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Abstract : This study attempted to investigate the mediating effects of brand authenticity in the
influence of Purchasing tendency on brand loyalty by greenwashing in eco—friendly cosmetics with a
goal of making a contribution to the growth and development of eco—friendly cosmetics industry. This
study attempted to investigate the mediating effects of brand authenticity in the influence of
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Purchasing tendency on brand loyalty by greenwashing in eco—friendly cosmetics with a goal of
making a contribution to the growth and development of eco—friendly cosmetics industry. As for the
research method, a survey was conducted on women in their 20s and 40s using eco—friendly
cosmetics, and the final 836 copies of data were analyzed with the SPSS WIN 20.0 statistical program.
The results found the followings: awareness of greenwashing had an influence on purchasing tendency,
brand authenticity and brand loyalty. purchasing tendency revealed an influence on brand authenticity
and brand loyalty. And brand authenticity influenced brand loyalty, brand authenticity showed a
mediating effect in relationships between purchasing tendency and brand loyalty. Therefore, we hope
that it will help consumers make a rational buying decision and develop the eco—friendly cosmetics
industry.

Keywords  Greenwashing, Purchasing Tendency, Brand Authenticity, Brand Loyalty,
Eco—triendly Cosmetics
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o, stEe sty A/ EY 68.7%, A
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Division Selection N (%)
20s 285 (34.1)
Age 30s 358 (42.8)
40s 193 (23.1)
) Single 519 62.1)
Marital status
Married 317 (37.9)
High school graduation 49 (5.9
. Junior college graduate (enrollment) 138 (16.5)
Academic background

University graduation (enrollment) 574 (68.7)
Graduation from graduate school (enrollment) 75 9.0)
Student 126 (15.1)
Office job 324 (38.8)
Service job 130 (15.6)

Job o
Specialized job 124 (14.8)
Self-employment/Sales 49 (5.9
Housewife 83 9.9
Less than 2 million won 219 (26.2)
. Less than 2 to 3 million won 299 (35.8)

Average monthly income o

Less than 3 to 4.5 million won 188 (22.5)
More than 5 million won 130 (15.6)
Total 836 (100.0)
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Table 2. Correlation analysis of each variable

Fetors M Gzevir:;\;ilsng Purchasing tendency Brand authenticity Brand loyalty
A B C D E F G H I ]

A 3.56 1

B 393 5327 1

C 3.85 .199 2917 1

D 3.82 2097 2977 61177 1

E 3.81 23277 2757 51277 5487 1

F 3.97 2087 33577 47877 4777 4477 1

G 3.82 2267 23377 50877 49177 5387 3847 1

H 3.83 22577 23377 42477 45377 46477 3637 6657 1

I 349 078" -.009 .348"7 35977 3977 2647 4797 4817 1

*x * * *x *x P’ ] ] o

] 3771 2100 132 525 481 5700 367 641 659 614 1

**p<0.05, **p<0.01, M: mean, A: Concept awareness, B: Risk awareness, C: Efficacy tendency,
D: Safety tendency, E: Ethical tendency, F: Cost tendency, G: Brand genuineness, H: Brand
consistency, I: Brand originality, J: Brand loyalty.

EHSLE JFYA] elxlog HAsIY =

A AFgsSHg o, ATE Table 39 4
7 ws 7 olARATEAS BEW A o 2R 4ol weAFe] vlAle
Table 29t Zh HIEAFM=3.97)°] 7} &  F F=39.8862= {om|5Al UrERITHpC
BgoR vepton fled AAM=393), &5 0.00). s A4 #=02502 weAel 4

H

AFM=3.85), BHE APAHM=3.83), BHE (N FF= mHeH, ol s 4ol ot
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HE S IM=3.49) o2 Yepd, JaAs FF2 F=42038%2 FvsSHA  HERETH(pC
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O
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Table 3. The effects of Greenwashing awareness on the purchase tendency of eco—friendly cosmetics

Independent Dependent B p . Durbin—
variable variable Watson
(Constant) . 2.809 119 23.644 .000
Concept awareness LAY gu5 029 061 1.561 119 1.960
tendency
Risk awareness 224 .034 .259 6.616  .000***
Adj—-R* =0.085, F=39.886, p=0.000
(Constant) 2.654 129 20.510 .000
Concept awareness e .058 031 072 1.843 066 1.784
tendency
Risk awareness 244 .037 .258 6.626  .000***
Adj-R* =0.089, F=42.038, p=0.000
(Constant) ‘ 2.720 126 21.635 .000
Concept awareness _Lrical 092 030 119 3050 .002** 1811
tendency
Risk awareness 194 .036 212 5.407  .000***
Adj—-R* =0.084, F=39.101, p=0.000
(Constant) 2.793 118 23.740 .000
Concept awareness Cost .030 028 041 1.066 287 1.992
tendency
Risk awareness 272 .034 313 8.121  .000***
Adj-R* =0.111, F=53.203, p=0.000
%5001, *** p<0.001
et oHdE e sheladldl asAe, A FFe mFeH, o= Asid A, A
FAZRE, HEAFE oA, s 1A, A g Qo] EodaE HHE A¥ARE A &
g Qo] moRdasE FYAFF AAl A UE otdg ou|gtH(p<0.001). THYA QlAo] B
Wk T 534 rAe 9FE F=4.065= {215t
Al HebgtH(p<0.001). 7Hd <14 #=0.11622
3.3.2. 2994 4ol BHE ARG ulA]= Hefle 5340 A+ FFe nzleH, o=
L Mg 1Ao] Fobdas HAE AR A
= A7+ TEHHESE BHE AAYY, =99 Eobdg 9u|gt(p<0.01). wehx] 2L <
TE ™A dAer At ohEEHEA 219] shelaclel fisiAd <14, id ¢1Ale] ot
S AMgEtgon, AE Table 40 Yehfich A45 BE A4 sh9]aidl BaE 14
94 Qo] HYE A mR]= k2 g, BT AT Eobx|al, Jig Q14lo] ot
F=30.7112 foJu|stA] Uebdth(p<0.001). S1sh s Bie 23AAE QA =4 dEwh

A Al £=0.157, Mg <A £=0.14282 BA=
A A+ dFE vHoH, o= $si4
A4, JiE Q1lo] FopdaE HYfE AL
AA] Zobd-& oH|FTH(p<0.001). 1A HA <14
o] HRE Ay mAle F¥F2 F=30.727=
FolulstA YeRGtH(p<0.001). A <14 4
=0.158, 7id <14 £=0.1412 H|A: Ay

—t— =

A B
A4, Ay, 544
Ao Ueht 2 dTel
st
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Table 4. The effects of Greenwashing awareness on Brand authenticity

Independent Dependent Durbin—
variable variable B SE s t Watson
(Constant) 2.987 .110 27.079 .000
Concept awareness Brand 096 027 142 3596 .000*** 2,037
genuineness
Risk awareness 125 .031 157 3.984  .000***
Adj-R* =0.066, F=30.711, p=0.000
(Constant) 2.944 117 25.079 .000
Concept awareness Brand 101 028 141 3569 .000***  1.868
consistency
Risk awareness 134 .033 158 4,012  .000***
Adj-R*  =0.066, F=30.727, p=0.000
(Constant) 3.418 144 23.803 .000
Concept awareness Brand 098  .035 116 2840  .005**  1.993
originality
Risk awareness -.071 .041 -.070  -1.727 .084
Adj-R* =0.007, F=4.065, p=0.018
% 500,01, ***p<0.001
Table 5. The effects of Greenwashing awareness on Brand loyalty
Independent Dependent Durbin—
variable variable B SE 4 t Watson
(Constant) 3.119 119 26.179 .000
Concept awareness Eryi?i 140 029 195 4872 .000***  1.909
Risk awareness .024 .034 .028 708 479
Adj-R* =0.042, F=19.455, p=0.000
*#* p{0.001
3.3.3. 2994 Qo] BRE Sk mA]= TFoAE HeiEol T A" EF Q1A
F T A Fo2AY Od nA" EF Q14
2 A7+ TEHHUSE BIE AR, =YW [lo] Fujelro] H(+)9 FFE HA= AL
TE ™A dAer HAste thEEHEA 2 Uehgten, Leot Gongl[2]9] dAFoAE 1
S Argeton, HAIHE Table 50 Yepfict d9de] I BHE FALC JFES mA=
a9 Q14 AL HA= FF ZAog yeht & Aot fARE At yER

F=19.4552  fojulsiAl  eRGTH(p<0.001). =3
Durbin—watson< 1.909=2 Zze] =4S utE

SHAl YRt 7 14 £=0.1952 Bt & 3.4, ZEA SEHE FojMSo] He FHM,
Ao H(+)] FFE mHon, ol g 14 = =

o] Fopd4E HACD FAR oA EFolHE 9
u|3eH(p<0.001). Song S[29]19] Qo)A 1™
HAd HEE HY AS AHRRS] oo o Hx]= 9%
e mxe Aoz eI, Kwak S5[8]9] 4
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Table 6. The Effects of purchase tendency of eco—friendly cosmetics on Brand authenticity

Tonble e B4 Waen
(Constant) 1.269 .120 10.571 .000
Efficacy tendency .207 .034 225 6.152  .000***
Safety tendency geniriiréiess 128 031 152 4051 .000%** 2045
Ethical tendency .270 .030 311 9.010  .000***
Cost tendency .060 .030 .065 1.981 .048*
Adj-R* =0.378, F=128.041, p=0.000
(Constant) 1.426 137 10.440 .000
Efficacy tendency 132 .038 135 3.442  .001***
Safety tendency Cofsrfs‘?eicy 169 036 188 4703 .000***  1.890
Ethical tendency .230 .034 .248 6.733  .000***
Cost tendency .096 .034 .098 2.796  .005**
Adj-R* =0.290, F=86.212, p=0.000
(Constant) 1.221 173 7.071 .000
Efficacy tendency .146 .048 126 3.018  .003**
Safety tendency Orgi‘;i iy 142 045 134 3136 .002%*  2.056
Ethical tendency .270 .043 246 6.255 .000***
Cost tendency .034 .043 .030 795 A27
Adj-R* =0.344, F=146.717, p=0.000

*p¢0.05, **p<0.01, ***p<0.001

£ 37 FE AT eR HAsto] I

om, A= Table 6°f Vet
SPE Fuigdddel BHE A4
o p=128.0412 SoluaiA Lie
FrH(pd0.001). SBAF £=0311, F5AF 2
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Table 7. The Effects of purchase tendency of eco—friendly cosmetics on Brand loyalty

L A
(Constant) 964 125 7.688 .000
Efficacy tendency 252 .035 257 7.163  .000***
Safety tendency llzryi?g .099 033 110 3.016  .003**  1.992
Ethical tendency .339 .031 .366 10.829  .000***
Cost tendency .027 .031 .028 .868 .386

Adj-R*  =0.404, F=142.567, p=0.000

** 50,01, *** p<0.001

Table 8. The Effects of Brand authenticity on Brand loyalty

Independent Dependent Durbin-
variable variable B SE s t P Watson
(Constant) 408 .099 4.104 .000
Brand genuineness Brand .288 .033 .270 8.776  .000*** 1963
Brand consistency loyalty 321 031 320 10.403  .000*** '
Brand originality 279 .022 .331 12.636  .000***
Adj-R* =0.586, F=394.534, p=0.000
% p<0.001
ol AFE 2 4 om, AES FulstEe QrH34, 35]. Choilll]e] Atelld= AHAF A
AHZE oof FAAQ JFe mxltta Hilst AR 89 & ArdEeF A HioledbdE
ATH33]. AHPF] FFS A= AR YEAL, Lee
S[361¢] AFlAE 2BgFS] 2l F 7164
342 J¥H PFgE FidPel BRE F4 TR0 woHdas AHegE 74 o=, A+
Lo mX= ¥ o o=t ZofAlE Alm uehgth EJE Lee
2 d3e TEUSE BEHE AR, 99 °F You[37]9] AFollM= AnBlAre] Adefe] B
TE A E Fuidder AAste o5 Eo] FAL FoRt FFS AT Hilstod
A= AHgstR e, AyE Table 70 [38] & A7 Aot AR A2 HETh
Ehigict. 31973 sPdE el B 4
Lo mlAe e F=142.567= FonlsHAl W 3.5, HHc ZIFYo| HAME FSHzol O/X=
EFATHp<0.001). =2l AF  £=0.366, B&AIF g
£=0.257, AR £=0.11028 HA= FAH: 2 dAFE TEUSE B AR, =349
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Table 9. The mediating effect of Brand authenticity in the relationship between purchase tendency

eco—friendly cosmetics and Brand loyalty

atle e B E 8 Vet
(Constant) Brand 2065 .09 20937 .00
Efficacy tendency ~ authenticity 428 .025 .506 16.934 .000*** 2067
Adj-R* =0.255, F=286.754, p=0.000
(Constant) 1.731 113 15.373 .000
) Brand loyalty 2.026
Efficacy tendency 515 .029 525 17.820 .000***
Adj-R* =0.275, F=317.537, p=0.000
(Constant) 124 .102 1.220 223
Efficacy tendency  Brand loyalty — .181 .025 .185 7.396  .000***  1.998
Brand authenticity 778 .029 672 26.884 .000***
Adj-R* =0.611, F=657.526, p=0.000
Sobel test=14.432
%% 5(0.001
e Ay, Bl A4 o] Foldas HAle FAE] A+ FFe mFHy, BE A4
FAE AA] EoHE ou|RtH(p<0.001). AlE2 o] Heit FAZC] A(+)9] FFS vl FEu|
A AP Hxet Sz S HAH Marz delsglon a2 JFhe 4
HeE o] BHEE AEsh=d F83 & =0.525°141 £=0.1852 ZFAst3ch o2tA g
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Table 10. The mediating effect of Brand authenticity in the relationship between Safety

orientation and Brand loyalty

e e B SE 4 Watson
(Constant) Brand 2.185 089 24.478 000
Safety tendency ~ authenticity 400 .023 516 17.400  .000 1965
Adj-R* =0.265, F=302.768, p=0.000
(Constant) 2.063 .106 19.509 .000
Brand loyalty 1.926
Safety tendency 432 .027 481 15.849 .000***
Adj-R* =0.231, F=251.178, p=0.000
(Constant) 278 .100 2.771 .006
Safety tendency  Brand loyalty 105 .023 117 4552  .000*** 1,977

Brand authenticity 817

.030 706 27.471 .000***

Adj-R* =0.596, F=616.414, p=0.000

Sobel test=14.657

**% 1(0.001

= gol Pau Lt 3
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Table 11. The mediating effect of Brand authenticity in the relationship between ethical orientation and
Brand loyalty

e A
(Constant) Brand 2021 089 22640 000 051
Ethical tendency  authenticity 444 023 555 19.250  .000*** ’
Adj-R* =0.307, F=370.573, p=0.000
(Constant) 1.697 .102 16.644 .000
. Brand loyalty 1.938
Ethical tendency .529 .026 .570 20.054  .000***
Adj-R* =0.325, F=402.144, p=0.000
(Constant) 178 .098 1.828 .068
Ethical tendency  Brand loyalty — .195 .024 210 8.159  .000*** 1.949
Brand authenticity 752 .030 .649 25211  .000%***

Adj-R* =0.616, F=671.882, p=0.000
Sobel test=15.295

*#%%5(0.001

Table 12. The mediating effect of Brand authenticity in the relationship between Cost orientation and
Brand loyalty

Mt e B A
(Constant) Bran.d. 2.378 .108 22.099  .000 1940
Cost tendency authenticity 337 027 399 12570 .000%**
Adj-R* =0.158, F=158.016, p=0.000
(Constant) 2.291 126 18.133  .000
Brand loyalty 1.878
Cost tendency .358 .031 367 11.388 .000**
Adj-R* =0.134, F=129.695, p=0.000
(Constant) .263 .109 2.403 .016
Cost tendency  Brand loyalty .071 .024 .073 3.010 .003** 1.964
Brand authenticity .853 .028 737 30.502 .000***

Adj-R* =0.590, F=602.301, p=0.000
Sobel test=11.550

**5¢0.01, ***p<0.001
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