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The impact of cosmetics companies' ESG management
on brand image and relationship continuation intention
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Abstract In this study, we sought to investigate the impact of cosmetics companies' ESG management on brand
image and intention to continue the relationship. For this purpose, a total of 273 questionnaires were collected
and frequency analysis, exploratory factor analysis, reliability analysis, correlation analysis, and regression
analysis were performed using SPSS 27.0. As a result of the study, first, environment, society, and governance,
which are components of ESG management, were found to have a significant impact on brand image. Second,
ESG management was found to have a significant impact on intention to continue the relationship. Third, the
brand image of a cosmetics company was found to have a significant impact on the intention to continue the
relationship, and all hypotheses were accepted. Accordingly, in order to improve the brand image and intention
to continue the relationship of cosmetics companies, efforts must be made to improve the environment, promote
social contribution activities, and establish a transparent and ethical governance structure. If research on ESG
management of cosmetics companies is conducted through other variables in the future, it is expected to serve

as useful basic data for the cosmetics industry.
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Table 1. Results of Exploratory Factor Analysis & Reliability Analysis

Constructs & Measurement items

Factor Eigen | Variance |Cronbach’s

loadings | value |explained| Alpha
Efforts to protect the environment 847
. Conducting a campaign for the environment 781
Environment — - - 2.830 23584 350
Providing eco-friendly products and services N
Efforts are made to utilize waste resources as energy 680
Operate a social contribution program 807
. Committed to consumer safety 779
Social - - - — 2.7193 23212 A1
Carrying out charity relief activities 689
Conducting customer—centered corporate activities 656
Striving for transparent management NES)
Establishing a fair governance structure NG
Governance - - 2651 22.089 811
Has an ethical management philosophy 47
I feel like this is an ethical company 504
KMO: 0.839, Bartlett’s test x%= 1759.268, p=.000 , Total variance explained (%): 68.946
Trustworthy 937
Brand image | Attractive 929 2.589 86.289 920
Competitive 920
KMO: 0.759, Bartlett’s test x>= 601.640, p=.000 , Total variance explained (%): 86.289
Relationship Selected first 914
continuity Purchased regularly 914 2.276 75.852 816
intention I use it even though it is expensive 78
KMO: 0666, Bartlett’s test x°= 399.479, p=.000 , Total variance explained (%): 75.852
4.3 AAAEA 44 7VaAS
QTG AFEA710) Aol & AT AHEE ESG M 1% 4FE A5k S9F 7199 ESG Aol
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4 de) ALEEE Vol ARATASE AHgstel 4T Btk SYuEE B(6494 p<), A1
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Table 2. Correlation Analysis

E 3 ESG Z%o| E#E=0|o|X|of O|x[= A&
Table 3. The Impact of ESG management on brand image

Constructs | @ @ ©) @ ®

@ 1 5707 54" 649" 515"
@ 570" 1 700” 697" 48"
©) 554" 7007 1 677" 621"
@ 649" 697" 677" 1 629"
® 515" 48" 6217 672" 1

Average 371 3.86 3.83 3.89 358

S. D. 71 63 69 NG 32

1. ® Environment @ Social 3 Govemnance @ Brand image
(® Relationship continuity intention

2. Note: all correlation coefficients are significant at the
p<01 level
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Dependent | Independent B SE B

variable variable v D

(Constant) | -.042 | .192 -217| 828

Brand | Environment | 335 | 052 | 310 | 6494 | 000

image Social 392 | 067 | 326 | 5866 |.000"

Governance | .307 | .061 | .277 | 5.049 |.000™

R’= 616, adj R%= 612, F= 143733, p=.000

Kk p<001
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Table 4. The impact of ESG management on relationship
continuation intention

Dependent | Independent
variable variable B S.E B t

(Constant) | .132 | .248 030 | 5%

Relationship| gyvironment| 239 | 067 | 207 | 3590 | 000"

continuity

intention Social 191 | 086 | .148 | 2208 | .028"

Governance | 476 | .079 | 402 | 6.057 |.000™

R’= 438, adj R*= 431, F= 69782, p= .000

* p<.05, »+ p<.001
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Table 5. The impact of brand image on relationship
continuation intention

Dependent | Independent
variable variable B SE B v

Relationship| (Constant) | 967 | .200 4833 |.0007
continuity
intention |Brand image| 672 | 050 | 629 |13.314].000"

)

=
~ext p<.001

3%, adj R*= 393, F= 177258, p= .000
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