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Abstract : Domestic cosmetics companies are striving to protect the environment and solve
environmental problems through ESG management. This study analyzed the relationship and influence
between the perceived consumption value and purchasing behavior of upcycling cosmetics according to
environmental values for MZ generation women in Seoul and Gyeonggi Province. In addition, based
on the research results, it was intended to provide basic data for product development and marketing
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strategies related to upcycling cosmetics. First, all variables were found to be positive (+) correlation.
Second, it was found that the higher the environmental value, the higher the perceived consumption

value of upcycling cosmetics. Third, it was found that the higher the environmental values, the higher
the purchasing behavior. Therefore, it is hoped that it will induce a positive consumption value for

upcycling cosmetics, and that the cosmetics industry will be helpful as basic data for the development

of related products and the establishment of differentiated marketing strategies.
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Fig. 1. Research model.
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2 SR, o= 53 Likert A2 AMASH
FoH(Hds] 197 gob=18~"<¢ JgF=5
A, 57t =255 QAelEE RS D
B AR =S Rttt A2 AH|7EA]
of thet alEAe]l A=l 59.700%, 7t ¥4
o] A= HFL FHA 7FA(Cronbach’'s a
0.773), 283 7}x(Cronbach's a 0.657), A}3]
A 7} (Cronbach's o  0.755) L2lo]
Cronbach's o 0.6 olAto g2 A1&g qigt Z0]

tH(Table 1).

2.3.4. 75

Fufse Azt AEst E@da Hanl[l18]
o TE HAES & £ A9 FHof H3koHA
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3%, FHYE 42gos2 TSR, k= 5
A Likert HEZ APFet o (e 182 &
=18~ J¥F=53), Mt =245
T Eo] =22 ugitt. FuigEe] e 2
olBLd o] ML 57.735%, 2+ FHo AFH=
AZL Fujolr (Cronbach's a 0.652), £349]

Table 1. Valldity and Reliability of Measurement Instruments

Detailed Number of Cronbach's  Eigen DlsperSI.On Cl'lmula'mve
Category factors Lestions « values explanation dispersion
4 (%) explanation(%)
Environmental
Envirorllmental Value 4 0.696 2.097 52418 52.418
vaue KMO=0.724, x* =196.003, df=6, p=0.000
Practical 3 0.657 2.129 19.351
value
Perceived Emotional 5 0.773 2312 21.017
consumption value 59.700
1 .
e Social 3 0755 2127  19.333
value
KMO=0.894, x* =1044.317, df=55, p=0.000
Purchase 3 0652 2066 29515
intention
Purchasing Recommendation 57.735
Behavior S 4 0719 1975 28220 :
KMO=0.862, x* =505.692, df=21, p=0.000
Total 22Questions
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% (Cronbach's a 0.719) &<lo] Cronbach's «
0.6 ooz A=e ggt 4=5o|tH(Table 1).

2.4. XIg 2AM

2 3L B4 mzg=] SPSS (Statistical
Package for Social Science) 20.02 &85} 2
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fFolgt Aoz Pristyrt
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ZAF tgAre] dutd EA4E Table 23 2t
AH-2 MZ 30tH(1984~199334) 62.2%, MZ

Table 2. General Characteristics of Survey Subjects

SE7HEe e dAelER FES] A4 2H7hA 9 FiidlE S5

20t0(1994~200394) 37.8% 4=o|¢a, AE
BE 0]& 56.9%, 71€ 43.1% <=°]31, et
At/ EA 64.1%, AEH Ae/EYD 20.45, st
A AQHEYD 12.2%, 1580 £ 3.3% £°
2 stgo] 7 yebgth A9 A 68.8%,
AEZA 14.8%, S 6.6%, ALFE 6.6%, T3
A 33% oY, ¥ HF A£52 2009 o]
AF~3509F gt 48.0%, 3509t o]AF~500%F
A ogt 34.2%, 2009 ok 11.5%, 5009
oA 6.3% =02 UERT]

o
ol
[

HI7RA7E el e AudArt =
Zog uegth(pd0.01). FAHoR AdmEd,
AHEA 7AA(M=4.12), Feie=(M=4.11), &4
PR A8 TAIM=4.09),  FEOE
(M=4.06), #4H 7Hx(M=4.02) <02 BE 4
(h)e] g

Division Selection N (%)
Age MZ 20s (born 1994-2003) 115 (37.8)
MZ 30s (born 1984-1993) 189 (62.2)

Marital married 131 43.1)
status single 173 (56.9)
High school graduation 10 (3.3)

Education Attending/Graduating from junior colleg 62 (20.4)
University attendance/graduation 195 (64.1)

Graduate school attendance/graduation 37 (12.2)

Student 20 (6.6)

Professional 45 (14.8)

Job Employee 209 (68.8)
Public official 10 (3.3)

House wife 20 (6.6)

>2 million won 35 (11.5)

Average <2 million~ 3.5 million won> 146 (48.0)
monthly <3.5 million~ 5 million won> 104 (34.2)

income

<5 million won 19 6.3)
Total 304 (100.0)
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Table 3. Correlation Analysis of Fach Variable

Variable M A B C D E F
A 4.09 1
B 4.09 6747 1
C 4.02 6357 6107 1
D 4.12 536" 5537 569" 1
E 4.11 664" 650" .589"" 546" 1
F 4.06 658" 6217 76" 633" 613" 1

**p<0.01, M: mean, A: Environmental value, B: Practical value, C: Emotional value, D: Social value,

E: Purchase intention, F: Recommendation intention

Table 4. Effect of Environmental Values on Perceived Consumption Value of Upcycling Cosmetics

Independent Dependent Durbin—
variable variable B SE Beta t Watson
(Constant) . 1.157 187 6.196 .000
Envi | Practical 1776
nvironmenta value 716 045 674 15843 000%**
value
Adj—-R* =0.452, F=250.996, p=0.000
(Constant) . 1.346 .189 7.122 .000
i 1 Emotional 2094
Environmenta value 653 046 635 14276 .000%**
value
Adj-R* =0.002, F=203.815, p=0.000
(Constant) . 1.727 218 7.907 .000
- 1 Social 1.855
pronmenta value 584 053 536 11.048  .000***
value
Adj—-R* =0.285, F=122.048, p=0.000
*** 5<0.001

AR Hebdem(p<0.01), 0.8 =t
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Table 5. Effect of Environmental Values on Purchasing Behavior
Indep © ndent Dependent variable B SE Beta t Durbin-
variable Watson
(Constant) 1.406 177 7.942 .000
i 1 Purchase 1.876
nironmenta intention 661 043 664 15438 .000%**
value
Adj-R* =0.439, F=238.326, p=0.000
(Constant) . 1.211 .189 6.396 .000
i 1 Recommendation 9140
nironmenta intention 696 046 658 15177 .000%**
value
Adj-R* =0.431, F=230.336, p=0.000
*5% 50,001
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Table 6. Effect of Perceived Consumption Value of Upcycling Cosmetics on Purchasing Behavior

Mt mmbe B B Bm o p G

(Constant) 942 185 5.087 .000
Practical value Purchgse 377 051 402 7.432 .000%*** 1950
Emotional value ntention .228 .053 .236 4305 .000***

social value 173 .048 .189 3.629 .000***

Adi-R® =0.499, F=101.458, p=0.000

(Constant) 220 .160 1.370 172
Practical value Recqmmepdation .158 .044 158 3.593 .000*** 2,000
Emotional value Intention .560 .046 545 12.211 .000***

social value .229 041 .236 5.544 .000***

Adj-R* =0.667, F=203.415, p=0.000

**%50.001
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