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Abstract The author tried to verify the mediating effect of the variable, perceived behavioral
control, in the relationship between the independent variables(cosmetics-related variables,
consumer's preference, advice & inducement), and the dependent variable(purchasing behavior),
through AMOS structural equation modeling. As a result of analyzing the mediating effect in the
impact relationship between latent variables, it was found that PBC(perceived behavior control)
plays a mediating role in the impact relationship between CQ(cosmetics quality) and PB(purchasing
behavior). Author found that the higher the quality of cosmetics and the greater the perceived
behavior control in domestic cosmetics purchasing behavior, the more likely it will lead to
purchasing behavior. In this context, while efforts are being made to improve cosmetic quality,
measures to increase perceived behavior control, which can be said to be autonomy in purchasing
behavior, should be sought.
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1. M2

SPEE A2 QF A7k A Q17ke] gl Y
oA TE o] Qla, A&A QN FHAE HoliL Stk
[1]. ole} T AHIAE] 2o et & E3F o
FA L A2l THY AU, 2Ekd 47 23t
SHito] HHAl 71 39 At FF A FAF S
EHT 9 SRS o Asske FFo] o] 4t
SHE BAAER stolg $8E AotdiA st Qi
o[2|3k WetoA ATEY FUHHE FAtol o
Asl7] flsto] =AF bl gt gee] B a/d
< 1 o fiEoE F7HEI Sl AAotH3l

T ofwet gRlEo] FAF SHE ARAEY
T30l G HIA=Tol det e 2A ek
SHEo] et Fde o] SfsiAl Ei7E
71 sht4], o] "o g AP AFolA= A7124
Y F5, Y 74, Y 713, |44 o, AIRE
A o§ 52 WEsk= A4 FsBA 00 siA] i
Yol ZAHG EH[5].

nhA] B =FoAs 4 PR o]l J3ke
A& QAEE AMOS 7 BAHIIAE ARdte]
ZagArdEof ost F2EA(path analysis)O2
FFHAE ZgFos F45uAt gt

2 Aol Holarat sk AFERE vt Atk

(AF FE1) =4F PFE FufgFaclol Az
PsEAY TR Eol A= JFEA = ofuIp?

(AT A& 2) =4k PR i aR1a) s 7+
FFEACNA A PBA7E i IS st

Qg mEalel, T SR ARle) A 9
AT Y gelg =BT Yot w7
S¢S, Yot S4B Bad o
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2.1 SE ZX A Q01(CQ: cosmetic quality)
E Wier IXE F4E YA, AEA, AF
e, ol 149 FHA
B7tE T AR Al o] FE WIA7] wizel
F83 92 gditittol. 3
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5181, 7H4, "ARII], EHE[10], AHIA[8], g,

O, ¥4, BaL, AlFeIA[11] §2=2 U3t

2.2 AH|Xt MS(PRE: consumer’s preference)

A Ao A= AlE el Slof &2 el FE
A9 F4 Aol7t A9 Qo= EFot £ AE
o oA AH|RIe] BT digh 7919l AT
7F F26HA Y= 497t Aetlll2], ol BfE
7F AU Q= 7K, 715, 24, A9, 584 5ol &
HIZE9 BHE A5e} v 240 4FS &0kl ot
ok S ST AlEo] o Yo A AR EH =A] ol
e} A Pso] Y vA7|E stal[13] AHAE
2 AIARQ] 7S FHAQ] AN 714 7)&of &

7 Wkl Aol it Be=rt YebdTH14].

2.3 =01 2 HQ(ADV: advice and inducement)

Childer & Rao®] AtollA AHRb= AAHQA 7
JHE 7hEoly 1 X4 SORRE A= PJEHE R
ot o 4lgsl= Aol i, FHE EAstk= ol
A ZHA9] A" tigk A4S 9] AFREERE 41
Ab o= Aol ATl shSiTH1S) 2 2 Hf= 1t
A AollA HA L-E=H[16], FAZQA ol
£ sk grhEyz gaEe, o2 AvREe] +
E AAgt] oA F83 8902 AR=TH17I

24 X|ZtE S SHI(PBC: perceived behavior

control)

A8 3y50|Z(TPB : Theory of Planned Behavior)
< A=Al P52 ST ol 7MY A5 3
o, gy d8Eo 21 Sl gYE Zdolt{18].
TPBl W= L] ol et 242 ol o
Sk 719 Bt el thet Al Ak
4], 18y AAE T PFS A T S UL 914
ste AZE 35 SA9 A=t ZekEoH19]

2.5 FOIH=(PB: purchasing behavior)
T gE Aot ARIAE ESs6tal AR 9
Sto] AH|AF7F AR 5= AL A4 It Yol
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1 Engel & Blackwell?] AtollA A JstdcH20]. 3
FE TYe AB|RTE AFolh AH| A0 gt
] 49/ IAle] HE FAZ g oha tieko] o
o BJ7h i A% F B7F 5 & AEelu AHjAY
T oA BT 5 Sl BE P2 FHiFsol
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3.1, 2MEY

B AT HYATE Fo) 21T SHYE 7o)
of glo} TeI=lo] = RQIST} o2l 1AL B
B R0 WAEY 44 U ATEAS o, S

F 7o) Jeaclst AZs YEEA L FHYE 2
of AapeAel et AFEFL

Fo] tat oYL SYusel SE 7 e
Qo] A2 YEEACN A slo] Fuso] 7t

INDEPENDENT
VARIABLE

E il -
the purchase of cosmetics

Cosmetic Quality
(EF,IN, AB, FR, CL)

Consumer’s Preference
(LOW, BRA, NAT)

DEPENDENT
VARIABLE

Purchasing
Behavior

Advice &
(SUR, SEL, COL, FRI, FAM)

Fig. 1. Analysis Model 1
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Fig. 2. Analysis Model 2

re

Tof| A" ZHzhe] ZIA¥r(latent variables)
9} 2 H4(measured variables)= thai} Zo]
gotlon, £49] HOE fIsto] MBS that &
o] o] o]uA=E st3ict.

ARl Mg SPE E24(CQ: cosmetic
quality), 28R Z(PRE: consumer's preference),
ZA 9 FL(ADV: advice & inducement), AZ+=
P5=A|(PBC: perceived behavior control), 7-5f
P5(PB: purchasing behavior)2.2 A9|5}3ct.

AEEF Qo7 F5(EF: effects), AEIN:
ingredient), &4%(AB: absorption), WHEFR:
fragrance), 21Z(CL: color)Z FAISFAIL, AH|RA

I\
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S(PRE)QSICOEE= A7} ASLOW: low price
preference), EE= XS (BRA: brand preference)
A Z=27F ME(NAT: producing nation preference)
2 56t 2Ad 2 dR(ADV: advice &
inducement)891&  FHQI(SUR:  surrounding
people, TQA(SEL: seller), 5&(COL: colleague),
AF(FRL: friends), 7F=(FAM: family)0.2 s}HS
£ A3, 5 FAS(PB: purchasing
behavior)0.2 A73s}AL}.

3.2 By #A=S
Table 1. Model fit

CMIN RMSEA PGFI

Chi-square = 727.944
p = .000

0.100 0.620

Table 1€ 2] HgAS Bekelr] 919 4ehA
ARG} ARAFASE ol B4T Aol A
Hgaer wge) WY Ygwo] g Holol,
AAGASL 2] Aol gt AP e
Wi Zoleh 2ol 0.10 olslolA 7FE £& Ageat
1 g 5 Se AHHIAFRAS RMSEA(root
mean square error of approximation)}&[24] 0.1
2 Uehid ge A0R A2 3t 0~1 Al
oA g9 A7 A e 48 19Est won
o 4= = ARG Z A 9] PGFI (parsimonious
goodness-of-fit-index) 2 0.620°2.8 et 7+
Brrt AddeE A3 oAl & 4 Sk

3.3. Azt SA4HH

Aaede 915l 20204 119 18YHE 20214 3
4 7974 < 40E TF AZAIHe] st ERAL
£ AASIH QIS AISHA Q] M-S AlQjt =8 &
Ao st} ALHEQl HAOES 57 Hr=R
ZHgH AEAE HjEo L, Fad HAEA ol &
B3 AEA 35055 2 =59 240 &8st &
d gl deide BdEet ARHE o9n
(Cronbach's e)°ll 93t A1Z|= EA-g STt A
Z+El PEEA9 Cronbach's ¢3h 0.890, 34E &
AT 2219 Cronbach's a3k 0.617, £H[AF A%
9] Cronbach's et 0597, 24 9 HF9
Cronbach's ¢t 0.814, F1352] Cronbach's «

S 0.9000.8 YRt

YR, WARRA, AR 5 7] 230 BAE
A2 SPSS 18.0 BA 7| Al a4 skt §
5 7H] FFA 0] tsiE AMOS 7 FREAA R
Foll JsiA F= EA(path analysis)e AAISHTH
FRYAAREGo] ASTEE olf= AA, 7129 3
FAEHo] S} gtk AAsto] o]FojA] 1L 9L
o, A0 oA k= A BT 5= loiA &
Al FHONER, ARG LY L SHOE 1
T 185t loH, B4, JAEAEL £ AAdHs
7He] AE £AHoZ BAstE Aoy, FRY7EA
B2 LE B 710 BAE FAlO] BAske X
ol Jtt. & F2RYAA ndHYL SH XA 1}

st AAHS 7HY] JIFMFAE BA 4T
s

41, QITASIEE SN 24 23}

SPSS 18.0 £ H7]XE o] &3t HITEHS E3
A% 24 RIS APASlelY BAS ket 2
oh AR ATHYAIE AP B Table 29} Pt

Table 2. Frequency Analysis of Demographic Variables

Variables Frequency %
less than 29 25 7.1
30~34 121 34.6
age

35~39 117 33.4
more than 40 87 24.9
less than 300 50 14.3
300~400 88 251

monthly
) 400~500 74 21.1

income
500~600 78 22.2
more than 600 60 171
monthly less than 50,000 51 14.6
cosmetics 50,000~100,000 116 33.1
purchase 100,000~150,000 90 25.7
cost more than 150,000 93 26.6

3040 ®]gko] 7.1%, 30~35A1 TlRto] 34.6%, 35~40
Al mleto] 33.4%, 4041 ool 24.9%= 30~35A] Bt
o] 7k okt ¥ ASEEE AA P04 12 Ex
£ Ho|1 gl&d]|, £3] 300~4009HY tio] ¥AES 7t
A AFFEC] 7F B2 25.1%9] ¥1EE Ho|1 QUL

6007HA olst7t A9 82.7%F AHAIskaL At &
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SFYE Y UGS 5~108H Ol AV B 33.1%
& AL QoW B9E 7YE AT 27V oA

7t a8 FRT AL oS & & Uk

42 FQHL Zto| oA 24 21t
421 B 719 &
4211 B HMEHS 19| A 24

Table 3. Relationship between latent variables and
measured variables

Estimate S.E. CR. P

CQ—EF 1.000

CQ—IN .896 .078 11.490 *xx

CQ—AB 1.054 .091 11.576 *xx

CQ—FR 409 103 3.973 *xx

CQ—CL 104 .099 1.053 292
PRE—LOW 101 .081 1.248 212
PRE—BRA 1.419 156 9.074 *xx
PRE—NAT 1.000
ADV—SUR AN .049 14.466 *xx
ADV—SEL 372 .063 5.920 *xx
ADV—COL .690 .060 11.445 *xx
ADV—FRI 1.081 .047 23.009 *xx
ADV—~FAM 1.000

£ AFoNE EHHSE ZAHe SE 24
(CQ), 2H|AAZ(PRE), 29 ¥ FHADV)E B 7}
ZFo] A Wpet O AAWSE FAHOR SHohe=
7 W 719 BAE A A3k= Table 33} 2t

AR HE FH(CQ9 & AAHSE 14

3= E=AHWHSEQ  G5(EF:  effects), AE(IN:
ingredient), &44(AB: absorption), FR:

fragrance), Z{(CL: color) 53] BAZS 2 &
i 2ok ASERY IJAASE 12 BYE W, 354
(AB), AE(IN), FHFR) patol 0.001 Rt 2A et
o 189 AT Yeheh SAAS gl 2 85
A, &5, A& T £0F PE E-ojEe= i
(concept)& FA3= Aoz & 4 k.

ARl 284 AZ(PRE)SF S-S A7t
AZ(LOW), AIZZ AE(NAT), HAE M5 (BRA) 7
o] BAOA, Az AZ(NAT)S EHE M5 (BRA)
£ p@to] 0.00128 2] Ueht fo4Ql AnE 1
Ehd W, A7 EE §91H9 A3t e e
IPAASLE B BT A57) 7FE 28510 thgo
Z2E Az A7 Fasi

mRAEO 2 ZHA 4=l gL
AASE sk FAERJA SAHEYU FHJASUR:
surrounding people), HAI(SEL: seller), B=
(COL: colleague), ZIF4FRI: friends), 7I=(FAM:
family) 7] BAE AmEH o3} 2o}, S|FALS
SOl AmEH ZH(FRDE 1.081, 7F5(FAM)Z 1, 5
HOI(SUR)}Z 0.711, 5&(COL) 0.690, Hul?I(SEL)
< 0372 &2 FAWHSE 45k 2 o= UeHe
o, HF pgto] 0.001Ech ZHA Uehy §92Ql A
£ Uetdth o]A2 29 9 #3(ADV)Y JAHFE
Fote= SN E SoIA I, 7S, FHQ, §E,
T <08 o] Atke AL 9H|Sith

4212 BT 210 GEE 2

Table 4. Relationship between latent variables

Estimate S.E. C.R. P

CQ—PBC .872 109 7.969 *xx
PRE—~PBC -.091 .067 -1.367 172
ADV—PBC .049 .055 .888 375

CQ—PB -.228 116 -1.965 .049%*
PRE—PB -.055 .047 -1.157 247
ADV—PB -.081 .046 -1.783 .075*
PBC—PB 173 .081 2.127 .033**

2 =49 =gued AAEse E 24
(CQ), &H|&F A% (PRE), 2 © A-HADV)} w7
29l AR A2 PEEA(PBO), 5L &
A4 FuiPs(PB) 719 IF TAE AT & A=
Table 49} Zt}.

HA Euaee) w7 7o) 9 BAE AduiE
, SHE EH(CQT AZk B5BAI(PBC) 74
AN A S AASE 08727 (p<0.001)E o}
A+ JFe vAE AoE YET 5
A A SHE FACQH AvA As
(PRE), 2 ¥ ARADV)2 F5821 F13Y5(PB)
7t Ay 9 BANAE FE FACQOIA I
A57} -0.228 7 (p€0.05), A L BR(ADV)IA 3
AAS7 -0.081"(p<0.1)Z YER} {08t 2A(-) 9
F WS Jedc wAEsd 27" 9554
(PBC)SH F454:9l  FHiRE(PB) 7te] % #A
Ae FAAS7E 01737 (p0.05)2 FoI3t FH(+)
IF BAE Yerd

rE oY o2
D@
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43, WHED 24 2}
431, HYE ENCQL THHS(PB) 710 Ha
AN X2tE #s EX(PBOS 0 F1

s ate] ke Eusol B S-S AHA
Baigo] o2 ZPIYTAY FoIHelE, Syw
0} Bas 7k9) A GYVAT SOH0lA] o
W, 9 o aTh ok et et
$0)20] T, AYIFWAL GolHolel B2 v ezt
7t itk et o] $7H4 o) A9 & I
A7 FojHolA] Fold, AHAFAT S HolE
$oJzjo]] FE o] BE ARIE Gl A0 B

<
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Fig. 3. Mediating effect of PBC in the relationship
between CQ and PB

SRl SE EA(CQF S92l
S(PB)IZIY FF TANA wifHee] X Z4E PsE
A(PBC)2 wiA ZI+E F43 A3k Fig. 33
HA sHE F4(CQH AZ4H FEFA(PBC) 749
JFBAE FJAAS kol 0.87(p<0.05) oFF A1
979l 2HE ey, 4" FE5EA(PBC)} +
P E(PB) 7t FF FACNAE FAASF Fol
0.17(p<0.05) 2.2 F9J&Ql ACE Yeytt. sHAE
EZA(CQT Ty E(PB) 7t FHA A J3F BA
oA B AAS gho] -0.23°.2 p<0.05 |9 $&
oA f9ZQl Aoz FAIEQIct. weta] o] HL v
MHFE A THIFAE G401, 2H 9
FHAT FoHolojA] miAaIH= BEHOZ Wi/ E
e 7] gEo] REuAENE =ty B S 9]
tt. o] A% EYEel E FACQH AZ4H B
E5APBC) 7t FFHA 9 AAS Fel 0.87=2
Ao ol 31 {oHoly, AZH P& BA
(PBO)2t i E(PB)HY] FFIAE FHoE {9
Hol|7] 2ol ZHgaI}t G| folFoltta & 5
Atk & SPPE FHo] 2o AZ4d FPFEA A &

i

HH9 gL nAL 23 PhPEOE HZHE A
2 o 4 9k

Al AE(PRE) THYEPE) 119] GFBAC
A A BEEAPBOY WALIE Fig. 4014 4
1, 7]

7t 55 (PBC)2E 7+ 3¥5(PB) 7+

(PRE)2} A7 PEEA|(PBC) 7H9] AL /24
o] gFobr il a7t firtal & 4= et 1Eal 4
A AZ(PRE)S} FH&(PB) 7] A FFUAE
S#olA] got A JA| gle AS & =+ Ut

.
3
-0.09(p=.17) @
1 -0.05(p=.247) .
=

Fig. 4. Mediating effect of PBC in the relationship
between PRE and PB

29 % ARADV)Z THBE(PB) 719 FFBA
o4 A7E FEEAPBO)S WAETE Fig 5014
AnEd, 29 9 ARADV)S FHIFEB) 1) 4
A JYAL njol it K95E PO.L S0
A gelulstol A4 GguAZH AYet. vree]
w3ke Ui 70 JYAE NS A4E 955
A(PBOS FHBE(PB) 29 FFAT HHOZ &
ool A5, 2 olxirt HePshs Zel L BHADY)
o} A|ztel YEEAPBC) 7k9) FTATE §9Hel
Qporeh Webd 7H GgAE 0)5ol4) glot 2k
g YEEACBOY ATk gvhn & 4 9tk

0.05(p=.375) @
> o
-0.08*(p=.075) R

Fig. 5. Mediating effect of PBC in the relationship
between ADV and PB
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. 53] 3PFFE T FE R Horhr] flsiM = 2
F T ¥, avA AT Hg, 294 2 3 W
ot o] AkgAdo] AdZHelok gtk FolA
A4E FesAe Wt e WadE 439
1Ak st

HA SE FACQH B S T4,
a5, F &£z HF FEolke Y
(concept)Z T/Jsh= A& UEHT AHAAS
(PRE}= B A%, A2 A% 0 FaFo
A7t Az 2FRe] S8 890] ofde &+
A 2 & AHADV)Y 4 AEe I 71,
FHQl, TR, wofY to= Aol A Yehyth

s o FFEACIA WAads B4
23, P FEACQH FiRE(PB) 7] A
oA AZE FESA(PBO= =AY de
St Ao& UERTE S84 AH A5 (PRE)Z
=Syl :q%(ADV)Oll HsiA= A2 P55 APBC)
7} 4049l L PE(PB) 1+ FFEACNA WA
O—d.%}a O}Xl Fohs Aoz Yehgth

At SPEE el oA s 8ol £,
A 2+E] PAEA7} 242 LojgiEo Z o]ojd 4 9]
ol HlFol, 3E B Afdol P2 T,
9] Aol T 4 e A4 ESAE 52
& YEF She Heto] BAEofo Jith

AWM e 53] HEY F4, B, R @
&0z FANAE fls O BAHE 71&0oF Tt
Ju 2EAAS 8912 FHi@Ee] 18] F83HA
01—0 _g_o]oi L}quq. Xo]_q. J,] 7]. ?—UH_NEO
vJﬂ&ﬂX”‘@%—ﬂhl , SPgEEde] =4
oyt AfELt WE, 7, FHQl, 559 AUt ¢
S8sM FEsleg, °l—°ll “410} A A9, HE
71318 E8e 8k Eesital Eot

A2,
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