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Abstract This study aims to study the effect of K-beauty brand's social responsibility activities on
purchase intention through value, and to conduct a comparative study using Korean and Chinese data.
To To test the hypothesis, a total of 480 data were collected from Korean and Chinese and analyzed using
SPSS 27 and LISREL 8.8. As a result, it was found that economic responsibility affect efficient value, and
ethical responsibility positively affect social'ethnic value. Also, the effect of efficient value and
social-ethnic value on purchase intention had also positive effect for both Korean and Chinese. Regarding
the difference in path coefficient, it was found that the influence of social-ethnic value on purchase
intention was greater for Chinese than for Korean. These research results expand the theory of K-beauty
brands' social responsibility activities and provide practical applications for K-beauty brands operating
in China. If a comparative study on the impact of other social responsibility activities is conducted in
the future, better implications can be provided.
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Fig. 1. Research Model
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Table 1. General characteristics of the sample

Korean Chinese
Division Frequency ratio(%) Frequency ratio(%)
(persons) (persons)
Gender Male 59 32.8 78 26.0
Female 121 67.2 222 74.0
20s or 464 922 222 74.0
Ao younger
¢ 30s 5 238 47 15.7
QOver 40 9 5.0 31 10.3
Total 180 100 300 100
4, A7}
4.1 5H2Y 243
£ G o] tA] LR o)ge BAjskglon], vl
SIF QIUBNE 3| SYRFE W/ie A Table 2

x “with 94 df. = 314. 10(p=0.00), GFI= .92,
= .99, IFI= .99, NFI = .98, RMR= .032& H&

2710 tha W Ago] A x 7 ol9 AT
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Table 2. Measurement model

ltem/Scale Lambda e AVE CR.
loading
» Economic Responsibility 594 .854
It seems that this cosmetic brand is constantly improving the quality (or service) of its products.|.77 19.43
This cosmetics brand seems to be building a system to deal with customer complaints .81 20.69
This cosmetic brand seems to contribute to the development of the national economy through profit 75 18.43
creation. . :
This cosmetics brand seems to be trying to create jobs. .75 18.64
* Ethical Responsibility 679 .864
This cosmetic brand does not seem to be exaggerating or making false advertisements. 78 19.81
This cosmetic brand seems to have transparent management. .86 22.97
This cosmetic brand seems to be doing fair dealings with other subcontractors. .83 21.58
« Efficient Value 712 .881
| think this cosmetic brand is well worth the price you have to pay. .83 21.94
The prices of these cosmetic brands are generally fair. .83 21.94
Purchasing this cosmetic brand is an economically wise decision. .87 23.41
« Social and Ethnic Value 781 914
By purchasing this cosmetic brand, you are engaging in ethical behavior. .86 23.01
By using this cosmetic brand, you will be able to impress others. 90 25.02
Buying this cosmetic brand is a socially desirable behavior. .89 24.33
* Purchase Intention 793 920
| will purchase this cosmetic brand. .88 24.10
| am willing to spend money to buy this cosmetic brand. 92 25.86
| like to use cosmetics with this cosmetic brand logo often. .87 23.52
2
X “with 94 df. = 314.10(p=0.00); GFI= .92 ; CFl = .99; IFl= 99; NFI = .98
42 0|28 Iy ZH= Table 4. Hypothesis test
Path Standard
S ZA=7471 -
421 HN2Y #5Z Route coofficient _error L ¥alue
H o1 xo ZAAX ALl 71RS A= Economic Efficient
= A7 FE SHEAE AR M BAIE ! Responsibility  Value 5 039 14.02
Azl 2 Ethical Social and
1=0re) Ol‘y\q’. X 224 89(df-5 P( 01) GFI(‘ 88) 2 Responsibility ~ Ethnic Value 58 038 15.27
CFI(= .87), IFI(= .87), NFI(= .87)24] Ag7|&] &4 3 Efficient Value — ﬁ;;cnhtfjf 57 032 1784
ofal 9&1 ZﬂO]—o]- Edo] ‘:Hzﬂi 2 ?J'O]‘q_’ i °‘V4-. Social and Purchase
4 . - . 22 .032 6.82
Ethnic Value Intention

2
X “with 5 df. = 224.89(p=0.00);

Table 3. Correlation analysis GFI= 88, CFl = 87, IFl= 87. NFl = 87

Construct 1 2 3 4 5

1. Economic Responsibility 1

2. Ethical Responsibility 694 1 4 22 ZX"_B_JJ' % _q_

3. Efficient Value 545 5b51 1

4. Social and Ethnic Value 544 578 691 1 2 AFolA] AlRKeE TAT} Fh=att S AH|AR] wht
5. Purchase Intention 5613 607 722 613 1 2}017]' 9&1‘%‘ ;\Q_E By zZ+ 7:]]—/,\— ZJ'O" jq_o] 7‘3%_5__

ANSAT EARAolRAS 9 Fig. 29 2ol

M AN, AAA AATEL TLA ] F Chinl28)9) AN o] gFom, AT Table 59
A JFL FE AR UEL(y,= 55), 994 g
= 7

HAG=T ALS-&F A 710 FAE I F= b= P12
_ m—1 2 ny—1 o 1 1
0 YeRgthy,= 59). \/mnz_stm el csmy L L
5 387 H(By,= 57)%F A2 (B, S py 0 A%
= 22/ 25 FHome] folt e 1 9o} i
e e A5 SE; : 18R A2A%) BEeR

ti]_o,] ARE N+ ny-2

Fig. 2. Path coefficient comparison formula
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Table 5. Differences in path coefficients between
Korean and Chinese consumers

Korea China
(n=180) (n=300)
Path Standard Path  iStandard
Route - - t-value
coefficient! error | coefficient! error

Economic
Responsibility—  |.47 .066 .55 .048 -1.9031
Efficient Value
Ethical
Responsibility—
Social and Ethnic 59 061 58 047 0.2562
Value
Efficient Value | g 056 |47 037 |1.1291
Purchase Intention
Social and Ethnic
Value— 23 056 |39 037 ("28(1)%2
Purchase Intention P

Korean:zwith 5 d.f. =63.62(p=0.00); GFI= .90 ; CFI = .88 IFI= .89
; NFI = 87

Chinese: @ with 5 d.f. =124.82(p=0.00); GFI= .89 ; CFI = .90; IFI=
.90 ; NFI = .89
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