Journal of the Korea Academia-Industrial http://dx.doi.org/10.5762/KAIS.2013.14.10.5097
cooperation Society
Vol. 14, No. 10 pp. 5097-5104, 2013

FFe44] BF WA Aolr}
4% AE U FAAN PRl A 9%

AlF
old=
At o120l st

=

Impact of Difference in Korean Wave Awareness among Chinese
Women on Quality Perception and Purchasing Behavior of Korean
Cosmetic Products
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Abstract To derive implication for marketing strategy for Korean cosmetic products in China, an analysis was
conducted on the difference in quality perception and purchase behavior between two groups of Chinese women
classified by their awareness of Korean Wave. Analytical methods including k-means clustering method,
independent samples t-test, factor analysis were applied on the survey results of Chinese women residing in
Guangzhou city. The positive impact of Korean Wave on quality perception and brand image is much stronger
for higher awareness group, compared against for lower awareness group, that leads to higher product
satisfaction and willingness to recommend purchases. Thus, marketing strategies need to be adjusted based on
the difference in customers awareness of Korean Wave. However, the low price is the primary inducement for
purchases for both groups, increased efforts to enhance brand image and product quality as premium products is
strongly required, together with the utilization of Koran Wave.
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[Table 1] Characteristics of Respondents

Characteristics of Respondents n %
below 20 81 21.7
Age 20-30 143 38.2
30-40 68 18.2
over 40 82 21.9
Office Lady 51 13.6
Professional 32 8.6
Profession Service Sector 51 13.6
Housewife 36 9.6
Students 186 49.7
Etc. 18 4.8
High School 68 18.2
Schooling University 177 473
Grad. School 129 34.5
High 54 14.4
Living Standard Middle 249 66.6
Low 71 19.0
.. Yes 130 34.8
Visit to Korea No 244 65.2
374 100.0

[Table 2] Awareness of Korean Wave by Chinese Women

Awareness of Korean Wave means+SD
Aware of Korean Drama/Movie 3.78+0.92
Aware of Korean Popular Music 3.45+0.88
Aware of Korean Food 3.32+0.77
Favorable Impression for Korean Wave 3.61+0.95
ﬁrﬁeizzstand Chinese who are Korean Wave Lo2+1.14
Korean Wave affect Consumption 3.79+0.93
Agree that Korean Wave Will Persist 2.55+1.09
iz)tfgﬁt \t;])a\I::am Korean Language Due to 4.1340.93
Want to Visit Korea due to Korean Wave 4.35+£0.90
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[Table 3] Chinese Female Respondents Grouped by
Differences in Korean Wave Awareness

Group
Factor for Grouping —————— F P
1(n=247) 2(n=127)

Aware of Korean

%k ok
Drame/Movie 418 302 210.650 .000
Aware of Korean 368 299 58911 .000%**
Popular Music
Aware of Korean Food 349 300 37731 .000%**

Favorable Impression

137.846 .000%**
for Korean Wave

Understand Chinese
who are Korean Wave 1.57 2.65
Mania

91.413 .000***

Korean Wave affect

. 95.052 .000%**
Consumption

Agree that Korean

Kk ok
Wave Will Persist 32.206 000

Attempt to Learn
Korean Language Due  4.59 3.24
to Korean Wave

333.351 .000***
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ow, A ghe 4428, A APEAS 73.795%,
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[Table 5] Factor Analysis on Quality Evaluation of Korean
Cosmetic Products

Quality Component Evaluation of Korean Component
Cosmetic Products Factor 1
Effectiveness 915
Excellence in Quality .907
Diversity of Products .859
Diversity and Uniqueness of Ingredients .855
Scent 813
Safety 798
Eigenvalue 4.428
Variance Explained 73.795
Cronbach’s a 929
Number of Questions 6
3.3.2 3h= SIEE S gotof tigt 28E BF
T3 4439 o= HE FE Bkl 289 62
et da Add s 3EEY TR ool
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[Table 6] Comparison of Responses on Quality Evaluation
of Korean Cosmetic Products

Want to Visit Korea

4. 4 4.277 .000%**

due to Korean Wave 80 346 374.277 .000
Grouping High Low

*Hip< 001

[Table 4] Differences in Korean Wave Awareness by
Two Groups

Awareness n means+SD t P
High Group 247 3.63+0.39
13.087 .000
Low Group 127 3.05+0.44
***p<.001
3.3 2= =EE FE HIt xH0|

3.3.1 %._E SIEEE EX! TIlol| th§t Factor Analysis
Skt 3 £ Hotol 28% 68 S

Quality Component Evaluation of Korean

Cosmetic Products means+SD
Effectiveness 3.85£0.90
Excellence in Quality 3.80+0.96
Diversity of Products 4.06£0.91
Diversity and Uniqueness of Ingredients 3.94+0.93
Scent 3.69+0.99
Safety 3.53+0.90
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[Table 7] Differences in Quality Evaluation of Korean
Cosmetic Products by Korean Wave Awareness

Awareness n
High Group 247
Low Group 127

means=SD t P
4.02+0.70
3.38+0.81

7.657  0.000%**

*xkp< 001
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[Table 8] Differences in Quality Evaluation of Korean

Cosmetic Products by Previous Purchase
Experiences
Purchase
Experience of 0 meanstSD ¢
Korean Cosmetic - P
Products
Yes 324 3.88%0.79
4910  0.000%**
No 50  3.35+0.69
**%p<,001
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[Table 9] Differences in Previous Purchase Experiences
of Korean Cosmetic Products by Korean Wave

Awareness

Purchase Awareness
Experience
of Korean High G Low G Total X2 P
Cosmetic igh Group Low Group
Products

Yes 210(85.0) 114(89.8)  324(86.6)

1.630 0.261
No 37(15.0) 13(10.2) 50(13.4)
Total 247(100.0) 127(100.0) 374(100.0)
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[Table 101 Differences in Purchase Behavior of Korean Cosmetic Products by Korean Wave Awareness

. Awareness
Purchase Behavior " Total X2 P
High Low
Acquaintance’s Suggestion 34(16.2) 24(21.1) 58(17.9)
Advertising Media 12(5.7) 11(9.6) 23(7.1)
Celebrity in Commercial 34(16.2) 10(8.8) 44(13.6)
Spontaneous 29(13.8) 11(9.6) 40(12.3)
Motive Awareness of Brandname 6(2.9) 54.4) 11(3.4) 18.006 0.021*
Low Price 47(22.4) 37(32.5) 84(25.9)
Good Quality 43(20.5) 11(9.6) 54(16.7)
Fancy Packaging 2(1.0) 4(3.5) 6(1.9)
Etc. 3(1.4) 1(.9) 4(1.2)
Korean Shop when visit Korea 37(17.6) 13(11.4) 50(15.4)
Department Store 17(8.1) 13(11.4) 30(9.3)
Brand Shop 20(9.5) 8(7.0) 28(8.6)
Internet 16(7.6) 12(10.5) 28(8.6)
Channel 1, free Shop 4(1.9) 2(1.8) 6(1.9) 7:964 0.336
Big Discount Store 13(6.2) 12(10.5) 25(7.7)
Korean Wave Shop 99(47.1) 54(47.4) 153(47.2)
Etc. 4(1.9) - 4(1.2)
TV/Radio 28(13.3) 10(8.8) 38(11.7)
Internet 64(30.5) 32(28.1) 96(29.6)
. Salesperson 59(28.1) 37(32.5) 96(29.6)
Information .
Source Newspaper/Magazine 25(11.9) 16(14.0) 41(12.7) 3.304 0.770
Beauty Shop /Therapist 8(3.8) 3(2.6) 11(3.4)
Acquaintance 25(11.9) 16(14.0) 41(12.7)
Etc. 1(.5) - 1(.3)
Basic Products 122(58.1) 40(35.1) 162(50.0)
Favorite Color Products 70(33.3) 58(50.9) 128(39.5)
Products Body Products 13(6.2) 14(12.3) 27(8.3) 17.420 0.002**
Hair Products 4(1.9) 2(1.8) 6(1.9)
Fragrance Products 1(.5) - 1(.3)
Total 210 114 324
(100.0) (100.0) (100.0)

*p<.05, **p<.01

[Table 11] Differences in Korean Cosmetic Products Satisfaction and Purchase Recommendation by Korean Wave

Awareness
Product Satisfaction Awareness Total 2 .
and Purchase Recommendation High Group Low Group
Very Dissatisfied 1(.5) - 1(.3)
Dissatisfied - 2(1.8) 2(.6)
Product Satisfaction  Average 22(10.5) 42(36.8) 64(19.8) 37.455 0.000%**
Satisfied 105(50.0) 41(36.0) 146(45.1)
Very Satisfied 82(39.0) 29(25.4) 111(34.3)
Strongly No - - -
Purchase No 3(1.4) 6(5.3) 9(2.8)
. Indifferent 32(15.2) 48(42.1) 80(24.7) 38.369 0.000%**
Recommendation
Yes 85(40.5) 38(33.3) 123(38.0)
Strongly Yes 90(42.9) 22(19.3) 112(34.6)
Korean Wave Effect Yes 193(91.9) 94(82.5) 287(88.6) 6.521 0.016*
on Purchase No 17(8.1) 20(17.5) 37(11.4)
Total 210 114 324
(100.0) (100.0) (100.0)

*p<.05, ***p<.001
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