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Abstract This study investigated the effects of 'K-POP’ preference on purchase intention
of Korean products. Especially, it revealed the mediating role between the participation
intention of Korean culture event and the purchase intention of Korean products. Further, we
examined the difference in the path relation according to the use-behavior of Korean wave
contents. In this proposed model, we can see 'K-POP’ preference had a positive effect on
participation intention of Korean culture event, but it was not significant for purchase
intention of common products. The participation in Korean culture event had significant
effects on the purchase intention of Korean culture products and the purchase intention of
common products.

* Corresponding Auther : pjcd887@chosun.ac.kr
Manuscript January 13, 2015 / Revised February 05, 2015 /
Accepted Fevised 06, 2015

1) &gt Aty A1

2) 24t 4 Qs gs A4

3) Aot 4 s}, wal A At

_79_



The Effects of '"K-POP’ Preference of Chinese Consumers on Purchase Intention for Korean Products

However, the purchase intention of Korean culture products had no significant effects on the
purchase intention of common products. Thus, our finding showed that higher preference of
"K-POP’" did not make cause purchase intention of common products. Further, the higher the
preference of 'K-POP’ was, the higher the participation intension of Korean culture event
was and, as a result, the purchase intention of common products got higher. In addition, path
analysis results according to the media usage behaviors show that Chinese consumer who
uses the internet and has a higher preference of 'K-POP’' had a positive effect on the
purchase intention of common products. Furthermore, it has a positive effect on both
purchase intension of Korean culture products and purchase intension of common products. In
case of Chinese consumer who use the television, radio and newspapers, K-POP preference
had no significant effect on the purchase intension of common products

Key Words : K-POP preference, Culture events, Culture contents, Participant intention,
Purchase intention
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Table 1 General information of the respondents I )8 Fujsln AP,
EOR T 4 il 7

Frequency(n) Percent(%)

male 121 40.3 noayd
Sex ]
female 179 59.7

AH 34 7 o} 33}, ,
e ;8 leszsg.thlagI;- i561<7$(f)> Aol 55 dFLd A A= E5U/es 4
- . . (o)

30 - 39: 70 <23.3%> V‘Z‘Oﬂ EH@' —%—/\}‘éﬂ}, 1?:_1 013} 55“3(183%), 2~3?——l%
100 Joss than: 179 <59.6%> 739 (24.3%), 4592 738(24.3%), MLL 153 (5%)
Household 100 - 199: 15 <5%> o2 Yepgon, 3492 A9 A Zevia §H3
income 200 - 299 28 <9.3%> 9tk K-POPo| that AR IS i Clejylo=r

(ten 300 - 399: 16 <5.4%> Do o oo . o (20
thousand) 400 - 499: 16 <5.4%> HERLOP(58%), Tt o= TV2%), am*(g/")’
500 or more: 46 <15.3%> 71 9%) o= uEsith wtore] 4 =t

7} 119(39.7%) 0.2 AY =A L}E}kkzuh 1t
o7 &oF B JR(25%), 93H15.3%), ek Al

Total 300 100.0
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Table 2 Results of exploratory factor analysis

Factor Cronbach's

Variable Items loading Alpha
pl 75
K-POP p2 83l
p3 844 .896
preference A 749
o) .806
tl 644
t2 629
Korea culture t3 666 886
partei\czie}j)rStion tdx 589
25) 714
Korea culture
produc.t cl 799 831
purchasing c2 .806
intention
common goods
. il 827
p}lrcha.smg s 656 779
intention
Eigen-value 7576 2654 1937 1.124
Variance% 54.117 13835 5.681  4.635

Accumulated variance® 54117 67952 73.632 78267
* elimination after factor analysis
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R
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NFI=921, CFI=.938, RMR= 048 RMSEA=.102

w7 A e

SghdE F4sa g

A

= A

HEfE =] A, wdg
ﬁ% ko] el #
sl A ®EY g
tha @ 4 9k &=
Ry FRAE S
xeskd HAEAH

v FEEtdge] EAlgth & 4 lT171.

3HolA @9l¥A A} Table 30 Wiy wpe} 7+
°of B @e] By FAAY tgke] 26T T grow
el 2 Ao SR gk e 9
T AR MT £ glrh w3 WS 9¥ A
o) Mg AFHE LI 70577452 A EI, dukE
7191 TR A vERY Al rﬂ% —% s

Table 3 Results of confirmatory factor analysis

Standard Measu—
rement t-value CR

Variable Items -ized

Loading  error
pl 34 30 17.33+
K-POP p2 80 37 16.07x 75
preference p3 90 19 1948«
p5 78 40 1552+
Participant tl 34 30 17.52+
li(nt%%%%%)larflor 2 .76 43 1505+
orea culture 3 79 38 1599+
t 86 25 18.40%
Purchase
intention for cl 35 27 17.26% 715
korean culture c2 34 30 1680«
products
Common
goods il 69 52 13.06% 708
purchasing 2 93 14 19.14x -
intention
X'=196.79, df=48(p=.000), GFI=.901,
Fit AGFI=.839, NFI=921, CFI=.935,
RMR=.048
x* p<l0b
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stol 'K-POP' A5%, SaRsiole ololw, o
FESAE TooE, AuAE Tololme] o 47)

A WMeE =Eskith

Table 4 Correlation matrix

A B C D

A .686 .35 45 27
593

B (044) 660 .69 82
673 832

C oy oy ™M =
523 910 769

D (.050) (.025) (.038) 666

1, A=K-POP preference, B=Participant
intention for korea culture events,
C=Purchase intention for korean culture
products, D=Common goods purchasing
intention

2. the diagonal is average variation extraction(AVE).
The diagonal down is correlation coefficient among
constructs. The diagonal upper is squared
correlation among constructs.

44 718 AA
441 4753 HIL

B o‘j:rloﬂ/\i‘f‘:— ZHFA] 1

1 &) ngol 9
LISREL 830 A&ttt w447, WA AFE
of 3 A= AFE F P 21820(df=149, p=
0000Z frolstAl yepsteh ®=3h GFI(.892), AGFI
(.827), NFI(913), NNFI(.906), CFI(.930), RMR(.057)
s F7HR! ARE AF T A 9ol vEEAl
W giAlR sEEnkel fFow By tHfair
fit)[19].

Ao
=1

3pe

(Mo

OBL_&

442 A7 AR

= ARHAlE e

QuAE Tle] el
2 et e
EHAFE Pulel

o]

ol A+
TV 2> 7149 agla 7 elA
e, st E ol 3

b 33} FHEHlE 2

oo 4D dFL M2 ﬁo
AR oz AN, A%

IS

.63(9.25)

K-POP
Preference

‘"‘n,n.nsa.as)

Participant
Intention for
Korea Culture
Events

.85(8.38)

Purchase
Intention
for Korea
Culture
Products

o110}

|
v

Purchase
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Fig. 2 Results of hypothesis test

Table 5 Results of hypothesis test

H Path Coefficient| t-value Support
1 A — B .63 9.25%x% | Supported
2 A—D .08 1.48 Rejected
3 B—C 85 8.38#xx | Supported
4 B—D 95 4.64=*x | Supported
5 C—>D 01 .10 Rejected

X2:483.38, GFI=.868, AGFI=.818, NFI=.866,
NNF1=.864, CFI=.889, RMSEA=.067

1, A=K-POP preference, B=Participant intention
for korea culture events, C=Purchase
intention for korean culture products,
D=Common goods purchasing intention

2, * p<.05, *x p<.0l, **+x p<.001
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Fig. 3 Path difference according to the level of
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