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The Effects of Eco-friendly Paper Container Cosmetics
Purchasing Motivation on Satisfaction and Repurchase Intention
Tae-Hyun Shin!, Yeon-Ja Jung®

IStudent, Dept. of Beauty Design, Konkuk University
professor, Dept. of Beauty Cosmetic, Konkuk University

2 9 # ATOINL AW Fol §71 BYF 7l /1% 05 2 AT o] ojme FFS v|H|A] Lo}
e o}%m ol 918 Lg% A Aolel § 18499 S A #0 sk chgat U 2 £
of F4a4Q A, AulH, DAL o] BE $o% GFL wxm Ao ool g7 A84o]

ST A e A9 ehieh 10, 2904 ol 871 SHE0L o 150 A ool Fot 9%
2 ujAE A0 Uehgth 18HR A4 Fol §7] HE vblY WAL WS A7) oo Ay 2
Qe VAL Pl 57 2919l A4S AxT Y et AN tepior gchn e

|

FHOf : FeF SHEE 871, Fol 871 E A B, W, A e

Abstract In this study, we tried to find out how it affects the motivation, satisfaction, and
repurchase intention of eco-friendly paper container cosmetics. To this end, a survey was
conducted and a total of 190 questionnaires were analyzed. The main results are as follows:
Symbolicity, aesthetics, and practicality, which are the components of purchase motivation, have
a significant effect on satisfaction, and both aesthetics and practicality have a significant effect on
repurchase intention. In addition, satisfaction with eco-friendly paper container cosmetics has a
significant impact on repurchase intentions. Therefore, it is believed that eco-friendly paper
container cosmetics marketing managers should present marketing measures that emphasize
practicality, the motivation for purchasing, which has the biggest impact on satisfaction and
repurchase intentions.

Key Words : Eco-friendly cosmetics container, Paper container cosmetics, Purchase motivation,
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Table 1. Demographic characteristics of the sample
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Classification N % Classification N %
Man 28 15.2 ~29,000 1M 6.0
Gender
Woman 156 84.8 30,000~59,000 4 222
Monthly
20~29 125 67.9 Purchase 60,000~89,000 64 34.8
30~39 42 22.9 cost 90,000~ 119,000 44 24.0
Age ()
40~49 10 5.4 120,000~ 149,000 17 9.2
50~ 7 3.8 150,000~ 7 38
High school 35 19.0 Seoul 39 21.2
College 39 21.2 Gyeonggi 68 37.0
Education
University 103 56.0 Incheon 1 6.0
Graduate school 7 3.8 Gangwon 17 9.2
Residence
~1,999,000 39 21.2 Chungcheong 20 10.8
Monthly 2,000,000~2,990,000 70 38.0 Jeolla 9 49
income
) 3,000,000~3,990,000 51 27.7 Gyeongsang 15 8.2
4,000,000~ 24 13.1 Jeju 5 2.7
Total 184 100.0 Total 184 100.0
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Table 2. Validity and reliability verification of Purchasing Motivation

Factor loadings ! : i
Constructs & Measurement items Eigen \/ar.lanceo Cronbach's
1 2 3 value explained(%) Alpha
To be practical 0.915 0.012 0.185
Easy to handle 0.872 0.025 0.174
Practicality 4.732 25.599 0.891
Moderate size 0.853 0.027 0.219
Easy separation and emission 0.739 0.135 0.233
Good-looking appearance 0.043 0.909 0.033
Pretty 0.012 0.864 0.053
Aesthetic 2.784 25.305 0.884
Beautiful 0.090 0.847 0.122
Attractive 0.045 0.809 0.121
Look dignity 0.272 0.065 0.865
Look moral image 0.235 0.017 0.850
Symbolicity 1.613 25.169 0.893
Known to many people. 0.204 0.130 0.846
To raise environmental level 0.131 0.185 0.806

KMO: 0.793, Bartlett's test x’= 1572.719, p= 0.000

Table 3. Validity and reliability verification of Satisfaction and Repurchase Intention

Constructs & Measurement items Ic!:aa(jcitrmog;s I\E/;glzzg ex\élaariiigZ?%) CroAnle]zh's
Overall Satisfaction 0.939
Satisfaction Overall good 0.923 2.558 85.276 0.888
Meeting my expectations 0.908

KMO: 0.749, Bartlett's test x?= 401.745, p= 0.000

To use again 0.912
R?ni:::sr?e Speak positively 0.908 2.464 82.145 0.914
Recommendations around 0.898
KMO: 0.748, Bartlett's test x?= 328.836, p= 0.000
43 71345 (p=0.000) stollAl 35.4039] gk& Holi itk T

p
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o fofet IS A Fojrkek A4 1& AT A (0612 p.001)= ATl ool fefgt IFS v
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35.1%2 Yehton sAmgel Fgo] fo4s =9 Table 63F 2.
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Table 4. The Effect of motivation purchasing on satisfaction

N dard ffici Standardized Collinearity
Dependent Independent onstandard coefticient coefficient t o statistic
Variable Variable B Std. error Beta TOL VIF
(Constant) 0.208 0.402 0519 0.605
symbolicity 0.209 0.067 0.217 3.110% 0.002 0.785 1.273
Satisfaction
Aesthetic 0.304 0.093 0.232 3.283% 0.001 0.954 1.048
practicality 0.402 0.084 0.301 4.770% 0.000 0.761 1314
R?= 0.284, Modified R?= 0.272, F= 24.844, p= 0.000
** (.01, ** pd.001
Table 5. The effect of motivation purchasing on repurchase intention
- Standardized Collinearity
Dependent Independent Nonstandard coefficient coefficient i b statistic
Variable Variable B Std. error Beta TOL VIF
(Constant) 0.973 0.313 2.112% 0.002
Repurchase symbolicity 0.097 0.052 0.123 1.862 0.064 0.785 1.273
intention Aesthetic 0.249 0.066 0.226 3.793%* 0.000 0.954 1.048
practicality 0.476 0.072 0.442 6.612%** 0.000 0.761 1314
R?= 0.361, Modified R?= 0.351, F= 35.403, p= 0.000
** (.01, ** pd.001
Table 6. The effect of satisfaction on repurchase intentions
- Standardized
Dependent Independent Nonstandard coefficient coefficient . )
Variable Variable B Std. error Beta
Repurchase (Constant) 2.691 0.190 14.155%** 0.000
intention Satisfaction 0.392 0.053 0.476 7.4671%% 0.000
R%= 0.227, Modified R%= .0.223, F= 55.669, p= 0.000
**%: pd.001
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