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DETERMINANTS OF CONSUMER
PURCHASING BEHAVIOR
TOWARD KOREAN COSMETIC
PRODUCTS: EVIDENCE

FROM INDONESIA

Abstract

Korean cosmetics have become a favorite product in the Indonesian market. Therefore,
it is essential to understand what stimulates Indonesian consumers to buy Korean
beauty products. This study aims to examine the structural model of the determinants
of purchasing behavior for cosmetic products made in Korea, applying a quantitative
design. Data were collected using a questionnaire targeting a random sample of re-
spondents (n = 250) who are social media followers of cosmetic products made in
Korea. The collected data were then analyzed using a partial least square approach
using Smart-PLS 4.0 software. The results indicate that consumer attitude significantly
influences consumer behavior. Moreover, the findings imply that a positive attitude can
build consumer behavior (make consumers proud and idolize a particular product).
Furthermore, the positive image of the place of origin and the quality of the product
can influence consumer attitude. Management practice can alter how individuals view
a product by using brand ambassadors and the rich culture of the place the product
comes from.

Keywords purchase intention, consumer behavior, brand
ambassador, product image
JEL Classification M31

INTRODUCTION

Along with the development of civilization, goods for personal care,
beauty, or cosmetics have become necessary for modern society
(Jairath & Daima, 2021; Le et al., 2020), including in Indonesia. The
need for cosmetic products has increased, so the cosmetics business
has grown significantly (Ishak et al., 2020; Nadim & Mohd Jani, 2021).
Korea is one of Indonesia’s countries that are expansive in marketing
cosmetic products (Nguyen & Ozgaglar-Toulouse, 2021; Sang-Hyeon et
al., 2020). Korean products are the top choice among Indonesian con-
sumers who choose and are proud of products made in Korea and rec-
ommend them to others. This is a fascinating behavioral phenomenon.

According to the theory of planned behavior and stimulus-organ-
ism-response approach, attitudes can develop due to stimuli (Miden
et al,, 2018; L. T. H. Nguyen & H. A. Nguyen, 2022; Paul et al., 2016).
Consumer attitudes develop due to exposure stimuli that marketers
have created (Aung, 2020). Marketing goods made in or imported
from other nations is challenging for marketers. Thus, developing a
positive perception of the country of origin and the product itself is es-
sential. Brand ambassadors are frequently employed in marketing to
promote specific products and their nation of origin. Utilizing notable
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individuals and artists from the product’s country of origin is generally helpful in developing a positive
image (Sudaryanto et al., 2022). Besides, exposure to the culture of the product’s place of origin can
also promote positive impressions. The function of brand ambassadors, accompanied by the arrival of
Korean culture, cannot be separated from the proliferation of Korean cosmetics in Indonesia (Jin et al.,
2021; Le et al., 2020; Long & Khoi, 2020). The mental image that Indonesian customers have of Korean
cosmetics shape their attitude: intentions to buy, suggest to others, remain loyal, and continue to use
such products shape consumer behavior (Vergura et al., 2020).

One of the pillars of the image of Korean products is the infusion of Korean culture and the splendor
of Korean artists as brand ambassadors for Korean products. Indonesian consumers of cosmetics are
under a hypnotic spell that promotes the establishment of attitudes and behaviors toward Korean cos-
metic products. Therefore, this study seeks to identify determinants influencing the desire of Indonesian

customer to use and recommend Korean beauty products.

1. LITERATURE REVIEW

AND HYPOTHESES

1.1. Brand ambassadors, country

of origin, Korean wave,
and attitude

Brand ambassadors convey messages to attract
potential buyers. The information the brand am-
bassador provides is a stimulus for prospective or
even existing buyers. This stimulus can respond
to a desire to buy or other consumer intentions,
such as repurchasing or loyalty. Brand ambassa-
dors are usually famous people and artists who
have appeal and are relevant to the products being
marketed. Brand ambassadors can drive interest
(Kusumawardani & Intan Puspita, 2021; Nguyen,
2021; Pandika et al., 2021) or even repurchase in-
tention. It was found that brand ambassadors af-
fect the purchase decision (Cui & Bai, 2020; Fadila
etal., 2021; Sulihandini et al., 2022). Therefore, the
relationship between brand ambassadors and buy-
ing decisions is not direct but through the media-
tion of a particular variable.

Before buying a product, prospective consumers
in a particular country generally pay attention to
where the product originates, commonly known
as the country of origin. They pay attention to the
producer’s country of origin because they think
products from certain countries are superior and
of better quality than those from other countries.
This concept is implied in writing as a “made in”
label on the product packaging. The impression
of a country producer affects the image and then
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purchase intention (Ibrahim, 2019; Yang et al,,
2021) or even the decision to try a product (Ishak
etal., 2020; Pandika et al., 2021; Rahayu & Sutedjo,
2022). Various studies show that the Korean wave
is one of the critical determinants influencing peo-
ple’s intention to purchase and even decide to buy
Korean products (Ibrahim, 2019; Lita, 2012). The
Korean wave affects purchase decisions directly
(Kusumawardani & Intan Puspita, 2021; Yang et
al., 2020) or through mediating variables (Truong,
2018). Similar research found that the feeling to-
ward Korea and its food image significantly im-
pacts consumer attitudes (Yang et al., 2021).
Country image indirectly influences attitudes to-
ward Korean products through the functional im-
age (Xin & Seo, 2020).

1.2. Attitude and behavior

The theory of planned behavior explains that at-
titude is one of the explanations of behavior. This
framework is applied in various business and mar-
keting studies (Hackman & Knowlden, 2014), ei-
ther as a whole or adopting only one explanatory
variable, especially attitude. Attitudes influence
behavior. For example, in the context of Korean
products, a person’s attitude toward Korean prod-
ucts can encourage the behavior to try and repur-
chase these products.

Islam and Hani (2021) found that attitudes are es-
sential in explaining Bangladeshi female consum-
ers’ purchase intention. Handriana et al. (2020)
showed that the intention to buy halal cosmetics is
affected by how people feel about the product and
how much they know about halal. Cosmetic hor-
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mone use indirectly affects attitude and other var-
iables (Miden etal., 2018). A positive attitude is the
most critical factor in increasing consumer pur-
chase intention toward halal cosmetics (Ariffin et
al., 2019) and in the positive relationship between
attitude and purchase intention toward green cos-
metics (Shimul et al., 2022).

The theory of planned behavior is often used to ex-
plain behavioral phenomena. In this framework,
behavior is explained by intention. At the same
time, the intention is influenced by attitude and
subjective norms (Handriana et al., 2020; Khan
et al., 2021; Nguyen et al., 2020). However, find-
ings at the practical level in the field tend to vary.
Consumer attitude fully mediates purchase inten-
tion (Garg & Joshi, 2018). Besides, stimulus-or-
ganism-response (S-O-R) is a framework for ex-
plaining the study of consumer behavior. The pre-
vious studies using the S-O-R framework found
that all constructs of celebrity endorsement as a
stimulus have positively affected purchase inten-
tion and behavior (Cui & Bai, 2020; Fadila et al,,
2021; Pandika et al., 2021), and brand ambassador
influenced buying behavior (Fadila et al., 2021;
Kusumawardani & Intan Puspita, 2021; Pandika
et al., 2021; Rahayu & Sutedjo, 2022).

Furthermore, Pandika et al. (2021) and Zainuddin et
al. (2022) have also shown that the product’s coun-
try of origin is one of the determinants of product
buying behavior. However, previous research who
analyzed the country of origin showed varied find-
ings. For example, Luong et al. (2017) in Vietnam
discovered that consumers buying cosmetics are de-
termined by the country of origin of these products.
Zbib et al. (2021) found a different attitude toward
products from China and France. Yusuf et al. (2022)
noted that the country of origin does not affect pur-
chasing decisions for cosmetic products. This indi-
cates that the country of origin is contingent and
should be examined in other contexts.

Referring to the S.O.R. framework, stimulus ex-
posure to consumers or potential consumers will
shape the perception of the product presented by
the brand ambassador. Previous studies of various
forms and types of stimuli can form a particular
response in a person and consumers or potential
consumers (Aung, 2020). For example, L. T. H.
Nguyen and H. A. Nguyen (2022) indicate that cer-
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tain stimulants can lead to a desire to buy or love
a product. Stimuli-Organism-Response (S.O.R.) is
a framework for predicting how people purchase
halal cosmetics online. It was found that attitudes
positively and significantly affect the intention to
buy halal cosmetics online (Suparno, 2020).

This study aims to assess the influence of brand
ambassadors, country-product image, and
Korean wave on the dependent variable - behav-
ior - by employing attitude as a mediating varia-
ble. The study proposes the following hypotheses:

HI: Brand ambassadors influence country and
product image.

H2: Korean wave influences country and product
image.

H3: Korean wave influences consumer attitude.

H4:  Country and product image affect consumer
attitude.

H5:  Consumer attitude influences consumer
behavior.

2. METHODOLOGY

A quantitative explanatory research design was
used. The population in this study is buyers of
Korean cosmetic products who are followers of
@nacificcosmetics on Instagram, with a total of
118,916 (as of November 2021). Data were collected
using a questionnaire designed with Google Forms,
distributed to 250 sample subjects via Instagram,
assisted by Twitter and WhatsApp, randomly se-
lected from the follower list. The questionnaire
distributed contains information concerns and
demographic aspects of respondents.

Valid and reliable variables measuring items, in-
cluding the brand ambassador, Korean wave,
country and product image, attitude, and behav-
ior use a five-point Likert scale (Strongly Agree (5),
Agree (4), Neutral (3), Disagree (2), and Strongly
Disagree (1)). The items in the questionnaire were
developed based on previous empirical studies.
Details of measuring items for each variable are
listed in Table 1.

131



Innovative Marketing, Volume 19, Issue 2, 2023

Table 1. Variable measurements

Variables

Measures (Items)

i Ambassadors are famous Korean ceIebrit-igs (BA1)

Ambassadors can convey cosmetic product information well (BA2).

Brand Ambassador (Pandika et al., 2021;

Ambassadors can be trusted with productﬂi'nformation delivered (BA3)

Rahayu & Sutedjo, 2022; Sulihandini et

Ambassadors look appropriate/match the product brand (BA5)

al,, 2022)

The appearance of ambassadors can represent a cosmetic brand (BA6)

Ambassadors can influence consumers to buy cosmetic products (BA7)

_: Ambassadors can remind about cosmetic brands (BA8)

Korean culture is a role model idol in term'suof beauty (KW1)

Korean wave (Jairath & Daima, 2021;
Truong, 2018)

Korean celebrities are imitated in appearance (KW2)

_: Consumers use products used by Korean artist idols (KW3)

Korean cosmetic products are superior to cosmetic products from other countries (PI1)

Country and Product Image (Anwar &
Nor, 2020; Hyeon, 2018; Yang et al., 2021)

Korea is a doubtful cosmetic manufacturing country (CI1)

_: Cosmetics from Korea results support daily appearance (Cl4)

Consumers feel confident when using foreign-made cosmetics (ATT1)

_: Consumers do not feel confident when appﬂearing/looking without using cosmetics (ATT4)

Consumers tend to buy cosmetic products made in foreign countries (BH5)

Behavior (Doh & Hwang, 2020; Le et al,,

Consumers tend to buy cosmetics made in Korea (BH6)

2020; Pham & Sun, 2020)

Consumers advise their friends to buy cosmetics made in Korea (BH7)

i Consumers boast Korean-made cosmetics in front of others (BH8)

The collected data were analyzed using Structural 3. Testing the algorithm model,
Equation Modeling (SEM), utilizing the Smart- 4. Evaluating the first model,
PLS 4.0 software used in the model development. 5. Modifying models,
The analysis stages are: 6. Bootstrapping,
7. Testing the final model of goodness of fit,
1. Compiling empirical and theoretical models 8. Testing the hypotheses, and
to propose, 9. Interpreting the final model.
2. Inputting the data,
BA6 BA7 BAS8
BAS
BA3
BA2 ATT13  ATT43
Brand
Eal Ambassador
Country & BH5
Cl3 Product Image
BH6
Cl4
BH7
PI1
Attitude Behavior BH3

KW1

KW2
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KW3

Figure 1. Conceptual framework
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The t-stat was used to test the premise of the rela-
tionship between one latent variable and another, as
shown in the model’s path diagram. Suppose the
t-statistic is more significant than the t-table, at 5%
alpha, or by comparing the significance value of
the path with the alpha (5%). In that case, the alter-
native hypothesis (Ha) is confirmed. On the other
hand, the theory (Ha) is established if the path sig-
nificance value (p) is less than alpha (5%). The mod-
el and the direction of the relationship between the
hypothesized variables are depicted in Figure 1.

3. RESULTS

3.1. Characteristics of respondents

Two hundred fifty questionnaires met the require-
ments for further analysis. The questionnaires
revealed the respondents’ education, formal em-
ployment, age, and gender. Most respondents are
female (95%), and the rest are male. This implies
that Korean cosmetic products are not only for
women. Even though the amount is minimal, men
also use cosmetics. The majority of respondents
(70%) are high school or college students. 20% of
respondents work as employees in private institu-
tions. Only a tiny proportion (2%) work as teach-
ers or lecturers at tertiary institutions; the rest
work part-time or other jobs. Most respondents
(59%) are 20-24 years, and as many as 24% are 17-
19 years. Others have been in the group for over 25
years. This indicates that most young adults use
cosmetics, especially those made in Korea.

In addition to demographic aspects, the data col-
lected are also related to product purchase loyal-
ty. This loyalty is seen from the average purchase
frequency per month. Most respondents only buy
once a month (41%). However, 30% buy cosmetic
products more than twice a month. The frequen-
cy of this purchase depends on each respondent’s
usage.

3.2. Model evaluation

This paper investigates the structural model of
consumer behavior concerning cosmetic prod-
ucts manufactured in Korea. The model explains
the connection between several latent variables,
each of which can be measured in various ways.

http://dx.doi.org/10.21511/im.19(2).2023.11
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The consequence of the modeling carried out on
multiple levels of evaluation is the final model.
Furthermore, the validity and reliability of the la-
tent variable structure and the model under con-
sideration are put through their paces.

The study investigates the structural model of con-
sumer behavior. The model shows how many hid-
den variables are connected, each tracked by sev-
eral indicators. The modeling output, which has
been evaluated in some different ways, is the mod-
el that is finally addressed. First, an analysis was
done to determine the validity of the model and
the dependability of the latent variable structure.
The composite reliability and Cronbach’s alpha
values can be found in Table 2, which run from
0.544 to 0.918. The values exceed the threshold
value of 0.600 for each latent variable. Another in-
dicator, rho-A, has a composite dependability and
a fair value above 0.70, except for attitude, which
has a value of 0.681 but is still thought to be feasi-
ble, closer to 0.70.

On the other hand, the average variance extracted
(AVE) value shows that the data are convergent. If
the AVE is more than 0.50, a variable can be ap-
proved and considered valid. Finally, the AVE val-
ues for all variables fall within an acceptable range
of 0.629 to 0.709 for the highest and lowest values,
respectively. The relevance of these standards im-
plies that all latent variables can be considered ad-
equate or acceptable.

The Fornel-Larker Criterion (FLC) and the
Heterotrait-Monotrait Ratio (HTMT) can be used
to check the discriminant validity of each latent
variable. These two criteria determine if two or
more constructs are similar. If the value isless than
0.80 and HTMT is less than 0.90, the variables do
not have multicollinearity problems. Tables 3 and
4 show the highest and lowest values of all vari-
ables. Except for the country and product image,
which have a value of 0.793, the numbers in the
oftf-diagonal cell have a value of 0.80 or more. This
condition illustrates no multicollinearity problem
for all latent variables. Table 4 shows HTMT be-
tween latent variable. If the HTMT value is less
than 0.900, there is no multicollinearity problem.

In addition, to carry out a fit and identity evalua-
tion of the model, it is also necessary to assess the
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Table 2. Construct reliability and validity

Source: Smart PLS 4.0 output.

Latent Variables Cronbach’s alpha

Composite reliability Composite reliability

Average variance

(rho_a) (rho_c) extracted (AVE)
Attitude 0.544 0.681 0.801 0.672
Behavior i OB63 0865 0807 0709
Brand Ambassador L0918 L0925 . S 0669 ...
Country and Product Image 0.704 0.708 0.835 0.629
S R s e s

Table 3. Fornel-Larker criterion

Source: Smart PLS 4.0 output.

Variables

Attitude
Behavior

0820
0597
..0:252

0.584
0482

Korean Wave

L0818

. Attitude | Behavior | Brand Ambassador | Country and Product Image | Korean Wave

0.558 0.834

Table 4. Heterotrait-Monotrait Ratio (HTMT)

Source: Smart PLS 4.0 output.

Relationship Path Between Variable

Heterotrait-monotrait ratio (HTMT)

jor - Attitude

Korean Wave - Country and Product Image

0.815
0.343
0.240
0.868
0.743
0.674
0.697
0.527
0.655
0.844

degree of the measuring items’ validity for each la-
tent variable. The cross-loading result of this study
shows that the latent variable measurement meth-
od can be used. The measuring indicator of a la-
tent variable is allowed and valid as a measure of a
latent variable if the value of the cross-loading on
the variable in question is more significant and the
highest among the cross-loading values on other
variables. Table 5 shows the cross-loading of each
item used in this study to measure the latent var-
iable; for instance, the first column of the table is
an indicator, and the first seven columns are latent
variables. In column 1, there is a brand ambassa-
dor indicator. In column 1, there are ATT1 and
ATT4 item symbols for the attitude variable. The
ATT1 indicator’s value appears to be 0.923, where-
as the ATT4 indicator’s worth seems to be 0.702.
This value is higher and more significant than the
loading value in columns 2 to 5. This fact shows

134

that ATT1 and ATT4 are the most reliable indica-
tors for the attitude variable. Therefore, assessing
the items’ validity of other variables is possible.

For example, in column 2, the loading of the be-
havior indicator (BH5-BHS8) is 0.804-0.841, high-
er than the value in columns 1, 3, 4, and also 5.
Column 3 is for loading the brand ambassador in-
dicator, column 4 is for country and product im-
age, and the last column is for the Korean wave.
Cross loading values indicate that all variables in
the model are formed with the valid indicator.

The goodness of fit indices help the researchers in
commendable ways for assessing the model fit of
both measurement and structural models; how-
ever, the models must have a substantive theoret-
ical base. The SRMR and NFI values can be used
to determine whether a model is fit. The model is

http://dx.doi.org/10.21511/im.19(2).2023.11
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Source: Smart PLS 4.0 output.

. . Brand Country and
Indicator Codes Attitude Behavior Ambassador Product‘:mage Korean Wave
(1) (3) (4) (5)

ATTL . 20230 059 0467
ATTA 0.183 0.305 0.296

s o e e
BA2 L0807 0447 0418
BA3 0.806 0.566 0.529

BAS L0835 0367 . . 045
BAG . e 080L 0382 i 033
BA7 0.825 0.451 0.507

BAS L08M 0471 042
BHS o119 0438 0331 .
BH6 0.256 0.567 0.447

BH7 018 . 0475 . 0383
BH8 0.191 0.485 0.305

cB_ L0412 0767 . 0464
cl4 .. 0378 i 0889 i 0528
PI1 0.526 0.760 0.508

KWL .48 0587 ... 081
Kwz .. 0388 20510 0508 i 0805
KW3 0.355 0.476 0.478 0.804

deemed acceptable when the appropriate indices
of SRMR are less than 0.09. The NFI yields values
ranging from 0 to 1. The closely NFI reaches 1, the
better the fit. NFI values above 0.9 usually reflect
an acceptable fit. The SRMR model value in this
investigation is 0.078, less than 0.09, and the NFI
value is 0.764.

In Figure 1, the R* values for the country and
product image (0.460), attitude (0.362), and be-
havior (0.357) variables fall within the moderate
range. While the weight of F? for attitude-behav-
ior (0.555) describes the effect of changes in exoge-
nous latent variables on endogenous variables, the
others fall into the minor category: country and
product image-attitude (0.204), Korean wave-at-
titude (0.033), brand ambassador-country and
product image (0.109), and Korean wave-country
and product image (0.282).

The results of calculating the PLS algorithm using
Smart PLS 4.0 are visualized in Figures 2 and 3,
showing the construction of latent variables com-
posed of valid indicators above 0.70. For example,
the brand ambassador variable comprises BAIl-
BAS, with a coefficient value of 0.801 (BA6), and
the highest is 0.841 (BAS8). The country and prod-
uct image variable was constructed using CI3, CI4,
and PI1 indicators with the lowest coefficient value

http://dx.doi.org/10.21511/im.19(2).2023.11

of 0.760 (PI1) and the highest of 0.849 (CI4). The
Korean wave is built with three valid indicators
(KW1, KW2, and KW3), each loading value great-
er than 0.700. Meanwhile, the attitude variable on-
ly has two items, namely ATT1 (0.923) and ATT4
(0.702). Behavior is also a latent variable composed
of valid indicators (BH5-BH8) with loading above
0.700. In Figure 2, the value of the T-statistics is
shown, as all the indicators that make up the latent
variables and the structural model. The T-statistic
value in the measurement model shows that all in-
dicators are valid (the T-statistic is higher than the
t-critical 2.00, and the significance level is 95%).

In addition to the measurement model, Figure 2
shows the structural model with the coefficient
values of the paths related to the latent variables.
Meanwhile, the T-statistic value for each route is
shown in Figure 3. For example, in Figure 2, it can
be seen that the attitude-behavior path has a (pos-
itive) coeflicient of 0.597 and a T-statistic of 12.925.
Then it was also shown that attitudes were influenced
by country and product image (S8 = 0.465, t = 7.278)
and the Korean wave (f8 = 0.187, t = 2.741). In addi-
tion, Figure 2 shows the path coefficient values, and
Figure 3 presents the T-statistical values between the
paths connecting the country and product image
and brand ambassador (8 = 0.292, t = 4.437) and the
Korean wave variables (= 0.292, t = 2.741).
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BA6 BA7 BAS8

0.807T 0.825 0.841

BAS
BA3
BA2 ATT13  ATT43
Brand
BAL Ambassador | 0.292
BHS5
CI3
0.597 BH6
Cl4 0.362 0.357
BH7
PI1
Country &
i i BHS8
Product Image Attitude Behavior
Korea Wave
0.865| 0.804
KW1 KW?2 KW3
Figure 2. Final model with coefficients
BA6 BA7 BA8
27.290\. 28.387] 30.593
BAS 42.457
BA3
BA2 ATT13  ATT43
20l Brand
Ambassador | 4437 57.485 11.169
BHS5
CI3
BH6
12.925
I 238 K 0.357
BH7
PI1
Country &
Y Attitude Behavior BH8

Product Image

Korea Wave

31.3267 49.749| 25.22

KW1 KW2 KW3

Figure 3. Models with T-statistic values
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In this paper, modeling is carried out to examine
the influence of several unobservable latent var-
iables. Table 6 shows the data processing results:
the path coefficient values, T-statistic values, and
P-values. It indicates that all paths’ coefficient val-
ues are positive and more significant than zero,
the T-statistic value is more than the critical value
(2.00, 95% level of significance), and the p-value is
less than 0.05. The positive value of the path co-
efficient means that the relationship between the
two latent variables is unidirectional. For exam-
ple, the coefficient on the attitude-behavior path is
0.597 (positive), meaning that if the attitude value
increases by one unit, the behavior value will in-
crease by 0.597.

The score of the respondent’s answer cannot have
quantitative meaning; if one causative varia-
ble changes one unit, then the value of the effect
variable will vary as much as the path coefficient.
Therefore, the value of the path coefficient in this
structural model is only interpreted in terms of
the direction and the alignment of relationships.
Meanwhile, the T-statistic value is more than the
critical value (2.00), and the P-value is less than
0.05, indicating that the relationship between the
two variables is significant and that the proposed
hypotheses (H1-5) are confirmed.

Table 6. Direct effect: Path statistics summary

Innovative Marketing, Volume 19, Issue 2, 2023

Table 7 presents the coefficient values of indirect
effect paths, T-statistic values, and P-values. It in-
dicates that all paths’ coefficient values are posi-
tive and more significant than zero, the T-statistic
value is more than the critical value (2.00, 95%
level of significance), and the p-value is less than
0.05. The path coeflicient’s positive value indi-
cates the indirect relationship between the three
latent variables. For example, the coefficient on
the country and product image-attitude-behav-
ior path is 0.279 (positive), meaning that country
and product image affects behavior with attitude
as mediation. Meanwhile, the T-statistic value
is more than the critical value (2.00), and the
P-value is less than 0.05.

The value of the statistics indicates that the indi-
rect relationship between the three variables is
significant. Two mediating variables link brand
ambassadors and Korean wave to behavior in the
model. The two mediating variables are country
and product image and attitude. Therefore, brand
ambassadors and the Korean wave can influence
attitudes through country and product image as
mediation. Apart from that, there is also a path of
indication of the influence of brand ambassadors
and the Korean wave, mediated by country and
product image and attitude. At the end of the way

Source: Smart PLS4 output.

Direct Path Path coefficients T P Hypothesis result
Attitude > Behavior 0597 12.925 © 0.000 H1 Confirmed
Country andHFj'r‘Qduct Image - Attitg'qg """" 0465 7.278 i 0.000 H2 ('I‘g‘r]ﬁrmed
Korean Wave - Attitudg """"""""""" 0.187 2.741 : 10.000 H3 Q'Q‘r)‘ﬁrmed
.Brand Ambassador -> Country and Product Image 0.294 . 4437 .:..8.000 H4 Confirmed
Korean Wave - Country and Product Image 0.469 7.368 i 0.000 H5 Confirmed
Table 7. Indirect effect: Path statistics summary
Source: Smart PLS4 output.
L Standard | L
. i Original | Sample ... : T statistics
Indirect Path . sample (0)  mean (M) deviation (|O/STDEV]) P values
| samp z (STDEV) z
Country and Product Image > Attitude > Behavior . 0279 : 0280 1 005 . 5570 . 0000
Korean wave = Country and Product Image - : :
Atitude > Behavior SR st Nt NS S S
Brand Ambassador - Country and Product Image =
Atttude > Behavior S T At Nt RN S
Brand‘Ambassador%Country and Product Image 0136 : 0137 0.034 3939 0,000
DAude
Korean Wave - Country and Product Image - 0.219 0.219 0.045 4918 0.000
AthtUde ,,,,,,,,,,,,,,,,,,,, 0 SO
Korean Wave - Attitude > Behavior 0.111 0.113 0.041 2.716 0.007
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is the behavior variable. The indirect path with
a single mediating variable (country and prod-
uct image) or multiple mediations (country and
product image and attitude) end in the behavior
variable, indicating a significant path. This is evi-
dent from the value of the indirect path coefficient
with a value greater than zero and supported by
a T-statistic value higher than the critical T-value
(2.00) and a significance lower than 0.05.

4. DISCUSSION

This study analyzes consumer attitudes toward
Korean products. Attitude has an impact on behav-
ior related to Korean cosmetic products. Behavior is
reflected in the measuring indicators, which include
tending to buy cosmetics made in foreign countries,
specifically from Korea, or suggesting that other
people also buy cosmetics made in Korea. Even more
powerful is that consumers are proud of the cosmet-
ics they use in front of people in their environment.
The relationship between the influence of attitude
and behavior is the basic framework for the theory
of planned behavior (TPB), widely applied in various
research fields. The results of this study support that
attitude is one explanation of behavior, even though
the context of Korean cosmetic products is different
from the contexts of previous research.

Nevertheless, the results are consistent. Previous
research has shown that attitude is related to or in-
fluences buying behavior or purchase intention, for
example, in the context of halal products (Garg &
Joshi, 2018) and halal cosmetics (Handriana et al.,
2020; Rubiyanti & Mohaidin, 2018). Next, Wuisan
and Februadi (2023) studied how consumers feel
about cruelty-free cosmetics and whether or not they
plan to buy them. Akter and Islam (2020) analyzed
the green products purchase intention. In addition,
there is evidence of young people’s intention to un-
dergo cosmetic surgery (Nguyen et al., 2020), buy
green cosmetics (Shimul et al., 2022), and show atti-
tudes and behavior toward luxury cosmetics (Ajitha
& Sivakumar, 2017).

Attitude is a variable that can be formed via plural
antecedents. In particular, the attitude created can
be caused by the external environment or exposure
to stimuli from outside oneself, as explained in the
S-O-R framework, for example, in the context of or-
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ganic personal care products and natural products (L.
T. H. Nguyen & Nguyen, 2022) and cosmetic product
reviews (Aung, 2020). This means that specific stim-
uli can form attitudes toward something.

In this study, attitudes are measured by two indica-
tors: feeling confident when using foreign-made cos-
metics, especially from Korea (ATT1), and not sure
when looking without foreign (Korean) cosmetics
(ATT4). A consumer has such an attitude because
a relevant stimulus can be a perception of an ob-
ject, country, or situation. Cosmetic products made
in Korea can be seen from two sides: the country of
origin and the cosmetic products themselves, as well
as the culture surrounding them. Therefore, Korean
cosmetic products are covered by three aspects: the
country, producers, and culture. The impression of
Korea as a cosmetic-producing country and Korean
cosmetic manufacturers as trustworthy can lead to
a positive attitude toward such products. The mod-
eling results show that attitudes are influenced by
country and product image (8 = 0.465, t = 7.278, and
p =0.000) and the Korean wave (3 = 0.187, t = 2.741,
and p = 0.000). This indicates that consumer atti-
tudes are formed by an impression of the Korean im-
age, the cosmetic products produced, and exposure
to Korean culture.

The image of the country of origin and the product’s
image are the results of the influence of one or sev-
eral variables. An image is the output or response of
the stimulus that causes it. In the model, it is suspect-
ed that brand ambassadors and the Korean wave are
two variables that can build an image of the country
of origin. The modeling results show a significant fa-
vorable influence of brand ambassadors ( = 0.294, ¢
= 4.437, and p = 0.000) and Korean wave (3 = 0.469,
t = 7.368, and p = 0.000). Indicators that measure
brand ambassadors include: famous Korean celeb-
rity, who is able to convey information on Korean
products well, trustworthy, and compatible with the
product, represents the brand and its products, and
can influence and convey positive emotions.

The Korean wave includes: Korea as an idol and role
model in cosmetics; Korean celebrities deserve to
be emulated in the appearance; consumers choose
Korean products used by such artists. The indicators
can form an image regarding the country of origin
and Korean cosmetic products. The ability and ac-
curacy of ambassadors in presenting products from
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their homeland can create a positive impression
about Korea and cosmetics produced in this country.
Indonesian consumers believe that cosmetics made
in Korea are unquestionably perfect; such products
are superior compared to other cosmetics and suit-
able for supporting daily appearances formed be-
cause of the presence of qualified, relevant, and reli-
able ambassadors. In addition, this popularity is also
caused by the massive exposure to Korean culture.

This study confirms the findings of earlier re-
search. For example, Motsi and Park (2020) found
a relationship between the perception and im-
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age of a product’s country of origin. Vinata and
Kusumawati (2021) showed that brand ambassa-
dors affect appearance perception. The country’s
image has a direct positive effect on brand attitude,
and through brand attitude, it has an indirect pos-
itive impact on purchase intention. The company’s
image and the brand’s image have a positive impact
on how people feel about the brand and a direct
positive effect on their plans to buy particular prod-
ucts. Also, the country’s image has a positive effect
on corporate image, and through corporate image,
the country’s image has an indirect positive effect
on the brand image.

CONCLUSION

This study aimed to analyze the determinants affecting the popularity of Korean beauty products among
Indonesian consumers. The study chose such variables as consumer attitude, consumer behavior, coun-
try and product image, brand ambassadors, and the Korean wave.

The results show that consumer attitudes toward products made in Korea are formed due to the
image built by consumers that Korea is a trusted country as an excellent cosmetics manufacturer.
Consumers’ positive impression of Korean products and the country as a superior, trusted cosmet-
ics manufacturer is due to the massive exposure to the Korean wave and competent brand ambas-
sadors who promote beauty products. Brand ambassadors and the Korean wave affect consumer at-
titudes and behaviors indirectly. Country and product image and attitude can mediate the relation-
ship between brand ambassadors and the Korean wave toward behavior in products made by Korea.

The study offers several implications. First, brand ambassadors can be artists or well-known persons in
the producing region. Second, products convey the impression of the country of origin; thus, the coun-
try of origin where the producer is located can help create a positive brand image.
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