HIX Aol M18H X[55 (SH895) ISSN 1975-7557
Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.18 No.5 pp.217-240 e-ISSN 2671-9509

clO|ZAENY 72 AIIERISFIL HHEEE FOH2 =0
Olx|= gekofl et A5 Al HIIXRI2| Ojyi= 2 SAH2=

Bol 487 G S} Aoln o 13 4 I3 A% vE AR
vol AAWA ISASE, AFEARAE, dekshgEl S 21 A7 99 e, w5 99 2
T M2 2 A A 2ol Adw R Folk oA Wik 3o *HWQ clolstlsh 451 S
A7t Aol & AOE moltl o)F BNFL, BESGZE BRI A B9V Sl T e AsgEe
78 FHAAFE 4BRAY WA} 98A & .
AT HHE LUAS AYO2 dolLab FU AILAKT A sfcie] MAHE okl v G
Bfol AN ot et 4L IEATY, APNTFY, FAFTIOR FRAAT. Aol AT SIF muARE £4
32195 AZEA A}ﬁo}aiu}. SPSS v26.0% PROCESS macro v4.25 AFgato] i/js7h ahujel Sl e 7]uko.
2 Atk $AE3 0, ARATIS AN olzan 30 DAY 0 AYFTHR ANEAGTE ARG 3
(0] JTE TAS AR ek BA ANV NAATE FAAEA B0 PGOL FAT ITE oA Ao
Seh A, GEATY, AATY U KPFTHY BE dolzaE f% ABAGTE MARE TSl J(H JFS
vAE Jow »}E}%} 9, AT ARARES A eolxariel 48 U A EASTY PR e vlshs Aow
S, AR LA A 40499 Qe A da Fsle] 9B el ASE det n AR 2ol
o A% wAREE o 57 AT AFH BAR AN A S WA %S 5 ALe AN Uk BRHASE o] g7
AeiE G 27 MEANE ADANE AT ) A ERETI g A AREE TR ) TS v m A FYel 7}
3 A 9B AL Aoz tebgnh of el BEA BTk BA 2HA ATHE, B4 dAUE L A% F5Y 18l A o
FERYS AT Low b A A7l 1ol gl v ekt A ks vz s e 3haE A 9 2ol
Ayl et #7h

O:

r&
5
g
0

2

>

ol

£

30

o

FAFA O HASGE, Fol 2B {9, AVIEFET, A HIHA, T

. M2 EI2A LAt o 7] Al oldlle 28 vHAR Azl
|

Fashr] feiA wok HS9)

FHT mpdshgao]l 2 7S A Stk =y FHo) =9
AEOZF gz njzd frE] Al e AAshaL, S e
o] A vl HAEE EFshks 5 s E

] @X*i*%ﬂ 29e 9F ATE 952 sl
A= A Aok Hulu G4 ojn AF % o] &

MZAEE W ARE TR B 1E AT
oM 1 47k BA e ARed, e AnbA EE )

B ATHE RN S5l Aus golm ek
QN BYUFE ek, eolziuialel seus F

< J1EA
PR g w2k A4S Sl AAL Qi geigk S T s
(GSCERZHRFRAFTY, 2023.0207). F<t sPEEe] Aol e 4y ]6 TS A 7 W
L

Ql
et AT Gl AXEA 753 EE, iiﬂﬂvﬂ@_ﬁr
A

THOE WUSPE ?LHHJEC’H nAE 9 AYE
5

o e A e SE Tewel cddRE Jol Gl Aow
S, MOl A3 Ga Wt S A - AT e
2] thi Ol NARAS EAE % Asl A q shobsl 91RAGY el Lauielat F2 AT ATl o

3 A
WE 9Qg Yol YA, HY T 93 FAAA v

* FARE Sk Wi sk R g skat wAlabY, ann04@nate.com
*k AR, Sk WAy E7§ st3} W4, cmheo@hoseo.edu
F12: 2023-09-11 - Y 2023-10-23 - A 2023-10-26

o}
HA o]z Aupdo|xrt vl EJE=o] Al B 9



T ABAFY FolzAEdEs AEA Alkmste] nlas) Et
W HG SRR A S Alsdl & slo® oAX =], of
7lel ol ZAEe] e 29l HUE @A ENEM
Faglo] T & ohdAE @A Hel ®r] fs) fA5
T9 POIZAERIZMA] Frksted wlars] Erbd Hoh oJEgl
L AnE gog 4= 918 Aot}

& g el =el aleiA *H]XH LA
A& Q7] A8, 2SSl A7)
T ool SYNSR AuEoRH x}%*ég
A dewnE dsHer o
It A1 2@ g ek vzshdE
FATE A9 oA A %%ik“

,d
i)

R}

r}L

Xkl
O e o
r:i e o X

{0

o

N Ezi
ol
O;

r
=
Moot

q o
)
i)
X
2
2 2

jin)
=
o
Y
oy
o
W
-
>
X |z T
(=
E
o% Eﬂ.l%
o o
3 =
2 &
i rlr
J\t
x5
o o
e b
N =
) #
o L

A EEETE T
7Hg sl Boket.

T3 ndsgES] F g 2 olf
2 wEA et whz]i Q= EAEQ ESG @ SNSef
e el BEE wf ARSI AR o] HE E-ES)
HAAEo] thet FEA dAngrt = JIFHANT I
T Q7] Wl Wi R ARSI

SPE AAS FgEo] vrolxWA] thekst QltHAE
WEoA 1 S FE AYI| AR Folrt ks 9l
: =7F AR Frkska e Al
2 OEM/ODM A7 o] JJHE om OEM % ODM &
O F AN glol® ARle] 7hssty] wiitel olzjgh &%
OF QUFERAET} AEHH O E YA & Bis 33
7k et ol FolthE dAlo] 9 ¥ dd -l e} _shars
7, 2021.06.10.). WA Wglsh= AE ENERE AR F

l r

ol AEstE T sE AvPEE oekst "vkes A2 3
FE A ZYele 240 A BAolzta & F gtk
a8y AER AFes BREELS JF nujg 22 )
271 FeEoel A exERldgAa HAE wEA Fike
76]‘?‘7]' Yol tAdE wiAgo] HS FosFa o]& Rkgst

@rxof AF UAE Fane g A= oEkd 2020

ook 1,8539], 20211 2,9179, 20223 3,0409 07 FE3| =
7}al E} SNS% 838 nA AFUAelAst wAI"
Fg5199S W et B uAdee & 7lo7) ZidgEE
7&&](@?&?-6‘%%2, 2020), YA E wpAIR ] 3o SNSAE
& AAnite] niAY, JAEFAA vHA" Sol E8EHE F

Q AR, SNSAldo] EAstE st TlolE st
U= AH[RFEO] F8kE JHA] W &) fjg)] hetsls A
& QIYFEENE 9 3PFE HAZG7|Hel T3 AFao]
2k & 5 Al

O|EX HiZ

2.1. HAHZEE

H|A(Vegan)ol & Yv]= 1944d ©E = $H<=(Donald Watson,
1910~2005)°] 9= ¥ H3|(Vegan Society in England)s &
T AHsH AFoE whEo
AFAE ek, sEA Al
A Y= otk - @

<, 87 (Vegan)> &5 A

3
Folut o]9] FARIAE 44

Y
= T AE B AMuAe] g AR E ekl sE
| & 37} %”‘Eﬂxlﬂi A8

BEE At 9P L WAL Y}

ot
N O
%1
o
E
ot
r—{n

(120}, 2018).

AzIgeld s=d8t s=4 42 WA
SPE QU B, 2023.03.17.) A& Ve HEl thd
Aol FobAwA faloal RS wiAlste B 9F

*}%ﬂ?ﬂ U FEAEE oA @2 2 ol glalo)
L
R

B mf g

O o
>

e
=
tob
ot
o
I
vl
=

ol
2
o
)

~ Mo 2 o
o2
12

b ol o = °
et Lo

4o oL

N

o)
[
&
~N E'EI ;)HH; ~N rio
F‘{ON flo ox Off Hl
O o .
P S
o o
2 ;l: offt io,i:
~ N
) ox
I A
tlo
Ao
K
ol
e
A
I 2 o 1
ol
o2

At o

-

2=
=
Y
L)
ol
o
o
A
-
o
ot

ol
-

MLoolN o = n?m e
flo
ot rlo

20 o o

>
35
2 H
=
[
ot

o
4l
=
o
> ro
of\
)
=l
AT
i)
X
]

=
o
jud)

fine)
§ =
[z

=)
o

~ 0O
olr
_0,
EE
_Q,
_0,
rXL
1o

[l
ik
A=
T
)
(o
Fiu
2
BN
N
of
a9)
N
2,
o
offt

me
~
>
o oo
o
X
o
o
off [SIe=)
offt ol
o off
>
o
o
o,
ROt
§2
rr
2
o
=2
=3
O m{n 2
I e ox

o

od o il ofN
o
£
Q
o
i)
o
]
>~
>
oo
:?1:‘
(o3
2
o,

=l o\ o O

Flo

2 b

2 o

o

1%

o T

S

©

b

~

i
)

[y

%0,

o

oy

T

o

[\e]

5

=

3

2
)
N
=
)
o
)
s
>
o
rlo
=)

A ZAL ?ﬂ@‘% 713 W
2] %](Grand View Research)®] X.alAje] w2 201013
Od%ﬂ"f 63%2 =718 A3 oF 20%64009] Y
G 202500+= oF 23328009 € FEIE A
At 2 B ASAE A FEE D52 A=

a7 E Yol w2 e v s E AR R
2013 160007 €& HE=R XIUP Al 57009 Ao 4
2025l 12 o] St Zlow o=

L R e
i

o o_>L ot
oX
°£

ﬁ

fr v fo =4 ofy |n

N
offt
e
30
T
53!

Hz wukel BEl Z9E sl st 2023 oA HE
Ed=ol s $35 uiz Goll Bud AN A 29

T =

218 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.18 No.5



BO|ZAEIY {YM ANBHZPT HHAYFE TOHTO DA = FTOl BB AT ARHNAS pEd FHe
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ApAzola SRl A or M T A 9 Al 3h
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A @4(2003)¢] 3040t o] o1 Eho] AERRI] R Al
A BolZ el WA EAPY, BETISAA, A
AR, S AR A o7 TR T, BHEE(2010)9] ©f
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Kelly & Mckillop, 1996). A|&-& Fvjl&kaL T"ré}% B
Aol A el dFe g 2}71 o] ofgko] d & Stt
(Belk, 1988).

& AlEea
L Y ORAR

nare ndge

1_.

Applo] fptoln] ofd AlRIAE &

2015) U7} AEst B s} Fshe
Mi I BHES] oo ghAl Al
oju|AE 7HFIAL = &R UYERZ|E ko], 2020).
A R Rl I g A e ) o i S ) s R i
& ERIeA x¥8ste = 971 Asta, olE A1) 4
gl ol &FAQ SNSE o] o]fdt= Ho|thKuss &
Griffiths, 2011). ZF7]3E& wtjo]d 543 7k SNS&= A=

219



7] Wzl A71mdel w9 &dAl wiAZ Azl

3k, 2020).
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2.4. A= XX

Sheth et al.(1991) Q1ZFe] 7M1 & Ed® Anlel #dd 7t
A& TE3e] AH|7}X](consumption value)® WS, Al
3], A, "HE FeA tiEe tegd TREs Fe

HI7Hx & 7154 7]-i](ﬁmcti0nal value), A}2]2]7}(social value),
%A 7} 2] (emotional value), %74 7}X](epistemic value), “33}
27} 2] (conditional value)®] 57142 &3} T)

AF8] A 714 (social value)= AFE|AIZOl gk AgtolA FkE
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2.6.2. A7 EE=Z
7HA(value)y=  ABIAFE] 71 ARL S-S
An|ARe] zpopdd G fl8 ol gE=
 ATHFeather, 1975). AFHE2 ERQIClAl 24419 A7), =7,
B T3 22 i ARE RHoF1 A2 &7 Ayl
(Kelly et al, 1996), 7}2] Q= Ab3|d Exns gAdshr] 9js
oz AAlS XHskA w7 Sth(Dominick, 1999).
SNS/gellAl Apalo] Zemlshe H &
AolA 2441 AHE BT AL S50, Hil=
3 Ao B 58 & Edsaa ke IR
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A Study on the Effects of Lifestyle and Self-Expression Desire on
Vegan Cosmetics Purchase Intention: Focusing on the Mediating
Effect of Social Value

Kim Jung-In*
Chul-Moo Heo™

Abstract

For a while, Functional cosmetics, Cosmeceutical cosmetics, and Derma cosmetics have gained trust and become popular due to the
consumers’ strong interest in ingredients & efficacy. It’s remarkable that Clean or Vegan brands are growing fast because they are
emphasizing on different values from the other cosmetic brands. It’s needed to attempt to analyze the influence relationship between
consumer lifestyle and social value in these changes, and to find out whether the consumption of vegan cosmetics is related to satisfying
the need for self-expression in a social atmosphere where ESG is emphasized on.

This study analyzed the effect of lifestyle types and self-expression needs on the purchase intention of vegan cosmetics by mediating
social values for cosmetics consumers. Lifestyle types were classified into appearance-oriented, health-oriented, and fashion-oriented. For
empirical analysis, 321 questionnaires collected from cosmetics consumers living across the country were used. SPSS v26.0 and
PROCESS macro v4.2 were used to analyze based on a single mediating model as a single mediator. As a result of the analysis, first,
lifestyle types and self-expression needs, excluding appearance-oriented types, were found to have a positive (+) effect on social values.
Second, it was found that social value had a positive (+) significant effect on the purchase intention of vegan cosmetics. Third,
appearance-oriented, health-oriented, trend-seeking lifestyle types and self-expression needs were all found to have a positive (+) effect on
the purchase intention of vegan cosmetics. Fourth, social values were found to mediate lifestyle types, self-expression needs, and purchase
intentions, except for appearance-oriented types. Appearance-oriented consumers do not directly affect social values but affect purchase
intentions, suggesting that appearance-oriented consumers may not be significantly affected by product-related social values. In a
comparison of the relative influence size using standardization coefficients, self-expression needs had the greatest impact on the purchase
intention of vegan cosmetics when mediating social values, and health-oriented ones had the least impact. The academic implications of
this study include contributing to consumer behavior research by providing insights, mediation mechanisms, and consideration of the niche
consumer sector, and directing further research into the cosmetics industry beyond forming marketing strategies and sustainable business

practices.
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