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Abstract Following the uprise of the Korean Wave, Korean big entertainment corporations, such as SM
or YG, are selling cultural products through their subsidiaries. These cultural products or ‘cultural goods’
are using artists’ images of the entertainments for various products including stationary, consumer
electronics, cosmetics, snacks, etc, to produce significant profits. We focused on the level of marketing
strategy that affects the intention of purchase of those cultural goods. Specifically, we classified three
levels including product-level(quality and design), brand-level(price and brand name), and
corporate-level(merchandising and sales methods) and investigated if consumer nationality has any
effects on the relationship. Based on the survey results performed by 220 Korean and Chinese college
students, we found that Chinese consumers generally have higher intention to purchase on Korean
cultural goods. Especially, Chinese consumers showed that their purchase intention is affected by price
and brand name strategies, thus we found that they are more sensitive to brand-level marketing

strategies.
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Table 1. Revenue Trend of SM Entertainment
(Unit: 100 million won)

2005|2006 2007 | 2008|2009 | 2010| 2011 | 2012 | 2013
Sales | 207 | 293 | 313 | 401 | 618 | 864 | 1430 | 2413 | 2687
CD 75 | 88 | 89 | 108 | 146 | 149 | 197 | 223 | 280

Digital | 19 | 40 | 44 | 48 | 95 | 85 | 63 | 64 | 65

Overseas
Sales
Manage
ment

G0 | 48 | 56 | 86 | 158 | 368 | 811 |1287 1131

54 | 117 | 124 | 100 | 219 | 262 | 369 | 363 | 354
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Table 2. Influential factor of purchase intention

Influential
Reference
factor
Product quality Kim, 2012
Jang, 2011

Product design Miao et, al. 2008

Jeon, Na, 2007
Kim and kang, 2011

Product level

Product package

Brand Kotler, 2006
reputation Yoon et al, 1993
Brand Kim and Choi, 2009

awareness Jung and Woo, 2009

Brand level Brand Aaker, 1996
rand name Han and Choi, 2016
Kim and Park, 2003
Brand Price Kim, 2012
Oh et al. 2014
Corporate Xu et al. 2018
image
f:orr}forate Chernev, Hamilton,
eve Merchandising 2009
Ha and Lee, 2011
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Table 3. Descriptive Statistics

Variables N mean s.d.
Purchase intention 208 2.25 0.957
7&7, 208 0.51 0.501
Headphone frequency 208 2.70 1.400
Consun}ption frequency 208 2.86 1116
of music product
Hip-Hop preference 208 2.92 1.193
Hallyu preference 208 2.87 1.073
Age(Korea) 208 23.64 2.449
Gender(Female) 208 0.69 0.465
China 208 0.41 0.493
Quality appropriateness 208 3.38 0.777
Design appropriateness 208 2.95 0.999
Price appropriateness 208 2.25 0.853
Brand name 208 3.16 1.003
appropriateness
Merchan.dising 208 3.29 0919
Appropriateness
sales me.thods 208 3.38 0.860
Appropriateness

All 208
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Table 4. Regression Output

MO M1 M2 M3 M4 M5 M6 M7 M8
Constant 1437+ -0.308 -0.489 -0.365 0.367 -0.204 0.005 -0.162 -0.483
(0.803) (1.032) (1.154) (0.949) (1.031) (1.035) (1.063) (1.106) (1.056)
. 0.009 0.044 0.11 0.005 -0.047 0.048 0.075 0.071 -0.107
0.125) 0.124) (0.119) (0.110) 0.118) 0.123) (0.123) (0.125) 0.112)
Headphone 0.147** 0.099+ 0.098+ 0.093+ 0.088+ 0.097+ 0.097+ 0.086 0.088+
frequency 0.051) (0.054) (0.051) (0.048) 0.051) (0.053) (0.053) (0.054) (0.046)
fCrZ:i?i “Zf 0.134* 0.141* 0.134* 0.106+ 0.140° 0111+ 0.118+ 0.124+ 0115"
music product (0.064) (0.063) (0.060) (0.056) (0.059) (0.063) (0.062) (0.063) (0.054)
Hip-Hop 0.055 0.054 0.041 0.031 0.033 0.060 0.055 0.053 0.018
preference 0.057) (0.056) (0.054) (0.050) (0.053) (0.055) (0.055) (0.056) (0.048)
Hallyu 0.129+ 0.164* 0.156* 0.130* 0.151* 0.172** 0.139* 0.158 0.110+
preference (0.065) (0.066) (0.063) (0.058) (0.062) (0.064) (0.065) (0.065) 0.057)
Age -0.029 0.034 0.013 0.003 0.007 0.023 0.012 0.021+ -0.011
(0.030) (0.038) (0.038) (0.034) (0.037) (0.037) (0.038) (0.038) (0.034)
Gender 0.272+ 0.329* 0.225 0.300* 0.181 0.333* 0.287* 0.272 0.240+
(0.146) (0.146) (0.145) (0.130) (0.140) (0.143) (0.143) 0.147) 0.132)
China 0.504™* -0.082 0.212 -0.532 -0.337 -0.323 0.028 -0.264
(0.191) (0.606) (0.421) (0.388) (0.484) (0.521) (0.541) (0.663)
Quality 0.251* 0.075
appropriateness (0.110) (0.082)
Quality 0.203 0.335*
x China (0.165) (0.133)
Design 0.421** 0.003
appropriateness (0.068) (0.067)
Design -0.002 0.110
x China (0.119) (0.134)
Price 0.131 0.207*
appropriateness (0.090) 0.102)
Price 0.414** -0.038
x China (0.139) 0.172)
Brand name 0.100 0.423**
appropriateness 0.074) (0.068)
Brand name 0.226+ -0.208
x China (0.132) (0.127)
Merchandising 0.120 0.068
Appropriateness (0.078) 0.076)
Merchandising x 0.239 -0.046
China (0.145) 0.173)
Sales methods 0.089 -0.144
Appropriateness (0.093) (0.095)
Sales methods 0.144 0.085
x China (0.146) (0.164)
N 207 207 207 207 207 207 207 207 207
R2 0.164 0.188 0.259 0.362 0.283 0.221 0.224 0.200 0.431
F 6.792** 6.987** 8.237" 12.760™* 9.168™* 6.886™* 6.980* 6.187** 8.831™

4p < 0.1 *p <005 **p <00l
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