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Abstract This study focuses on the individual characteristics of consumers and creating shared value
in relation to recent increasing value consumption. Specifically, it was intended to verify what socio—
psychological variables of consumers affect value congruency and product purchase intentions in
relation to cosmetics products based on creating shared value activities. In order to verify hypothesis,
an online survey was conducted, and the main and mediate effects of the variables were verified
through SPSS' Process Macro method. As a result of empirical analysis, the higher the ethical identity,
altruism, and consumer effectiveness, the higher the value congruency. Altruism and consumer
effectiveness had a positive impact on purchase intentions. We also find that value congruency has a
significant mediating effect on the effect of socio—psychological variables on purchase intention. The
results of this study provide practical values and implications for companies’ need to emphasize
consumers' consumption behavior as it can have a significant positive impact on society. It also
suggests the importance of finding out what values consumers seek. In other words, this study can
provide strategic implications for public relations plans when performing marketing activities by
utilizing the values pursued by CSV in companies. Future research will provide strategic implications
for promotional measures when marketing is carried out if the consumer's segment is further refined
to verify the effectiveness of creating shared value.
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Table 1. Demographics of Respondents

Category frequency percent
Female 131 59.5
Gender
Male 89 40.5
20s 66 30
30s 65 29.5
Age
40s 46 20.9
50s 43 19.5
buying yes 55 25
experience no 165 75
N 220 100(%)
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Table 2. Correlation analysis and validity results

CR AVE 1 2 3 4 5
. Ethical identity .892 .514 1
. Altruism 887 568  .46%x 1

w N =

. Consumer
effectiveness

4. Value congruency .913 .725 .24#x 29k 39 1

871 574 28%x H0%x 1

5. Purchase 882 714 .13%x 24w 32¢x  AQwx 1
intention
"p<.05, "p<.01, "p<.001

4.3 A7 ATA HE
431 feA] AAPde] 7193 AnRp 1 7R LA
T o] ol M X|= 3k
B dte] <Aq7Md 4> AFATES 7o A|
71% <R 1>, <97 2>, <A7Md 3>5 9
3l SIS AnfRke] ALS] Al EHE] wiRlo] ZEX| YA
E FERHRARJ] Fujo =R T wizRA o gl
sl e *8}3]} ol girt. oo AF7HdF} AFEAE
Aom, AT Kyl 5
azhe} wi/ el 4 HH7H§5'+% Al AHE e
Hayes(2012)7} A|¢t3k SPSS TE2AA wjlg 82 Fd4S
53 FE~EF(Bootstrap) A5 [27]1S A A}
TAHOZ B A= i 55 5000712 HA
3FLaL 95%°] 2=kl A o akgk gkt gk gkel A
g AbEstaat sielth -4 AR s W F &
g4 AAES SEAeR AAstar 7EX U]
AR, el nE FEHlo R QlEsle] BA% Ay}
= U Table 33 2t} S2]2 AAA 0] 7Ex D=4
WA= G 95% AlETRRtel| [448, 726] 0= 0°] 2
A ol A o' fFofnlsial oL, Frul ool 1]
2= AHGIR= 00] E3E A7) N[—.114, .183], EAZ
o2 frofulehA] okt TSk x| dA]Age] el E
n 2= A a3 A0RE fFofn]gk 2o VR
tH(B=.79, p=.000). ol <A77} 1-1>3} <A77}
3>8 AAHP o, <A 2—-1>8 71 Z+E o)

Table 3. The Effects of Ethical Identity on Value
Congruency and Purchase Intention

Variable

B SE LLCI  ULCI

Dependent Independent
congruency Ethic identi 587 071 448 726
Purchase Ethic identi ~ .035  .075 —.114 .183
intention congruency  .788  .063  .664 913
Direct effect .035 .075 —-.114 183
Indirect effect B ngt Z)Z‘t[ [B;Zgl
Value congruency 462 .073 .320 .609

4.3.2 o|E}Fo)7}F 7193} AM|A}F 7F EX L2437}
T o]l WA= F3F

S 07 ALEAlE|EHAE Holol o|ElSke] o] 71X U
33} Fufe] el o] FadE AR 98 felA A
B EAR TS sy 1 A vhs Table 490
A ATt 22443, oelF=e) 7} 7R A Aol A=
A= 95% A1F Lkl [.499, 68412 0] m@]x] or
o} g o= FofulsilaL, Frujeltee] w
I} BEgE 0o] EFHEA] k7] wfiell, FAA
3FAH[.046, .312]). 22]aL Table 4o1m stola} 2= 9]
So] AXaIe] A7 9] 02 kel &
5t =22 BWATH.046, .312]). ololl <A77Hd 1

hul

<AF7HE 2-2>= AAEH A

—2>3}

Table 4. The Effects of Altruism on Value Congruency
and Purchase Intention

Variable

Dependent Independent 5 S L ULel
congruency Altruism 567 .060 449 .684
Purchase Altruism 179 .068 .046 312
intention congruency 710 .065  .582  .837
Direct effect 179 .068 .046 312
Indirect effect B ng‘t fgg[[ g(L)OC[[

Value congruency 402 .064 274 528

71945} ZH R} 7F 7R DA
THjel ol mX= G

wpx|ek ALg)Alg]shA Wl ARzl gabdo] 7hX Y
A2} g el o] wA= FaE A ET] 98] 9
0153} US| SPSS T RA|lA via R Re4E F3
A& 38kqitk. 1 A3 Table 500 ANAIE AT
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Table 7. Result of Testing Hypotheses.

Table 5. The Effects of Consumer effectiveness on

X Hypotheses Result

Value Congruency and Purchase Intention —
Hl-1 | Ethical identity — congruency Accept
Variable H1-2 | Altruism — congruency Accept

B SE LLCI  ULCI -

Dependent Independent H1-3 | Consumer effectiv — congruency Accept
congruency Consum eff .602 .051 502 701 H2—-1 | Ethical identity — purchse int Reject
Purchase Consum eff .228 .066 098 .358 H2—=2 | Altruism — purchse int Accept
intention congruency 653 .069 517 788 H2—-3 | Consumer effectiv — purchse int Accept
Direct effect 228 .066 .098 .359 H3 congruency — purchse int Accept
Indirect effect B ngt 25’272‘5 5;2‘[[ H4—-1 | Ethi iden — congru — purc int Accept
H4—2 | Altruism — congru — purc int Accept
Value congruency .393 .070 250 526 -3 Consum eff — congru — purc int Accept
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Table 6. The mediated effects of value congruency
between social—psychological variables and
purchase intention

Indirect effect B Boot Boot Boot
(Independent variable) SE LLCI  ULCI
Ethical identity 462 .073 .320 .609
total effect 497 .086 327 .667
Indirect effect B Boot  Boot  Boot
(Independent variable) SE LLCI  ULCI
Altruism 402 .064 274 528

total effect 581 .071 442 721
Indirect effect B Boot  Boot  Boot
(Independent variable) SE LLCI  ULCI
Consumer effectiveness .393 .070 .250 526
total effect .621 .061 501 741
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