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Abstract The study aims to understand how indirect hallyu experiences in the Chinese market affect
Korea's national brand image and willingness to purchase Korean goods from the perspective of
"content consumption” and "recognition of Korea's." To that end, a total of 178 Chinese university
students in the Beijing and Shanghai regions were analyzed. According to research and analysis, the
perception of indirect hallyu experience has had a positive affection not only on the Korean
national image but also on the willingness to purchase Korean products. Also, the halo effect came
as Korea's national image had a positive effect on quite a lot of intentions to buy Korean
merchandise. The recognition of South Korea can be enhanced by the spread of hallyu, which can
be a decisive gauge of a favorable impression of the country in a short time.

Key Words : China, Hallyu, Korean national Image, Intangible attribute of Hallyu, Intentions of the
Nation’s Product Purchase, post-2000s generation
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Fig. 1. Research model
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Table 1. Characteristic of Sample

N %
Total 178 100.0
male 88 495
Gender
female 90 50.5
& Ao AHESke AEAE F7olRAT- 7]
2 AFN HHHOR AL UBFHEG ALgI
At
AT

WA A ARAY e A el F
oRE HEF, 39 5 3 32, BF ol
gHao] g 91, B A4t 5 2] B, S
F FooEL AEe] e S SRAE o
& 9% 5 27 YRoE BAslg YRS
UAEY 57 AR st 54 242 e
ARHe ot ZYRY N ye W

42 GAstel e AEsAh

4. M SiRAEe =70I01X] sat ZaEY

IR RIEAS Boto] B7IRE SAHRY 9] At
x2 =42.867(P = 0.000), df = 4, x2/df = 10.717,
GFI =0.960, AGFI = 0.850, NFI = 0.963, CFI =
0.958, RMSEA = 0.09%2 UEhY, Atk A47} Fo
St "ol Aoz e

Table 2014 & 4= Sl%ol, 7H84 g7 A, 2=
=7teln|A], e=AlE FHE T 37 W] Al
| (cronbach’s a)= % 0.80]4r0.2 UERTE

E3h 37 RS BEAAA ()7 4 0.62
B EE B4 UEa, BdEAEEd(Average
Variance Extracted)® 0.504} 02 HHlAo g 4
Etd = (Convergent Validity)7} R =t 14 7Y
J7to] AHHAE HolF= oA 95% EEAL
T (e £ 2S.E)0 1.00] E3HER] Y=AE &
ISt Ay}, HE pAg9] AlFREge] 1.00] 2L
UA grot 4 7EE 7toll EErE=(Discriminant
Validity)& &HH Aoz HHE Q).

AMOS 23.0& o|8sto] £ ¢A+t9] 7Hd-E ASsH|
Aot FRRFPEAS AAT Ay, JPE Aee



ST0IN 2

ron

tEA2el =71010jX &1t 24 97
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Table 2. Construct Statistics Measurement, Validity

and Reliability
ltern Estimate| S.E AVE CR C“’”Z“hs
HY1 | 0.769 -

HY HY2 0.738 | 0.069 | 0.895 0.982 0.820
HY3 0.804 | 0.062

cn 0.485 -
Cl 0.963 0.936 0.790
Cl2 0.683 0.163

Pl 0.745 -
Pl 0.885 0.932 0.760
P12 0.868 | 0.068

Note. HY=Intangible attribute of Hallyu, Cl=Korean national Image,
Pl=Intentions of the Nation's Product Purchase

Table 3. Results of Hypothesis Testing

Hypotheses Stan'\(;c;?;ized Standardized | C.R. Conclusion
H1| HY-)CI 0.768 0.859 14.947 | Accept***
H2 | HY-)PI 0.361 0.391 3.815 Accept**
H3| CI-)PI 0.467 0.567 2.624 | Accept ***

Note. HY=Intangible attribute of Hallyu, Cl=Korean national Image,
Pl=Intentions of the Nation's Product Purchase
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