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e st RIS AP TR S 6 & T 083
T SO o 2 A A
ok ol =88 % 4 Stk 44 724
T R AR @Tgﬂi WS o & 0 57
%io%i%ﬁ}léi}ﬂ%gl&?ﬂ%—?wi 16 e
T 7 55 ] Ao AP
SR S & 4 5l 686 708
e AR Y5t HEPES e | P 2Rt
oo e 725 683
= 9] S5t SRR 291 AERPFE 0]
i g | ol shaEe Tkt 581 555
U= A8 9] SPIES AP Faat 7
SPERCE Zek ARk Sick 518 660
U 9k ol SFEBS HHE 2] 9k 815 751
U AR Fse RepES o] ot 808 701
T R 22 5 B0) T SRS
i 638 598
@'7—“ 12.093 3.646 2.836 2.456 1.503 1.377 1.054 794
% —LHr;/ﬂ' 35.568 10.725 8.341 7.224 4,422 4.049 3.099 2.344
% lT—@, 35.568  46.293 54.633 61.857 66.279 70.328 73.427 75.761
Cronbach’s « 879 889 952 930 755 931 881 872
KMO=.928  Bartlett’s test x°=13477.469  (df=561 , p<.001)
EViA71Z A 271 AVIole sl AT:HIE SN:F24 74 PRC:AZHE F5EA PS/IARIZE POE:4M A a4 % PLpool s
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ATe HHRP AFEHITEE Hristr] flete] Sl alRy
(Confirmaotry Factor Analysis:CFA)S AHAlst. 214 gled 544
W [E 4-4]3 2o 2Ee] HgnE Ay JEASR FIGE
TLIMZEAFAS), CREILERAS) 5o AFPn 242 g1 4 3l
oh. AdA = 0.90)/dolH ostrta wegith 169 A= [F1=0.933,
TLI=.925, CFI=.933& 0.9 oJ4ec= %é—ﬁ}%t}. F35 RMSEA=0.0590 2
A2 ¢7F 0.08 ootz FEIUTE 4 Md AlElE= CFA 7344 T
B, NdAE|=(CR)9F HHEAZZ(AVE)S 9l5) St
Hair ©] 221(1998)2] Aol Fol7l Fxof oa] 49
ot MEAFEE(CR) 9 FAEAFEFR(AVE) S 447
0.5Kt} izolof Jtotal AQHATHIT) [ 4-4]o)4 AAH BEe} Zol
FE(CR)E 71 0.7 olde= UetHdl, [F 4-4]oA HdtZAHE
(AVE) 9A] 71%4] 0.5 olds B5F ziote] FHo2 YFEFETt
=it

l=1:

—

)%

=

Job v om
LA 1= A

kT

169) Steiger, J.H. (2007). Understanding the limitations of global fit assessment in structural
equation modeling. Personal. Individ. Differ, 42, 893—898.

170) Hair, J., Anderson, R., Tatham, R., Black, W. Conjoint analysis. (1998). In Multivariate
Data Analysis;Pearson Education:Upper Saddle River, NJ, USA, 387-441,

171) Hair, J., Anderson, R., Tatham, R.; Black, W. Conjoint analysis. ibid. pp. 387-441.
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; Cronbach’s
Construct Items ELia;dmgA 2T e

_u-TEQ]r 74]‘!‘ :z'%%}\_ ﬂﬂl{ a
EV1 788
EV2 557

A7FAA 71 EV3 896 603 881 879
EV4 79
EV5 804
AV1 865
_ AV2 830

oleld 74 NG 55 673 891 889
AV4 735
AT1 0.769
AT2 0.832
AT3 0.856

Hl= AT4 0.893 748 954 952
ATS5 0.918
AT6 0.905
AT7 0.869
SN1 0.862

FyA SN2 0.937 819 931 930
SN3 0.914
PBC1 0.885

A2t PEFA PBC2 0.679 .537 772 755
PBC3 0.606
PS1 0.928

HANAE ) 093 871 931 931
PCE1 0.770

srlEtgAs — o 656 884 881
PCE4 0.802
PI1 0.772
PI2 0.725
. PI3 0.768

e el o 0764 .536 873 872
PI5 0.697
PI6 0.659

CIMIN(x 9)=1384.014, df=498, p=.000, x */df(QZH)=2.779
[F1=.933, TLI=.925, CFI=.933 RMSEA=.059

Model fit

AT:Attitude, SN:Subject Norm, PBC:Perceived Behavioral Control, PS:Price Sensitivity, PCE:Perceived
Consumer Effectiveness, PI:Purchase Intention

_56_



E A7E AREAS Bo) ZAuset TAME 2] AN A A
A solet. TEErA (Discriminant validiy) A% 24 Zate [® 4-59)
o

A7} BE W7 WA p 001 $EAA Fol5tat
JETAEAS At A7)SAA ZHxE oleHE 7EX|(r=.222, p<.00D)e}t 2
AIBAZE e om, BkE(r=.098, p<.05), FHH FH(=.182, p<.001), A
== (r=.255, p{.001), 7FARZAE (r=.221, p<.001), AH|ZFAIHAIZ] 2}
(r=.114, p<.001), FHO%(r=.314, p<.001)e} o] ATHA 7} Lyefyttt. e}
A7k e X (r=.329, p<.001), FTA 9 (r=.324, p{00D), X7t P5FA
(r=.399, p<.001), ZFHEANAE(r=.311, p<001), ABAEIAAZHr=.522,
p<00D), Ol E(r=.399, p<.001)et ko] A4HPAE Uetdct. AP sol=
o] Hirl 59 W40l FoA (=453, p<001), A7t FEEA (=517,
pLO0DSE Fe] AEEAZE Uehtow, ZFANE (=425, p<.001), AH|AFE
T2 ZHr=.496, p<.001) 11 FujOIE(r=.424, p{.001) A] o] Arwkpt
A7t Uebdth Alddsolze FHA HS Y #Hgo 4" PF5A
(r=.449, p<00D)2t ko] AH|IAE vepgton, 7FAYIE(r=.556, p<{.001),
ABZFE A A ZHr=.615, p<.001) 181 Fujol%(r=.602, p<.001)=} Fe] A
TEAZE vt Agdselz2e] A2t AEEAE HURE(=.650,
p<001) ABZEIA R ZHr=.624, p<.001) 18|31 Fojol=(r=.603, p<.001)x}
Fo] ATIAZY vt AAAUAEE ARAEIIA]ZHr=.583, p<.00D),
Tl (r=.733, p<.00DT} F9] A TAZE Yepiieh 208 AH|ARIA]
7+ FufoE(r=,657, p{.00D)¥ Fo] ATTAZE YEerTE

et oS 2o Av= Gongalves?] 391(2022)9] AFoA HE, F3
2 i 27E PEFAVE A&7Hs AR Fjelmrte] o] Al
A7F depdarn g a7 Axtel Ax|skAch172 Tt Maichum 9 291
(2016)9] AFNAE o]et o] AFPFol&o] Fujewet ko] AUTAE
Helom 173) T3t Radons 2] 221(2016)ef wr=2™ 7jele] XA A &7}t

N
N
o
9‘:'
il
il
Y

172) Jaqueline Gongalves, Aline Regina Santos, Ana Paula Kieling, Rafael Tezza, Rev. Adm.
op. cit. pp. 541-562.
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A&7bse AE o] oko] APPAL wHkT sHglch14 1ER A
PsolE2S Aot Ha H, 88 9, AZ4H PessA Lt 7HEANTE
A8 I 2] ZF, e o) 7EO] QFo] A AT Q22 ERIT £ A
[E 4-5] 88A 24
7+ A& P5ol 2
AVEN ] : 71 §3ﬁ'anmﬂ5
7}_;—{] 7}11 :H-D Oo [} Oxﬂ
A7 FAA
g 1
714
712]

o] al

]E}f 0.222%**

714

H= 0.098* 0.320%** 1

z;q_;_q‘
Aol T%; 0.182%**(),304%* ** () 453%* * 1

i 0.255%%*(,399%*** () 517*** (.449*** 1

PeeA ' '

AL E 0.221%**(0311*** 0.425%** 0.556*** (0,650%** 1

ARG 7

0.114%**0.522%** 0.496*** 0.615*** 0.624*** (.583*** 1

el

0.314%%%0.399*** 0.424*** 0.602*** 0.603*** 0.733*** 0.657***

1

" p<05, T pd.001

173) Maichum K., Parichatnon S., Peng K.C. op. cit. p. 1077.

174) Radons, D. L., Battistella, L. F., Grohmann, M. Z. (2016). Generation and gender as
moderators on pro—environmental purchase behavior. Pensamiento y Gestion, 41, 148-173.
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rlr
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2
stk [ 4-6]3 [O27 4-1]04 Swile] FE5HRA uxl& AES
FAstE 2AAS RHE 1642 16.4%2] A= Yerfgict E3t 972
B A7 F=50.439, p 001 F<zollA SAZRCR 3fAlo] fogts HojFn
ck. ¥4 Azt Aajelme] dFEe R WER AFAA 7E(8=.200,
t=4.853, p<.001)&} olEkd 7}A](8=.310, t=7.500, p<.001)7} BEAH R Qolgt 4
Fol = Aoz yehyth wabA [E 4-7]3 o] 71 1-13 1-2& AEE

Q7o) Avt A7) FAA 7t olehd AN Frjelme] g w1l
Ae & 4 Qo oleh 2L AT Yang 9 29120149 AFA
Fo)4 JpA|t oletFold Jpxgte] ASAAE ek FuHd A
A2tE WEEAC GRS AL AT A ARE dety ®
Jeong} Lee(2014)8] Aol o] A7154A 7ol ke vlAw 87
2 musE: A%e et B4 Ane $Asithe  Tend
Schultz(2000)9] AL A71FHA AATS 2 AP 374 BA

=
AZAE TEehs Adake A At GAEd RSkt et

175) Yang, ]. J., Han, S. H., & Lee, Y. K. (2014). Impact of consumer innovativeness and
value on eco—friendly product purchase intention. Korean Journal of Business
Administration, 27(11). 1807-1826.

176) Jeong, H. B, & Lee, 1. H. (2014). Effects of consumer’s environmental concern on
eco—mark product purchasing intention. Korea Corporation Management Research, 21(6),
229-248.
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A B AoAsE A7ISAAE 7R AHAE @S Eoots Zo] A4l
A elfe] Ak A ] A&TbsT FEAFE THOE G5ATE A
& & S AN olERFH A9 aulAE Bl AEE A £
o THE Zr= AFANA A&7 FEAE Fuioze] Fo3t 93FS v
A Aom 8918 4 Atk
[ 4-6] 7p7} Foelmo] wAe 99 el gt

FE5He Zaus B SE g t r VIF

&) 1.562 301 5.185
o 1}71?;@@ 210 043 200 4853 951 1052
olebd 7} 350 047 310 7.500""" 951 1.052

R= 164, adfR’= 160, F=50.439, p<001,
Durbin—-Watson index=1.914

_____________

A&EItset
El M=
702l =

_____________

177) Schultz, P. (2002). New environmental theories: Empathizing with nature: The effects of

perspective taking on concern for environmental issues. Journal of Social Issues, 56(3),
391-406.
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Q7714 o

i PIEE ML AR REAE Solsel o g
. A2l FFe oA Aol A
g I TR RS RO S IR AW g

2) AA7} Felelge] ulAs Gl AANAE 2T

A71SHA 7rxIek olerd ZpA7E FEjoke] mAE Il THAR
T 2ERNE dotiY] flste 4AgdE FYstd 2EaNE 245
oh B4 23 (7 4-8]3 (2" 4-2]9F Zo] ool AVFHA AR(B
=127, t=3810, p00DE ot Ao dFe wAL, oA ZRA(B=171,
=1.439, p 05= FFol e ZAcw eyt =R 7}7—% AL=(B=.598,
t=3.138, pCO0D= Fufele] frofet Aol dFe virle Aoz etk A71%
A 7P THARES] AEAERH(5=.120, t=3.543, p<C00D)o] el F2
e o] k2 mAH, olehy ZRAS AN O] Ao AERH(B=-.036, t=-.144,

pO0DE FFEe] fle Aoz HERth

oA dgte] At [# 4-9]9] M 2-12 AEEHY, 7M. 2-2& 7
ot MR ETE e aHdE 7HAYUAESE 92 &anRe] Hls) &
SHAZIAZE Faj ool mA= JFe] o F Aow L}EP*E} olef &
Hardin(1968)2] ¢17tol Al 4B|AH= #4419] o]9)g flste] gHof
Zrethe AReH) Jeong™ Lee(2014)9] AtollA 27154 % 714
7fele stAo] JfelA o7 oJsko] mAW HTFHE ASFo] 9ot
FARE AE BHYh179) EJE F5E 9 291(2017)9] A
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178) Hardin, G. op. cit. pp. 1243-1248.
179) Jeong, H. B., & Lee, I. H. op. cit. pp. 229-248.

_61_



oA o714 5718 AW AR HAfe] Fol A% A% AA AE} e
20| Zejuly A2 ses AAEA Aoz FEUt: FA §
AgE BE UERITEI0 gt AHARIRETL e 2RAE 42150 )
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&b REAELY AN HERgEE 2AaRt g Aoz U
Bl olebd JbAeh JMAugEE W2 Agsts ZloR kit ol
e A ol olFE(2021)9] ATelA olerd el Avlg: A
Ao we }Ad @A 4v Alap)e =7 7o) W5 FADTGE 2
T} GAFSIEE 18D G 055202009 AFoNA olebFeld AFe A &

(]

H 2= 28] ojdlo] ol Etotal A oJx] 7he] FH x5t @io] 9
2 ol Rttt BAS Avtel fARRE AIHE HTH182 Auger ¢
21(2008) Aol WEH AHAEE AlEFe S48 &4 A S
I Qo 7158 &40 =
ohl FASHGIThI8Y) olot T At JHANAETL =2 iﬂlx}% Lol A
2= bl dolA] oledo] =X it Aol FastA -golr] wiEel
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180) $2F, A3, 448 (2017). Atel4 wiAlet BpA2 4] Adgo] 7 HAAAZ FHleleel
MAE 9 AE uARe] uid zdave sdow. = AEetelAl, , 18(3),

Hl oAE. (2021). &2 4H] ol (gap) AT 22 H4H] Fjolx o] PEAS s
HNoz IFTAEZFIAL,  39(2), 1-26.

182) 0I5F. (020). gelAavlolslst Aol 1 a5k A9l LAololicoop) FAUE F
Hoz, ARPFIPAL, | 38(1), 57-84,

183) P. Auger, T. M. Devinney, J. ]. Louviere, and P. I. Burke. (2008). Do Social Product
Features Have Value to Consumers?. International Journal of Research in Marketing, 25(3),
183-191.
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) 1.793 4728 379
= 1 q EE T
sdocs 797 209 127 3810 916 1.092
7]
oleld 71X 1.159 805 171 1.439 072 13.871
T ol=
7HANGE 3.366 1.073 .598 3.138"" 028 35.703
A7 EAH7A]
AR 656 185 120 3.543 882 1.134
olebd 74| ~ ~ ~
obAmZIE 026 184 036 144 016 61.688

R= 478, ad/R*= 473, F=94.012, p<001,
Durbin—-Watson index=2.009
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7}%](/3:.090, t=2.171, p<.05b oot Xu FFS U] 2|31, o]ep4 7}74](6 .184,
t=5.146, pCOODE FoJRt Ao ks vAle AC®E Usyith E3h AHARIH
AZH(p=.505, t=12.725, p<.00D)= Fofelze] Folot Ao JFs mAl= Ae=w
Uepth. A713AA 7ixeE AnREaga|zte] Ao agek(f=.116, t=3.256,
pLODo] ool fofgt Ao kS m|, o8ty Zix|et An|ztRI/I |7t
AT 28K 3=.003, t=.074, p} .05 FgFelo] gl= Ao et

oebd 2 Aol A (& 4-1119 M 3-12 A=Y, 7 3-2&=
Z1ZY=| e, ABAkE IR o] w2 AM|Abe O8A] ¢k 4H|[ALY| ]|t
A71FAA 727 Fejole] vzl FFHe] Avkes AS 5 A
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AE el FFS vHtke A4 Aet fAboth 184 TRt
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o Z7EFAA 712 A 23
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184) Aeld. (2022). “AH1Ae] ST vASFFE 2ol mHE Adrbednl s MZ
AhE FH0=", ASehst ekl AASI=R. 109-112,
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Q029 AFelAE AulztangAze] EeAee ol ANE 7
avlAbe Agd AR e Are] Edoz TuiwEel el A & 9
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(% 4-10] AvulRaEIAZEe) 749} Fojols 4o ga @5 At

5 Eguie B SE V4 ¢ T VIF
) -.460 1.831 -251
Z XA *®
71544 607 280 090 2171 711 1.406
7HA]
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HANG 3.423 269 505 127257 768 1.301
24715 H 7] -
AT A7) 655 201 116 3.256 960 1.042
oleld 71|
X 2RI A2 013 180 003 0.074 871 1.148
R= 378, adj R>= 372, [F=62.483, p<001,
Durbin—-Watson index=1.869
7 pCo01

185) ©o]f+%l, o4&, op. cit. pp.1-26.

= ! =

186) w4, Addoll, o8&, Aaul. (2017). 25t 48] Ze 2 W Q1A ZAL nazdgHERlL
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Uttt RMSEA(Root Mean Square Error of Approximation)+= 0.0782
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187) Tabachnick, B.G, Fdell, LS., Osterlind, SJ. (2001). Using Multivariate Statistics;Pearson

_66_



o
A,

FEPY YR AnE AMRY, des ool 9

[e)
= E.
ororch. webA [E 4-1319 2ol 7H4 4-12 Z1zwelet, Fud 7

]

He A
ool A (+) JFe Byt wakd 7H 4-2= Q=L A ZhE )
FeAE ke FH(+) FFE HAoh wEpA 7Hd 4-32 AHEE QI

o)
o

Eooy myd

A= 2 ZH 5@%%11] 7} ool AAo s =o oJFFS u
2 Ul 7| 3 ATES 2|25} 188)189)19019D) Z2~a1(2019)
go] autA g st AHAe] ElE, ZwA 1, 2zt 9
mHAE PEoLo mAl= FEFel TRF Aol HEe F
n| 22 ek, FA A 2 2tE AN [oe o

2 Upehethi9) 2njaks 2R o] Hadel distel

R

lo rlo

]

)

=
-

BN

N

r
Mo
o

_"

™

7x

—_
o

1o

o
oft
=

7

S
e

H
=
o2 ™
ol
fio
o

d
-
(
A

pay
lo

_
2L

o rr

_0|L
&
o
=
o2,
offt
o
i
o
2
R
2
ol
rlr
fin}
2
rr

2
2
>
Hl
it}
[
4
mlm
[

Y
o %
il
o2

4o
1
Ir 2 re

lo

f

o

)

R}

52

rlr
"
N
Mo

1

ol

o

=2

=2
£ H
ol o
o
(i ol
O
k1
lo
rO
1>
l‘> rlo
Rel)
A
=
A
k]
m v

ol ol ox ol
o
i)
HT
1%
o,
g9/
= ol

>
o
B
=
)
offl

o
i

Hlgte] gest g
. Vermeira & Verbeke(ZOOS)
of ¥t AFelM= A=
o229, Bk, AHRadAZ, A4 PEsAle gl v 9
Ch193) H=7p Fofojo] e mvs 7€ A7 A3t dvtd AvE

Education:Upper Saddle River, NJ, USA.

188) AGAL. (2001). o kAEzFFOIL mAE AXNAHABHAARA, Tl
eoflol4skalx], | 20, 15-28.

189) =44l (2012). B4 #2oold F7 WFA PsAEE 9 P& wi
T WA A7 ALPTolRS SR TTEEEAT, , 140, 1-16.

190) Ajzen, L, & Driver, B. L.(1992). Application of the theory of planned behavior to
leisure choice. Journal of Leisure Research, 24(3), 207-224.

191) Dzewaltowski, D. A., Noble, J. M., & Shaw, J. M.(1990). Physical activity
participation: Social cognitive theory versus the theories of reasoned action and
planned behavior. Journal of sport and Exercise Psychology, 12, 388-405.
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193) Iris Vermeira&Wim Verbeke. (2008). Sustainable food consumption among young adults in
Belgium: Theory of planned behaviour and the role of confidence and values. Ecological
economics, 64, 542—1553.
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ABSTRACT

The Impact of Consumer Awareness of Sustainability
on the Intention to Purchase Beauty Products.
—Focusing on Price Sensitivity and Consumer Effectiveness
Perception Moderating Effect—

Kim, Yu Seung
Major in Beauty Design Management
Dept. of Media Design

The Graduate School

Hansung University

In 2023, Pantone announced Viva Magenta as the Color of the
Year. Its significance lies in representing the increased focus on nature,
reflecting the current trendiest lifestyle. The global environmental
movement has led to heightened human interest in climate change,
sustainability, and environmental protection. As consumer behavior is
recognized as a significant contributor to environmental pollution, the
interest in eco—friendliness has expanded beyond environmental experts to
national and individual levels, encompassing various aspects such as
product consumption and environmental campaigns. Therefore, this study
aims to elucidate the influence and relationships among value orientation,

the theory of planned behavior, and the purchase intention of sustainable
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beauty products. Additionally, it verifies the moderating effects of price
sensitivity and consumer effectiveness perception, which are known as
crucial variables in the decision—making process of purchasing sustainable
beauty products. A survey was conducted targeting general cosmetic
consumers residing in the country, and a sample of 519 participants was
collected through a survey agency. The collected data were analyzed using
the statistical analysis programs SPSS Ver 25.0 and AMOS 26.0. The
results of this study are as follows:

First, multiple regression analysis revealed that egoistic values (5 =
0.200, t = 4.853, p < 0.001) and altruistic values (8 = 0.310, t = 7.500,
p < 0.001) significantly influenced purchase intention. Egoistic values and
altruistic values were found to have a significant impact on the purchase
intention of sustainable beauty products. Consumers with egoistic values
showed a significant influence, as protecting the environment could
become a motivating factor for their personal benefit. Consumers with
altruistic values displayed a significant influence, as they exhibited a
tendency to protect the environment and consider others.

Second, to verify the moderating effects of price sensitivity, an
interaction term was included to analyze the moderation effects of high
and low price sensitivity. The interaction term between egoistic values
and price sensitivity (8 = 0.120, t = 3.543, p < 0.001) was found to
have a significant impact on purchase intention, while the interaction
term between altruistic values and price sensitivity (8 = -0.036, t =
-0.144, p < 0.001) showed no significant influence. Therefore, consumers
with  egoistic values demonstrated an increased purchasing power for
sustainable beauty products as their price sensitivity increased. On the
other hand, consumers with altruistic values showed no relationship with
price sensitivity. Consumers with egoistic values were considered sensitive

to costs as they reacted to whether spending money would benefit
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themselves.

Third, to verify the moderating effects of consumer effectiveness
perception, an interaction term was included to analyze the moderation
effects of high and low consumer effectiveness perception. The interaction
term between egoistic values and consumer effectiveness perception (B =
0.116, t = 3.256, p < 0.001) was found to have a significant impact on
purchase intention, while the interaction term between altruistic values
and consumer effectiveness perception (8 = 0.003, t = 0.074, p > 0.05)
showed no significant influence. Therefore, consumers with  egoistic
values displayed an increased purchase intention as their perception of
personal effort benefiting themselves and their surroundings became more
important, indicating that higher consumer effectiveness perception leads
to a higher purchase intention.

Fourth, in terms of the relationships between the theoretical variables
centered around the endogenous variables in the model, no significance
was found between the theory of planned behavior's attitude and
purchase intention. However, subjective norms and perceived behavioral
control showed a significant positive correlation with purchase intention.
The structural equation model showed a good fit with the criteria, with
fit indices as follows: CMIN(x2) = 602.259, df = 145, p = 0.000, x
2(df) = 4.154, TFI = 0.939, TLI = 0.928, CFI = 0.939, RMSEA = 0.078.
The lack of significance between attitude and purchase intention may be
due to the fact that although consumers have a positive attitude towards
the environment, they are more influenced by the opinions of their
surroundings, such as social media, friends, and family. Additionally, it
was inferred that differences in consumer characteristics based on the
nationality, culture, and social environment of the participants who
consume sustainable beauty products could have played a role.

Fifth, to examine the differences in the significance of paths between
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high and low price sensitivity, a multiple—group structural equation model
analysis was conducted. The fit indices for the multiple-group model
were as follows: unconstrained model (model 1) — IFI = 0.919, TLI =
0.904, CFI = 0.918, constrained model with factor loading equality
(model 2) - TFI = 0.918, TLI = 0.908, CFI = 0.918, indicating a good
fit with values above 0.90. The comparison of the causal path models
revealed significant differences in some paths between the groups.
Specifically, attitudes, subjective norms, and perceived behavioral control
towards sustainable beauty products leading to purchase intention showed
significant differences in paths between the groups. The price—sensitive
group and the price—insensitive group exhibited moderation effects of
perceived behavioral control on the path to purchase intention for
sustainable beauty products. On the other hand, attitude and subjective
norms did not show significance. In other words, when purchasing
sustainable beauty products, price—sensitive consumers are influenced by
their purchase power when the price is affordable, while price—insensitive
consumers are influenced by factors such as time availability and personal
beliefs.

Sixth, a multiple-group analysis was conducted to examine the
differences in significance between high and low consumer perceived
effectiveness. The fit indices for the multiple-group model were as
follows: unconstrained model (model 1) — IFI = 0.916, TLI = 0.900, CFI
= 0.915, constrained model with factor loading equality (model 2) — IFI
= 0916, TLI = 0.905, CFI = 0.916, indicating a good fit with values
above 0.90. The comparison of the causal path models revealed
significant differences in some paths between the groups. Specifically,
attitudes, subjective norms, and perceived behavioral control towards
sustainable beauty products leading to purchase intention showed

significant differences in paths between the groups. The sensitive group

- 116 -



and the insensitive group of consumer perceived effectiveness exhibited
moderation effects of subjective norms on the path to purchase intention
for sustainable beauty products. On the other hand, attitudes and
perceived behavioral control did not show significance. In other words,
when purchasing sustainable beauty products, consumers with lower
perceived effectiveness are more influenced by individuals with whom they
have strong interpersonal relationships, such as friends, parents,
colleagues, and social media influencers.

Based on these research findings, the implications of this study are as
follows. First, this study is significant in that it investigates sustainable
beauty products in the context of individual consumer behavior and their
sustainable impact on the environment. While sustainability has been
studied in various industries, the beauty sector still lacks sufficient
research. Based on this study, it can be inferred that this research will
contribute to the development of sustainability in the beauty industry.

Second, the significance lies in studying sustainable beauty products
using the frameworks of value theory and the theory of planned
behavior. Value theory has been studied as a fundamental scale for
ethical consumption and value—based consumption, forming the basis for
environmentally friendly purchasing behavior. The theory of planned
behavior is a fundamental model in consumer behavior and has been
used as a scale to understand purchasing power in various disciplines.
Furthermore, the study is valuable for expanding the research by
incorporating variables of consumer perceived effectiveness and price
sensitivity.

Third, the significance lies in analyzing consumer perceived effectiveness
and price sensitivity through multiple—group structural equation modeling.
Studies analyzing moderation through multiple-group structural equation

modeling in the beauty industry are still limited. This study provides an
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alternative method to examine the influence of moderating variables.

Fourth, the study is valuable for providing foundational marketing data
to companies interested in sustainability. By analyzing sustainable beauty
products using various variables, this study provides empirical evidence in
the beauty industry and is expected to enhance the effectiveness of
marketing campaigns.

Fifth, the significance lies in confirming consumer environmental
consciousness and expanding the marketability of the beauty industry.
The study establishes a foundation for consumers to perceive
environmental protection and sustainable beauty products. Additionally, it
is hoped that the findings can be practically applied in market

segmentation strategies within the beauty industry.

[(Keywords] Egoistic  values, altruistic values, Theory of Planned
Behavior, Sustainable Beauty Products, Purchase Intention,

Price Sensitivity, Consumer Effectiveness Perception
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