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Abstract

First, this study considered the trade situation of cosmetics products between Korea and China and
conducted a survey on Chinese women about the purchasing behavior of Korean cosmetics. Five
hypotheses were set up to further analyze Chinese women's purchasing behaviors. Subjective norms,
conspicuous consumption, perceived behavioral control, brand and Korean wave were used as five
variables to analyze hypothesis tests on the impact of purchase behavior. The results of the study
showed that Chinese women's subjective norms, conspicuous consumptions, brands, and Korean wave
factors had a significant effect on purchasing behavior, while perceived behavioral control factors did

not affect purchasing behavior.
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Table 1. Cosmetics Industry as a Share of GDP in Korea

(Unit: Hundred Million Won,%)

Section 2013 2014 2015 2016 2017
GDP 14,294,454 14,850,780 15,641,239 16,417,860 17,303,985
Cosmetics Industry GDP Share 79,721 89,704 107,328 130,514 135,155
Compared with GDP 0.56 0.60 0.69 0.79 0.78

Source: Korea Cosmetic Association, production performance of Cosmetic, Economic Statistics System (2018).
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Table 2. Status of Import and Export Amount and Fluctuation Rate of Korean Cosmetics

(Unit: Thousand Dollars, %)

Export Amount Raliglcc:;laéi)?;o i Import Amount R;gcé?e}:i?;o it
2012 1,028,367 19.5 1,494,762 24
2013 1,276,977 24.2 1,546,452 3.5
2014 1,918,421 50.2 1,692,942 9.5
2015 2,927,565 52.6 1,719,082 1.5
2016 4,205,432 43.6 1,778,908 3.5
2017 4,966,856 18.1 1,917,332 7.8

Source: Korea International Trade Association, Korean Cosmetics Trade Report (2018).

Table 3. Status of the Export Amount by Korea Major Cosmetic ltem

(Unit: Million Dollars, %)

item 2012 2013 2014 2015 2016 2017

Basic Skin Care Product 394 513 832 1,223 1,678 1,989
Make—-Up Product 99 121 148 244 342 37
Eye Make-Up Product 33 50 75 103 135 119
Lip Make-Up Product 13 20 3 46 87 62
Perfume 12 5.4 5.3 8.0 6.2 15
Product for Children 0.7 1.2 1.1 1.4 4.4 4.4
Tonic 0.2 1.1 0.9 2.2 2.8 0.9

Source: Korea Customs Service Trade Distribution Report (2018).
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Fig. 1. The Scale of the Chinese Cosmetics Market
(Unit: Hundred Million Yuan)
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Source: China Cosmetics Industry Information(2018).

Fig. 2. The Scale of Chinese Skin Care Cosmetic Product
(Unit: Hundred Million Yuan)
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Source: China Customs Service, China Skin Care Market Report (2017).
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Fig. 3. Major Countries’ Cosmetic Consumption per Person

(Unit: Dollars)
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Source: Euromonitor, Cosmetics Consumption Report (2018).

Fig. 4. Research Model
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Table 4. KMO and Bartlett's Text

Kaiser-Meyer—-Olkin Measure of Sampling Adequacy 0.763
Bartlett's Test of Sphericity Approx. Chi-Square 6121.418
df 105
Sig. {.000
Table 5. Statistics by Age, Marital Status
Marital Age Frequency Ratio(%)
under 20 years old 37 14.9
21-31 86 34.6
Married 31-40 87 34.9
41-50 33 13.3
over 51 years old 6 2.4
subtotal 249 49.2
under 20 years old 39 15.2
21-31 85 133.1
) 31-40 97 19.2
Single
41-50 25 9.7
over 51 years old 1 43
subtotal 257 50.8
total 506 100
Table 6. Statistics by Education Level
Education Level Frequency Ratio(%)
Under High School Graduate 0.4
University Student 32.4
University Graduate 59.7
Over Master’'s Degree 7.5
total 100
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Table 7. Statistics by Career
Career Frequency Ratio(%)
Student 103 20.4
Company Staff 99 19.6
Public Servant 57 1.3
Profession 58 1.5
Homemaker 59 1.7
Freelancer 64 12.6
Etc 66 13.0
total 506 100
Table 8. Statistics by Annual Income
Annual Income Frequency Ratio(%)
under 2000 yuan 62 12.3
2001-4000 150 29.6
4001-6000 179 35.4
6001-8000 104 20.6
over 8001 yuan " 2.2
total 506 100
(20.4= Al Eom thae 3AF A 999 = flske] o2 7R £FL ol8shs ¢, AlE
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Table 9. Cronbach's Alpha's Text

content Cronbach's Alpha
Subjective norms 0.928
Perceived behavioral control 0.931
Brand 0.932
Conspicuous consumption 0.920
Korean wave 0.936
Table 10. The Results of Confirmatory Factor Analyses
Component
F1 F2 F3 F4 F5
Your parents support you in _
purchasing cosmetics. 941 .001 .061 .016 .034
Subjective  Friend supports you in purchasing _
Norms cosmetics. 927 .039 .035 .01 011
Your boss at work and teacher
supports you in purchasing cosmet 935 031 009 019 024
| was knowledgeable about cosmetics 060 934 — 07 031 — 014
before purchasing items. ’ ’ ) ’ )
Perceived | have a requirement for cosmetic
B%hoi\?r%rlal quality when purchasing items. ~083 938 ~0%9 2 ~0%2
It takes time to consider purchasing _ _
cosmetics. .003 .935 .027 .043 .027
There are many advertisements for _
Korean cosmetics brands. ol 000 937 036 038
| prefer a Korean celebrity of Korean _ _ _
Brand cosmetics brand. .029 .048 .938 01 .002
The brand of Korean cosmetics is
very reliable. .047 044 937 .005 017
| usually buy trendy Korea cosmetics — _ _ B
even if | don't need them. .004 .078 .021 923 .027
Conspicuous | usually buy Korean cosmetics, even _ B _
Consumption though | don't have enough money. 005 023 02 926 026
| want to buy new Korean cosmetics  _ _ _
before my friends. .015 .015 .009 933 012
The design of Korean cosmetics is a _
general trend .039 .037 015 .007 .943
Korean Wave Korean cosmetics is a big—time item.  .038 -.034 -.002 -.034 941
This is because Korean drama actors _ 08 -.002 007 — 040 939

have good skin.
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Table 11. Result for the Purchasing Behavior Regression Analysis

Unstandardized Coefficients

Standardized Coefficients

Model Sig.
B Std. Error Beta

(Constant) 602 141 4,078 000
Subjective Norms 219 079 278 2.775 010

Perceived _ _ _
Behaviorel Gontrol 271 078 350 3502 .003
Brand 255 066 332 3.855 000
Conspicuous 341 114 M3 2.99 012

Consumption

Korean wave 33 051 420 6.306 000

Note: Overall R? for Equation-level goodness of fit =.0.819 using Bentler-Raykov squared multiple correlation

coefficient. ***£X0.001. Durbin-Watson=2.082

Table 12. The Result of Hypothesis Test

Hypothesis Results

Subjective norms will have a positive influence on Chinese

H women purchasing behavior of Korea Cosmetics. ) +(adopt)

Ho Perceived behavioral control will have a positive influence on (+) —(reject )
Chinese women purchasing behavior of Korea Cosmetics. )
Brand will have a positive influence on Chinese women

H3 purchasing behavior of Korea Cosmetics. ) +(adopt)
Conspicuous consumption will have a positive influence on

H4 Chinese women purchasing behavior of Korea Cosmetics. ) +(adopt)

H5 Korean wave will have a positive influence on Chinese women (+) +adopt)

purchasing behavior of Korea Cosmetics.
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