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Abstract @ This study conducted an empirical analysis through a survey to analyze the effect of
social risk perception caused by COVID-19 on college students' cosmetics purchase behavior. Factors
were extracted through factor analysis, and Pearson's correlation analysis and multiple regression
analysis were used to analyze the correlation of each factor and the impact of variables. To this end,
a statistical analysis was conducted using 320 copies of the questionnaire as a sample. Studies have
shown that the higher the fear of COVID-19, the higher the fear of infection, changes in life, and
awareness of the economic crisis, and the higher the tendency to buy ostentatiously, habitually, and
reasonably. The more changes in life, the higher the awareness of the economic crisis, and the higher
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the trademark habitual purchase and rational purchase behavior. Fear of infection has been shown to
affect trademark habitual purchases, and fear of infection and changes in life have been shown to have

a significant impact on rational purchase behavior.
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Table 1. Questionnaire Construction
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Sfste] AehgAre] o

E
A& C>E]—7] —.43}01 Hl = B4 (frequency

Number of . .
Category . Questionnaire content
questions
d hi S
cmographic 3 gender, grade, residential area
characteristics
social risk perception 10 fear of COVID-19, changes in daily life, economic crisis
Cosmetic 14 pursuit of trend, ostentatious purchase, brand habitual buying,
Purchase Behavior reasonable purchase
Total 28
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(Principal Component Analysis), 23]
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Table 33 Zth KMO(Kaiser-Mayrler—Olkin
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3.2.2. 3219 o] 9] SFZu P52

FRU19 o9 PFE ] FFacle] B
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2] &EASITh. 1 Adb= Table 49F Zoh 1474

29 5 244 1292 Adt 5 13294
3.2, Elgd ¥ MEE EMAN gslo] BAMsHATE. Q1B A (Factor analysis)
Table 2. General Characteristics of Study Subject
Gender Grade
man woman Total 2 3 4 Total
N 39 281 320 194 81 32 13 320
% 12.2 87.8 100.0 60.6 253 10.0 4.0 100.0
Residential area
gyeonggi,
Seoul Incheon Chungcheong Jeolla Gyeongsang Total
N 25 235 23 21 16 320
% 7.8 73.4 7.2 6.6 5.0 100.0
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Table 3. Validity and reliability of social risk perception factors due to COVID-19

factor 1. Fear of COVID-19 facFor Communality
loading
I once felt afraid that I would be infected with COVID-19 0.839 796
I once felt afraid that my family would be infected with
COVID-10. 0.818 743
I once felt afraid that infection with COVID-19 would be a life 0,780 631
threat.
I have felt afraid because there 1is less information about 0.748 647
COVID-19 than other infectious diseases I have experienced so far ’ ’
variance rate(%)= 27.887 cumulative variance(%) = 27.887  eigenvalue=2.789 Cronbach's
@ = .852
. I factor .
factor 2. Changes in daily life loading Communality
Routine outings have often been curtailed due to concerns about 0.836 765
COVID-19 infection. ' '
Due to COVID-19, school classes have often been converted to 0792 695
non—face—to—face classes
Due to COVID-19, there has been a change in the use of pocket
money 0.734 555

ex) The cost of meeting with friends has decreased and the cost of
buying sanitary products such as masks has increased.

variance rate(%)= 21.431 cumulative variance(%) = 49.318  eigenvalue = 2.143
Cronbach's @ = .730

factor

factor 3. Economic crisis . Communality
loading

[ am worried that part—time jobs have been lost or reduced due to

COVID-10. 0.830 .693

I'm worried that COVID-19 will reduce household income. 0.761 .595

I am worried that it will be difficult to get a job after graduating 0,633 735

from college due to COVID-19.

variance rate(%)= 19.741 cumulative variance(%) = 69.059  eigenvalue = 1.974
Cronbach's @ = .753

KMO= .789, Bartlett’s x” = 1366.004(df~45,sig=0.000)

gog AR EX(Principal Component 2 YUeht gRIEAo] AMgH WHaEE #H™sH]
Analysis)?t 2083 F4 (Varimax)= ©]-§5+91 AREJTL & 5 itk 89112 47ger +
th. 9QEA A 47H4 fQlo] FZHek 7t AEon, 1Ggk 3.347, BAE 257478 UE
[gqs %“* }% PO Table 59 2tk A=A Wl IAA iz gy Eslch 29 2= 3R
=48 7+ 2399 G ronbac/?w kol 0.8 ol og FAEoH, WHFS 2323, BAE
o uaﬂo Fogt Aoz HAEQon, 17.8672 YebI Ax 534 Fuiz gis

KMO(Kaiser—Mayrler-Olkin) &t E3F 0.8702 At 99l 3& 37Rgroy FAEQ oW, 1§gk
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Table 4. Validity and Reliability of Cosmetic Purchase Behavior Factors Due to COVID-19

factor 1. ostentatious purchase facFor Communality
loading

After COVID-19, the tendency to purchase cosmetics from famous

. . 912 .826
brands increased as much as possible.
Even if the price was high after COVID-19, the tendency to

. . .882 .838

choose high—end cosmetics was proved.
After COVID-19, there was an increase in the idea that the
quality of cosmetics from famous brands would be better than .730 751
cosmetics from non—famous brands.
Si COVID-19, there has b i i h f
ince , there has been an increase in purchases o 700 758

cosmetics because they like the design of the container.

variance rate(%)= 25.747  cumulative variance(%) = 25.747 eigenvalue = 3.347
Cronbach's @ = 916

. . factor .
factor 2. brand habitual buying loading Communality
Among cosmetics purchased after COVID-19, there are many

.812 .845
products of the same brand.
After COVID-19, the purchase of products from habitually used
. 173 .894
brands has increased.
After COVID-19, there has been an increase in buying products 748 792

of the same brand if you try it once and like it

variance rate(%)= 17.867 cumulative variance(%) = 43.614  eigenvalue = 2.323
Cronbach's @ = .833

factor 3. reasonable purchase facFor Communality
loading

I tend to plan and buy cosmetics that are highly needed after
COVID-19 .849 .748
After COVID-19, I tend to compare and buy products from

. _ .812 784
various brands to purchase cheaper and better cosmetics.
When I buy cosmetics after COVID-19, I tend to buy them after 739 748

careful consideration of price and quality

variance rate(%)= 17.800 cumulative variance(%) = 61.415  eigenvalue = 2.314
Cronbach's @ = 815

factor 4. pursuit of trend facFor Communality
loading
Trendy cosmetic purchases have increased since COVID-19. .841 744
After COVID-19, the number of new cosmetics purchased and
. : .828 767
used in advance increased.
After COVID-19, th i f hasing trend i
er , the experience of purchasing trendy cosmetics 508 704

on TV and magazines increased.

variance rate(%)= 17.191 cumulative variance(%) = 78.605  eigenvalue = 2.235
Cronbach's @ = .865

KMO= .870, Bartlett’s x* = 2890.013 (d~78, sig=0.000)
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Table 5. Correlation between Social Risk Perception and Cosmetic Purchase Behavior

Social Risk Perception

Cosmetic Purchase Behavior

1 2 3 4 5 6 7
Fear of COVID-19 1
changes in daily life 47377 1
€Conomic Crisis 416" 3767 1
ostentatious purchase 142" .045 .035 1
brand habitual buying 206" .185" 065 438" 1
reasonable purchase 31777 31977 20077 2477 65277 1
pursuit of trend .063 025 20377 76177 32777 2187 1
"< 0.05, " p< 0.01, " p< 0.001
£ 2314, 241E 1780002 yebdal oed 3.4, Z2L 192 QIst ALSI™ fIEx[Zt0]
Fol2 WYEsc 89l 45 EPFoR T4 SHUETO S0l 0jxlEs B 24
Row, Ifghs 2.235, 4k 17.191% Y et se] =L FEQole] F=Lb 19
I FFTE ek = Qg AEA 91 A Zto] l l= 9F= Lot
H7] fiste] o539 245k 11 At 919
3.3. ZELHOE Q& A iil’i*. HEX|Ztn} sHEE A Zro]l IAA Fuflef] mAlE= FFS FolgHEC]
Tof YSutel A 2 0.05Hth =LA vpebA] 3lARGol Agsta] Fe
2 AFelME= *}217%4 AL 202 BE Aoz vepgth Jeu Am oA ), g

7] AL BAES AmET] fiste] mojo
ABH/A B (Pearson's correlation analysis)<
Sklth 1 Ay F2u99] T g |
3Hr=.473, p<.001), AHA71(=.416, p<.00D),
A AL (=142, p<05), AE &FHH 1
(r=.206, p<.001), a2 (=317, p<.001)%
fFropmet (A AHEAE Bk A2l §
st= AAAE 9A71(=.376, p<00D), 42 HT4
Toi(=.185, p<.0D), &&]A (=319, p<.00D)
oF frejuet A(H)A ABPAE dersth A
2 97l gald (=200, p<001), S
T(=.203, pCOODS} Fofmet H(+H)A FHEA
£ HAth HEFHE dr s8A T
(r=.438, p<.00D), & Fu(r=.347, p<001),
FAF=T(=.761, p00DL}F Fom|et H(+)A A
AR debdth AR S9E Fle 393
Ful(=.652, p<.001), GHZET(=327, p{.001)
S ol A ABUAS He. deld
Tl BT (=.218, p< 00D}t fojut &
(HA A= sk

A o, fFETE SRl AgEL Yot
frojgtEe] foulsHAl uEigeH, 1 Y82
Table 6, Table 7, Table 87} Zt} Z=HHl
e T, A #sk AAE 7] a9l
FTEASQ HFEA] FFo Q%I AE F¢
A o, §PEF, & e oEEH 24
A FAA EAZF0] 1.408~1.273282 W49
=94 e @ EAHY 3, Durbin-
Watson SAZS 1.537~1.7228 e} 2kxte]
534 7ol 2A7F gl Ao=m FUHESlH
AE)A @Azl AR S8 ool v]As
FFE HESH A oHEEAEA Multiple
linear regression analysis)= ottt 1 A3t 3]
ARde AUsjgon, SAHCZE folsp
LeRh(26.060, p(OD. SRS AEee
oF 54%, £AHH R A{/L 45%=2 YERTh
(R? =.054, ad/R2=.045). YR Durbin—Watson
SAFE 15372 20 ZARRE e Hol e
534 7ML 48 AR uEyy, 24
VIPE BT 10 H]

I

I

Z)4=(Variancelflation Factor:
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Table 6. Effects of Social Risk Perception on Brand Habitual Purchase

dii f;i?gt independent variable B S.E Vs t p VIF
(Constants) 5601 1.004 5.578"" .000
brand habitual Fear of COVID-19 142 .055 .169 2.597° 010  1.408
buying changes in daily life 175 .089 125 1.959 051 1.356
economic crisis -.056 .066 -.052 -.844 399 1.273
F=6.060(p<.01), R? =.054, adjR2=.045, D-W=1.537
Table 7. Effects of Social Risk Perception on Reasonable Purchasing
d‘efz reir;de:t independent variable B S.E Vs t p VIF
(Constants) 3395 954 3.559°" .000
reasonable Fear of COVID-19 171 052203 3.2817 001  1.408
purchase changes in daily life 291 .085 209 343477 001 1.356
economic crisis .039 .063 .037 .626 532 1.273
F=16.934(p<.001), R =.139, adjR2=.130, D-W=1.601
Table 8. Effects of Social Risk Perception on Pursuit of Trend
dig f;i?:t independent variable B S.E Vg t p VIF
(Constants) 5279 913 5.782" 000
pursuit of Fear of COVID-19 -.003 .050 -.004 -.055 .956 1.408
trend changes in daily life -.075 .081 -.059 -.921 .358 1.356
economic crisis 219 .060 227 36557 000 @ 1.273

F=4.890(p<.01), R* =.044, adiR2=.035, D-W=1.722

og A yey o3 sk yeRd
ZAor WA AAASS Fod HF 4
T ] FHL(4=.129, p<05S AE &
A Fafoll Fogt F(+)9] IS DW% Anow
Ut & A9 Fego] woAd sPE
W PF T 4R S84 T PTol =oR=
Acz W{IIEol. o] A¥ke ZERU9R IS
of Aol HtH WAlo] Frketel whet S
7 FEol  HIHt=  JdAFEARE
(202D)[29]¢] A5 AHE AA[ste Ao= AlF
TUiE 9%t ARG Fujrh BE 2Rl
e R ool FYA FES 2
AgS SRR Fohes AR Qlel, ARSSH
Ado] 9 AZ & AHTsH= Ao EEa

(o]
ddor g9 FHEel wem 71

pa

N oo rlr

rlr

T8t o A4 T g Wit AXA =
A5 oldel A AFES HHsHA AAsk=
ZAog Atm Hrt

AR A Q1A Zo] feld Hufjol] mR]= FTF
< AScHl flel. 52 AEA Multiple linear
regression analysis)= SFlch. 11 A1} A=Y
2 AHHsHA FAHCR [osHA UEtow
(F=16.9341, p<.001), 3HRFS HAgde oF
13.9% 49 R AHFS 13.0%=2 YEHTh
(R? =139, adjR2=.130). =3}, Durbin—Watson
FAF] 1.6012 20 ARG & Hol e
=4 1AL Fogt Aog FriEgY, BAb
Z2)4=(Variancelflation Factor: VIHE E% 10
ngto 2 oFaAaAd E3 Rt Ao pE
Ak IAAAFO o A4S A, Ao 7
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2(6=203 p0ODT Aol ®WsH(g=209 7o AEBAC FFE A 4B oS
p<CoDE A o] fo5t H(+H)e] FFE S Adgste] ot g2 23E EESHlT
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S #EH o] PEol woAE ZoR PrtE oF AAA 9171= Wi A1719] Wste] oget
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AFst7l Q. EEAEA (Multiple  linear QlAo] FoAlE Ao® Ueiton, wpAlATHf,
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p<OD), 2R e] A2 oF 44% +4%E R 71l High Aol Eow, dm S¢A
AFE 35%2 UebdthR” =054, adjR2=045). &2 i PFo] ok o= vehdth
PH Durbin—Watson SAFS 1.7222 Z=}9] ol FRUH9 o]T ujA HIE ZojHci:= olf
=24 Mo BAL g Aow HWIEY, Y Zojzb Sl mA sAEe| it AEE
M52 4=(Variancelflation Factor: VIAE & Zof| A7+E wo] ARgsEAT, AHo] AHshLo

il

HE

510 ngo thERAA GEE Aoz WH e mue] 44 ghe Aol tehts 2
ek SAATe o8 A5 A%k A4 A she Am A 44 gl g 2kl
N(4=221 pLO0DE FAFTA Ol A 24% Fed P, §AET Wl Eoled
o Gae WAL Aow et of A% olAS AAA A7 geld FAIFE oln
A4 P18 B A4eEE SHEE 95 dalnte] 52 498 Solt Aoz F4Edt. 3
% §AFT BBol b ZoE WMk AM Pl B24% 4R FUH o), g
ol AAA gel diat Qo] Adstel AF A o), KAFTHY] oIk ROz vehd
A BB Tuletels Aol 9 mAE ok A ST Tl Bobdss geld 7
2% ouidthy @ 4 o, @d, metos o) #AFF 0] Sobrlt o2 e
A2k AFSA Q1P SR AAv WS A Al WA, A8l ExZe] shkETe) Bk
29 ARHQODBNY Aol s ABH  uAL ggomt geel Fee 4E S04
A9a AAH 971 FE Aaw) @5 Polol G vAE Aow Uekdm, Ao
w4 alelgt G HXE Aoz uehith  Felgw AZY e Fed T P 9
25 A0l 9Ead AAA It G @ SN 9% uA- zo= vet
A SRE T F AAFETO N4 A¥ AAE S QAL §BET A5 IS
7} Az @mAo] Qo] W A= Wa¥ Ak Ao vehr
Aoz Az gk WA, B ATE ZEuo2 dg Asld
S@AZtel E FulAEel nAE G B
A5 A5k SE AT adE 5ot
4.2 E O aQ] e mAk AglE S@A% 29

= Seld Aol oot doal & 4 glet. At
B Lo tfetgSo] 2|zkel AFS1A 9 e A7l "2y HlEo] oidel HEE o
oy PRI PEaele BHst a9l AL, AFAY EF A7AAA G WEE
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