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Abstract

Despite COVID-19 and the global economic depression, cosmetics exports are
continuously increasing due to the growth of Hallyu consumption overseas.
Thus, systematic research is needed to determine what impact Hallyu has on
cosmetics. Many studies have been conducted on psychological distance, Hallyu
preference, and the overall Korean product image, but research related to the
image of cosmetics has been insufficient. AMOS 26.0 was used to empirically
analyze the impact of cultural distance, social distance, and Hallyu preference
on the national image and the impact of the country's image on the image of
cosmetics among females experienced with Hallyu in Indonesia and Malaysia.
The empirical analysis showed that cultural distance, social distance, and Hallyu
preference had a positive effect on the national image, and the national image
also had a positive effect on the image of cosmetics. Since Hallyu has a
positive indirect effect on the image of cosmetics, it strengthens the
competitiveness of cosmetics companies in overseas markets. In Indonesia, only
cultural distance and Hallyu preference were found to affect the national
image. However, in Malaysia, all variables affected the national image. Thus,
even the same Hallyu content could have different effects on the national and
cosmetic images in each country. Therefore, strategies for utilizing different
Hallyu contents that are suitable for each country are needed to revitalize
Korean cosmetics in overseas markets.
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Classificaiton Frequency(N) Percentage(%)
. . Indonesia 140 50
Nationality Malaysia 140 50
20s 122 43.6
Age 30's 98 35.0
40's 60 21.4
High school graduation 21 7.5
. College graduation 16 5.7
Education Undergraduate graduation 184 65.7
Graduate graduation 59 21.1
. Single 118 42.1
Martial status Married 162 57.9
Employee 109 38.9
Self-Employment 42 15.0
Professional 42 15.0
Occupation Student 33 11.8
Housewife 22 7.86
Freelancer 21 7.51
Others 11 3.93
Less 500USD under 67 239
500~1,000USD under 70 25.0
Household income 1,000~2,000USD under 57 20.4
2,000~4,000USD under 37 13.2
Over 4,000USD 49 17.5




40 DjMH|2L|A 2283 25

Table 2. Measurement Scale for this Study (n=280)

N Measurement scale Mean Star'1d§rd

concepts deviation
m favorable to introduction of Korean Wave(CD1). 3.47 .816
Cultural Pm familiar with Korean Style(CD2). 3.70 787
distance Pm familiar with Korean street & natural environment(CD3). 3.43 .873
I've good understanding of Korea in general(CD4). 3.46 .807
'm favorable to Korean met at tourist destination(SD1). 3.74 794
Sodial Being friends with Korean is positive for me(SD2). 3.83 724
distance Being Koreans in neighborhood is posiitve for me(SD3). 3.71 726
I'm friendly to Korean sitting next to me(SD4). 3.76 777
I like Korean music(HP1). 3.87 928
| like Korean dramas/movies(HP2). 4.38 724
;‘ra;i‘gence I like Korean foods(HP3). 418 761
| like Korean celebrities(HP4). 3.93 833
| like Korean fashion(HP5). 3.96 .820
Korea is a culture rich country(NI1). 425 718
. Korea is an charming country(NI2). 4.29 672
:\r‘s:O:al 've good feeling for Korea(NI3). 415 718
° | hope to travel to Korea(NI4). 4.46 718
Korea is an economically advanced country(NI5). 4.27 697
Korean cosmetics have superior quality(Cl1). 4.22 685
Korean cosmetics have superior cost performance(Cl2). 4.04 .798
_Cosmetics Korean cosmetics have superior design(CI3). 4.24 697
mage Korean cosmetics have superior packing(Cl4). 4.26 .668
Korean cosmetics have superior stability(CI5). 4.10 724

v, 2473 o2 ek} Sause] B4 20RY Bgo] gt
@ % ok
1. &% =70 B3y U3

ojglor &= AA A A=kl duHCronbach «)3t E 2 A
o & Aoz yeht AAE §E2 glsich S0 HFEHFAAE
_ir_

KMOgko] .7 olgeldl glwAo] 2det molet &

B $19l A 29l
Age] APy ool B
Z3e HolFy 9
A Pl el Ak A1Ee

Table 4% /) @ $4w%0] sold Badve 7 W
kel

40 a2Zursl guk(Cronbach a)3te

2 ez eh} §2 A7s Wex golth KMO 2
gt 99108 HEolm Wh U8l Barler AYEINE oI up) U E&wane] gy
fo] B8 QolBMg AAstdid, 298 mde] MY Zow vehit

Me Akt Table 38 Ewo] e

L
ol
AR
Bt

N
o

4= e, 9130 Axste] w46t & 4+ itk FE5H BESHS A 5 olifolofof HiASHHE 7
Bartlett FAolA FrolAlga-S 1826.664, #2128 .000 & &3t ti(Jeong & Kim, 2022).
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Table 3. Exploratory Factor Analysis of Independent Variables

Factor analysis Reliability analysis
Factors Measurement variables 1 2 3 When removing items Cronbach «
Cronbach a
Social distance 2 .847 .204 194 .846
o Social distance 4 .830 191 195 .853
Social distance Social distance 1 817 162 143 876 892
Social distance 3 .762 129 374 .866
Hallyu preference 3 472 .766 .041 793
Hallyu preference 1 179 764 .109 716
Hallyu preference Hallyu preference 4 214 .738 292 716 7%
Hallyu preference 2 142 724 155 761
Hallyu preference 5 110 .691 .331 744
Cultural distance 3 .100 211 .835 .866
. Cultural distance 4 .265 .201 .822 .853
Cultural distance Cultural distance 1 272 226 751 876 892
Cultural distance 2 447 424 .528 .846
Eigen Value 6.120 3.501 1179
Variation 37.079 21.549 12.068
Accumulation 37.079 58.628 70.696
KMO 913
Bartlett’s Test 1826.664(.000)
Table 4. Exploratory Factor Analysis of Mediating and Dependent Variables
Factor analysis Reliability analysis
Factors Measurement variables When removing items
1 2 Cronbach «
Cronbach a
Cosmetics image 3 .859 .258 .905
Cosmetics image 4 .854 .287 .903
Cosmetics image Cosmetics image 1 .822 .296 911 925
Cosmetics image 5 .813 724 .910
Cosmetics image 2 .802 441 911
National image 3 227 .887 .870
National Nat?onal image 2 .305 .866 .867
image Nat!onal !mage 4 .267 775 .897 .907
National image 5 .258 .768 .899
National image 1 .398 718 .896
Eigen value 6.128 1.419
Variation 38.865 36.610
Accumulation 38.865 75.474
KMO 911
Bartlett’s test 2181.884(.000)

SIATEModel  Fi)  BAN  AIAB(xDL TS ) we 7 A2 o2 pde Sish)
547.085, FA=(pE .00091H x%/df kol 3.0 oldtoiof fote] w2 AL EAsh=A HEcke EAeld,
HiERt Beojgls 71ES 5513 IFL TLIL RMSEA, Table 69 WHeNY AT HE BaEitFE
CFl, NFI % 71%2%27A(Creteria)2 =3l 9lo], d1R (AVE) A5 ol o A AgEng 32 Ze=

gl ey QiR Hghgg selsar, Ueht Zjgtgol selsigick
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Table 5. Analysis of Convergent Validity

Factor Measurement Items Standardized estimate AVE CR
Cutural distance 1 755
. Cutural distance 2 768
Cultural distance Cutural distance 3 803 577 .845
Cutural distance 4 709
Social distance 1 770
. Social distance 2 .859
Social distance Sodial distance 3 826 677 .893
Social distance 4 .833
Hallyu preference 1 .660
Hallyu preference 2 .654
Hallyu preference Hallyu preference 3 56 593 .801
Hallyu preference 4 772
National image 1 .780
National image 2 .780
National image National image 3 .893 672 91N
National image 4 .763
National image 5 .739
Cosmetics image 1 .819
Cosmetics image 2 .834
Cosmetics image Cosmetics image 3 .867 717 927
Cosmetics image 4 .882
Cosmetics image 5 .830

Model fit

x2(df)=547.085 (220), p=.000, x2/df=2.487, IFI=.927,
TLI=.916, RMSEA= .073 CFI=.927, NFI=.884

Criteria

Significance of x2=(p<.05), x2/df < 3, IFl >.9,
TLI>.9, RMSEAL.1, CFI>.9, NFI>.8

Table 6. Analysis of Discriminant Validity

Factors gultural §ocial Hallyu National Gearits [Tsan
istance distance preference image

Cultural distance .760

Social distance 708" 823

Hallyu peference 577 595" 770

National image 7707 669" 6917 .820

Cosmetics image 703" 578" 686" 6577 .847
*p< 05, *xp< 01, ***p<.001
2. PRYUHAMDG Mt < 0000=, pCo01e] o)y sela 284 FFa

mIAL glo] 7M1 A e,

Table 72 FZ2THA LY FAANANE Aeo= P ARR1A Azt =7t olnjAle] FRke mXe A=A P
0® fely 470 9 ArE Wekg 4 9ok e 0482, p(059] HOlA ol FHAH G ]
231 A7t 571 olnjAle] P2 WA= ABRA PR A1 Qo] 7Hd 2= A=
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T ARErt =7t ojm|Ale] PR mAl= HEOA P 3HAS 735)0] thE AREC MY 2 Ao=R UEton,
2 00022, p<0019] Fold fFolA] AN FFS I = 23 Azt =71 olmlAle] vl g7k, R A
oIAAL Qlo] 7 32 AE = Al S5} 27} olu|xlo] wH G A}S|E Aelsh 2} ol

=7F om|A7t FEAF oln)Alel FFE A= AR 2o |zl geF o]k
oAl PRrZ .00022, p0019] Fola oA G2l Figure 2 7274 nd 2945 J3oA W 7F 9
FFE AL o] 7HE 4= AHE I FE A= AR AL} ZF H4e] SFYREN] WAE

=7F olmA7F SPFEAE olw|A|e] mAlEe FRH|EE TARoZ AME 4 Gtk
Table 7. Results of the Structural Equation Model

Classifications Estimate Stanc!ardlzed S.E. CR. P Hypothesis
estimate
Cultural distance — National image 379 421 .108 3.522 *kk Accept H1
Social distance — National Image 128 .156 .071 1.923 .048 Accept H2
Hallyu preference — National image 305 337 .073 4.200 *okk Accept H3
National image — Cosmetics image 735 684 .069 10.656 *kk Accept H4
Model fit x2(df)=641.613 (223), p=.000, x2/df=2.877, IFI=.912,
TLI=.902, RMSEA= .082, CFI=.912, NFI=.871
Criteria Significance of x2=(0p<.05), x2/df < 3, IFl >.9,
TL>.9, RMSEAL.1, CFI>.9, NFI>.8
O %19 O C2 U2 %1 Oz Co Lo O7n
g a g T 0 7 7 G
Y430 W23z Y4190 Was1 Waor YWa214 ~Waos Wa25 ~Yazs —Yan
0, 25 404 I | 7 L NE 1 we JCNE JCeg JCce JCo3 I ca g
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27 & 0, 36 i = 74 :
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27 1 = 224 &
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O'V 4 4 A48 Hallyu_Preference
B 212K T
. .28 1
4 HP
" 34 4

Figure 2. Drawing of Structural Fquation Model Results

(drawn by author)
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AMOS HEE#(Bootstrapping) 5,000/ MEHHS AA|
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Table 8. Analysis of Mediating Effects

Y RE AR W} olnlAE G FHEAE oln)
A EanE foldor slaiged 1 A74AE £

St4 Ad, 5 ASE, AHSE A dch

A 7 A2 Aok YA o2 s 2AEH
So] Wasgh, @7 Yol 3 2o 5] 9l 7
St MEANSE, Gt UAWT A9 HEEinse
gk, QlmyAlotel Tl Ao} F7} 7he] Afo] o g

o
ZAFHEHES QM= A (Unconstrained model)
7 Ak E(Constrained model)9] FHFHS H|wWsH=t,
A d FHolAlEZHCMIN) 979.510, AMekrd o] A5k
(CMIN) 98741802 Axtelgr}t. T ndo] slo|A&ar &}

Paths Indirect effects
Cultural distance — National image — Cosmetics image .288"
Social distance — National image — Cosmetics image 107°
Hallyu preference — National image — Cosmetics image 230"

*p<0.05, *%K0.01, ***p<0.001

Table 9. Model Comparison of Moderation Effects

NFI IFI RFI TU
Model el — s Delta-1 Delta-1 rho-1 rho 2
Unconstrained model 7.908 4 000 002 001 000 000

- Constrained model

Execution time summary: Minimization .086, Miscellaneous 1.303, Bootsrap .000, Total 1.389

Table 10. Moderation Effects of Indonesia

Classification Estimate S.E. C.R. P
Cultural distance — National image 405 146 2.762 .006
Social distance — National image .026 .091 281 779

Hallyu preference — National image 413 104 3.981 *okk
National image — Cosmetics image .872 102 8.509 *kk
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Table 11. Moderation Effects of Malaysia

Classification Estimate S.E. C.R. P
Cultural distance — National image 282 134 2.105 .035
Social distance — National image .230 112 2.052 .040
Hallyu preference — National image 238 .098 2.438 .015
National image — Cosmetics image .653 102 6.385 *x
o= Table 99} Zo] 79082 ZHistA, PFto] 00022 4R A 2a7E SR2A ofurt 9l Aol 919
Aisto] p 0019 o3 ol & =71 A= zteolrt HAATE Folo] A AEL o5 Zrh
Y= Eeloairt. A, 22 A 9 ARA ARE 2t A3 A
Table 10 =dAlo} daTo)A 2244 A7t =7} = =7t olm|Ajel] FelrEelM A4 e wlF=t, A
ofm|z|e] p{018] FOJH oA FHH FFE PlA= &2 ¢ Hgoz w7} ouArt MdET L s
Aoz Yetgtedl, ARlA Al =71 olr|lo] #9174 4 T Utk 2AT0] 73 ARet ARl A ESAPEG
Fo AL §gich R ASTot =7t olmiRef H|A]E =7F olnx] E33ko]l A U AiA BHRo] IRE
FEFEE K001 FF ol 3784 dFE nFl, = T F AYA AgEn 571 onA] /A At o
7b oln|Ale SFFEAIE olmAle] p 001 FoA a=<EollA Aot & 4 Slek QlwulAleret Helo|ajor dRlo FAH
584 dFS H =7t o|mAPTL SFEEAE olw|H o =7} oln|Ale ol gt 23 $FaHE FEsh=t], °l
2= FFHAEBEIAS 8722 T2 FREY & Z0 25t b= S SPEE ofW|A| At dFe mHY
2 e TFAoR: EH S 29E JHAE Aotk A&
Table 11 Zelo|Xo} 2dawz Fak A, AR5 A oz F3t4 At AR ARE F917] e | B
g, F ASL BT 7b omAo] p<05 FoeEelA 2 AlZel REdde] AFHo8 P 5 YA FEsHA
G vk =7t olmATt FFEAIF oAl p<001 W, g glo|m Ao WS AEs S Ao §R
oA oA A e vHet, IFEEHEES 4 oflE Fo| o] Wasitt 1 g ARl
Ag 6532 T2 HRHET & Ao eyt ol&oles ¥yl THARE sty dRAE T2 E8
Table 103} 11 BlWE Fsto] F =7} 1F A= 2fol7} g = fEAE 2 WEA T HAa A RIS
Y= IS =1HS 37k F Ay Aotlld & T HQg Aotk
314 Aot Ars1d A 27k 57} olu]Xjof] FaFE H| A, ¥ AL IRZERE =571 oAl {94 4
Rou, Zeolrotelld w2k A, AEH Az 9 3y ol 3784 FFe HAL g, TR ATEE ol
AR 371 BT =7t om|A|e] gekE mzlth =7} o] Aetide 388 Qe 2929 7ide] "asith 2 A4
m217F SPEEAE olmlAle] mAlE ¥ & =7 BF e Ao EAEATN Hxol M A Brlkke A=
FIH oA =2 FFHE B0 IRHXoK(872) = dal/Cetmfel A Ropolng o Fofo] A= ggol
7F deflojAloH653) Bt i or IA JkS mllth skt 293 2 F56k gl 9EHA 59 OTT
Aol ARl FofstAL 55 B8ote] AdE Wd
V. 28 a7t ok 293 QlyAoret delojAjop e el
ZA] B vnAd He 5 2009t 300 FRE olF
2 A= ddAotet Heo|Xof AF dHr BRe] Sl AL HiE ool aetAt ver Ve, TRt o
o AnA thder A2y Ay R Aoes =49 Folet o ws HiEe 7R SR AR 22 SIsiA
= AAste] g =71 o|nfAY PFEAE oAl | + Park(2019)9] AHE|e} Zo] = dA w7Pt 3AT
2~
e
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olglgt H&& gAs] feide =7 3871l Rt ARt itk Eetml, 98}, 2o, 24 T9 Tt R &
D2AE 2P Hog Fosto] FIMEY7IYe] &L dixet stefete 219939 w7te] wet mlxle gl oE
2 5% ZH2E vE 5 Sle SR Slojok & A 4 Qo] @A S ool hE FRlAA Aol
o|t}. " Qg ZAoltt. Korea Foundation for International Cultral
AR, wiARIHEAE Fote] A AY 2 R AT Exchange(2023)¢] iAo w2 QlEuAlel= FHF A
&7t = omAE Foke 71’%31403 SPFEAE olv]A] H= AIg = o] gt 3784 olm|A] WAL MY E2
of mAE YFE IRlotl=tl, BE AR K94 1 T 5 il AA™ =7t o[n| A7t AE olm|A|d
a7t Q1SS SISkt SPEA B4 G WA m2e Gl 2 ¥ ofle} IdiH] Wi FQ7F M
B FA7F Bagt @A, §Ro =7t olnj] S F Aoz Q1AE Zolrh
g SPFEAIE oWA A Bite 7199 nARHIES & ARE B FFE E DAE 7 B A79 A
o|l1 AEL 2= Y S A5A7le 89Y 2 Aotk i} SEATE fIote] oot T2 d9] o] Wast
weba] ohHSHE PR 7199 dl9] XE sfefellA L] A =4
£ R AAHIE fAIsH] flside =71 Ak AR, £+ FHoMoF EHAlofel Telo]xjot 274
o SRAIRt Adat &st A et sy Heloh = WIeE ZARIIAT B 7R vt b
o HEA dYer 4719 EARA SRS A= FF I Basith. F w7 TR F 22
o] X HIHE K 10F T & 4055 Adste], @A ud Ao A9t AEH A7t w7} olw]zjef m]H J7F
OTT #&oll HY=l= g Eapitell 113433a0%] PPL H 9 =7t ow|A|7t AlF olm|A|e] mF FRfe] thE Zew
2 &9 5 EE IMNEE AF SAul(Ministry of Uehd At Zo] tpefet A9g dtste] fARdR Aol
Culture, Sports and Tourism, 2023), ©l& AlejZdgt 7] o] §9l9lz] Fohf AZHxo] "Wasict
RHolgt & 4= Qi A, LAY Yol o B dF At HES &
A, =7F 7t A= BnE QR 2EIREAAE & Hsjo] 22 fold AMS FHfof & Holtk. theRt
TyAotet TefojAjote] = Apol7t QUi QlEHAotd] tlolg gtHe Uo], W&, AY 9 &5 5 JAdY EA4S
A 28 Agje} R A2not Z87F =7t olm|Alo /<] 13t AFAT7L JhsstH, olejt AAdE FY =7t
A oA FEE HL ARIA A mAA] ZFe), el HE ofmgt Hdo] o)X oz JpRE ARty =7t
ZeflojAlotelld 37 W HE =7} oju|x]e] o 4 o[m|2|e} SFFAE oW|AE Brol=A] & & 3leH, o]
ol S wHh kA A=dAlof 2312 A9} R et HolEl= T B89 A FA47|A Al 1
ASE =7} olmjzlof mjX PP HBES AS 71EL 4 Ak
2 gHolAotoMrTt Foh, =7} olm|z|7t SFFEAIE o] AR, oeket 7Rt et A5 ot 73 Ae]
u|zje] wjxe JFE AEHAloprt Helo|AorEn & A Ad AtA o wEE A7 2o Aol £4 Aol
o2 Ayttt o]= Cho, Lee, and Rha (2017)¢] &t U Hdgiateo g W4 gkEo] 2AANE ZQa35A|q EF
oA A&yAlote] HAH Z7h om|A]7t AR o]w]A] Eut H3lo] Fo]0] A1Ad= RE 5T FFEAE &
of B gFHo] “}Eﬂol*]o}iq £ Aor yepd Ao} 33} Ak ol Wast glojejg ARE Zolth

Akt & 4= qlnk Sl A& 719 BHlA Qlm|Ao 2 d9die SRE 88 7P e 249

APgo] EEojAlol AFHE £ d/\] 2 4 Sletl, 2314 A o] o] Hil, x&Ho)al theFjt AFE Foto]

A=E &9 FERm F4S fleie o= ARTEE TFAcEE U FEAAY x| Zlofste A

BAst A45A g Az e#Eet IS & & Qe 7dro] mA=d 7] ehgtet.
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