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ABSTRACT

The purpose of this research is consumer group classification according to the level of environmental aware-
ness, the clanfication of emotional preferences in terms of image, tone, and material, and purchase behavior of
eco-friendly cosmetics. An online survey was completed by a total of 311 women in their 20’s - 50’s residing
in Seoul and the Seoul Metropolitan Area. Cluster Analysis resulted in three groups: (1) Active eco-friendly
consumers with high environmental awareness, knowledge, and attitude; (2) Lco-friendly conscious consumers
with high awareness but low knowledge and attitude; (3) Passive eco-friendly consumers with low awareness,
knowledge, and attitude. One-way ANOVA results presented that active eco-friendly consumers’ motivation to
purchase eco-friendly cosmetics is meaningfully correlated with environmental friendliness and skin safety. All
three groups displayed similarity regarding preferred emotional image and color for eco-friendly cosmetics.
Based on the survey, eco-friendly cosmetics package designs were developed to target consumers with high
ecofriendly awareness using Centella Asiatica Fxtract, which 1s known for its highly effective anti-aging

properties.

Key words: eco-friendly conscious consumer(X13+7 48] 2}, eco-friendly cosmetics(Z1 373 3}4-F),
emotional image(7H43 ] 7] A]), package design(® 71A] TIA}Ql), purchasing behavior(7-m % 71)
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{Table 1> Factor Analysis of Eco-friendly Consciousness

oFE FAEd WES By BATA 0 B
Y3k AN, Jeln FAR AR ADF AF AHE
% 2e PEA BEE ol FolH o] WEA A4
3 oHER Puads 29 204E At
A4 Q% AAFA BLA, Teln 1A
FoAs @l BE BeAS ANskE WE
o2 F2 AN ABP) hF A0z 3Y
stk 20l 19 AWHE 3748%, AFEE A

A Ee AE8S aAlg7t 8212 UEs

g AEd o4 2905 el K-Ha
THEAS AAG 43 A FJHe® A&
5 o] 29l 13 28] HFAE v

32
=
N
=

. Fact . Di i Cronbach’
Factor Variable loaiicinogrs Eigenvalue 1si3§/0r§10n ro?aa)c S
I tend to purchase products with eco-friendly
. 0.771
labels even if more costly.
I try to use eco-friendly products as daily products.| 0.762
Currently I know more about environmental .
. 0.730
issues more than the average.
I am highly interested in environmental issues 0.724
Environmental |and know quite a lot about them. ’
knowledge & |1 am willing to donate monetarily to help improve 5.247 37.482 .849
: . 0.653
attitude the environment.
I tend to avoid purchasing products from companies
that hurt the environment, even if it makes me 0.625
more inconvenient.
I know well how to recycle resources. 0.607
I believe that pollution taxes will help resolve 0.589
pollution problems, e
Controlled use of resources are necessary because
. . 0.821
there is a limited natural resources for humans to use.
Environmental disasters occur undoubtly when
. . 0.756
humanity harms the environment.
Environmental |If all 'enV1r0nmen.ta1 trends stay as is, we will soon 0.753 2110 15.069 821
awareness experience ecological catastrophy.
Humans always have to live in harmony with the 0.743
nature. o
All consumers must be aware of the environment 0.624
effects of their consumed products. ’
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(Table 2> Classification of Groups Based on Eco-friendly

Consciousness

group
category (G gzltlli),le (B CGoiizii dly éﬁ;ﬁi F significgpce
. . . probability
eco-friendly conscious eco-friendly
consumers) consumers) consumers)
knowledg & attitude 4.057 3.131 3.262 66.12 00
perception 4.664 4.480 3.646 92.25 0
# of cases 139 99 73

significance level ***p(001

A3} (Table 2)914 He uie} o] Ykl A4 34 AFE TS dAHFEHE Fall v
I = Q90 4057, 94 29 46642 EF w3 AFe (Table 3> 2o A4 134 &
ol 'AFH AW 24T FPSHAL, W vAE ARG AFE B BAS AL
W= A BT 291 3131, 914 29 44802 TAGAE, AFUEZEY 471X FYollA thE
2 A4S s BEFAE g e v A4 % Aus 4% Aolg B A P9 mF
o A vent A8 G4% AuAE gEs A8 B dsted BUR BB B 5
Atk A3 A3 " 291 3262, U 29 &g B AL F5EF vheih
364602 A3 Bk, Q124 BT HFA7F Yo} 2873 FE A1 FAH8R1E 4719
23F 28 AvAE HEsiad, 2 239 3 Wl 2] 2 (varimax) 317 WAl &g 2%
Aolz 8 wE AR WA Aol BE NS AN A3 A A Loz TAHUL
=2 AF4 :8A v B Bk (Table 49} Zth 8911& o]F&= EgE9 Y&
& G7Isk A, g% A UA), 2EY 2 5
2. 2lEd SINE ToiE vl A 1RAS e Aeld el o8 ool
b= A s77E EyEs
s b= ; -
AR A4 gl we S A A A Qu2dlAE AR T4 AU
{Table 3> Comparison of Purchasing Behavior among 3 groups
¢ Gl G2 G3 o significance
category (N =139) (N=99) (N=73) probability
vt 4.2662 3.7374 3.5890 15515 00+
b a a
period of use 3.1223 2.9091 2.9452 6.852 00%*
b a a
buy'mg 3.0719 2.7475 2.8219 13715 0
experience b a a
satisfaction 3'8533 3'5;52 3'6575 8.078 00%**

significance level **p<.01, ***p<.001
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(Table 4 Factor Analysis of Purchase Motivation of Eco-friendly Cosmetics

F Di i bach’
Factor Variable loazcig:s Eigenvalue 18?06/;?1011 Cro?aa)c S
I purchase eco-friendly cosmetics for their scent
0.730
and colors.
Emgtlopal I purchase ect'rfrlendly co§metlcs for the designs 0.800 9928 99,977 759
motivation |of their container and boxing.
I purchase eco-friendly cosmetics to relieve stress
. 0.815
or to lighten up.
I purchase eco-friendly cosmetics because they
0.625
are good for my health.
Eco-friendly cosmetics look better when their
packaging is more simple or unique than that of 0.655
Eco- regular products.
friendliness | When purchasing eco-friendly cosmetics, I value
1.877 18.772 674
& whether they truly have eco-friendly effects in 0.741
skin safety |materials or manufacturing procedures.
When purchasing eco-friendly cosmetics, I value 0.583
whether it has fitting effects for my skin type. o
When purchasing eco-friendly cosmetics, I value
. . 0.669
skin safety over price.
Brand reputation is important in eco-friendly 0735
cosmetics. ’
Brand : : : 1.040 10.404 560
reputation | When purchasing eco-friendly cosmetics, I prefer
0.761
well-known brands.
EARE ¥ wdEFS JF S IEE) wakah 8 1239 AWy 77 29.28%,
T TYOE pAEH #FHAsA] E IFE dA 18.77%, 1040%5 JEMNAL AZEEs IAENS
A ZE7'7 ®uEgdnt Q013 s Bt mA aAlF7F 560~.7520 2 ThA @Al YEebgth
3 #2 99 HAC olg § HASE F2A AR 9N%F] B A AW HHoE
Se BUEE PAHCl BAS 34 B/w W A8 $4F E1E Mwss) sl Q9w
{Table 5 Comparison of Purchase Motivation of 3 groups by ANOVA
categor Gl G2 G3 I3 significance
oLV (N=139) (N=99) (N=73) probability
emotional motivation 29592 24714 2.9635 15.255 00%**
b a b
environmental friendlyness & 4.1640 3.8485 3.6000 .
. L 39.111 00***
skin safety motivation ¢ b a
3.2374 2.7929 3.1438 -
brand reputation motivation b a b 12.811 00

significance level ***p(,001
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FEA3% Duncan AHFHSS A3 23 (Table Fde Btk Al Ad BE Adske Aol
Sellr Bz mheh 3Fol Al HeE oJr|gle Abo] Aze AQHY, MRe, AT, T
= Balth A s 893 HAE 54 stet, Aoy, s, ssie v 3%
Ll A4 384 2t 254 187 Aoz w7 dEt doshke #AovAREE
2P He GJugls Aoz flaL o] e s, AdH Y, iRsd, et
of vla) 134 A4F AW oA B Hd Ao, AAdsY, dEstt Y] =M E w7
< UERidH #8185 Rk 2l Uepsth F5E A2 A A 2F A8 5%
Al Fdatelddl ol zrol7t AL H=4 2 Foll thell AAAQ olmAE 7P wA AdsA
74 2FAHGL), A8A AAY 2PARHG2). 25 AR 7P g2 Adzse olviAE AR o
A RS VARG wo2 Hwel =dH vA s Aolth, avAES A4 ouAE 7t
= @775 3 IR 2o A Al HEe & AzSAT o)k I AAH oL AR =
TR ApolE Halth Z3ln] okg el olu|x] & thekdl o|n| X = &
Azstin
3. M=st= ZJO|0fA| H|
4. Msst= AMif Hlm
A7 22 Ay A8 EFl o

Adse AAolmA g daste AAdolv A9 A apj At &7 sHEEel sl Adsh=
olg &7 S8 WEES Ttk 9 % e e B AEdA AF 25 3% =T F
s AAolMAE =7 22 £XHE T A% o] 571A] Agol & 862%% WERfol & A
siA Wt A (Table 6)% 7o) vl AR Me ol 57kA19 At FAA 55 (A4, o

(Table 6> Comparison of Associated and Preferred Emotional Images of Eco-friendly Cosmetics among Eco-friendly

Consumers
consumer Active eco-friendly Eco-friendly conscious Passive eco-friendly
type (N=139) (N=99) (N=73)
associated preferred associated preferred associated preferred
1 natural healthy natural healthy natural healthy
freq.(%) 81(26.0) 71(22.8) 63(20.3) 63(20.3) 35(11.3) 40(12.9)
2 clean natural healthy natural healthy natural
54(17.4) 64(20.6) 50(16.1) 56(18.0) 35(11.3) 34(10.9)
3 healthy clean clean stable clean stable
52(16.7) 59(19.0) 34(10.9) 39(12.5) 27(8.7) 26(8.4)
4 pure stable pure clean fresh pure
48(15.4) 54(17.4) 29(9.3) 38(12.2) 19(6.1) 25(8.0)
5 stable pure stable pure pure clean
40(12.9) 44(14.1) 27(8.7) 25(8.0) 18(5.8) 21(6.8)
6 fresh fresh fresh fresh stable refreshing
36(11.6) 26(8.4) 20(6.4) 14(4.5) 16(5.1) 11(3.5)
7 refreshing refreshing refreshing refreshing refreshing fresh
20(6.4) 12(3.9) 15(4.8) 10(3.2) 11(3.5) 10(3.2)
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(Table 7> Comparison of Preferred Hues of Eco-friendly Cosmetics among 3 groups

Freq. (%)
Gl G2 G3
SRR (N=139) (N=99) (N=73) total
yellow 2(0.6) 1(0.3) 1(0.3) 4(1.3)
orange 2(0.6) 1(0.3) 3(1.0) 6(1.9)
chro-matic vellow grean 62(19.9) 37(11.9) 24(7.7) 123(39.5)
color green 66(21.2) 57(18.3) 43(13.8) 166(53.4)
blue 7(2.3) 3(1.0) 2(0.6) 12(3.9)
sub total 139(44.7) 99(31.8) 73(23.5) 311(100)
white 86(27.7) 62(19.9) 33(10.6) 181(58.2)
light gray 41(13.2) 29(9.3) 24(7.7) 94(30.2)
achro-matic gray 10(3.2) 5(1.6) 11(3.5) 26(8.4)
color dark gray 1(0.3) 2(0.9) 3(1.0) 6(1.9)
black 1(0.3) 1(0.3) 2(0.6) 4(1.3)
sub total 139(44.7) 99(31.8) 73(23.5) 311(100)
g A, T3, o} T2 A AA)E AHSEHA A X387 AHAE OE F H]&] A5
o}, (Table 7)ellA B vpe} o] MA Hek sl gt 37t =4 veEth Al J9 F5H2
A X187 sdE e fAAe 25(54%) 3% = 7| Rst et Hakie]E olm A FA
AF(395%) =2 FAME AM(582%)F 4 I FEyE oluA 9 ‘g o] 2 18T
g A (302%) S = A3 E EAY A olH| A & < % F A
{Table 8> Comparison of Preferred Tones of Eco-friendly Cosmetics among 3 groups
Freq. (%)
G1 G2 G3
RO (N=139) (N=99) (N=73) total
light 37(11.9) 20(6.4) 12(3.9) 69(22.2)
soft 65(20.9) 40(12.9) 42(13.5) 147(47.3)
vivid 23(7.4) 28(9.0) 15(4.8) 66(21.2)
yellow
deep 9(2.9) 7(2.3) 2(0.6) 18(5.8)
dark 5(1.6) 4(1.3) 2(0.6) 11(3.5)
sub total 139(44.7) 99(31.8) 73(23.5) 311(100)
light 53(17.0) 39(12.5) 29(9.3) 121(38.9)
soft 46(14.8) 24(7.7) 28(9.0) 98(31.5)
vivid 29(9.3) 27(8.7) 10(3.2) 66(21.2)
oranee deep 6(19) 8(26) 2(0.6) 16(5.1)
dark 5(1.6) 1(0.3) 4(1.3) 10(3.2)
sub total 139(44.7) 99(31.8) 73(23.5) 311(100)

94 —
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Gl G2 G3
RO (N=139) (N=99) (N=73) fotal
light 13(4.2) 6(1.9) 8(2.6) 27(8.7)
soft 49(15.8) 22(7.1) 27(8.7) 98(31.5)
yellow vivid 58(18.6) 49(15.8) 25(8.0) 132(42.4)
green deep 18(5.8) 19(6.1) 11(3.5) 48(15.4)
dark 1(0.3) 3(1.0) 2(0.6) 6(1.9)
sub tota 139(44.7) 99(31.8) 73(23.5) 311(100)
light 26(8.4) 10(3.2) 10(3.2) 46(14.8)
soft 53(17.0) 39(12.5) 29(9.3) 121(38.9)
vivid 43(15.4) 43(13.8) 27(8.7) 118(37.9)
green deep 6(1.9) 5(16) 4(13) 15(4.8)
dark 6(1.9) 2(0.6) 3(1.0) 11(3.5)
sub total 139(44.7) 99(31.8) 73(23.5) 311(100)
light 41(13.2) 29(9.3) 20(6.4) 90(28.9)
soft 56(18.0) 45(14.5) 37(11.9) 138(44.4)
blue vivid 36(11.6) 24(7.7) 14(4.5) 74(23.8)
deep 5(1.6) 1(0.3) 0(0.0) 6(1.9)
dark 1(0.3) 0(0.0) 2(0.6) 3(1.0)
sub total 139(44.7) 99(31.8) 73(23.5) 311(100)
AZE PCCS MAAE #3 27 A8 5. ZH&oil cHgt elAl Hlm
QM AZE W Fol Aaly W Hre
MR, A, O|FE b ERE o] 87 SE A7 S AL A d
NS WELS Fod meg Ang sy o1 A HTE AR AR el 971 A
Fol ol Mzele Axe Agel meh amy 0 U SEE weAs Afet w2
anAbe) A7 AR5 et tha Jo|E B CCP, AZZE(craft)A, S5&A 3F& A9t
STk (Table 8)7 (Table DA 1z vpe} o] o Aol 7he AAL wlehan 2 A4, A9
SHA A AAE B A Qe R asm o C o he AR S ‘M sk
o Aze BEYy ead Az, Age Mzd  cew ol vlassETabe
ge d5Es} Egbh, deu AaEE 7 Az A ARRAH i J”” oA g =
o Yo HEEE ga HolZ By watw 3 T AlAo] 7t AFA'R CCP MA(476%), A}
4o q 4u me ey saa Ars we | EEG%). SFAAMsN #Az A4
MBSy EnAe asw we g ncgw ST THRL AL A AN §AR A4
esd Azs Azan Age sgu ame B CCPG37%). ARZEEEX). L3R
228 02 Ay vd 9@ Az gg 100 AHEAE Bl w8
Matot s Sa 2 AANTE AR A AR BF ArEgA
2 714 w7 Azalt CCP ARE TRl o
& Beo] 9T ARG AL Fol B HELE
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{Table 9> Comparison of Preferred Tones of Eco-friendly Cosmetics among 3 groups
®% [ pele & ght yelow 20% [~ pee & lghtorange
soft & light grayish vellow 5 |11 soft & light grayish orange
65 51
; vivid & strong yellow [l vivid & strong orange
o F
X deep & dull yellow 15% 16 1l deep & dull orange
B vk & dark grayish yellow 1 dark & dark grayish orange
15% [~ 12
40
# 10%
10% [ 2
23
20
15 5%
5% [~ 12
7,
-4 2 2
positive eco~friendly consumer eco~friendly conscious consumer  passive ecofriendly consumer 0% positive eco=friendly consumer ecofriendly conscious consumer  passive eco~friendly consumer
20% [~ pale & light green 20% [~ & pele & light vellowish green
5 0 soft & light gravish green soft & liht grayish yelowish green
5
1 vivid & strong green 9 & 110 vivid & strong yellowish green
L I deep & dull green = I deep & dull yelowish green
15% 15%
I cirk & dark grayish green 1B ciark & dark grayish vellowish green
10% [~ 10% [~ %
21
25
22
18 19
5% 5% [~ 13
11
. 8
5
b 2

1

0 positive eco~friendly consumer eco~friendly conscious consumer  passive eco~friendly consumer positive eco=friendly consumer ~ eco~friendly conscious consumer ~ passive eco=friendly consumer
20% [~ ‘pale & light blue
56 110 soft & light grayish blue
1l vivid & strong blue
i |- [l ceep & dull blue
15%
1 ciark & dark grayish blie
10%
5%
positive eco=friendly consumer eco~friendly conscious consumer  passive eco~friendly consumer
TR ARE A gel ASHI Atk A% AL 9E 434 184 2045 EAE A
¥ Aol WY 434 A8 2¥A So| AP L o|nAE AsE AGEEAE olgad 2
A oA auA A 234 A8 AuAS B4 $AFE WA GAUAAL e Qo)
Hal 3744 A BEel skl ol EdkTh A WAYS & &tk
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(Table 10> Comparison of Perception of Eco-friendly Cosmetics Package Box Paper among 3 Groups

Freq. (%)
categor €L L & total
atesory (N=139) (N=99) (N=73) oL
118
craft 51(16.4) 44(14.1) 23(74) (379)
148
CCP 65(20.9) 45(14.5) 38(12.2) 476)
eye-catching 4;
silver-coated 23(7.4) 10(3.2) 12(3.9) (14‘)5)
311
total 139(44.7) 99(31.8) 73(235) (100)
113
craft 50(16.1) 41(13.2) 22(7.1) (36.3)
o 167
CCP 75(24.1) 49(15.8) 43(13.8) (537}
like to buy %1
silver-coated 14(4.5) 9(2.9) 8(2.6) (1‘0 0)
311
total 139(44.7) 99(31.8) 73(235) (100)
oraft 89(28.6) 75(24.1) 12(135) (6222)
87
, CCP 40(12.9) 21(6.8) 26(8.4)
eco-friendly (28.0)
|
appea silver-coated 10(32) 3(1.0) 5(1.6) (;2)
311
total 139(44.7) 99(31.8) 73(23.5) (100)

6. XIEtZ SIAZE 7| K| C|XFol JHgt 52 3ty Centella Asiatica Extracto]v gk
N o A0 2= water hyssopl & &&A Q. AA A
At Ade) IEadE BASE AEN A oo wslee grE TRl dow,

AL QB2 ARE WA AAA H2 D o omen om Aa Assel B0 4

- REAS ALY - - ) B

21 st H7)A w2 YAl ey AL NARLo] HolUy A FEHES 38

= 1o R [e) o bl

o FAREZ A A3 g o] AA |

oAE A s md= 0 A8 WL gz spagels gust 3Eel AL

Ve A 0 )

LUS AR W B AAL TS AT g sange qsgey muz ugw g

< =) =)

ASH EAS Sg s AE EH7E el ARE ATE 444D F 9)

J, A FAE X477 gE FJE gy

D &4d4s nad= v 3 B Me] £8e FTHLee et al, 2019). ¥

AN sHFEe] FAE 2AE WEFEES 7Aooz g &7)xol} AL 284 A

ARl HEFSEL AR AFIH YT Zo g ATE7} ZelE 20U 98 mE
(Gotu kola extract)] ¥} A FZ&3 ¢
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{Fig. 1) Gotu Kola Extract of India
(Richb7, 2020)

AR olE& S&3t9 "wid 7k (Madecas) "2
T B@EEgtt Bat Yds o8 A AAE

2) e 2 oAk e
A3 Akl wake Aelsh (Table 11
3 7o,

g(/b/é;( lecass

Edwardian Script ITC

MADECAS

‘Garamond Bold

MADECAS

Franklin Gothic Heavy

Impact Regular

{Fig. 2> Typography of Brand Name Madecas

O W F I5oE vrol tarls g
th 251 A54 21874 2HAE 3187 st
Foll g A4 AIH A, TRV 22
o) FlE/IEA XA FH AFARE FLA
Ao 2§2E N84 gAY LvAELS
SAE AEAYS VHEEE Thh B Holt
Al gk Q143 e w Holrh dF
= B2 A9 AFeE 20~40 JPEZA
Fat= olmAE A7kt AAAHT A RS
AEF ddvE Frste avAEeIt 7%
$E T A2 A9E AEEAY R

{Table 11> Design Elements of Madecas Eco-friendly Cosmetics Brand

%

o

S A S N A )

Lo R

object active eco-friendly consumer eco-friendly concious consumer
product essence & cream
material Centella Asiatica Extract
image healthy, natural, clean, pure, fresh, simple
paper craft CCP
Main . C 35%, M 40%, Y 60%, K 0% Main C10%, M 15%, Y 30%, K 0%
. C 45%, M 20%, Y 100%, K 0%
color Sub . C 10%, M 65%, Y 100%, K 10% Sub
. C 80%, M 50%, Y 100%, K 0%
Point . C 75%, M 100%, Y 100%, K 70% Point . C 10%, M 10%, Y 20%, K 40%
. . harmony of mature beauty and modernity, use simple and clean, pure image
design image
letter only use Madecas logo
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A2 FHg

@ M 25 134 IF 2v EF 187 4A
2 A0 AR 25 Wi A= #3%h ©]

T AAES 25 133 sPFE H71A gAd
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287 91do] W =2 IF 15 siME w4y
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= I% 13 2 BEF Asr =99 Ry 92
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@ AA: Igo wet FHE HEA St 2
27 9o & IF 12 daXE 184 A2
2 M A3t 2393 AdvE 1A A
I3t ATPYZELAE ARSI IF 28 HalMe
=}l § dukH Qo] FA A

Madecas belives that
you are a part of nature:

MADECAS

Madecas belives that
you are a part of nature

{Fig. 3> DesignA for Groupl

gt

D B T4 2 A

o

rown, orange colors TH|Z o 2
ARgsle] AbEe G35 FIA SR o9 g
7 2T FgMo g AP ZANE HASH 77
StHAME EE9dE oHAE FF3Ath
CA9IB: FAGPZELAof Eo]E T E T8
o Hale g A9 A4l medium browns
WA 2 2, dark brown¥ orange colors 7FZA o
2 AR RS AR QA J|EtE
AHEte] AARE FESHAE RES Y AES

N5E R B o4 ARS wS

C=
=

@ ZF2: MRS wst A onA|
CARIA:D CCPEAS ARGt 8RS A%

{Fig. 4> DesignB for Group2
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