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At FEEUECAN 4T 20159 =] Qlo] AFE sl o] T3 Aol &
AFE A A TR 1079 R 8fle] 5 Utk mhe, olAlF, 2014). 53] HE
S A A A 3.0%8 AAYKEEE FH] FTA LR o)F WETeR AEH
AT, 20160, 3HgE A A SR 2 2HIAY o] SVHEAL e Eee
9 g Heol a9 FE= FES Skt BA@@EFARS, 2016, FF P FE

ol o3& ¥7} HWh=th(Kumar & Steenkamp, 02 FZAEWHA A]L3Z wA

2013, olo] HAE AL T2 v fd @RS 99 wedo] Bash 53 A A
22 AREe] FEA JAE HAFW AR S2¥EsPL JIEsEEA s A
Aeldetl Hol AlA #EE AR JAEsEe 719S THIEES JEstaat o

B0l £4L Holm Yok ok B kb #e] AvlEo] £UE AES o@A
POP, Eefvl, @R2AEe Q7] B4 R WA Teln 2 ool

o8 A 24V T4 W) 93 =

2 /18 FEA B9ES £250] HY thKein o al, 1999, FHIEE vH

7) Bl AEA, o), 2013, A APsEE Fo g ke shielw,

RIRBILTMMG MY B FAAE 89 AHE HE S8 407

sFE FEE A7 Xl*?h JoH,  #3}, X A 5 #EHE wA" i A
20159 9 32 159 119 98 E 712 Ao E%—% £ 4 UK Tsiotsou, 2006) ek
ol AT AVEF FAME = sFFEY A T SEEFY 43 Y IS Sl
FA 9 V] Aso® 3FFE ol & F AMe IAF: F7F &R ?Uﬁ«lmﬂ FFS
o2 7M7) wiolth g FFES F8  vAE 24E HWIa o]E vHE AFo=
FE2T o AWEE 2o Fo] FZo] 201539 FEE Fav) ok

71 109 6,237%F DHE 414%5 RS g FEstara) she %7k AMA 54,
J, F HAE T A WAe =Y o AF 54, B8 54 AFY el A
2 Yeida Joh FeAoRe] FFo] A 9 IS vE £ Ak 53] A= dE
FEs ARG YA wl=, Zekzo] tigk o] opd FYEE AFEel tigh ARt whg
FEo] & ZIVME Heola o W=, F & A AF uig wkey 4ds g2 4
H TY AE AROE FETol tskst #HE op1d Utk dE &9 XY, A
I 9E EHS Holu Jth Ed HEWS W F4F9, BT T 2L QEe
= 3PdE ET ke 89]ol s HAN  FdE AFel i wgo] FFES wH
FEo] A&KHOR sojual e EES Ae MR 54 Hpolth ZERQIAS A
oJFal itk At WERS ZAHRJ A AFold AMulze digh ti7tE A &3t
U #AS 7Y Hlgo] =L, FFE AT 1 e Adsle EE71X017] Wi
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(Zeithaml, 1988), droe e Aol 7k = AFY A4d F4, R A= 3
Aol ¥ ARH= Aol o} 7ol A G Fo TRl viAe 9FE ¥Ry T
&S = F JE Wtk AH|Ae] ANIS 511 2u)Rpsl WEY AHAE Hlm BAEhe]
FAFAE avlAEe] edd AFA o FF A ﬂﬂ*«l WE2E EAska, w7
THFE FFE VA 5 9 ashed E=gol Hazt

AgAdeld = oA A A
# @k

A
al, 2010). FLE AF] gt ARAEY wh o234 wWi7F
A

o FEFS v & e Anix B4 WE

ojelo Aztel FAI 2L AF 54 digk  7Hi|e[A(Value consciousness)

BtE Fujoxd] JFs vE F Ae HE

olty. XZH EZo|® Fol Ho|x] &= A A ZtE 7}R|(Perceived value)v= FIHE A
of gk AWl AAHS W= Aoz AE o VES dE F8900 oigh ARk bk
ojuf AMulze] did) Hriste FHA FHo] A Hrl} & F UhZeithaml, 1988). ©]
2t & & oH(Adker, 191), FES WURE TR WA He AT F23% s}

2o i

l
3 @eehe 7lEe] 2 4 gl ole} tiEe] o AT M U AFE Tk Aow
SR} e E3ly A 3 L A|ZTo (Lichtenstein et al., 1993), 22 7}4& X|&E3}
oA FEFE mA, = FF Aol o W2 FES W A= EEde FAo
Fdehe =S FAh dRE B @ @ F tKAillawadi e al, 2001). 53] A
Aw3 9= ATol k2T, ok o} ol Az B il Axelm 10 o)

A= Aol T2 olmAR 97 e Folt Aulzag e W 7 F23H
FEE ok = VIYE Q4L 2R} ABIE= 1A

AF AR el A5 &8st JrkAE  FAolR & & AtKLichtenstein et al, 1990).
)
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olFul, 2013, olo] B ATFANE §% Aoz sjx AH suAE we A4
F9F 0900 A%d WA 9 52 A g o galy DY ANEN A 4F ER
WSS 99 WA 97 9E AU 4E 5 BAL FE A%l Sles, ool we
9l 233} FWASo] wolAuA TolE ®  EAS Fujd f AR = s Ao
3 Z7bskal dar g=ake] FTA wa ol JIXE 47| fd JHAE Al=mska, oE B
Ro 2/ Holm e WMEW s¥AE A= A4S mmske AL wiY
AT o AaA B weA B AT Shama, 201, o]F XA FqiE 4
o BAe ted 2. W% AEe) de  F S 2T W 9T W 5 ok
Szo] ZAWA 9 avAE A= 8 58 WAT 2uAel T v nAY &
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et al., 2008), TF= o]M A E}%MW FdH =
AES ¢ A3 7Aool A7l wEd

(Sharma, 2011), &3 AB|IAES] 7}X] 92L&
| B HE o=
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Lo,
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(Shimp & Sharma, 1987) AH|R} RS FAE
o &nzte] A, "k, FeE 3

o G T H“Olﬂ% B
e e R
(Kaynak & Kara, 2002). ANE FAFIE A
o 2HAE 95 AlES Tl w Azl
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]_ z/\]

= =2— U

g oofet =gl PFejghs A4S WixE
7= AR €, 2009). & FHE FF
AZHPTR= QA4S WE

Zujsle Ao
T Q9EH ole 491w AE Jtujy} vlo)=
Q1 d9jolar, A=) F7} AA g
Z_l

3 o o

AZ45E7] W) Eo] th(Kaynak & Kara, 2002). ¥
WHoR AUE FF APl £ 2
AEe Ao AFl U FEAY WhE
s, SN wEOIY AES £ HE
ZohielA B WgE Bus A An
(Kasper, 1999; Klein et al., 1999). o]o] A}

Zo

AT Aol Be AuAE AT AE

S5} AR FQo talne awws}
3, 58 AE taiNE Bartske

S H(Sharma et al., 1995), AF=Fol|A] ‘:&—g
o1 2ol o $dalthy W) W] A
AEE O Folete 43S BATHKen et al,
1999). Ol 3 AR FAFole Fbvic o
S 4 J=U| Pereira, Hsu, & Kundu(2002)2]

A7) W2w T, A%, Uwr 2HAE o
oz Al T LRl AE F
AT M =2 AR ey g
SHIAE HGoR g AFelME ANE F
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AR MEEA ATEA A
Yz wpun o 999
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2 X

=& Fo[(Materialism)

Richins?} Dawson(1992)0l] W2 ¥ EAFo)=
dug THdel waAd Aol £
A8 Baw sHow afEoly w50 &
2485 Fe Aog AYsilon, i AH]
W59 F99 AYeie PFEL = B4
T APl & AMAEL B AWAE
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9], 2014). o]¥ e A zt® FHLe Fuf3)Eol
U FuidEE A3 Fa% wFolH
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g 7N%1e AE oee Fol g E=d
9)&3}A = +=H|(Asshidin et al., 2016), T-uj<]
T aHAe Afd nHgEs orsid,
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S TETHEngel et al, 1995). MR 54
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AHIX} - BT

o

B AlE[SIEIAl:

1. SEX FEARN EM
e 2 LR} HEY A8z}
A 125(50.0) 100(50.0)
4

44 125(50.0) 100(50.0)

20~29 64(25.6) 50(25.0)

30~39 62(24.8) 50(25.0)

Sk

40~49 62(24.8) 50(25.0)

50~59 62(24.8) 50(25.0)

158w &9 wivk 2(.8) 1(5)

158N 4 18(7.2) 29(14.5)

=i &k st 51(20.4) 27(13.5)
g =9 163(65.2) 123(61.5)

Hatn =4 16(6.4) 20(10.0)
3= AL 1 AT} 171(68.4) 116(58.0)
FEAF T A A} 7931.6) 84(42.0)
s 98(39.2) 132(66.0)

12 ¥ 127(50.8) 63(31.5)

s W A

3-4 ¥ 22(8.8) 4(2.0)

5 |l o) 3(1.2) 1(5)
A 250(100) 200(100)

g Eho] 47 65.2%(163%), 61.5%(123%)  =o] F ¥ ¥ ZoZ YEITKE 1)

2 7P B4 Yehgen, 1 ggos 3
ZMAE W3 Aste] 204%G1%)E e
gow, WMEW Auze 3
145%297)2 ekt d=

HAES 7ot Bl de T LHAE
68.4%(171%), WEY ZHlAh=
o2 vt F3 A o)
2 Yegth @ WE 49

34. O%(68tﬂ)0] 3

@A g W Ado] e AMAE



HO|

HOIR| / AHIRH S, R2E B2, Bt i AAE THOZO OlRle BE: 33 AIXR HEY AR} B|DE SACE

A4 =l 29l AVE Cronbach’s
AR =78 -
=1 =70 I} l?_ '(5]—%]: CR a
When shopping, I compare the prices of different brands to be sure I get the 505
best value for the money. ’
When purchasing a product, I always try to maximize the quality I get for sis
the money I spend.
_ ] ) ) 543
712 2] 2 When I buy products, 1 like to be sure that I am getting my money's worth. .805 275 731
I generally shop around for lower prices on products, but they still must meet 615
certain quality requirements be- fore I will buy them. ’
When I shop, I usually compare the ‘price per ounce’ information for brands I 615
normally buy. ’
Chinese(Vietnamese) people should not buy foreign products because it would -
hurt Chinese (Vietnamese) businesses and causes unemployment ’
A Chinese(Vietnamese)  people should always buy  China-made(Vietnam-made) 850 576 796
FAF9] products ’ .600 ’
I prefer to support Chinese(Vietnamese) products despite the length of time 714
frame ’
I like to have a lot of luxury in my life 715
Buying things gives me a lot of pleasure 784
.634
EAF9] I admire people who own expensive homes, cars, and clothes 798 288 892
The things I own show how well I am doing in life .840
I like to own things that impress people .838
Korean cosmetics are reliable 923
The workmanship of Korean cosmetics is high .887
.806
AZtE =4 Korean cosmetics are durable 854 038 954
Korean cosmetics are dependable .888
Korean cosmetics are of good quality 935
I am interested in Korean dramas 782
I have positive feelings toward Korean popular music 936 825
35 947
I think Korean popular music is interesting 953 886
I am interested in Korean popular music 952
The likelihood of purchasing Korean cosmetics is high 816
The probability that I would consider buying Korean cosmetics is high .858 758
T 925
My willingness to buy Korean cosmetics is high 941 877
The next time I need cosmetics, I will choose among Korean brands. .863

X'=646.347 (df=284), Normed x’=2.276, p=.000, SRMR=.047, GFI=.899, NFI=.935, TLI=.957, CFI=.962, RMSEA=.053
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Fee AdEHE 7ES FFAIA R =
do] Agee A7)

Fatgko] 0.6 olsiel ke AATAL,
Z|SMI: modification index)E ©]-8-3}o] A
A A5 THNunnally & Bernstein, 1994). ©] 3}
oA 4o SAE ] AAHNCH, HF
239 13 QRIFA AFe x2=646.347
(df=284), Normed x2=2.276, p=.000, SRMR=
.047, GFI=.899, NFI=.935, TLI=.957, CFI=.962,
RMSEA=053% UElt} Hw2 kgl 4
Fes A iviaEd, ol 4w, 2009). #

£ 5917 aawde Zawe ¥ 2 U
U gl
TAEEAL FAZE Al (Convergent Validity)

¥ 3. Bo, ETUAL, 4ol ME H AVE

9} FHE}F A (Discriminant Validity) 0. 2 3712
+ 3
5

o] 0.7 o]}o] Holof stH, HF &
(Average Variance Extracted: AVE) Zt2 0.5 ©]4,
M A E(Consturct Reliability)= 0.7 ©]43]
HhgHEsle o] gh], AAFE, 2013). & ATl
Me FE3F Q98]
oo UEhtom, AVEgo] 0.543~0.825,
CRZES 0.600~0.9382 UER} FHFEFGA o]
FREAKE 2). EF 2 FANE A
o AlF 4 AVE S vlus|E A
BAS] AF ol AVE ghroh yro} whd
EfgAde] FREUTKE 3).

25 F98tka, 06

Mean

A S 1 2 3 4 5 6
S.D)
5.471
712 2] 2] 543
(.996)
4.145
ANE SAF 023 576
(1.374)
4.969
E4F9 147 020 634
(1.260)
_ 5.613
2 2+g ZA 115 .005 225 806
(1.068)
) 4.866
35 123 .008 329 326 825
(1.439)
5.422
Tujel = 3 .000 .266 488 .336 758
(1.199)
T YZbde AVEE YERY
gzbd o= AEAGe] AFES UeR.
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The purpose of this study is to examine the effects of consumer characteristics, perceived quality and
Korean wave on purchase intention toward Korean cosmetics. Our data were collected from 450
consumers older than 20 years of age and who live in China and Vietnam. For the analysis, SPSS 20.0
was used to conduct frequency analysis and regression analysis, and Amos 21.0 was used to conduct CFA.
The results showed that ethnocentrism was negatively related to purchase intention toward Korean
cosmetics, but materialism, perceived quality and Korean wave were positively related to purchase intention
toward Korean cosmetics in both China and Vietnam. As for Chinese consumers, ethnocentrism and
perceived quality had a significant impact on purchase intention toward Korean cosmetics while value
consciousness, materialism, perceived quality and Korean wave had a significant impact on purchase
intention toward Korean cosmetics in Vietnam. The results suggest that firms can develop effective
marketing strategies emphasizing perceived quality to enhance export performances and help them

understand consumer characteristics among different countries.

Key words : Value consciousness, Ethnocentrism, Materialism, Perceived quality, Korean wave, Purchase intention
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