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ABSTRACT

The global rise of K-culture has increased international interest in Korean cosmetics (K-beauty), shaping consumer
attitudes and purchase behaviors in major markets, such as the United States. Cross-border e-commerce has emerged
as a key channel that allows U.S. consumers to access Korean online platforms directly. This study examinesthe factors
influencing U.S. consumers’ intention to purchase Korean cosmetics through cross-border e-commerce websites. A
survey was admimstered to U.S. consumers aged 20 - 40 after they explored the global Olive Young website. The
questionnaire assessed K-culture favorability, variety-seeking tendency, brand familiarity, product uniqueness, price
competitiveness, attitude toward Korean online platforms, and purchase intention. A total of 438 valid responses were
analyzed using partial least squares structural equation modeling (PLS-SEM). The results indicate that K-culture
favorability, variety-seeking tendency, brand familiarity, product uniqueness, and price competitiveness significantly
influenced attitudes toward Korean websites. Among these factors,brand famiharity and price competitiveness exerted
the strongest effects. Attitude toward the platform strongly predicted purchase intention for Korean cosmetics. This
study underscores the combined influence of cultural favorability and consumer characteristics on cross-border
e-commerce adoption. From a practical perspective, the findings suggest that K-beauty brands should enhance brand

familiarity and implement value-driven strategies when targeting global consumers.
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{Fig. 1> Research Model
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{Table 1> Demographic Characteristics

fus

2 vepgd,
2089 (47.5%),

E:]' \z]-/HO] 2470(

, ool 1919 (56.4%) &
Eé‘% 20q]7} 16778 (38.1%), 30th7}
40h 7} 63m(144%)°]°“:‘r

Welo] 2057 (46.8%) 2.8 71 B}oH,

AlobAl 14578 (33.1%),
Ze 7 2879 (64%)° o2 ZAER
FES i‘*}ﬁ-"r] 296“3(67 6%),
9(142%), i
st 36%3(8.2%) ©]

1049 (23.7%).
Foz vegd 9
7} 15678 (35.6%) 2.2 7+
897 (20.3%),
ENEL
310%’(70.8%) o5 ‘/}E}”‘jr.
2 057
157 (35.83%),

1-23]+

200-30028 679 (1
o K-HE FilAdel e Fexs
npA| o 2 gt W
SHAE 176 (40.2%),
3-43] 90 (20.5%),
o] 4L 159 (34%) 22 UEgth AL gAAE

slzsy 479 (10.7%),
o ¢
skl o]Ato] 62

= 447 (10.0%),
f&i vebstth o
50,000-75,0002] 12178 (27.6%), 25,000-50,000€ 2
75,000-100,000€# 6973 (15.8%) ¢
< 1002 ols}

A& 2
ek, 100-200€d
5.

o AFEASH H4S (Table 13 2k

Category Frequency (%)
Male 247(43.6)
Gender
Female 191(56.4)
20's 167(38.1)
Age 30's 208(47.5)
40's 63(14.4)
Caucasian 205(46.8)
Hispanic 47(10.7)
Ethnicity African 28(6.4)
Asian 145(33.1)
others 13(3.0)
Completed high school 44(10.0)
) College enrollment 36(8.2)
Education
Bachelor’'s degree 296(67.6)
Graduate school or above 62(14.2)
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Table 1> (Continued)
Category Frequency (%)
Below $25,000 or less 67(15.3)
$25,000 - 50,000 104(23.7)
$50,000 - 75,000 121(27.6)
) $75,000 - 100,000 69(15.8)
Annual income
$100,000 - 150,000 44(10.0)
$150,000 - 200,000 23(5.3)
$200,000 - 300,000 9(2.1)
over $300,000 1(0.2)
$100 or less 156(35.6)
$100-200 89(20.3)
$200-300 67(15.3)
Monthly expenditure on $300-400 52(11.9)
clothing $400-500 42(9.6)
$500-600 19(4.3)
$600-700 10(2.3)
over $700 3(0.7)
Experience purchasing Yes 310(70.8)
K-beauty products No 128(29.2)
None 176(40.2)
o 1-2 times 157(35.8)
Number of visits to Korea -
3-4 times 90(20.5)
over 5 times 15(3.4)
Total 438(100)
VL oiq ) gel Agus 99 e BE 07 oo e
Aol 18-S 153tk Table 2).
| BYET B ¥ MEE HY 24n3sl PEBYEs 437 A5 Fond-
Larcker 71&& #&stdch 2+ +A7/Md¥ AVE
B ATl AR G719 AFHEE BSH o gz g 2w 2 geAse @e W)
719 94 PLS-SEM 242 &8l AR & 590 a5 ve pade4 AVE AZ2 gl
G AARE ATHAR EH D EE T ppg 2 gwisrd 2 Aow ekt v
B R SATHLE 071904 0979 BAZ - gace guasitFomel & Larcker, 1981)
Hyow, HF 00015EANA SAHCE frolst (Table 3
Athole 7 Bl AT FAAYE AHa
49HT g S E® BE AR, Sxoo s
CR#Z 070170l eH, AVERE 058 Zdo
4Ry +AYEE sl 2+ A B QTN AN 674 AT
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{Table 2> Validity and Reliability for Constructs

Fact bach’
Constructs [tems ac' or AVE | CR Sl
loadings a
I have positive feelings toward Korean celebrities 729
I think Korean celebrities are attractive 719
I think Korean celebrities are classy 750
K-culture |! have positive feelings toward Korean dramas .828
favorability |I think Korean dramas are interesting 803 631 | .930 927
(KCF) I am interested in Korean dramas .808
I have positive feelings toward Korean popular music 833
I think Korean popular music is interesting 823
I am interested in Korean popular music 837
I would rather stick with products that I usually use than
. 835
Variety try something I am not very sure of (R)
Seeking If T like a product, I rarely switch from it just to try 901 844 | 910 909
(VS) something different (R) ’
I am very cautious in trying out new and different products (R) 814
Brand I know Korean cosmetic brands well. 955
Familiarity |I have a great deal of information about Korean cosmetic brands 953 2909 | 951 950
(BF) I have a lot of previous experience about Korean cosmetic brands 953
Compared to websites in my own country which offer similar
Product . . . . . 912
: types of cosmetics , I can buy unique cosmetics on this website
Uniqueness - - - - 787 | 755 732
This website can offer cosmetics that local websites do not
(PU) 862
have
The price of cosmetics on this website is attractive to me 845
Price The additional shopping cost is not high to me 840
Competitivene | The main reason I considered buying from this website is 703 | 861 859
ss that it had the lowest price for the same cosmetics that I 858 ' ' '
(PC) could buy in my home country
This website has competitive pricing 811
Attitude The idea of this web site to buy Korean cosmetics is appealing. 928
toward
Korean online I like the idea of buying Korean cosmetics on this website. 932 863 | 921 921
platform Using this website to buy Korean cosmetics would be a 927
(ATT) good idea. ’
It is likely that I will transact with this website to buy 940
. Purc'hase Korean cosmetics in the near future. ’
intention for Given the chance, I intend to use this website to purchase 884 | 934 934
K-beauty Korean cosmetics 933
products(PI) -
I want to purchase Korean cosmetics vis this website. 947

71 918 PLS-SEM &4 4#&
%

EREREEEER ECE

olgstAtt =

7V 98 Hair et

al.(2013) o]
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{Table 3> Discriminant Validity

Fornell-Larcker criterion

ATT PI RC PU BF VS(R) KCF
ATT .929a
PI .865b 940
pPC 700 713 839
PU 474 503 562 .887
BF .656 717 644 247 .953
VS(R) -.269 -.340 -.391 =375 -.376 851
KCF .609 645 657 431 .608 -.404 795

Notes, ATT= Attitude toward Korean online platform, PI=Purchase intention for K-beauty products, PC=Price

Competitiveness, PU=Product Uniqueness, BF =Brand Familiarity, VS= Variety Seeking, KCF =K-culture
favorability

a Bolded numbers represent the square root of the AVE for constructs

b Other numbers indicate correlation coefficients.

R indicates reverse-coded items.

A7 2@l SYPEA RF B=e) RS 0604, a¥, EdAU)()E ANE Ax dF 2w
K-HE AF Foieze] R 07672 e EYF] 3 B=rt K-FE Fojo o] vA)
TEEY] FHUFE MLy w2 FEAM A Qe kol 195302 71 & &3 A7
FE Jeg FASAAT £ FF A T Anh GEoRE HAE &L dF 23

’ S Fo] Wt Bl vIAE FFel 01642

£
41}11 d
i
re
oX,
o
i
iuj
o)
=
sy
=8
@
£
=
S

K-culture
favorability
Variety-seeking
tendency
Brand familiarity
Product
uniqueness
Price
competitiveness

JTJ83 kNN Purchase
intention for K-

beauty products

Attitude toward
Korean online
platform

366%**

231%%4% JA51*

.303%**
Purchase Visit
experience experience
Control variables
*p<.05, **p<.01, ***p<.001

{Fig. 2> SEM Results
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