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ABSTRACT

In 2012, the Chinese cosmetics market became the world's second-largest consumer market after
the United States. The Chinese cosmetics market is forecasted to grow at 10.3% on average each
year after 2015. The research direction of this paper is to study the sustained and rapid growth of
cosmetics exports to China and Hong Kong over the last five years and then to study how the
Korean national impression of consumers in China has influenced purchase intentions. Data were
collected from Chinese cosmetics consumers by online surveys and 605 questionnaires were analyzed
for factor analysis, independent sample t-test, ANOVA, and regression analysis. The results of the
study were as follows: First, the difference in demographic characteristics of Chinese consumers pur-
chasing Korean cosmetics was favorable for Korean cosmetics purchased by those in their 30s, pro-
fessionals, those with high incomes, and those with a high monthly average spending on cosmetics.
They also rated social support and South Korea's national image as more positive. Second, this pa-
per concludes that the evaluation and social support of Korean cosmetics positively impact the pur-
chase of Korean cosmetics. However, the Korean national image did not affect the purchase of
Korean cosmetics. Third, the main reason for their buying Korean cosmetics was recommendations
from the people around them. Furthermore, the major channels for buying Korean cosmetics were
buying through an internet shopping mall and buying from a large supermarket chain.

Key words: Chinese consumer evaluation of Korean cosmetics(s = 40| 2}] st=3817¢%F 371,
general country image(5 7} ©17|A]), social support(AF3] 4 A A),
purchase intention(*" €] &)
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1. ME ek ALE AR SHAAM RBP4 FFE F F
AT AS5T 5 Sdvh 53] FFo] thrH 53
T 19929 4ol A - e et T F=sEF7IdN e s 2 BAS 2
AekE Sefshes WEe 29 aed sk AoR o ZFEtH(Park, 2016). o]zl AleA
£ ZxoF wWE ZA TS olFshl HAH gh=rol] thgh AWkl =7b ou ], AFE A A4
o)F T AHAEol FEW ZAISH AAl F3he] T vk AwrAel d=shdEe] d4%UkE
T A4 s HHA FE2 AA T TR FHdEE duEs d2 @
A o] &mAgel HATHRyu, Park & Park =SSFEZIGe] FHAEANA L A E A At
200D). 252 T3] F5F WA w F 2 AN FHAEE AT RS
= AHFES 92 PFHI SR AR o THL 7 e T ARV E 7 dvL A7
G Fod wEt F= A FAEL "o
53 A< 5d 7Y F= anAEd f7E - wA et & Ao AT BAlE AA, T v
of e de] FrketiA SFFE Aol FEE e QAFEAA S uel = sEE A
2 T e, 20129 T SAE A g7k g s el W ARSI AL &
At EE oln] wsel o]of AAl 291Z FA3 ol W =7 ojulA], d=p SAgEe e
on FaoAY sHEFAAYel AA s T of zpol7k A=A Lob Rt 4, F=a
& AFALY, A A9 gEoE AAH, Hlake) = shgEel Wik W7t = SAE
AAAD 2FA ez Aap s Ath(Ryu, ol Ttk AFEA A]A|, gl i =7t oW A

o] A
2014). = SAE AR

& 20159 ol ¥ 7F g sl el e Rl miAE gk diE
103%4 2g7stel 201990 = 4369 28 #EZE GotE vzt gy & AT i adE A
AA 1918 auAZeR AT Aor el SPEE R E Ay e T sE
dom, ol FH9 BAALEL A FHLSF] Algo A o] gk shadEol the ek ALE A A
SHEY T wE AL Lo ois A, =] F7b ol A7y FAu A o
Ha el St mE ZAAE A" tH(Seo, 2015). o WA= e PolulEN HIT = WwE
t&ol 2 T59 NS dRE 58 34 L A F e FAHA E97] FAA e =
A g olm A7t GEHY e FEE Yo SHE 7199 2FAES 98 71E A5 A
W E gkl ek FAE olmAE JEA A = 7l gt
o 53] A ZAHQ] os|AAY 3 A=
#Fo FA FHHNAL GAW “FF, 9F . O|2% HjZA
W FAZESHYTN, 2016)7, sHf 4% & ¢
=9 Egputs 3 @R e e =AU 1. &2 3IZEA|Z EM
HAA L vk o ko] AHESE FEsty
A Ut AuReA Qo] AHa (TS § 2014 F= sPEEAe] EE AddiE] 101%
A3t APl Ao 2 A A 5515 A=A AAE W S7bRE 26749 Def] cl2H AR 93%=2 T
LA NS o4z PES THHoD Wat 7velH A 5&3 AFFAE Holi ok ol
A7l EHE WAAEE OBk, 2016), WA 0O s W19 4GS A2 A HHE
BF BARE FHaNAO) BFuAE A oo AN SEEATEL BEE AL
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(59%), ol A 579 Ze1(21%), HAA 28
o 28 (11%)<s AASeE A2 Yegon, &
T 201990l = 270A FEF geAFe] 4%
o] Fryd AoE oAt UTH(Seo, 2015). ©]
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= FEY 19 FEFIS FHSE 59 3360 = YErYZ vy & 4 Aok LGZAAA+E 9
of YR /P Bkon, 3L 49 52537 & HEXE waEl F= PFF LuddE A9A
2l &> 19 87667 2, W= 19 24427 & 7F EAsk, A el A sbEl 7s
2l Foldth olE A9 10709 20149 = ol bE2A A3HY dse ¢ F ATHLGERL
FA(A) = 169 40205 22 et AA 3t 2014). A& & HEAQY A4 HEF750 A
AE FEA(B) 189 73 29 911%S A v EF§ sEEFH oAl Fol ol AHSEI 9l
o 53 FEH TS Ad ¥l 856%% on, F& AY A58 AFLE AYAH Ad
69.5%9° & ¢ F7He Holi Utk oA" F Aok g TR Aodvy sddvh &3 T
=3 S A ASKHCR AR glom, ANE> sl AdshgEFat dshgFedl de
A Aol 7153 3= FAEAG 1 =2 ASE7t Fot ol HA LY s st As)
o AEAdS & F STk FE 20049 FF AZFolF, wid HxEA o]}
olME = SFFS obAot Ao Fa BAAAE 7158 Aoty B EHIT olEdE H
S7h= Yosu(2016)9 ¢Jstd dHrE ¥ E= g AlgZ g 2e} ofo] o BAEE FHOE F
= E=gfvrbel K-popel €33 97 S7Hd o= =, tigk § oRAot Zhsell wiE Z|nkE wheE S
A Aok 53 T34 TF A2 587 olF Z2Y HAEZ AP(olRHHAAH)'E WAl
o £2 Z7ke ¥ AR 224L 2T 9 9 ZA2EA B TG Folm, FFAZAA
on, FFALE 1) FHAF A2 F24 o PAPALS IFHALE FH0Z AxoA
{Table 1> Current situation of Korean cosmetics exports
(Unit : 1,000 dollars, %)
Increase and decrease
Ranking Country 2010 2011 2012 2013 2014 (%) (2014 compared
to 2013)
1 China 156,369 228,648 209,613 287,438 533,597 85.6
2 Hong Kong 57,014 92,508 188.639 266,918 452,527 69.5
3 Japan 83,251 121,676 250,084 220,199 187,658 -14.8
4 USA 44,976 57,225 70,169 92,790 124,421 34.1
5 Taiwan 50,539 62,670 58,777 84,180 106,389 27.0
6 Thailand 42,842 57,850 65,171 72,671 77,812 7.1
7 Singapore 24,903 31,838 40,589 42,117 44,900 6.6
38 Vietnam 25,514 24,437 25,496 36,608 39,738 8.6
9 Malaysia 29,732 29,042 32,775 35,011 39,261 12.1
10 Russia 6,523 8.231 15,657 20,945 33,261 594
Total(A) 521,663 714,161 956,970 | 1,158,877 | 1,640,195 21.1
Total exports(B) 596,934 804,503 1,067,002 1,289,660 1,800,072 39.6
Rela(tz/eB;”i%%r)tance 87.4 88.4 89.7 89.9 91.1

2014 Available Export Standard for Export from Seo (2016), p. 91.
*Total(A)-Cosmetics exports in the top 10 countries, Total exports(B) Korea's total cosmetics exports
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= anRke] A= sl W Woh A= sPEEel thE AR HAA, =l gk 7ol uAzE o A 9

2270 Qoo Bl b AFL AGd  wEeHom wedt 45 AEE wat
o LGARZE A9E B HAEZ ddel  (Jin, 2013), HAATES 1 FoE A7 F
Fyol Aol Welg U olF M, o)A A, A%E X, FE 5 AdsT Ao
528 Qojol SEAIRA olAlolel £/ Cai201)E AFHE BHANE AE T A
YA, o F TALEA HAE oF S FE A O A 3 2 WAE dAgt AE
F7 use TAAUA 2 e Gds o 7 Aue) Bad pAeEny 9 4
ok mEoht SAFES 2004 112 FF 94 A= WAEA 2 wAvh dAsksbl 9 AE A
of AS Adelel B WP 3AES £ A 2IAA WAE SALE BAE wam,
e SAEANLS BE vew) A4E T AMA BAAZAE @ Wb bd, AR, AE
o @Al T MW AR Be] ol 09 o)uA 5 2 AAA WHZVE bl 9T
A3 Qon olg BE USEE A0 Be 2 & vt st
= Ae 5AE Forsta, 20073 3 olvtE Kim, Jin & Park(2016)2 AZ4€ F22 AF
of W% el & zadelzdl WE 15 WFS o AWHA $RA0 ARl F 25
I, 87, B 5 AROR A4e 3 BWoEA Ag A UFA tlsA AN
3 cH(LGERL, 2014) 2 ABA, B9 A% AR AN BokEa
gom, AFHATE 2647 54 AF vlstel
3. 53 2HIR B2 SATEON CfF BL, Q#A 54 B MEIHOE weet A
et= SEE FOjof CHEt AR XX, 39 AxE Tahsd, Sk SES) auAvt
st=0f| CHet =710[O0|X[7} FFOH2|=0f| Lyl= o] thak 9] olmx] A HAE
njxl= 2 kol QolM fol@ F(+)e FFL mATT
D 9% SpEd 4% 2o Stk Peng(015)e 3 2% #7tel v
ATAN, F% 2MAEE BF ALEL Folel
Xu(2014) & AFATE E3) xﬂ%ﬁéﬂf s Coolso] fs BB AT GO AE @A
AR HAS S AL S S apoz Aeds 33 auae w1 Wt
;gﬁ;g; }f’%__);‘j;i;i;?j ow, 7154 SHPELE WANT ABT ALk
TR A MO UTE R wa uenee £% avAe S3E weoE
BaAREH, FF auA AF B A% Y T 0 e e
I L S Ve S I T S gge mas we 3 AF g
el AT 9FE ANR AH NS IIE L a0 mae a e
A AFED 5 S WU AT WA o g gas
el TRl BIOAY FEE A aga san. oo gel 9% a4E AE
RS I A BT LT gt sae 23 2049 aagE 2o
BomA, AWATHAL 31 AW B WAE T T e o o
SARE, el s aNAL FUEET A g gangre Toomd 9ge MAs W
A e u;umL-:};; ;zﬂﬁwa A:] AR ES NF AEEst 43 S1E 9 @3
cem B, F4E) FoloEel PR JFATE T3 2
A7t 54 AFA ekl QR 5998 5L
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{Table 2> Composition of measuring tools

Concept Item count Sources
Evaluation of Korean cosmetics 18 Lee(2015)
National image 6 Cai(2011)
Purchase intention 3 )
Social support 4 Lee & Kim(2000)
Demographic characteristics 6 Kang & Jin(2006)

B dExAb obA 20159 7€ ~8¥ol dlH|x olf g gAY AHETE EAL FHIA A
AHE AABER e, & A 2016 99 20¢FH T TYste 2] d¥FTS 18~3047F A
108 59714 AAaich &2 e 2 Al Tl 63%E AAZTHE AFEILE
golo g Agsilon, F= FAAA AAT A wto g AE tidAE A sk el
2 eolel 4E/BE Folo G054e) ARE Qe o4 859(140%), 2 659 (107%),
Aokl wAse Qub AR 2A7H(359%), AE BeAH 1209

(19.8%), v B B 22 7578 (124%), 71EF 43

D) FAET 2 BAY H(71%)2% st duARas 4y de

B A7E 9g 2T TAL (Table 2) Aol F27F =4 dEbEd. S JEelst 97
9} 7ol Kang & Jin(2006). Lee(2015). Lee & B(155%), dwedl E9 5 dedl Ayxd
Kim(2000), Cai(2011) S¢ MadA72 wjero = 18078 (29.8%), et &9 ol % gty A3
23 AEd ok Aubdel w7} 1858 A3 A E3F 3319 (54.7%) 0.2 et 88l 9lo]
AR 4R}, Zrloln|x] R, TujE 5EI) ME 28 gt 37 =4 yeldd. A
SIAEZ Au|Asr W ol EAA EX (0RO A AF SEE AMEdE &2 1000919 ol
2AFdRon 7t AR A €A Lri(l)— 4073 (6.6%). 1000-20001<F 7874 (12.9.%). 2000~
o 2280H(7)'e 74 Likert 352 =459 th 3000¢19F 1287 (21.2%), 3000-500091°F 2384

B oAre A8 BAL SPSS 210 EAZRI (39.3%). 500091¢F 17 1219 (20%) &= ekt
WS o]fate] HMIEEA s)E EARA B4 o g9 S Tde A% AEAS 10091¢
QOIBA AL B EYURE t-test, JAu)3| ol3t 427 (6.9%). 100-20091<F 1097 (18.0%), 200-
BARA 37 BAL AAET 300912+ 1839 (30.2%), 300-50091<F 1579 (26.0%).

500919 ol 114%(188%) 22 JEtyth AE

9) ZA} YAAre] oukd EA e uEA 2959 (488%), 71EA 3104

X (51.2%) 0.2 byt

% avlde) @ sgF FuAR dE A4
TZ434= (Table 33 2oy d=spdFs st
ods oo qsm  E P E olRE FEQe FH61%)019
thro2s Famdo] FopA(155%), % 7F
A Fgde FH(132%), 432 % FRE 5
(124%)2 veksdeh o1& o) 4vina @ 3



= anRke] A= sl W Woh A= sPEEel thE AR HAA, =l gk 7ol uAzE o A 9

AES Prishs b4 2 29 Fulel AgS A olfE gouk @A Frkske AEYl vH
B3 FAshe gAolgon, o FFY pAvt 99 9T 23 ¢ FE fvy Bu 2goz
AR ToEE AN 0 & 5 Qlrh T3 g =t sHE 7Ide FEEs A dlede
S osgEe Fo TuAR: AEY P Lol s F H A4 Hopd Ao A
(377%), NHHE166%)Z AHY Tuzt WS ARk FRAEAE LS 8% SAES 23
2 AE AAGL dEe & F AU Ausl SgEY Aol FHMU35%)0M AUAd X
2 HAA137%), Fithe(104%) 2 e o] zpolE YehiiL Tk ol 2 A% =
o] A ARFAPA JET £F cuAe 5 AuAY #F 53E 0@ A5E FAT 9B
FE AR HFol 7P E 3ol Wsiiol of A FHde FHA ABY Avirr E
e SH ol Aoy = shdEe] Fe AL e & F AMTh B AL 55
A2} AEYS B sl BwsTE A0 sl ARY 2RI TIALIAY @A
A4 & Tk R SRAe] BEob 0Uie 30 SEATE 3% SWE ATAAE 5% 4
Y2 dEYS F2 ASGE SURE UAoR At 2ol Buey Aty @ 4 Ao
Table 3> Purchasing experience for cosmetics from Korea in China
Category content frequency (N) ratio(%)
A recommendation for a friend 281 46.1
The advertising model is good. A, 155
Recommendation for cosmetics shop employees. 80 13.2
Through advertising & publicity 75 12.4
Reasons for purchase - -
Without good[just] reason 34 5.6
[ saw an internet article 21 3.5
ete. 20 3.3
Total 605 99.6
Internet mall 228 37.7
Super-Mart 97 16.6
Duty free shop 83 13.7
Department store 62 10.2
Purchase route A skin salon 27 45
On a trip to Korea 27 45
purchasing agent 63 104
ete. 18 3.0
Total 605 100.6
Have good quality of products 263 435
Be appropriate for the skin 160 26.4
The d?fferences between Price is relatively expensive. 100 16.5
cosmetics made in Korea - - -
and made in China. The design of the container is pretty. 49 8.1
ete. 33 5.5
Total 605 100
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34 : 19 291 Fakgo] 64 °f
1. B0 Thet BN 20134 golml, FAEAE 618302 YT A ekt
72919 AREE 4] A% A AFe
D R SFEA AT Ak S31eA 93 AFAZHID S FURHE) R B AP
= SPEE W7k B 2R e eItk 2 eyt 29 EA4S 29w s Ay
2R1FES A8 T FAHEA Wl (Varimax) gol T2 1802 AF] FH B ez
kAl S ALste] 9919 5K (eigenvalue) 7} 1.0 ©] 87) A7 EAAZulz, AL HI A, AZR=
A 89S FESHer WH AR W 2 o] AT S ERo 954 A9 HYriSo] =&
s A 16573l tis] 2 S AAls HYI, 28018 ‘B2 0] gEy} 2L HiE w
Aem, F2E 2L 2N 29w xFd EF ghey, ‘golo] ALy, ARl 23 @
5o W ES LEste] AwEo] 2 2]l H AF, WE whold kEHAY T FH o
AE BV TR HFE R tHKMO= a7} Wt e AT TuHsE W
94, Bartlett’s y* =5762.32%** df=120). At

7 2919 54% AWER 7} 2919 27] 3

(Table 4) Factors analysis of the evaluation of Korean cosmetics

Factor |_.. Variance Cumt.ﬂatlve Cronbach’
Factors Content . Eigenvalue Variance
loading (%) a
(%)
Korean cosmetics have a good texture. 78
The review of using Korean cosmetics is positive.| .76
Korean cosmetics have a good fragrance. 75
Korean cosmetics are easy to use. 75
Korean cosmetics have a proper shelf life. 74
It is pleasant to use Korean cosmetics. 74
EfV;l)luadthTé Ingredients of Korean cosmetics are excellent. 73 8.10 50.63 50.63 94
0b FIoauct 1¥ orean cosmetics have few harmful substances.| .73
Korean cosmetics have a excellent functions. 73
Korean cosmetics have a quality guarantee 73
mark ’
Korean cosmetics have excellent containers 79
and packages ’
Korean cosmetics have confidence. 65
Korean cosmetics received a good score in 87
blogger evaluation ’
Puk?hc Korean cosmetics are used by celebrities. 82
relations - 1.78 11.19 61.83 .86
Korean cosmetics were recommended by experts.| .77
assessment
Korean cosmetics are widely seen in the 76
broadcast media such as drama. ’




=
2) @3 H4EA NG A45H A 3) &3 FeluAel d@ ke LAByAH
Q ol B
SAEHEA @5 AvloluAe] UE gad 2R A5
= sgel e ARSl A A)A] e @A E 29 gz ZrloluAE BYQeNOF 27| THAE
A ANE 43 9202 YEHTHKMO 388 g0l Hajwe Igolgown me osan
=83, Bartlett's x*=128748%*%, df=6). B & RHRAL 6165%0 NHE AFE 892 U
- 2= . = ,]:. 0
Aol 271 IHAE A AA(297)'E Hd ERTHKMO = 903, Bartlett's 2 =1811547*,
A XL, FATARS 7419, AFE AT df=15). 2019 32 EXNLS Aypd * I2AE
(88) &= Aot 29l &5 54 Ay o Ag Aol Ty, e EEF AEEI}
A F2% REe ArdES Wk =3t otk ‘S=e EZI o5 B ]q;,s}%f
FEE A Ad distel il A7 gy, AAZo|Ty, HFole deoutEy My,
A Fo Rge AdES Wt 3= stE< 29 710 Holut} = e =7} ]u]z]
A Aol dste] gAAoR A AT 5 of et WrtE =7} oluA'® e
$AE ool 2AA AA e B4l YEn} @3
sPF e AR AR AR sttt
{Table 5> Factors analysis of the social support for Korean cosmetics
© lati .
Factor | .. Variance uml.la Ve Cronbach
Factors Content . Eigenvalue Variance
loading (%) a
(%)
Most people who are important to me think that 0.87
I am good at buying Korean cosmetics. ’
Most of the people who are important to me will 0.87
i agree to buy Korean cosmetics. ’
Social g - = 297 7419 | 7419 88
Support Most people I meet will think positively about 0.87
buying Korean cosmetics. ’
Most people I meet will think that I would buy 0.84
a Korean cosmetics. ’
(Table 6 Factors analysis of the Korean national image
Factor | .. Variance Cuml.ﬂatlve Cronbach’
Factors Content . Eigenvalue Variance
loading (%) a
(%)
Korean products are highly reliable. 85
Korea has a unique tradition of culture. 81
Korean Korea is friendly with China. 80
national - - 3.88 64.65 64.65 .89
. Korea is an advanced nation. 79
image
Koreans are polite and friendly. 79
Korea has excellent technological prowess. 78
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2 Yehgth(KMO=.800, Bartlett's x?=952.11
. df=6). 899 54 AWEY Ys 35
SAES T Zolty, U g5 SgES T

sl e ‘el =R 29 |

o

etk
= 2HAe| T EAN Yol TE
ot St&ZE0ll et It =7tololx],
ARR[HX|X], FHOiS| = O

D) Aol 2 el

% AR Aol e @3 sgEd o
@ WAAERI FRATD, ABH AA, 7}
ojmx, Frjel el FHel7t YLAE Lot 9

A3t7] Y3k WIS golE 7o) ‘U= 3tk “
j} e o e 11 e fL sol SYRE t-testT AAHAL. ABE DS
& A} O o] & kU s+ Ao = t}‘_
i:: :[LAJOJ_ - E; : ) = ] (Table 8>7Jr Edg=
5] A S &% ol &+ Ao I S
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w7 S e & B AFAAG T oA A p0]
(Table 7) Factors analysis of the purchase intention
Factor | Eigen | Variance Cuml'ilatlve Cronbach’
Factors Content . Variance
loading | value | (%) a
(%)
I will buy Korean cosmetics. 87
I will find a way to buy Korean cosmetics. 84
Purchase , : 269 | 67.24 67.24 83
intention I will try to buy Korean cosmetics. .80
I will buy and use Korean cosmetics continuously. 75

(Table 8) Evaluation product, public relations assessment, social support, Korean national image, purchase intention,

according to age

Age N Average Sta§d§rd t-value
deviation

20's 305 5.24 1.03 )

Evaluation of product - - -2.88™*
30's 300 5.46 .86
20's 305 4.75 1.34

Public relations assessment - -1.17
30's 300 4.87 1.31
) 20's 305 5.10 1.14

Social support - -1.86
30's 300 5.26 98

20's 305 5.06 1.09 )

Korean national image - -3.40%*
30's 300 5.34 95
20's 305 4.90 1.16

Purchase intention - -1.95
30's 300 5.08 1.13
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(Table 9> Evaluation product, public relations assessment, social support, Korean national image, purchase intention,

according to occupation

Occupation N Average Standard deviation F-value

Student 85 5.16% 1.10

housewife 65 5.35%° 1.04

) General office worker 217 5.28"¢ .85
Evzls;t;(::rtl of Professional management 120 5.54%° .93 4.28%*

Sales and Service 75 5.63* 84

etc 43 5.01¢ 1.08

Total 605 5.35 .96

Student 85 4.69° 1.22

housewife 65 4.89° 143

) ) General office worker 217 4.80° 1.28
Pu;gt;;iii(tms Professional management 120 4.98¢ 1.31 3.28%*

Sales and Service 75 5.03¢ 1.37

etc 43 4.14¢ 141

Total 605 481 1.33

Student 85 5.09¢ 1.20

housewife 65 5.15° 1.15

General office worker 217 5.10%¢ 95
Social support Professional management 120 5.49 1.04 3.61%*

Sales and Service 75 5.27% 9

etc 43 4.80¢ 1.21

Total 605 5.18 1.06
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Student 85 4.85¢ 1.21
housewife 65 5.28" 1.11
K tional General office worker 217 5.12¢¢ 97
oreeiirr;ar;) fona Professional management 120 547° .95 5,627
Sales and Service 75 5.46° 97
etc 43 4.94¢ .86
Total 605 5.20 1.03
Student 85 4.78¢ 1.27
housewife 65 4,98 1.38
General office worker 217 4,94 99
Purchase intention Professional management 120 5.19¢ 1.14 2.88%
Sales and Service 75 5.24¢ 1.12
etc 43 4.65° 1.23
Total 605 4.99 1.15
*p<.05, **p<,01, ***p<,001
aybyeyd: Significant differences according to Duncan test were noted with different letters
ok AREl A A2 2RlAME K01 FFEAdA FA 7t AFEA AR, g FobolwA], Fuj ek
Mo fog ARE AUCH FF B W RE BRAA AolE Uy Qe AR
@ Wk AR AAsh FuEke BUAsl <, W) R ANAZeH S PP Hol:
A ﬂw W) P AR, FR QAR RS HRATAN T2 At 229 B4
Fog @ BRES ey 98 A AX £o) SES Azens A7z dAds
9] %&E% A QAT g sPFFEe o ARE 9T B F ok
3 @rlolnA] QlolAE pC00l olAke] Fzo
2 FAALE fo3 AHE AUtk AE #E 3) e w & x|
A, A 2 M2 FR FOR 52 HAaHe Z3 anzte] g @2 @2 AT o
‘JrE‘rﬂb_ At = sEFe] T 2l § I HAZHL TR, AFEE 2A, 27}
= oo FFEOE %7% HoR frog 2 olm ], Fujo=o] o]} YEAZS Lolr 7] ¢
4% ga Fefelme] R A %NS e QPN RARAS AFPSEE Duncan test
A, Aw A s FAAF7E T 2 ansi A9ks gl (Table 1003 2
olefgt dat= AYe Aol= d=sbgFel W stgo] W Z2 An|Re] I FHAE U

(Table 10> Evaluation product, public relations assessment, social support, Korean national image, purchase intention,

according to education

Education N Average Standard deviation | F-value
high school 94 5.29 1.22
Evaluation of College 180 5.22 .99 990
Product University 331 5.43 87 ’
Total 605 5.35 .96
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high school 94 447° 1.65
Public relations College 180 4.84* 1.33 2 30"
assessment University 331 4.89* 1.20 '
Total 605 4.81 1.33
high school 94 4.85° 1.35
) College 180 5.13* 1.18 N
Social support - - - 6.87%*
University 331 5.30% 87
Total 605 5.18 1.06
high school 94 5.03° 1.30
Korean national College 180 5.12° 1.07 316%
image University 331 5.29 91 ’
Total 605 5.20 1.03
high school 94 4.67° 1.38
) ) College 180 4,95 1.18 N
Purchase intention — - 5.47**
University 331 5.10% 1.04
Total 605 4.99 1.15

*X.05, **1X.01,

a>b: Significant differences according to Duncan test were noted with different letters

i3 AFH7 M E SAHLE Fo9
2 araom, TEH7Hp05), A3
Al =7kl W] A (p(05), 790 & & (p<01) ol
Me ﬁ]l.ﬂi o8 A= A A=)
TEH7L AEY AR, F7F olmA|, FujoE B
T Sl oA w2 HTHOR ol
= =7 Yestth

o
STE ol

4) 459l o zlo]

S AHARY Y4l
st FHAEH7E TRHY), A A AA,
7} olulR], Fujze] Zo|7b JYEAE YotE Y]
et YA EAEA T AAEHSL2 Duncan
test® AASAT A= g9 (Table 11>#
72,

Aedel] WE 3 AH| A
st FrHAFH 7L, TERHIL,

He @3 H2E

a3 sE
AE)H AA,

{Table 11> Evaluation product, public relations assessment, social support, Korean national image, purchase intention,

according to monthly income

Income N Average Standard deviation F-value
Less than 1,000 yuan 40 4.70° 1.25
1000-2000yuan 78 5.19° 1.04
Evaluation of 2000-3000yuan 128 5.32° 93 (7o
Product 3000-5000yuan 238 5.48% .88 '
More than5000yuan 121 5.422 .86
Total 605 5.35 .96
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Less than 1,000 yuan 40 4.45° 1.01
1000-2000yuan 78 4.67% 1.33
Public relations 2000-3000yuan 128 4.63% 1.54 3.00%
assessment 3000-5000yuan 238 4.88% 1.34 ’
More than5000yuan 121 5.08? 1.01
Total 605 481 1.33
Less than 1,000 yuan 40 458" 1.46
1000-2000yuan 78 5.06% 1.19
) 2000-3000yuan 128 518 .96
Social support 4.20%*
3000-5000yuan 238 5.28" 1.02
More than5000yuan 121 5.27% .95
Total 605 5.18 1.06
Less than 1,000 yuan 40 4.65° 1.34
1000-2000yuan 78 4.99¢ 1.04
Korean national 2000-3000yuan 128 512 1.02 -
image 3000-5000yuan 238 5.33 97
More than5000yuan 121 5.34% 94
Total 605 5.20 1.03
Less than 1,000 yuan 40 4.21° 1.52
1000-2000yuan 78 4,70 1.18
Purchase 2000-3000yuan 128 5.00% 1.13 g 44*
intention 3000-5000yuan 238 5.07% 1.06 '
More than5000yuan 121 5.27% 1.01
Total 605 4.99 1.15

*X.05, **X.01, *** <001,

aybyc: Significant differences according to Duncan test were noted with different letters

Holuln), pelee] BE 296N p05 & (Table 129 2tk
olel EAGOR folg AzkE AT, AEHL, A9 PEN AZA G2 FF 26|49
R A8A AR, T olulA, Pl B @3 AE) BF AANAE AEHEA 7}
% 250] £94E £ RN UepAA, olu A, FHE 29llA pl0l $7 ol4e]
Adoz fol3t A AUtk AERIAE
5. WP SHEL| X|Z0| T2 0| An Azolo] WL4Z 3% HE AEUI}
o e AFHE Vep)T o, =7} oA
I AL gda sAEE AR BE oo gotay g Tees w9 2o A
o SR U FAATDL FRAD. AL o yon que gma Azu e Awel
jz H;”];T ;;“:H :‘Hj‘; i}:i o Jeit TR ASE AARRAAE 3
= i NG S P RS A= e R Ao
%< Duncan test& AHAIEHth ZAis thE9
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(Table 12> Evaluation product, public relations assessment, social support, Korean national image, purchase intention

according to monthly cosmetics expenditure

Monthly cosmetics expenditure N Average Standard deviation F-value
Less than 100yuan 42 5.00° 1.10
100-200yuan 109 5.25% 1.02
200-300yuan 183 5.27% 1.00
Evaluation of Product 3.51%*
300-500yuan 157 5.50% 81
More than 500yuan 114 5.48% 90
Total 605 5.35 .96
Less than 100yuan 42 4.49 1.35
100-200yuan 109 4.59 1.69
Public relations 200-300yuan 183 4.81 1.11 999
assessment 300-500yuan 157 491 1.30 '
More than 500yuan 114 5.01 1.23
Total 605 481 1.33
Less than 100yuan 42 487 98
100-200yuan 109 5.08 1.25
) 200-300yuan 183 5.24 1.00
Social support 1.59
300-500yuan 157 5.19 1.02
More than 500yuan 114 5.29 1.05
Total 605 5.18 1.06
Less than 100yuan 42 4.62¢ .89
100-200yuan 109 5.06° 1.13
200-300yuan 183 5.242° 98 )
Korean national image - 5.30%**
300-500yuan 157 5.25% 96
More than 500yuan 114 5.407 1.06
Total 605 5.20 1.03
Less than 100yuan 42 4.26° 1.16
100-200yuan 109 4,73 1.33
) ) 200-300yuan 183 4,952 1.11 o
Purchase intention = 9.69%**
300-500yuan 157 5178 96
More than 500yuan 114 5.33% 1.08
Total 605 4.99 1.15

<01, ##* pC.001

aybyc: Significant differences according to Duncan test were noted with different letters

7] $leted SHIEE t-testE HAIEAT A=
ﬂ'*‘ﬂ (Table 13)3} 2t}

T {5 wE T avAe g ﬂ-x%
o EHﬁJ H7le AEFG7 A xpolE ] o
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(Table 13> Evaluation product, public relations assessment, social support, Korean national image, purchase intention

according to marital status

Age N Average Standard deviation t-value
Y 295 5.26 93

Evaluation of Product N 310 5.42 98 -2.073*
Total 605 5.35 .96
Y 295 4.79 1.26

Public relations assessment N 310 4.83 1.38 -.440
Total 605 481 1.33
Y 295 5.07 1.06

Social support N 310 5.28 1.06 -2.45%
Total 605 518 1.06
Y 295 5.03 1.05

Korean national image N 310 5.36 98 -4.02%%*
Total 605 5.20 1.03
Y 295 4.9 1.23

Purchase intention N 310 5.07 1.16 -1.764
Total 605 4.99 1.15

*X.05, *** X001,
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(Table 14) Effect of purchase intention on evaluation of product, public relations assessment, social support, Korean

national image

Unstandardized Standardized
Independent variables coefficients coefficients ; F
s Standard s
error
.83 211 3.95
Evaluation of product 19 .06 16 3.32%*
Public relations assessment 21 .03 24 6.38%** 111.67%%*
Social support 32 .06 29 5.747%%*
Korean national image 10 .06 .09 1.67
R=.65 Adjusted R*=.42
01, *** X 001,
(ESE ! V. 22 ¢ =9
o] A = sHFFo H7te] QEL
= SFEe ool s A 2 d3e 5 aHAe @ sdFel g
AT+ES AA S ALZ Yt § Xu(2014) B7p7E FajelEe] mlAE Gl A A2 o
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