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Abstract This study was designed to present the direction of Korean K-beauty by examining awareness, selection
attributes, and satisfaction of the Chinese on Korean brand mask packs, which currently rank among the top 10 mask
packs in China’s beauty market. As a result, the perception of Korean Wave, especially entertainment / music
preference, has a positive (+) effect on Korean mask pack choice attributes. Also, it was found that the influence
of the Korean Wave greatly affected both satisfaction and repurchase intention. The increase of Chinese women 's
consumption and the appearance of the society due to the advancement of the society also affects the appearance.
However, the safety and efficacy of the product has yet to be established. If the improvement of these technologies
and the countermeasures of domestic cosmetics companies are provided, Korea's K-Beauty industry will be more
active in the domestic and overseas markets.
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Table 1. Influence of Korean mask packs selection
attributes
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Table 2. Influence of Korean mask satisfaction

index B t D VIF
5744 | <001
Korean Wave culture 191 1047 055 1124
awareness
Appearance interest .369 3.760™ | <.001 1.124
e p<,001
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