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Abstract : Amidst the rapid growth of the vegan cosmetics market, consumer orientation towards
environmental and ethical values has been intensifying. However, research on this subject remains
limited. This study delves into the relationship between consumer value perception, environmental
motivations, and perceived barriers influencing the purchase intentions of vegan cosmetics. Conducting
a PLS-SEM analysis on a sample of 300 women with experience using vegan cosmetics, it was
discerned that monetary value, social value, brand value, emotional value, quality value, and
environmental knowledge play significant roles in influencing purchase intentions. The moderating
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effect analysis highlighted image barriers and value barriers as crucial factors. Through
Importance—Performance Map Analysis, emotional value emerged as a pivotal element in strategizing

to strengthen the purchasing intentions for vegan cosmetics. This research contributes both
theoretically and practically to enhancing the competitive edge of the vegan cosmetics market and

promoting sustainable consumption behavior.
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Table 1. Demographic Characteristics of the Sample

ofl
Hr
1
(o)

Characteristics Frequency %

Male 0 0.0
Gender Female 300 100.0
20-29 years old 75 25.0

Age 30-39 years old 75 25.0
40-49 years old 75 25.0

50-59 years old 75 25.0

Less than high school graduation 2 0.7

High school graduation 40 13.3

Vocational college (enrolled) 0 0.0

Education Vocational college (graduated) 54 18.0
University (enrolled) 11 3.7

University (graduated) 165 55.0

Graduate school (enrolled/graduated) 28 9.3

. Single 147 49.0
Marital Status Married 153 51.0
Less than 1 M 5 1.7

IM ~ 2M 14 4.7

I\é"mhly I,“gne M ~ 3M 53 17.7
;Aufe;fﬁi'on) W 3M ~ 4M 54 18.0
4M ~ 5M 43 14.3

5M or more 131 43.7

. Yes 164 54.7

Purchase Experience No 36 153
Usage Experience Yes 176 287
No 124 41.3

HE olyrt} 4=HFolt} 5=71% Holt}, 6=11
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o A wA s Rt 9F <l
ek &, SmartPLS AZEgOIE AL
PLS-SEM Zelgo= o], &, 258 54|
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SAE EXd(Importance Perf orm ance Map
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e AzZtst Ang T8, Aoz w5t
2 FololE ZE 99 Wepd 94 a9
=g

g
ol
o
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(B=0.126, T r=2.295%). A& HAT 7}x]=
Fujelwe] folet g ulHH(B=0.088, T
F=1.972%). IR, AR 7 Fajeze] 7t
2 2 ggre ulHTH(B=0.347, T 3=6.026%**).
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(B=0.157, T 3=3.603***). a1}, A% o4
(B=-0.017, T %£=0.480, P>0.05)3} ez %7
(B=0.074, T3Z=1.595, P>0.05)% ujelwo
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A g2 <FE 24 AAsHE Hiel Zrt

pi

iy :|o

3.3. =z g1t
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W E ) Ale)d (s A, o
2 el 57 89S %ﬁo}@q
avge 7 A4 DA SlE ol
25 54 Wk Fok] AYAR AT
M4E Fosl] O fo4e sl £
A3, olmA g EA7A 9] Asag(oln|
A x AR ez s 8=-0.197,
p<0.05¢] ot F(-)9 FF= mFHE A=
stolstgdet. ESt olulzx] AulIl A=A 719
FeALEMA B x wEH FA)e e
ol B=0.183, p<0.059] oIt A(+)9] FIF=
mgch 7H e FHE b 4 Aert
2 Y x FAAT A2 FHieke]  Hish
B=-0.115, p<0.01¢] {23t F(-)9] F3FE
Ak v oz, sbA gu AAHH Ao 4
SAGOR BE x gEAH 7D ez
8=0.159, p<0.05¢] ot A9 IdF= vH
o2 stk A B A Y D
o (O™ 2014 AASHE Hieh 2o

%24 w0

r

u:.lZi
ﬁmowoﬁlﬂﬁ

oA, F2 7 A ool fofstAl 3.4 E2E-45(PMA) B4
FE HHTH(B=0.191, T g=4.147***), AAHA, HZ sPgEel digt Fejole ks 9% A
7 AA2 Fujolko] foJstA FFS wHTH 22 S 2%0S Brsl7] ffel Rt FRF a9l
Table 2. Hypothesis Test Results

Path B Mean SD T statistics | Results
Hla. Monetary Value — PI 0.140 0.139 0.042 | 3.364%*** Accepted
Hib. Social Value — PI 0.126 0.130 0.055 2.295* Accepted
Hlc. Brand Value — PI 0.088 0.085 0.044 1.972* Accepted
H1ld. Emotional Value — PI 0.347 0.349 0.058 | 6.026*** Accepted
Hle. Quality Value — PI 0.191 0.187 0.046 | 4.147*** Accepted
H2a. Health Consciousness — PI -0.017 -0.015 0.035 0.480 Rejected
H2b. Ecological Motives — PI 0.074 0.077 0.046 1.595 Rejected
H2c. Environmental Knowledge — PI 0.157 0.155 0.044 | 3.603%*** Accepted

Note: Pl = Purchase Intention
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