ol (- iAol 0.843 0.843 0.027 30.842 0.000
q81_Zdti& ol (- iAol 0.884 0.884 0.017 50.796 0.000
q82_7gHiA ol (- iAol 0.883 0.883 0.012 74.280 0.000
Q91_AFeieE (- AFufele 0.936 0.936 0.008 122.407 0.000

A|-uf o] &= q2_ AT E (- Ao 0.924 0.923 0.010 95.494 0.000
q93_AFm Y E (- AFufele 0.901 0.900 0.013 71.357 0.000

Note. Azt (Loadings) : EFS} ZAAgH(B), STDEV : E&FH
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4.2.2 A2 ZZ(AVE), Cronbach's a, EEAIZE(CR)

YA EZ (Average Variance Extracted, AVE)2 E4 Q9o oJ3|
A EE HesE 4 BleS Uelle AE=, AVE o] 058 =7
B, o adle] Hes9 FARE: Aut ol WSty Slse ofnlshH,
ol & Yol FHESS Ut AVEE 72 FAH4_47F 1G9
A4S duhd & A9steRE B7kehe d ARSEH, A5 249 Y
d= d5cke ° "2 2 3ot

A= B7te= Cronbach®  &1b(Cronbach's )@t %—i}ﬂﬂE

(Composite Reliability, CR)E &3l o|Fo]%t}. Cronbach®]
o Ash= k2 7F g4 AATAE Jdto g2

—

A= Q= = oY AL =2 AL,
0.8 oY A w¢ =2 AFPAS Yerlity. £95] Dijkstra—Henseler 2]

PLS—SEMellA] %L** Aol W Owg% B} A %6}711 7}st7] Slef At
SEv], 2% Q7 PAS 24T o o f8sitta Bohdn olF F

s das 2o AT Hdde TEHeR 458 5 k.

24 AnE AmEH ARTAA 29l B2
HolF9lth, Cronbach’s a 32 0.92002 e, g @91 FASH=
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[0l Cronbach's alpha CR (rho_a) CR (rho_c¢) AVE
AR 3714 0.920 0.920 0.949 0.862
AR BEZA 0.911 0.917 0.944 0.848
AR 4154 0.925 0.925 0.964 0.930
AR -§E4 0.899 0.901 0.952 0.908
A7 0.901 0.906 0.927 0.717
T3 0.865 0.881 0.936 0.881
71547 4] 0.860 0.865 0.900 0.642
AT 0.797 0.799 0.881 0.712
TEE 0.906 0.907 0.934 0.780
Ela=acd 0.890 0.896 0.948 0.901
ALE| 714 0.936 0.940 0.951 0.796
iAol 0.904 0.907 0.929 0.723
A Ag 0.921 0.921 0.950 0.864
A=A 71 0.858 0.862 0.904 0.701
of Tzt 0.841 0.841 0.904 0.759
Al o] = 0.910 0.910 0.943 0.847
2414 0.783 0.786 0.902 0.821
A 71414 0.909 0.909 0.956 0.917
FAF7HA] 0.910 0.911 0.933 0.737
A H 0.909 0.910 0.932 0.734
ke Rty 0.911 0.913 0.934 0.739
5271 0.913 0.913 0.945 0.851
SrRE 0.929 0.931 0.966 0.934

Note. CR : $AAZE T AVE : FFFZEA
423 HTMTE &% wd g4
HTMT (Heterotrait—Monotrait ratio of correlations)= TXHAA RLE

FSEM)OIA B Hdde
=°] duh g3

T4 847 EHZoln

Brhske

83 2
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+ 9 2d9] A= g348E EYcks o Z5Aolth. HTMT Hl&2
5 T4 84 719 "o|dd EA-oldd W (Heterotrait—Heteromethod)"
& , "BAH EA-o]Ax " (Monotrait—Heteromethod)" 4
A4tE, o] Hl&2 ko] 1o 7Iheas & 14

01
az7k SASH 2SS olulstn, 74 7] Weke Fdo] PEsirt

Henseler et al. (2015)°] w=w, HTMT 3tel 0.90 mvtd Z<¢
Btg/do]l &HHE Zor tFHM, o= F F4 247 FHAS /dEe vt
Fotal s UEhdth Frrder, gAE AFoA= 0.90 olskE 7=
o7 Agsid, &9l A7y Eo AT dFol 87HE Bl 0.85
ofstE 7lElor AAT & AUrh27) ol AT ARl wet AET VEe
Adeietozy A4 Ao A=43% Bdde Ao R & Q= A
= AARRI "R HTMT o] 7€ 8 2¥shs 4%, ol & 74 &
& ko) g3 2ol BEsHA fu= UEUH, B Aoy AHETL
Zagh & Sl

HTMT Hlgo] #d etdde] Fdet B7F 7]+ oFy™, Fornell-Larcker
7% (Fornell & Larcker, 1981)o]u} W} A (Cross—Loadings) AESH 2
< dierd s T P& Wrtoke H E8E 4 Slth
Fornell-Larcker 7|52 7t 4 849 AVE o] oh& #4 84
WA FEY Aok Stk ¥AE Z|Nte = shH, WAt A= ZF ol
271 4 240 ¥ &2 AMEE 7HHoF tthe 92E wEnh ol
R QL T2 A7 Rd9 i BdAde oS S5 HAsks d 7)o
Eli=g

H AFoAE HTMT(Heterotrait—Monotrait ratio of correlations) #]
FE ARgste] 4 a9l 7 wd BgAde ST HIMT Hle2 24 2

s

o 2t AT AHEAE SAse F8% AR, F 89°] A 7=(Y
HHe 2 0.85 B 0.90 osh& sk W= 49, °ls ajle] 514
A T MR Jlestal Es AT & A7 daelAE RE 8

277) Hair et al., 2017, p. 107-123
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[F 4-5] 12} Q<19 WS 9% HTMT HEZA
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22

1. AR T84
2. AR HZA 0.734
3. ARAEA 0.866 0.801
4. AR $H4 0.831 0.701 0.851
5. BAH A 0.409 0.358 0.433 0.417
6. +4 0.539 0.639 0.597 0.598 0.542
7. 7152714 0.357 0.346 0.357 0.433 0.700 0.472
8. =AFL 0.512 0.468 0.545 0.594 0.764 0.633 0.599
9. MIEL 0.454 0.419 0.496 0.546 0.803 0.643 0.671 0.861
10. 9r&3} 0.560 0.647 0.646 0.679 0.541 0.809 0.564 0.660 0.625
11. A8 A7t 0.431 0.502 0.477 0.461 0.724 0.643 0.479 0.711 0.689 0.580
12. Jdix ol 0.439 0.398 0.447 0.493 0.688 0.556 0.582 0.838 0.812 0.589 0.575
13. A5 zg 0.573 0.521 0.566 0.571 0.569 0.803 0.431 0.680 0.640 0.753 0.557 0.585
14. A 714 0.500 0.621 0.577 0.576 0.774 0.708 0.571 0.763 0.710 0.681 0.790 0.677 0.605
15. o zhd 0.541 0.616 0.610 0.633 0.612 0.653 0.574 0.824 0.739 0.685 0.600 0.659 0.606 0.698
16. AFr o e 0.395 0.362 0.448 0.477 0.728 0.599 0.534 0.834 0.834 0.565 0.649 0.795 0.555 0.698 0.672
17. FAA 0.560 0.531 0.594 0.687 0.557 0.807 0.565 0.702 0.688 0.844 0.572 0.598 0.786 0.621 0.705 0.647
18. H3A 7G4 0.278 0.233 0.272 0.343 0.243 0.234 0.205 0.536 0.359 0.279 0.255 0.431 0.273 0.265 0.364 0.387 0.296
19. JAAZI}F2] 0.399 0.367 0.450 0.515 0.715 0.599 0.524 0.870 0.846 0.563 0.654 0.764 0.586 0.652 0.723 0.825 0.632 0.453
20. M H T 0.288 0.228 0.263 0.306 0.592 0.428 0.329 0.704 0.683 0.363 0.527 0.675 0.439 0.454 0.427 0.766 0.507 0.480 0.712
21, A2 0.315 0.187 0.303 0.377 0.481 0.329 0.390 0.609 0.595 0.285 0.356 0.557 0.308 0.384 0.440 0.543 0.422 0.356 0.681 0.538
22. 5A712] 0.403 0.372 0.443 0.454 0.801 0.589 0.551 0.769 0.755 0.559 0.744 0.690 0.573 0.770 0.589 0.765 0.568 0.278 0.708 0.602 0.440
23, ZAld 0.484 0.554 0.542 0.558 0.544 0.752 0.457 0.701 0.603 0.742 0.576 0.551 0.803 0.672 0.615 0.563 0.755 0.265 0.576 0.377 0.323 0.594
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A ZAZ (Collinearity statistics, VIF)
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2 0.874, EZHAE= 0.0312, SNS7F AH|ZF 7F A52H8-S A5t )
S AR A0l Ak 0.889, BAS 0.883, EFHAE 0.0352
Ao, SNS Z'l=7F 4 HBE AlFettta AvaEo] 14lst
A2 HolFoh wESte] Hzghe 0.842, HoF2 0.835, EFWAt
0.03622 uepd, AHRbEo] ZiQ1skE SNS FERlzo] FAH< Hrts
1 A2 ARSI FHE] G 0.861, HF2 0.853, EFWAt
0.0312 #A=HZon], £HZEC] SNSE Sof BT HHE HFH0
a0t S HolFErt
[ 4-7] 22} Q119 Ralgk
ZHSaS;fer Item Loadings Mean STDEV statiTstics valll o
715874 0.680 0.678  0.045 15.272 0.000
732714 0.912 0.908 0.024 38.110 0.000
AH|7}HA] AFE] A 7HA] 0.808 0.805  0.027 29.693 0.000
SH5 A 7HA] 0.913 0.909 0.018 49.539 0.000
A 7HA] 0.811 0.806  0.029 27.514 0.000
AR HZA] 0.757 0.746  0.057 13.210 0.000
S AR 574 0.842 0.835  0.050 16.904 0.000
AR A=A 0.895 0.883  0.042 21.266 0.000
AR G4 0.970 0.959  0.022 44.166 0.000
Rk o ety 0.669 0.667  0.045 14.975 0.000
ASHAZE7HA] 0.945 0.943  0.011 82.321 0.000
244 o =l 0.727 0.724  0.033 21.855 0.000
271414 0.492 0.493  0.055 8.954 0.000
=430 0.911 0.909 0.015 62.806 0.000
S5 0.838 0.831 0.035 23.856 0.000
A S 2g 0.880 0.874  0.031 28.771 0.000
SNS 93k 44 0.889 0.883  0.035 25.297 0.000
gk=5} 0.842 0.835 0.036 23.707 0.000
T3 0.861 0.853  0.031 27.962 0.000
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432 HdBZA5F=(AVE), Cronbach's a, TAIZF X (CR)
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4.3.4 5544 (VIF)
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[3 4-10] 22} 891 ¥ 5344 FAF (Collinearity statistics, VIF)

89l = VIF
71 A7 1.652
A3 H7HA 3.008
AH|7HA] AL&] 2 7HA] 2.510
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A7t 2.573
AR 544 3.262
S A AR BZA 2.303
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AR SHA4 2.904
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ABSTRACT

A Study on the Process of Consumer Loyalty
Formation in Clean Beauty Cosmetics Based on
the S—O—R Model: Focusing on Multidimensional
Factors and Mediating Effects

Han, Hye—-Kyeong

Major in Beauty Design Management
Dept. of Media Design

The Graduate School

Hansung University

This study aims to empirically analyze the structural relationships
among key factors influencing consumer loyalty in the context of clean
beauty cosmetics, targeting consumers with actual purchase experience.
As clean beauty emerges as a key theme reflecting sustainability and
ethical consumption in the cosmetics industry, consumers are increasingly
making purchase decisions based on a comprehensive evaluation of not
only functional utility but also product eco—friendliness, brand
philosophy, and alignment with social values. Accordingly, this study
was conducted with the following three objectives.

First, it seeks to analyze the factors affecting the formation of

consumer loyalty across four dimensions: consumer—level (perceived
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consumption  value),  firm-level  (technology—based = marketing),
product—level (eco—friendliness), and social-level (influence of SNS).
Second, based on the empirical findings, the study aims to provide
practical data to support strategic marketing planning in the clean
beauty sector. Third, it endeavors to propose a theoretical research
model that comprehensively explains the structural relationships among
multidimensional factors affecting consumer loyalty.

To achieve these objectives, the study adopts the Stimulus— Organism
—Response  (S—O-R) framework in designing the research model.
Perceived consumption values, eco—friendly product characteristics,
AR-based marketing strategies, and SNS-related informational attributes
were set as stimulus variables. The organism variables include consumer
satisfaction, environmental attitude, and perceived relative advantage,
while the response variable was defined as repurchase intention. A
survey was conducted with consumers who had experience purchasing
clean beauty cosmetics, and the data were analyzed using Partial Least
Squares Structural Equation Modeling (PLS—SEM).

The findings revealed the following: first, consumer—level values and
product—level eco—friendliness significantly and positively influenced all
organism variables, which in turn had a positive effect on repurchase
intention—demonstrating their critical role in shaping loyalty. Conversely,
technology—based marketing showed no significant impact on most paths
and had a negative effect on environmental attitude, suggesting that
when technological marketing fails to align with the ethical expectations
inherent in clean beauty, it may undermine consumer response.
SNS-related social factors positively influenced consumer satisfaction but
had no significant impact on behavioral outcomes such as environmental
attitude or repurchase intention, implying a limited role in loyalty

formation despite their effectiveness in initial brand exposure.
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Second, the findings suggest that in order to build consumer loyalty,
clean beauty brands must design strategies that go beyond superficial
eco—friendly messaging to reflect the values and product characteristics
that consumers prioritize. Notably, eco—friendliness emerged as the most
influential factor across all organism variables, confirming its central role
in fostering consumer trust and long—term relationships. In contrast,
technology—based marketing such as AR may evoke negative responses if
its messaging and emotional connection with consumers are not aligned
with the brand’s core values.

Third, the study presents an integrated theoretical model explaining
the structural relationships among diverse variables related to consumer
loyalty. By empirically validating how perceived value, eco—friendliness,
digital marketing, and social interaction factors lead to behavioral
outcomes through psychological evaluation, the study affirms the
applicability of the S-O-R framework to clean beauty consumer
behavior.

In conclusion, this study proposes a comprehensive analytical model
to understand loyalty formation in the clean beauty market and offers
empirical data to support sustainable and strategic brand management.
The proposed model also holds potential for broader application in areas
such as ethical consumption, sustainable marketing strategies, and the
conditional adoption of technology, thereby serving as a foundation for

future research in related fields.

[(Key words] Clean Beauty, Consumer Loyalty, Perceived Consumption
Value, Consumer Satisfaction, Eco—Friendliness, Environmental Attitude,
Perceived Relative Advantage, Technology—Based Marketing, SNS
Influence, Stimulus— Organism —Response (S—O-R) Model
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