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For last few decades, the nation brand power of South Korea has been enhanced 
by impressive global performance of South Korean brands and increasing 
popularity of K-pop cultures. However, it is hard to find previous research that 
manifests the current international status of ‘made in Korea’ and its impacts on 
consumer choice behavior. Especially, the corresponding research toward Nordic 
market is scarce.  
 
The Nordics are an attractive market for businesses due to their regional 
wealthiness and high purchasing power. Therefore, the thesis is aimed to test the 
brand power of South Korea in the Nordics, so that we can understand that if the 
phrase ‘made in Korea’ affects Nordic consumers when choosing products. 
Furthermore, the thesis researches if consumer’s knowledge and experience of 
South Korean brands and K-pop cultures influence consumer choice behavior 
towards the phrase ‘made in Korea’ in the Nordics.  
 
Theoretical framework consists of three main theories: Country-of-Origin (COO), 
Customer-based Brand Equity (CBBE), and Nation branding. These theories help 
understand the research holistically as the basis of the thesis.    
 
For the empirical studies, quantitative research is conducted through online survey 
with questionnaires and mock tests. Mock test is created for products in four 
different categories: cell phone in technology, sheet mask in beauty, beer in alcohol 
and painkiller in medicine. 200 participants from the Nordics have responded. The 
data was analyzed through descriptive statistics and t-test by using SPSS software.  
 
The outcomes of the quantitative study confirm that COO cue of Korea barely 
matter in the consumer choice behavior towards product or has slightly negative 
relation. In further research, it is also confirmed that consumer’s knowledge and 
experience of South Korean brands partly influence consumer choice behavior 
towards products with ‘made in Korea’ label in a positive way. However, 
consumer’s knowledge of K-pop doesn’t show any significant differences. It 
indicates that knowing K-pop does not help influence consumer choice behavior 
towards the phrase ‘made in Korea’ positively.  
 
The theoretical contribution of the thesis is that the study researches COO effects 
on consumer choice behavior in a new region, which is the Nordics, especially by 
combining CBBE and cultural aspects of South Korea. It also adds broader product 
range in the existing COO studies. The thesis has some managerial implication as 
well. First, South Korean companies can have an insight about the influence of the 
phrase ‘made in Korea’ in the Nordic market. Therefore, the companies can set a 
better marketing communication strategy for their market expansion and 
development. Second, South Korean brands can also understand which product 
categories works in the Nordics with ‘made in Korea’ marketing. Considering the 
results of the research, pharmaceutical companies may be hard to enter, but 
technology, beauty, and liquor companies may have a good chance to succeed with 
this type of marketing. As a result, the thesis ascertains a novel insight to the 
competitiveness of COO of South Korea in the Nordic markets.    
 
Keywords: Country-of-Origin (COO), Nation branding, K-pop, Customer-based 
brand equity (CBBE), Consumer choice behavior 
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1 INTRODUCTION 

During the last decades, we’ve seen that South Korean brands take substantial 

market share in global scale. From the electronic devices by Samsung and LG, cars 

by Hyundai and Kia, to Korean beauty (K-beauty) products recently, the range of 

products in the international market has been also diversified. For example, 

Samsung smartphone is the world’s most high-selling smartphone brand by taking 

up 27% of global market share, which is followed by Apple with the market share of 

24% (Mourdoukoutas, 2018). Likewise, South Korean car brands are getting bigger 

internationally for instance Hyundai ranked in 10th place among other best-selling 

car brands in Germany in both 2017 and 2018 while Toyota and Nissan, which are 

other Asian car companies, placed in 11th and 20th respectively (Bekker, 2019).  

Building on the success in Asian market, in addition, K-beauty brands strive to broad 

their target markets to Europe and US. Good examples of K-beauty brands in 

Finland are TONYMOLY and It’S Skin, which are sold in retail shops like 

Stockmann, Sokos, and Kicks through on- and off-line methods.   

Liu and Johnson (2005, p. 87) stated that “consumers tend to evaluate products 

more favorably when the products originate from or are made in countries that enjoy 

a positive image or perceptions”. The image of and global perceptions towards South 

Korea seem to become more positive in recent years than ever before due to two focal 

pillars, which are South Korean brands playing active roles on the international 

stage and growing popularity of Korean pop (hereafter, K-pop) culture around the 

world. Interestingly, the cultural aspects of South Korea such as K-pop and K-drama 

are important attributes when it comes to the current status of South Korea on the 

international stage. It means that those cultural aspects contribute not only to create 

economic value, but also to enhance its country’s image, and therefore the nation 

can strengthen its competitiveness in the global market (Huang, 2011). In case of the 

Nordics, K-pop had finally penetrated the regional market since 2012 due to the 

Gangnam Style world phenomenon (Hübinette, 2018). After Gangnam style, K-pop 

has started to gain a foothold and attract fans. However, the number of K-pop fan is 

relatively small compared to other Western regions such as North America, 

Australia, or other part of Europe (Hübinette, 2018). 

Since the country of origin of products is an important attribute that affects 

consumer perceptions towards the products (Peterson and Jolibert 1995; Srinivisan 

and Jain 2003; Verlegh and Steenkamp 1999, cited in Liu and Johnson, 2005), it is 

crucial to have up-to-date information regarding the brand power of countries 

through continuous research. However, it is hard to perceive the recent information 

of the nation brand power of South Korea because most of previous studies on South 

Korea regarding this issue are outdated.  Accordingly, we need to ascertain what the 



  

brand power of South Korea is on the international stage in 2020. By doing so, South 

Korean brands can have an insight into their market development and the 

expansion.  

Moreover, it is also interesting to see how the international competitiveness of the 

nation has been changed in a decade and what sorts of reasons have contributed to 

this change behind the scenes. It is assumed that consumer behavior towards Korean 

products in the global market is closely associated with the international 

competitiveness of brand power of South Korea. In addition, South Korean brands 

and K-pop cultures contribute to this competitiveness of the nation.      

1.1 Research Problem 

Although numerous scientific literatures relevant to the brand power of countries 

were studied under the name of such as nation branding and Country-of-Origin 

(hereafter COO), the research focusing on a certain country, which is South Korea, 

are scarce.  

According to some previous research, the COO effects of South Korea were studied 

to understand consumer choice perception and purchase intention to South Korean 

products. For example, Han (1990) incorporated ‘made in Korea’ products as one of 

research variables to see how the COO of Korea works in consumer choice behavior. 

In his research, he showed that the COO effects of South Korean brands were less 

influential to US consumers’ attitudes than that of Japanese and US brands (Han, 

1990). Likewise, similar research was conducted by Ahmed, et al (1994) and Agrawal 

and Kamakura (1999), where they tested the COO image of South Korean products. 

In their research, we can perceive that South Korean products used to be considered 

less appealing to the other developed countries. A decade later, Lee and Lee (2009) 

researched the COO image of Korean products compared to that of a Japanese 

product. The outcome of Lee and Lee’s research (2009) was more positive compared 

to other preceding studies, which basically had shown the negative COO effects of 

‘made in Korea’ products. However, the preceding research does not reflect the 

current COO of South Korea due to outdated information.  

Compared to COO effects, nation branding of South Korea has been researched more 

frequently in recent years. Strong presence of South Korean brands and cultures in 

the global market enable to spur active research on this topic. Especially, the recent 

cultural aspect of Korea, which is K-pop culture, is the national champion that builds 

the current national image and awareness of South Korea in the world. Ravina 

(2009) argued that the increasing popularity of South Korean cultural contents in 

entertainment industry helps the rise of the image of South Korea worldwide. Huang 



  

(2011) also articulated that how K-pop culture helps boost the national image of 

South Korea and bring positive economic impact to the country. Through annual 

research of K-pop by KOFICE (Korean Foundation for International Cultural 

Exchange), we can also check that how K-pop culture contributes to the brand power 

of South Korea.  

Nevertheless, preceding research that explores the impacts of both K-pop culture 

and South Korean brands on consumer choice behavior as part of COO effects are 

scarce. Also, those studies did not manifest the information by focusing on the 

Nordic markets. Therefore, we need to know the latest status of South Korea in 

international market, especially in the Nordics by checking the competitiveness of 

‘made in Korea’ products. It can give an insight of business strategy for South Korean 

companies which would like to engage in market development and expansion in the 

Nordics.    

I chose the Nordics as the target market for the research since they are attractive 

regional markets for businesses, considering their wealthiness and high purchasing 

power. Despite of relatively small population, it is globally known that the Nordics 

consist of rich and developed countries. For example, according to The World Bank 

data (cited in the GlobalEconomy.com, 2020a), Norway, Iceland, Denmark, 

Sweden, and Finland are all ranked in the top 20 world richest countries by GDP per 

capita, USD in 2018: Norway (5th), Iceland (7th), Denmark (11th), Sweden (13th), and 

Finland (16th). Likewise, they are also considered to have one of the world strongest 

Purchasing Power per capita: Norway (8th), Iceland (15th), Denmark (16th), Sweden 

(17th), and Finland(23rd) in 2018 (theGlobalEconomy.com, 2020b). 

 

1.2 Aim of the Study 

The focal aim of the thesis is to test the nation brand power of South Korea in the 

Nordics. It means that the thesis wants to know that if the phrase ‘made in Korea’ 

on products affects Nordic consumer perception and purchase intention to those 

products.  

The thesis also wants to understand that if consumer’s knowledge and experience of 

South Korean brands have major effects on consumer choice behavior. This research 

question is set up in order to perceive the impact of South Korean brands on 

consumer choice behavior in the Nordics regarding ‘made in Korea’ products. Since 

COO and the equity of a nation’s corporate brands are closely related by influencing 

each other, it would be interesting to know how the logic between the ‘made in Korea’ 

products and South Korean brands works.  



  

Furthermore, the thesis is aimed to research if consumer’s knowledge of K-pop 

culture has major effects on consumer perception and purchase intention of South 

Korean products. It is because the cultural aspects of a nation contribute to build a 

country’s image and brand power of a nation significantly. I chose K-pop culture as 

the cultural aspects of South Korea since K-pop culture is the most focal and 

influential driver that represent the current Korean cultural domain.  

The figure 1 demonstrates what the thesis is aimed to ascertain through the research 

in a nutshell.  

 

Figure 1 Research Questions in Four Different Fields 

I generated one main research question and two follow-up questions. The main 

research question (RQ1) is that If the phrase ‘made in Korea’ influences consumer 

choice behavior in the Nordics. Two follow-up questions were created to understand 

the ground for the main question. One follow-up question (RQ2) is that If 

consumer’s knowledge and experience of South Korean brands influence consumers’ 

product evaluation and purchase intention, and the other one (RQ3) is that If 

consumer’s knowledge of K-pop cultures influence consumers’ product evaluations 

and purchase intention.  

 

Since marketing communication strategies can differ according to the product and 

its category, the products in four different domains (Technology, Beauty, Alcohol 

and Medicine) are researched to compare the variance of consumer perception 

RQ1. If the phrase 'made in Korea' influences 
consumer's choice behaviour in the Nordics

Technology

Cell phone

Beauty

Sheet Mask

Alcohol

Beer

Medicine

Painkiller

RQ2. If consumer’s knowledge and exprience 
of South Korean brands influence consumer 
product evaluation and purchase intention  RQ3. If consumer’s knowledge of K-

Pop cultures influence consumer 
product evaluation and purchase 

intention 



  

depending on products. The former two are the domains that products from South 

Korea are relatively strong in worldwide (Samsung, LG, and K-beauty, etc.) while 

the latter two are not.  

By doing so, business entities from South Korea can have better understanding on 

marketing communication strategies in Nordic markets germane to which variables 

should be prioritized. It means that they can perceive whether it would be better to 

leverage the phrase ‘made in Korea’ or highlight brand name, for instance.   

1.3 Delimitations 

There are two delimitation elements of the research: the scope of the target market 

and the selection of test products. 

The scope of the target market is delimited to big four countries in the Nordics, 

which are Finland, Sweden, Norway, and Denmark. Iceland is excluded in the 

research because the country has such a low audience distribution, the survey is not 

feasible in the program.     

In addition, the range of test products is delimited to only a certain product that can 

represent four different fields respectively. 

 The following figure presents those certain products selected as test products in 

each of domains. 

 

Figure 2 Test products in each of domains 

It means that cell phone and sheet mask are selected as the test products in the 

technology and beauty domain respectively, and beer and painkiller are chosen as 

those in alcohol and medicine categories. Test products have been selected because 

they are commonly sold in Nordic markets. According to a research from Deloitte 

(2017), smartphone is used the most among Nordic adults. Likewise, facial mask is 

the second most used skin care product in the Nordics (Statista, 2017). Beer is 

chosen because it is the most popular beverage in Finland and Norway as well as the 

second popular alcohol after wine in Denmark and Sweden (Alko, 2018). Painkiller 



  

is chosen since pain relief is one of the most commonly used analgesic drugs in 

Europe, including the Nordics (Wastesson, et al., 2018). 

1.4 Key Definition 

In this section, the definition of key terms is presented to help readers understand 

this thesis clearly.   

Country-of-Origin (COO) refers to a product or service’s origin and is often 

communicated as ‘made in –’ on products (Bilkey and Nes, 1989; Dinnie, 2008). 

Thus, COO effect indicates “the effect that a product or service’s origin has on 

consumer attitudes and behavior towards that product or service” (Dinnie, 2008, p. 

84).        

Nation brand can be simply understood as treating a nation as a brand. Hence, a 

nation brand has its own unique and multidimensional aspects that differentiate its 

assets (especially, in culture) from other nations (Dinnie, 2016). Nation branding 

is the process of building a nation brand in which a nation’s images can be created 

and changed to improve the reputation of country among target international 

audiences (Fan, 2010). The cultural aspects of a nation are the critical feature of 

nation branding.     

Consumer choice behavior is a long-standing marketing term that indicates 

consumer choices that are made through quick judgements to complicated and 

conscious decision-making processes (Hansen, 1969). Consumer choice behavior 

connotes a number of concepts such as consumer’s perception, attitude, evaluation, 

as well as purchase intention. Those concepts are used in slightly different terms 

depending on researchers, for instance consumer’s perception is interchangeably 

used with consumer’s perceived quality. In this thesis, consumer choice behavior 

only used to indicate consumers’ product evaluation, which is considered to connote 

consumer perception and attitude concepts, and purchase intention. 

K-pop culture means South Korean Pop culture that is popular around the world 

due to K-pop, Korean TV drama series, films, and other media and entertainment 

attributes (Whang, et al., 2016). 

South Korea is officially named as Republic of Korea and constitutes a democratic 

government. This definition is presented to avoid the potential confusion with North 

Korea for some readers. In this thesis, South Korea is sometimes indicated as Korea 

(without South). Hence, Korea represents only South Korea here.      

 



  

2 THEORETICAL FRAMEWORK 

The thesis builds on three main theories: Country-of-Origin (COO), Customer-based 

brand equity (CBBE), and Nation branding. First, the COO effects will be introduced. 

The thesis will focus on explaining how the COO effects work in consumer choice 

behavior. The COO effects of South Korean products will be also explored. This is 

very important to understand because the COO theory underlies the foundation of 

this thesis.  Second, consumer-based brand equity (hereafter, CBBE) will be 

presented. The brand equity of a nation’s corporate can be considered as a 

subordinate concept in either COO or nation branding since it is one of focal 

ingredients of two theories. However, I will present the brand equity separately in 

light of the consumer perspective. It is because brand equity of South Korean brands 

and the corresponding consumer perception are important ideas in the thesis. 

Lastly, nation branding will be explained. In this part, I will examine not only generic 

concepts but also how K-pop cultures contribute to build the nation branding of 

modern South Korea. Since the impact of K-pop cultures on consumer choice 

behavior is focal point to ascertain, it is crucial to be acquainted with this theory.     

2.1 Country-Of-Origin (COO) 

In marketing, informational cues play important roles in consumer buying process 

of products.  

One element of informational cues is the COO of a product, which is usually 

communicated by the phrase, ‘made in (name of country)’ (Bilkey and Nes, 1989). 

This ‘made in a certain country’ label has a critical role in consumer choice behavior 

in the international market since consumer uses country image to infer the quality 

of foreign brand (Han, 1990). It is because consumers can’t detect the precise quality 

of a product before they experience the product (Han, 1990).  

However, due to increasing number of multinational business entities and their 

hybrid products, defining the COO as only ‘made in –’ label is complicated in the 

contemporary marketplace (Al-Sulaiti and Baker, 1998). Therefore, the COO is 

communicated by more variety terms such as Country-of-Design (COD) and 

Country-of-Assembly (COA). For example, products from SONY (Japanese firm) 

assembled in Singapore will be denoted as ‘assembled in Singapore’ while ‘made in 

Japan’ will be used when the products were assembled in Japan (Al-Sulaiti and 

Baker, 1998).  

For certain brands, often globally well-known brands, COO is already an intrinsic 

element (Al-Sulaiti and Baker, 1998). It means that the name of brand per se acts as 

the COO cue without ‘made in—' label since we all know the origin country of the 



  

brand. Good examples are Apple and BMW which most of us already know that they 

are from US and German respectively. Likewise, the image of quality of specific 

products can be associated with certain countries, for example Columbian coffee, 

Swiss watches, and German cars (Agrawal and Kamakura, 1999).  

Interestingly, Ahmed and d’Astous (1992) ascertained that consumers perceive that 

brand name has more important value than made-in label. In their further study 

(1993), however, the combined variance of two made-in factors, which are COA and 

COD, has stronger effects on perceived quality of consumers than brand name alone. 

It indicates that overall effect of brand name decreases when more precise 

information of COO is given to consumers. It is because consumers less depend on 

brand name as an evaluative information when COA and COD are provided (Ahmed 

and d’Astous, 1993). 

2.1.1   Country-Of-Origin effects on consumer choice behavior  

Numerous preceding studies already dealt with the impact of COO on consumer 

evaluative judgements on products (Liu and Johnson, 2005). In this chapter, we will 

see that how COO influences the consumer choice behavior on products.  

In 1982, Bilkey and Nes (p. 90) ascertained that “the COO does indeed influence 

buyers’ perception” building on their extensive research. Product evaluation based 

on COO is affected differently such as whether the product source countries are 

within MDCs (more developed countries), MDCs vs LDCs (less developed countries), 

or within LDCs. For example, within MDCs consumers tend to prefer their own 

country’s products to foreign ones, while products ‘made in MDCs’ are preferable for 

consumers in LDCs compared to their own country’s products (Bilkey and Nes, 

1982).   

Han (1990) did a test about the role of country image in consumer choice behavior. 

The key point of his research is to ascertain how country image influences both 

consumers’ attitude towards brand (α1) and purchase intention (α2) directly, as well 

as how consumers’ attitude towards brand affect purchase intention (β1) (Han, 

1990). 

 

Country Image

Attitude towards 
Brand

Purchase Intentionα2 

α1 β1 



  

Figure 3 The casual model hypothesizing the effects of country image on 

attribute towards brand and on purchase intention (Han, 1990, p. 27). 

As a result, three outcomes are suggested. Firstly, “country image plays a more 

important role in attitude towards familiar brands than towards an unfamiliar 

brand” (Han, 1990, p.32). Secondly, country image seems to have “a direct effect on 

purchase intentions for an unfamiliar foreign brand” due to consumer’s unfavorable 

inferences towards the product quality of unfamiliar brand (Han, 1990, p.33). Lastly, 

since halo effects are inclined to be exercised to the image of unfamiliar country than 

of a familiar or home country, consumers are more likely to evaluate product 

attributes through the overall perception of products in case of unfamiliar country 

than others (Han, 1990). 

A further study showed that the COO cue of products has stronger effects on 

quality/reliability perceptions than purchase intention of consumers (Peterson and 

Jolibert, 1995). It was also manifested that both quality/reliability perceptions and 

purchase intention are more influenced by a single cue presence on products, for 

example COO information only, than including multiple cues such as prices and 

brand information along with COO (Peterson and Jolibert, 1995). However, some 

previous studies (Johansson et al., 1985; Ettenson et al., 1988; Roth and Romeo, 

1992; Ahmed et al., 1993, 1994, 1995) articulated that the role of COO towards 

consumer product evaluation become reduced considerably with the presence of 

multiple cues since the more consumers have informative cues, the less they depend 

on single cue, which is COO (Al-Sulaiti and Baker, 1998). 

Verlegh and Steenkamp (1999) researched the magnitude of COO effects on product 

evaluations, consisting of perceived quality, attitude, and purchase intention, 

through a quantitative meta-analysis. They point out that the impact of COO in 

evaluating products appears stronger in perceived quality than attitudes and 

purchase intentions (Verlegh and Steenkamp (1999). It is because consumers 

depend on the level of development of COO when perceiving product quality such as 

“products from LDCs are lower in quality and associated with a larger risk of bad 

performance and dissatisfaction” (Verlegh and Steenkamp, 1999, p.538).  

In addition, the effects of COO are often triggered by “an interplay of cognitive, 

affective, and normative aspects” of consumer’s judgement (Verlegh and 

Steenkamp, 1999, p. 537). In details, consumers judge the quality of products based 

on three aspects, which are their cognitive inferences on product-country images, 

their emotional and affective connotations such as past experiences on the country 

or feelings of pride and status acquired by possessing products from the country, 

and a normative action called consumer voting. It means that consumption behavior 



  

is regarded as a moral action like “pro or contra the policies and practices of the 

country” (Verlegh and Steenkamp, 1999, p. 537). One of good example of Normative 

aspect, we can often find in the purchasing behavior, is consumer ethnocentrism, 

which is the norm to buy domestic (Shimp and Sharma, 1987).  

The theories of COO effects on consumer choice behavior are summarized in below. 

Table 1 The summary of COO effects on consumer choice behavior theories   

Bilkey & Nes 
(1982) 

- Buyer perception is influenced by the COO cue. 

- COO effects in product evaluation: depending on within 
MDCs, MDCs vs LDCs, or within LDCs. 

Han (1990) 

- Country image affects more in attitude towards familiar 
brands than unfamiliar brands 

- Direct effect of country image on purchase intentions for 
an unfamiliar foreign brand 

- Halo effect on unfamiliar country’s products 

Peterson & 
Jolibert (1995) 

- COO effects in quality/reliability perceptions than in 
purchase intention 

- The effect of a single cue > multiple cues 

 

cf. Johansson et al. 
(1985), etc. 

The effect of a single cue < multiple 
cues 

Verlegh & 
Steenkamp 

(1999) 

- COO effects in product evaluation: perceived quality is 
more strongly influenced than consumers’ attitude & 
purchase intentions 

- COO effects are triggered by “an interplay of cognitive, 
affective, and normative aspects” 

 

2.1.2 Country-Of-Origin of South Korean products 

Several studies have examined the COO of South Korean products. As competitive 

context changes over times (Verlegh and Steenkamp, 1999), the competitiveness of 

products originating from South Korea has been quite different atmosphere before 

and after the 21st century.    

One of initial research is done by Han (1990) who researched the role of country 

image in consumer choice behavior through the empirical studies for three 

countries, US, Japan, and South Korea, form each product categories. South Korea 

was chosen as a country of low product familiarity (LF) whereas other selection of 

two countries were US of high product familiarity (HF) and Japan of moderate 



  

product familiarity (MF) (Han, 1990). In order to test the issue, Samsung and 

Goldstar (currently, LG) were selected for Korean brands in TV category, and 

Hyundai Excel for that in Car.  

According his study, it was revealed that the country image of South Korea had a 

significant effect on consumers’ intention to purchase Korean brand products in 

direct (Han, 1990). It is because South Korean brands were unfamiliar (LF) to US 

market, consumers might give “unfavorable inferences about the brand quality” 

(Han, 1990, p. 33). Han (1990) also indicated that South Korean brands consistently 

have greater mean values of squared loadings than those from US and Japan. It can 

be interpreted that halo effects appear in greater scales when it comes to products 

from South Korean brands than other two countries. Thus, consumers are more 

likely to evaluate product attributes through their overall perception of products, 

based on the country image of South Korea instead of actual product performance 

(Han, 1990). 

In a further research (Ahmed, et al., 1994, cited in Al-Sulaiti & Baker, 1998), 

investigated the effects of COO on purchasing manager’s product perception. It was 

described that South Korea is better place for the assembly of industrial products 

than the design of the products. It is because South Korea was regarded as a newly 

industrializing country at that time. In comparison, the country of design (COD) is 

more salient indicator than the country of assembly (COA) when it comes to product 

quality and purchase value. In their findings, South Korea was rated almost as 

similar as France and Italy in case of COA and evaluated higher than and almost as 

similar as Belgium both in COA and COD respectively (Ahmed, et al., 1994, cited in 

Al-Sulaiti and Baker, 1998).  

Agrawal and Kamakura (1999) assessed the impact of COO on managerial decision 

from the data representing 122 brands from seven countries (US, Japan, Korea, 

Netherlands, Sweden, France and Germany). In their research, the objective quality 

of Korean products is substantially lower than that of the US, Japanese and 

European products (Agrawal and Kamakura, 1999). In case of perceived quality, 

products from Japan, US, and Germany were perceived better than Korean 

products. In details, Japanese products were perceived the most to be quality ones, 

followed by American products, German products, and then Korean products 

sequentially (Agrawal and Kamakura, 1999). Likewise, the price of products 

originating from Korea is a bit discounted along with Dutch products compared to 

American and Japanese products (Agrawal and Kamakura, 1999).     

A decade later, Lee and Lee (2009) studied the role of objective and subjective 

knowledge when it comes to COO effects on consumer product evaluation and 



  

purchase intention by employing South Korean vs Japanese laptop. They 

ascertained that consumers with high objective knowledge manifested a more-

favorable evaluation for the Korean laptop than the Japanese one while consumer 

with low objective knowledge showed a less-favorable product evaluation for the 

Korean laptop than the Japanese laptop (Lee and Lee, 2009). It was articulated that 

the more product knowledge you have, the more-favorable product evaluation you 

give to the Korean products. Therefore, it is posited that consumers with high 

objective knowledge depend on other information cues such as product attributes of 

the Korean laptop, price or warranty rather than using COO cue (Lee & Lee, 2009).  

The summary of theories regarding the COO of South Korean products is presented 

through the table below.  

Table 2 Sequential theories regarding COO effects of products from South Korea  

Han (1990) 

- South Korea has low product familiarity (LF) in US 
market 

- Direct COO effects on consumers’ purchase intention 
than other two countries (US & Japan) 

- Significant halo effects when evaluating product 
attributes 

Ahmed, et al (1994) 

- A country of assembly (COA) than a country of design 
(COD) 

- Recognized as one of newly industrializing countries in 
those days 

Agrawal & 
Kamakura (1999) 

- The objective quality of Korean products < that of US, 
Japanese, and European products 

- The perceived quality of Korean products < that of US, 
Japanese, and German products 

- The price of Korean products was discounted along 
with that of Dutch products  

Lee & Lee (2009) 

- With high product knowledge, Korean laptop got a 
more favourable evaluation than Japanese laptop  

- With high objective knowledge, other information cues 
act more important role than a single COO cues  

 

2.2 Customer-based Brand Equity (CBBE) 

Keller (1993, p. 2) noted that CBBE is “the differential effect of brand knowledge on 

consumer response to the marketing of the brand”. Thus, when customers react 

more favorably to an elements of marketing mix of the brand than the same 

marketing element of “a fictitiously named or unnamed version of the product or 



  

service”, the brand has positive CBBE (Keller, 1993, p. 8). On the other hand, the 

brand has negative CBBE in case of consumer’s less favorable reaction towards the 

marketing mix element compared to that of a fictitiously named or unnamed 

product or service (Keller, 1993).     

Key dimensions of CBBE consist of band awareness, brand associations, perceived 

quality, and brand loyalty (Pappu, et al., 2006). Brand awareness is that a potential 

buyer recognizes a brand to be a member of a certain product category, or links 

anything related with a brand (Aaker, 1991). Brand associations are any 

informational clusters that consumers enable to connect to the brand name and 

image in their memory (Belén del rio, et al., 2001). Perceived quality is defined as 

the “customer’s perception of overall quality or superiority of a product or service 

with respect to its intended purpose relative to alternatives” (Aaker, 1991, p.85). 

According to Yoo and Donthu (2001, p. 3), brand loyalty is “the tendency to be loyal 

to a focal brand, which is demonstrated by the intention to buy the brand as a 

primary choice”.  

2.2.1 The association between COO and CBBE 

Shocker, et al (1994) predicted that COO influences brand equity. Similarly, Ahmed 

and d’ Astous (1996, p. 94) also argued that brand equity might be “enhanced or 

detracted by the brand’s associations with new and different COO”. These arguments 

were further researched by Pappu, et al (2016) based on the consumer-based 

perspective. In their research, they focused on figuring out how COO and CBBE are 

associated, where we can check that the CBBE varies significantly according to its 

COO. The finding is illustrated by a model (Figure 4) regarding the COO effects on 

CBBE.  

 



  

Figure 4 A model of Country-of-Origin effects on CBBE (Pappu, et al., 2006, 

p.700) 

In details, their empirical findings confirmed that brand awareness, brand 

association, perceived quality and brand loyalty vary significantly by COO. For 

example, it is found that the brand associations for brands ‘made in Japan’ were 

copiously higher than those for brands either ‘made in China’ or ‘made in Malaysia’. 

Likewise, perceived quality of brands ‘made in Japan’ was significantly higher than 

that of Chinese and Malaysian brands. Same pattern was found for brand loyalty as 

well (Pappu, et al., 2006). Accordingly, these findings further support that “COO 

associations are secondary associations to brand association”, which is argued by 

Aaker (1991) and Keller (1993) (Pappu, et al., 2006, p. 708).   

On top of it, Shocker et al (1994) articulated that the name of a certain brand per se, 

which is an element of brand equity, can be leveraged as one of COO effects. For 

instance, Sony or Toyota indicates their COO (Japan) to consumers through its name 

of the brand (Pappu, et al., 2006).    

Kim (2006) studied the topic relevant to the association between COO and CBBE by 

focusing on South Korea and Samsung. In his study, “dissimilar effects of the 

country image on consumers’ brand image and purchase intention by differently 

perceived nationality groups” were investigated (Kim, 2006, p. 126). Participants 

who considered Samsung as a Japanese brand did not have better brand image or 

purchase intention for the Samsung product compared with participants who 

perceived the right nationality of Samsung, which is South Korea. Furthermore, this 

Korea group had much better significant impact on purchase intention compared to 

the group that knew Samsung as Taiwanese brand (Kim, 2006).   

2.2.2 Brand equity of South Korean firms in the global market  

Brand equity shows the competitive advantages of companies that enable the firms 

to extend the market, be resilient against competitors, as well as create barriers to 

competitive entry (Larssar, et al., 1995). We can approach brand equity from “two 

different perspectives - financial and customer based” (Larssar, et al., 1995, p. 12). 

In this chapter, we will look through brand equity of South Korean firms in the 

competitive global market from the financial perspective since the financial asset 

value of brand measures the outcome of CBBE (Larssar, et al., 1995).       

For the last few decades, South Korean companies have entered and strengthen their 

market position in the global market, with great success (Hemmert, 2012). Along 

with other Asian brands, they started from the low end of a developed market and 



  

have grown up to the top global leading players in a number of industries (Kumar 

and Steenkamp, 2013).  

According to Fortune Global 500, in 2018 the largest Korean corporates show their 

clear market presence in the world as can be seen from Table 3. 

Table 3 Ranking of leading Korean companies in Fortune 500 in 2018 (Fortune Global 

500, 2020) 

FORTUNE 

RANK 

CORPORATE NAME REVENUES ($M) 

12 Samsung Electronics $211,940 

78 Hyundai Motor $85,544 

84 SK Holdings $83,544 

178 LG Electronics $54,314 

184 POSCO $53,244 

188 Korea Electric Power $52,492 

219 Kia Motors $47,360 

244 Hanwha $44,590 

380 Hyundai Mobis $31,091 

421 Samsung Life Insurance $28,273 

The electronics industry is the most well-known leading industry that South Korean 

brands play an important role in the international market: Samsung Electronics and 

LG Electronics are good examples for it (Hemmert, 2012). Hyundai Motor and Kia 

Motors also strengthen their global presences in the automotive industry. For 

instance, Hyundai Motor group is now “the fourth largest automobile company in 

the world” (Hemmert, 2012, p. 6). As “the world’s third largest steel producer”, 

POSCO is another South Korean national champion in the global steel industry 

(Hemmert, 2012, p. 6). Along with it, Korean shipbuilders account for more than 

thirty percent of a global market share with advanced technology and innovative 

skills (Hemmert, 2012). 

We can also check the market presence of the major global Korean brands, which 

are Samsung, Hyundai, and Kia, in Interbrand list (Table 4). A global sales footprint 

is required in order to rank on the Interbrand 100 (Kumar and Steenkamp, 2013).  



  

Table 4 Ranking of leading Korean brands in Interbrand 100 in 2019 (Interbrand, 

2020)  

INTERBRAND 

RANK 

BRAND SECTOR BRAND VALUE ($M) 

6 Samsung Electronics $61,098 

36 Hyundai Automotive $14,156 

78 Kia Automotive $6,428 

 

In 2019, Samsung was ranked in the 6th best global brand. The rank is remarkably 

high, considering that the preceding five global brands are Apple, Google, Amazon, 

Microsoft and Coca-Cola. Hyundai and Kia were placed in 36th and 71st respectively 

among the 100 international brands. 

2.3 Nation Branding 

Due to the current increasing competition in international markets, treating a nation 

as a brand has become an important issue (Dinnie, 2016). The nation brand can be 

defined as “the unique, multidimensional blend of elements that provide the nation 

with culturally grounded differentiation and relevance for all of its target audiences” 

(Dinnie, 2016, p. 5). Therefore, we can know that the nation brand underlies two 

salient pillars, which are the cultural aspect of a nation and its existence in 

consumer’s mind. 

Nation branding is a certain specialized strategy that the nation brand tries to 

establish for the competitiveness in today’s globalized economy. It is a complexed 

phenomenon (Dinnie, 2016), which can be traced back to Country-of-Origin (COO), 

place or destination branding, public diplomacy, and national identity (Fan, 2010). 

Fan (2010, p. 101) defined nation branding as “a process by which a nation’s images 

can be created, altered, monitored, evaluated and proactively managed in order to 

enhance the country’s reputation among a target international audience”. Since a 

powerful and positive nation brand can leads to have crucial economic advantages 

when competing on the global stage, many countries engage in nation branding to 

have competitive advantages such as attracting tourists, investors, foreign 

consumers of a country’s products and services (Dinnie, 2016).  

From the marketing point of view, the nation branding is closely linked with 

influencing and creating positive and effective platforms for a nation’s corporate 



  

brands (Gudjonsson, 2005). Thus, it helps the nation to sell its product and places 

in the international market (Fan, 2006).  

Interestingly, the commercial brands produced by a nation are one of salient facets 

of nation-brand identity, which is a multifaceted concept representing the true 

essence of nation as brand. Good example is that successful German brands such as 

BMW and Mercedes, which contribute to build on the current nation-brand identity 

of Germany (Dinnie, 2008).        

Unlike nation-brand identity, nation-brand image (or country image) is derived 

from mental representations that people conceive towards different countries from 

various influencing factors such as personal experience of a country through their 

working or holidaying, pre-existing national stereotypes, etc. (Dinnie, 2008). 

Furthermore, this nation-brand image can affect the consumer’s evaluation of the 

country’s products and brands since national images is a concept that is closely 

related to brand name and product origin, in other words COO on products (Usunier 

and Lee, 2013).     

2.3.1 The association between nation branding and the country-of-
origin (COO) effects 

Since the COO effects are the results of the relation between place and product, 

nation branding and COO effects are deeply related. In other words, consumers 

leverage a country’s name as intrinsic cues to help product evaluation and 

purchasing decisions because a country’s name somewhat acts as a part of the brand 

name (Dinnie, 2008). Therefore, consumers might infer South Korea through their 

brand experience of Samsung, or brand Samsung through their country experience 

of South Korea.  Accordingly, the nation branding activities of a country can 

influence the consumer perception of COO about a country’s corporate brands 

(Dinnie, 2008).  

However, there are fundamental differences between nation brand image and 

product country image (also called COO). Nation brand image is at national level 

and not directly linked with any specific product or product category whereas 

product country image acts as a part of the product brand (Fan, 2006). Therefore, 

people’s preferences towards a nation might not affect the preference of a certain 

product or product category of the nation. Likewise, country image, in political, 

economic, cultural and social terms, can influence the willingness of purchase 

intention of consumers independently regardless of the perceived quality of 

products (Usunier and Lee, 2013). Good example is the current boycott movement 

in South Korea towards Japanese products due to recent political degeneration 



  

between South Korea and Japan, regardless of high perceived quality of Japanese 

products. 

2.3.2 Nation Branding of South Korea 

Different countries have adopted different strategies of nation brandings to tackle 

certain challenges they encounter on the world stage (Dinnie, 2016). The efforts on 

nation building of South Korea are focused on promoting a positive image of Korea 

in international markets to overcome its downplayed market position in 20th 

century. 

The driving force of nation branding of current South Korea is to reconstruct cultural 

representations of Korea to internal and external audiences. Nation branding 

underlying modern Korean culture was initiated in a series of state-driven 

globalization (Ryoo, 2008).  

In 1994, the Cultural Industry Bureau was established to promote the media 

industry on the global stage, and then in 1998 the first five-year plan was launched 

to improve its entertainment industry (Shim, 2006; Onishi, 2004, cited in Huang, 

2011). Along with government initiatives, Korean top conglomerates such as 

Samsung, Hyundai, and LG were asked for the investment in Korean film and TV 

industries (Jin, 2006, cited in Huang, 2011,). In 2009, the Presidential Council on 

Nation Branding (hereafter, PCNB) was established to build the image of South 

Korea as an advanced country and strengthen the global outreach role of the nation, 

which led to hosting the G20 Summit and the Nuclear Security Summit Meeting 

consequently (Choi and Kim, 2014).  

Soft nationalism is also a pivotal pillar to explain the government initiatives that 

expand the nation’s power through national culture (KOFICE, 2018). It means that 

South Korea has strived to strengthen the country’s image by enhancing soft power 

of Korea through Korean wave (KOFICE, 2018).      

On top of those initiatives, the government set plans to increment the global 

recognition of Korean brand products (Dinnie, 2016). Tremendous amount of 

financial support was invested to produce better design quality such as by creating 

venture fund to help exporters enhance their products’ design as well as opening 

‘industrial design renovation centers across the country (Dinnie, 2016). Moreover, 

the state focused on promoting ‘Advanced Technology and Design Korea’ campaign 

for high-quality Korean products through the collaboration networks between 

Korean Trade Investment Promotion Agency (KOTRA) and Institute of Design 

Promotion (KIDP) (Choi and Kim, 2014). This partly explains the changes of the 

market position of South Korea on the global stage, which was once strongly 



  

considered as a country of assembly (COA) and has now developed to a country of 

design (COD) (see above chapter 2.2.2).  

Based on the success of the nation branding, South Korea leverages the popularity 

of Korean pop culture as a marketing tool to support Korean business in the 

international market. Good example is that South Korean brands constantly utilize 

not only product placement strategy to promote their brands’ products but also K-

pop idol stars as brand endorsement (Huang, 2011). 

2.3.3 Nation Brand Equity (NBEQ) 

We also need to understand Nation Brand Equity (hereafter, NBEQ) along with the 

concept of nation brand, image and branding. It is defined as “the tangible and 

intangible, internal and external assets (or liabilities) of the nation” (Dinnie, 2008, 

p. 67). Among these assets, cultural meanings are focal elements underlying NBEQ. 

It is because the nation brand represents a nation’s true and rich essence to internal 

and external audiences of a nation.  

The attachment of the nation brand is built up by possessing deep emotional and 

experiential engagement of audiences regarding the cultural aspects of the nation 

(Dinnie, 2008). Likewise, the detachment of the nation brand can occur in case of 

the negative consequences of the nation brand such as a negative experience of the 

nation. Accordingly, it is important to apply Customer Relationship Management 

(CRM) principles such as loyalty programs to the nation brand to remain or further 

enhance the emotional attachment of international audiences (Dinnie, 2008). 

Dinnie (2008) also articulate that the visual manifestations of a nation can play an 

important role in NBEQ like those of a corporate brand. Therefore, it is interesting 

to see how these such as a nation’s flag, name, or symbols act as a trigger or 

contributor to consumer’s brand awareness.  

Lastly, consumers can use the financial valuation of a nation as one of evaluation 

tools during the process of purchasing choice (Dinnie, 2008). In other words, 

consumers might prefer products from a nation that is valuated highly on the 

financial asset than countries having low financial valuations. 

2.3.3.1  Nation Brand Equity of South Korea 

As mentioned above, cultural aspects of a nation are salient drivers underlying 

NBEQ. Likewise, South Korea has been developed its NBEQ building on cultural 

influences, known as the Korean wave (also called as hallyu in Korean), to 

neighboring countries. A fondness for all things of Korean in East Asia has been 

rampant phenomenon in the reginal market (Huang, 2011). Based on the rise of 



  

cultural influences, Korea is becoming a distinctive brand to foreign consumers 

(Huang, 2011). In consequence South Korea has been considered as a ‘cool, 

happening, and modern’ country to international (more precisely regional) 

audiences (Huang, 2011).  

For example, after successful penetration of Korean pop culture to Taiwan, 

consumers in the nation desire not only those Korean cultural relevant items, but 

also broad commodities like mobile phones, electronics, automobiles, cosmetics, 

and clothing (Huang, 2011). It is also argued that one of marketing strategies of 

Taiwanese businesses is to mimic Korean styles for their own products (Huang 

2011).  

However, even in 1990s, products with ‘made in Korea’ label were undervalued in 

Taiwanese market since it was considered inferior than Japanese products (Huang, 

2011). Likewise, generic Korean goods and services used to be undervalued on the 

global stage, which is so-called Korean discount, compared to the nation’s economic 

power and high-product quality (Choi and Kim, 2014). Moreover, due to perception 

gap between NBEQ of South Korea and Korean global companies, South Korean 

brands could not contribute to enhance the NBEQ of the nation. For example, 

according to one survey conducted in the US by Anderson Analytics in 2007 (Choi 

and Kim, 2014), international Korean companies such as Samsung, Hyundai, and 

LG were more likely to be recognized as non-Korean brands to US audiences. In 

detail, Samsung and Hyundai were recognized as Japanese brands by 58% and 56% 

of respondents respectively, and LG was recognized as US brand by 42% of 

respondents whereas only 10%, 9% and 25% of respondents were answered as 

Korean regarding Samsung, LG, and Hyundai brands respectively.            

Despite disadvantageous positions of South Korea on the international stage in the 

past, the increasing popularity of Korean wave and Korean contents facilitated the 

rise of the cultural image of Korea around the world (Ravina, 2009, cited in Choi and 

Kim, 2014). Consequently, the cultural contents have helped not only to boost the 

generic country image and but also strengthen the presence of South Korea in global 

markets. Therefore, Korean wave per se is a salient part of NBEQ of South Korea by 

creating enormous economic and societal ripple effects on both domestic and 

international markets.    

In 2013, the economic value of exporting Korean pop culture was estimated about 

$5 billion as well as the substantial increase of values were made in tourism 

industries of South Korea (Holliday and Wong, 2014; Korea Tourism Organization, 

2013, cited in Whang, Yong and Ko, 2016). More recently, a K-pop boy band “BTS” 



  

is a driving force to lead Korean wave internationally. BTS won both top social artists 

and top duo in Billboard Music Award and reached the top of the Billboard 200 chart 

for two years in row in 2017 and 2018 (KOFICE, 2018). Major American media such 

as TIME and Forbes analyzed the success factor of BTS from their global fandom 

called as “ARMY”. Through this fandom, BTS can penetrate major Western pop 

industries (KOFICE, 2018).  

This is important to know because Korea wave, which renders South Korea 

something of a celebrity in Asia (Anholt, 2008), begins to extend its effects to US 

and Europe. Thus, South Korea can expect to have more economical and societal 

effects in future due to the enhanced nation brand resonated from K-pop culture on 

a larger global scale. For example, economic effects of BTS is estimated around $5 

billion in the annual average, and about $3,5 billion is produced from foreign 

tourists and the export of consumer goods along with value added inducement 

effects of $1 billion (KOFICE, 2018). Aside with a substantial economic effect, the 

successful outcome of BTS in US market allows South Korea to be recognized not 

only as a more familiar country to Western market, but also as an influential nation 

that can create cultural contents for “glocalization” (KOFICE, 2018, p. 173).  

Moreover, as in 2020 South Korean movie “Parasite” win top prize at Oscars as first 

foreign language winner of best picture since Oscars begun (Shoard, 2020), it is 

expected that broader audiences will consume K-pop culture in Western society. 

According to Steinman, Vice President (VP) of creative, format, development & sales 

at Warner Bros, “America is already watching K-drama (Korean drama), they were 

ready for this. Sort of final acceptance of Korean films being accepted just like a film 

from UK, from France, from the rest of the world” (MBC News, 2020).     

2.3.3.2 Nation Brand Index (NBI) of South Korea 

Nation brand index (NBI) is a good picture that can show NBEQ of countries. One 

of credible nation brand indexes is Anholt-GfK Roper Nation Brands Index, which 

is a unique barometer showing how citizens of the world see the nations 

comparatively (GfK, 2016).  

The figure below shows Nation Brand Index of South Korea between 2008 and 2011, 

which was ascertained through Anholt-GfK Roper’s annual research.  



  

 

Figure 5 Anholt-GfK Roper Nation Brands Index of South Korea between 2008 

and 2011 (Choi and Kim, 2014, p. 360). 

According to Anholt-GfK Roper Nation Brands Index, South Korea ranked from 33rd 

in 2008, 31st in 2009, 30th in 2010 and 27th in 2011 among 50 countries researched 

(Choi and Kim, 2014). Therefore, South Korea showed a continuous upward trend 

in the index of nation brand even though the nation was ranked quite low as 

considering the number of subjects of survey which are 50 countries. 

Another credible model of NBI is the SERI-PCNB Model, which was developed 

through the collaboration PCNB and Samsung Economic Research Institute (SERI) 

in 2009 (Choi and Kim, 2014). Survey is conducted annually with more than 10,000 

opinion leaders in 26 countries worldwide and data is analyzed building on national 

statistic from various credible institutions such as OECD, the International Institute 

for Management Development (IMD), the World Economic Forum (WEF), the 

World Bank (WB) (Choi and Kim, 2014).  

The SERI-PCNB index below provides the status of South Korea on the global stage 

compared to other OECD countries between 2009 and 2012. 
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Figure 6 Korea’s Change in Nation Brand Index in the SERI-PCNB Model (Choi 

and Kim, 2014, p. 360). 

In this model, we can also see upward trends of NBI both in substance and image 

attributes for four years of research conducted. In case of image attributes, the level 

of NBI stayed below the level of OECD average, which is 100, for three years between 

2009 and 2011. However, in 2012 it exceeded the average of OECD as being recorded 

as 101. Likewise, the level of the substance attribute of South Korea was slightly 

below the OECD average during the preceding two years of research while it stayed 

above the average in the latter two years. The overall trends of substance attributes 

are greater than that of the attributes of the country’s image.  

Achieving the average level of OECD countries’ brand power was very important 

agenda since it was the core vision of the state’s initiatives of nation branding when 

PCNB was launched (Choi and Kim, 2014). Therefore, we can see South Korea 

achieved its aim for a relatively short period, so that the nation brand could have its 

competitiveness in the world market.    

 

2.4 Summary and Hypotheses 

Through preceding literature, we can perceive that consumer choice behavior is 

influenced by COO attribute (Bilkey and Nes, 1982). We can also understand that 

‘made in Korea’ products used to be not appealing to the global audience. But 

relatively recent literature (Lee & Lee, 2009) showed a quite different tone about the 

‘made in Korea’ product (computer) that it is appealing to the consumer with 

product knowledge. Based on this knowledge, we would like to do further research 

to know if ‘made in Korea’ label of a product influences consumer choice behavior in 

Nordic market (RQ1). Hence, the first hypothesis can be stated as follows:          

H1: The phrase ‘made in Korea’ has a positive relation to consumer choice behavior 

towards the product 

As mentioned above, consumers respond to brand equity differently based on their 

personal knowledge, perception and intention to buy of a brand (Keller, 1993). This 

CBBE varies significantly according to COO, for example perceived quality of a brand 

can be significantly different depending on which country the brand comes from 

(Pappu, et al., 2006). We can also check the strong global presence of South Korean 

brands through the world-renown indices of brand equity such as Fortune 500 and 

Interbrand 100. Hence, the second hypothesis can be presented as follows:  



  

H2: South Korean brands influence consumer choice behavior towards the phrase 

‘made in Korea’ positively 

Since we specifically want to ascertain if consumer’s personal knowledge and 

experience of South Korean brands influence consumer choice (RQ2), the following 

sub-hypotheses set up.    

H2a: Consumers with brands knowledge are likely to be affected positively 

by COO cues in their choice behavior 

H2b: Consumers with brands experience are likely to be affected positively 

by COO cues in their choice behavior 

Lastly, because cultural aspect of a nation is a salient element for nation branding 

(Dinnie, 2016), it is important to look at the culture of South Korea. Also, through 

state-driven globalization, South Korea started to reconstruct cultural 

representations to internal and external audiences (Ryoo, 2008). Hence, modern 

Korean culture, which is known as K-pop culture, has a pivotal role in nation 

branding of South Korea. In practice, K-pop culture helps not only enhance the 

nation image but also bring economic benefit to the nation (KOFICE, 2018). 

Furthermore, since we would like to know If consumers’ knowledge of K-Pop 

cultures influence consumer choice behavior (RQ3), the following hypothesis is 

postulated:    

H3: K-pop influences consumer choice behavior towards ‘made in Korea’ products 

positively   

The following figure shows the holistic view of the research logic between research 

questions, main theories, and hypotheses.  



  

 

Figure 7 The overall logic of the research  

 

 

 

 

 

 

 

 

 

 

 

 



  

3 METHODOLOGY 

In this chapter, the research method of this study will be outlined. Considering the 

nature of the study, the quantitative method is selected. The chapter consists of 

research design, sample, data collection, and data analysis. The quality of research 

is also assessed in the last of this chapter.     

3.1 Research Design 

Quantitative research is often associated with a deductive approach, where the focus 

of research is to test theory by using data (Sunders, et al., 2016). Since the nature of 

the study is to verify hypotheses, the quantitative method is applied through a survey 

research. Survey strategies using questionnaires are highly economical way of 

collecting data, which allows to collect the standardized data from a sizable 

population (Sunders, et al., 2016).  The survey includes mock test in four different 

product categories and questionnaires regarding how South Korean brands and K-

pop influence consumer choice behavior towards ‘made in Korea’ products.  

The following texts show how each question is designed to get information 

pertaining to this study. 

3.1.1  RQ1. If the phrase ‘made in Korea’ influences consumer choice 
behavior toward the product in the Nordics 

In order to answer this question, the survey includes mock product packaging. 

Different sets of product packaging were created in four different product categories 

(technology, beauty, alcohol and medicine). Each product has two packaging 

pictures that have a slight difference on the packaging: one is with ‘made in Korea’ 

phrase and the other is without it.  

Following pictures are the mock product packaging for sheet mask, beer, cell phone, 

and painkiller. These pictures are original versions, which are utilized for the survey.    
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Figure 8 Mock product packaging in different categories 

The real brand names and product names are excluded in the packages to acquire 

precise information. Mock product names are created for each product, instead. For 

example, “Intensive Hydration” on the sheet mask packaging is created for sheet 

mask product. Moreover, except the phrase ‘made in Korea’, which presents the 

country of origin of products, other conditions of the product packaging are the 

same. 

3.1.1.1 Product selection 

As mentioned above, four different products (cell phone, sheet mask, beer and 

painkiller) are selected as test products. Each product is a product that is commonly 

sold in Nordic market in four different categories (Alko, 2018; Deloitte, 2017; 

Statista, 2017), which are technology, K-beauty, alcohol, and medicine, so that it 

represents a typical product of each of selected categories.  

Technology and K-beauty are selected because they are representative fields that 

South Korea is relatively strong in global stage while alcohol and medicine are 

chosen due to the opposite reason of the selection of the former two categories. 

Therefore, we can compare differences in consumer choice behavior between strong 

fields and weak fields of South Korean industry.   

3.1.1.2 Questionnaire design  

Under the each of mock product packaging, questionnaires are followed to ask to 

examine how the phrase ‘made in Korea’ works in the respondent’s choice behavior 

toward product. Since consumer choice behavior consists of consumer perception 

(or evaluation) and purchase intention on products, different measurement 

techniques are leveraged between consumer perception and purchase intention.  

Painkiller 



  

In case of consumer perception, four different statements are created to understand 

if consumers perceive differently between product packaging with the phrase ‘made 

in Korea’ and the one without it. In order to do so, four items (appealing, positive 

impression, quality and favorable) are coded in the statements. These items are 

based on the five items (Bad/Good, Unfavorable/Favorable, High quality/Low 

quality, Dislikeable/Likeable, and Not at all useful/Very Useful) which were 

leveraged in Lee and Lee’s research (2009, p.142).  

In order to measure purchase intention, three different statements (I would like to 

buy a product, I would have a higher purchase intention, and I intend to buy a 

product) were created. These three statements were developed through 

benchmarking of three items of Lee and Lee’s research (2009). The three items 

consist of “I would never buy it/I would definitely buy it”, “I definitely do not intend 

to buy/I definitely intend to buy”, and “I have very low purchase intention/I have 

very high purchase intention” (Lee and Lee, 2009, p.142).     

Furthermore, all statements created for Q1 use comparative sentences. It is because 

the survey is intended to collect data building on better option compared to the other 

product packaging, not by absolute preferences of respondents on packaging. Thus, 

it can help avoid situation that respondents might not be interesting or attractive to 

product packages per se. For example, the statements are like “product packaging 

on the left is more appealing than the right one”, “product packaging on the left has 

better quality product than the right one”, etc.  

7 points Likert scale (strongly disagree/strongly agree) is used for the answers of all 

statements in consumer perception and purchase intention.  

3.1.2 RQ2. If consumer’s knowledge and experience of South Korean 
brands influence consumer product evaluation and purchase 
intention?   

This research question is set up to understand how South Korean brands affect 

consumer perception and purchase intension toward ‘made in Korea’ products. For 

example, some can respond cell phone package with the phrase ‘made in Korea’ 

positively because they recognize that Samsung is a South Korean brand. 

3.1.2.1 Questionnaire design 

Questionnaires for RQ2 is designed to ask that if South Korean brands influence 

consumer choice behavior towards ‘made in Korea’ products. Two main questions 

with single selection form (yes/no), two open-ended investigative questions for 

respondents who answer yes in each of main questions, and 12 statements with 7-

point Likert scale (1 = Strongly Disagree, 2 = Disagree, 3 = Slightly Disagree, 4 = 



  

Neutral, 5 = Slightly Agree, 6 = Agree, 7 = Strongly Agree) are created to get 

information regarding this issue.   

Two main questions are “Do you know any of South Korean brands?” and “Have you 

ever purchased a product from South Korean brand?”. If respondents answered yes 

in each question, it is designed to face with open-ended question to ask in detail: 

“which South Korean brands do you know?” and “which brands have you bought?”.  

Whether respondents answer either yes or no in both main questions, it is designed 

to answer 12 statements when they consider ‘made in Korea’ product according to 7-

point Likert scale (strongly disagree/strongly agree). The gist of these statements is 

to understand the relation between South Korean brands and ‘made in Korea’ 

products and how this relation works in consumer perception and purchase 

intention.   

The following statements are the example statements, the rest of statements can be 

found in Appendix 2. 

- My knowledge of South Korean brands helps to judge ‘made in Korea’ 
products in a positive way 

- I trust ‘made in Korea’ products because I trust South Korean brands 
overall 

- My positive experience with South Korean brands helps me to trust ‘made 
in Korea’ products 

- I think that South Korean brands are strong overall 

- My purchase intention increases about ‘made in Korea’ products the more 
I get to know that well-known international brands are originated from 
South Korea 

Figure 9 Example statements for RQ2  

  

3.1.3 RQ.3. If consumer’s knowledge of K-pop culture influence 
consumer product evaluation and purchase intention   

As mentioned above, cultural aspects of the nation are pivotal parts for the concept 

of nation brand since internal and external audiences are significantly influenced by 

the culture. Therefore, the national culture is the most important contributor to the 

formation of nation brand.  

The third question is designed to perceive if these cultural aspects of South Korea, 

more precisely K-pop culture, affect the respondent’s choice behavior towards 

Korean products. If the outcome of this question tends to have more positive effects 



  

than negative, it can be argued that COO cue should be prioritized when designing 

product packaging.  

3.1.3.1 Questionnaire design 

The questionnaire contains yes/no questions and statements with 7 points Likert 

scale. Whether respondents answer either yes or no in “do you know what K-pop is”, 

they need to answer six common statements such as “I prefer to buy South Korean 

cosmetic/technology/beverage/pharmaceutical products”.    

However, if respondents answered that they know K-pop, it is designed that they 

must answer five extra more statements related to the impact of K-pop on top of six 

common statements. Survey ends with ‘yes or no’ single selection question to ask 

that the phrase ‘made in Korea’ affects the purchase intention positively.    

 

3.2 Data Collection and Sample 

The data is collected through Pollfish which is one of existing survey platform 

services. This survey platform facilitates to collect data fast by paying certain amount 

of money depending on the amount of the target sample size. I chose this method to 

reduce the time of data collection as well as to have better access to the audiences in 

the target countries.    

Total 200 completed data is collected in one day. In details, the survey was started 

from 9th of December in 2019 at around 7pm and ended in 10th of December in 2019 

at around 6pm. 

The sample consists of 200 respondents living in big four countries in the Nordics, 

which are Finland, Sweden, Denmark and Norway. Specifically, those four target 

countries are selected building on the criteria which is that collecting data is feasible 

in the program when selecting each of countries alone at the minimum level of 

completes (100). Iceland is excluded because it did not meet the criteria, which 

means that the survey is not feasible in the program since it has low audience 

distribution to complete the survey.  

Since the present regional markets have diverse demographics, the target audiences 

are not people having the nationality of those target countries, but people currently 

living in those countries. Therefore, the survey includes respondents having other 

nationality apart from Finnish, Swedish, Danish and Norwegian such as English, 



  

Russian, Polish, Filipino, American, Indian, etc. However, most respondents (82%) 

has the nationality of the target countries.  

Since total responses under 200 are expected to have low significant values in both 

gender and age range, 200 data samples are collected to reach the statistical 

accuracy of sample. Out of 200 responses, 38% of responses were collected from 

Norway (n = 76), 36% were from Sweden (n = 72), 15% from Finland (n = 30), and 

11% from Denmark (n = 22). Except Sweden which has the biggest population in the 

Nordics (approx. 10.1 million), the response’s rate does not seem to have any 

reasonable correlation with the population of each country: Denmark (approx. 5.6 

million), Finland (approx. 5.5 million), and Norway (approx. 5.2 million). For some 

reasons, the response’s rate and population of those three countries have inverse 

relationship.  

The data is collected from six different age groups, which are 14 - 17 (7.0%), 18 - 24 

(23.5%), 25 - 34 (31.0%), 35- 44 (23.5%), 45 - 54 (11.0%), and above 54 (4.0%). 

Furthermore, the gender ratio between Female and Male respondents of survey is 

delineated as the 4 to 6. 

The following table is to delineate the demographical characteristics of the 

respondents in the survey. 

Demographical Characteristics of the respondents 

Country 
Frequency 

Absolute Percentage 

Denmark 22 11.00% 

Finland 30 15.00% 

Norway 76 38.00% 

Sweden 72 36.00% 

Total 200 100% 
 

Denmark 
Frequency  Norway 

Frequency 

Absolute Percentage  Absolute Percentage 

Danish 16 72.73%  Norwegian 56 73.68% 

American 1 4.55%  Egyptian 1 1.32% 

Filipino 1 4.55%  English 1 1.32% 

Ghanaian 1 4.55%  Estonian 1 1.32% 

Polish 1 4.55%  Filipino 2 2.63% 

Portuguese 1 4.55%  Finnish 1 1.32% 

Romanian 1 4.55%  Indian 1 1.32% 

    Kurdish 1 1.32% 

    Peruvian 1 1.32% 

    Polish 3 3.95% 



  

    Russian 2 2.63% 

    Serbian 1 1.32% 

    Swedish 3 3.95% 

       Not disclosed 2 2.63% 

Total  22 100.00%  Total  76 100.00% 

       

Finland 
Frequency  Sweden 

Frequency 

Absolute Percentage  Absolute Percentage 

Finnish 25 83.33%  Swedish 63 87.50% 

Belgian 1 3.33%  Belarusian 1 1.39% 

Mexican 1 3.33%  Brazilian 1 1.39% 

Nepalese 1 3.33%  Dutch 1 1.39% 

Russian 1 3.33%  Iranian 1 1.39% 

Sri Lankan 1 3.33%  Lithuanian 1 1.39% 

    Norwegian 1 1.39% 

    Polish 1 1.39% 

     Not disclosed 2 2.78% 

Total  30 100.00%  Total  72 100.00% 

 

 

Age Groups Absolute Percentage 

14-17 14 7.00% 
18-24 47 23.50% 

25-34 62 31.00% 
35-44 47 23.50% 
45-54 22 11.00% 

above 54 8 4.00% 

Total 200 100.00% 

Figure 10 Demographics of the Respondents in the Survey  

Since the data is collected through a paid survey platform service, sampling 

technique is followed by built-in methodology of the service. In theoretical 

framework, we can say that the research follows probability sampling technique. 

Probability sampling is based on random samples from which we can estimate 

statistically the characteristics of the target population (Sunders, et al., 2016). 

Specifically, the sample can be grouped (clustered) by four different geographical 

area, cluster sampling is leveraged among probability sampling techniques.  

 

Gender Absolute Percentage 

Female 80 40.00% 

Male 120 60.00% 

Total 200 100.00% 



  

3.3 Analysis 

The collected data is statistically analyzed through SPSS software. In SPSS, two type 

of methods are leveraged to analyze the data: Descriptive statistics and t-test.  

Descriptive statistics are useful when explaining the characteristics of the 

sample, checking variables whether you are violating any assumptions underlying 

the statistical techniques that you chose for the analysis, and addressing specific 

research questions (Pallant, 2010). They consist of the mean, standard deviation, 

range of scores, skewness and kurtosis and can be acquired through various 

procedures such as Frequencies, Descriptive or Explore (Pallant, 2010). 

Frequencies are used to delineate how many people gave each response for 

categorical variables whereas Descriptives are leveraged to provide the ‘summary’ 

statistics such as mean, median and standard deviation for continuous variable 

(Pallant, 2010). Traditionally, it has been recognized that parametric statistics are 

applied to data of interval scale, which is a continuous variable, or higher while non-

parametric statistics are used with ordinal scale data such as Likert scale (Zumbo 

and Zimmerman, 1993). However, it has been argued by many researchers (Zumbo 

and Zimmerman, 1993; Norman, 2010; Sullivan and Artino, 2013, etc.) that 

parametric tests can be utilized with Likert scale ordinal data. Therefore, even 

though ordinal Likert scale is not a continuous variable in the technical sense, it can 

be considered as a continuous variable especially with the higher-point scale. 

Explore technique is useful when assessing normality of the distribution of variables 

(Pallant, 2010).  

In this research, these descriptive statistics are applied to explaining the RQ1, which 

is that If the phrase ‘made in Korea’ influences consumer product quality perception 

and choice behavior in the Nordics. Furthermore, since 7-point Likert scale data can 

be considered as continuous variable rather than categorical one, descriptives are 

leveraged for the data analysis to understand COO impact on consumer choice 

behavior in different category’s products.    

T-test allows of comparing the values on some continuous variable for two different 

groups or on two different occasions (Pallant, 2010).  

Independent-samples t-test is used to understand whether there is a statistically 

significant difference in the mean scores for two groups by comparing them (Pallant, 

2010). There are two forms of the test statistic for this independent-samples t-test: 

equal variances assumed, or equal variances not assumed (Kent State university, 

2020). 



  

In the case of equal variances assumed, the test statistic t for the two independent 

samples is computed as:  

𝑡 =
𝑥1̅̅̅ + 𝑥2̅̅ ̅

𝑠𝑝√
1
𝑛1

+
1
𝑛2

 

Then, the t value is compared to the critical t value from the t distribution table with 

degrees of freedom and chosen confidence level. If the t value is larger than the 

critical t value (typically .05), then the null hypothesis is rejected (Kent State 

University, 2020). 

With regards to equal variances not assumed, the test statistic t for the two 

independent samples is computed as:  

𝑡 =
𝑥1̅̅̅ − 𝑥2̅̅ ̅

𝑠𝑝√
𝑠1
2

𝑛1
+
𝑠2
2

𝑛2

 

Then, the t value is compared to the critical t value from the t distribution table with 

degrees of freedom and chosen confidence level. If the calculated t value is greater 

than critical t value (typically .05), then the null hypothesis is rejected (Kent State 

University, 2020). 

Paired-samples t-test is used when comparing the mean scores for the same group 

of people on two different occasions, so that this technique is appropriate for pre-

test/post-test experimental designs (Pallant, 2010).  

In order to prove RQ2 (If consumer’s knowledge and experience of South Korean 

brands influence consumer product evaluation and purchase intention?) and RQ3 

(If consumer’s knowledge of K-Pop cultures influence consumer product evaluations 

and purchase intention?), independent-samples t-test is applied in this research.  

Independent-samples t-test is appropriate to answer these questions because it 

facilitates the comparison of statistical differences between two different groups of 

participants. For example, we can perceive to what extent significant differences 

exist between people who know and don’t know South Korean brands. 

The following figure shows how statistical analytic methods will be applied to the 

research in a nutshell.  



  

 

Figure 11 The analysis methods for the research  

3.4 Research Quality Evaluation 

Since the credibility of research findings depends on the reliability and validity of 

the research (Sunders, et al, 2016), we will assess the research quality based on these 

two elements. In survey research, it is important to direct maximizing both elements 

to the greatest extent feasible (Cowles and Nelson, 2015). 

Reliability refers to “the consistency in responses across different respondents in the 

same situations” (Cowles and Nelson, 2015, p. 104). Therefore, the questionnaire 

should be carefully prepared to ensure the reliability of the survey responses. In this 

research, the questionnaires are made with care by checking with supervisor through 

email in several times and pre-testing the survey with several people before 

launching the actual survey to detect any error on the questionnaires.  

Validity refers to “the extent that the measure that we are using accurately reflects 

the concept we are interested in” (Cowles and Nelson, 2015, p. 105). In order to 

ensure the validity of the research, the research is designed building on the existing 

literature and scales that have similar concepts with the study. The scales and 

question items are adopted from Lee and Lee (2009), so that the construct validity 

of the research is fulfilled. 



  

4 RESULT 

This chapter introduces the analysis results of three main hypotheses: relation 

between the phrase ‘made in Korea’ and consumer choice behavior, the impacts of 

South Korean brands on consumer choice behavior, and the impacts of K-pop on 

consumer choice behavior. The analysis outcomes are evaluated, and the hypotheses 

are tested. Furthermore, the corresponding survey results are examined.    

4.1 The relation between COO cue and Consumer Choice Behavior 

Through the descriptive statistics, we can understand the relation between the 

phrase ‘made in Korea’ on products and consumer choice behavior. The seven items 

regarding consumer choice behavior (appealing, impression, quality, favorable, 

would like to buy, purchase intention, and intend to buy) are measured in order to 

understand any statistical differences in four different products belonging to four 

distinct categories (beauty, alcohol, technology, and medicine). Thus, sheet mask, 

beer, cell phone, and painkiller are measured respectively regarding the seven items 

for survey participants (n= 200).  

The following shows the result of descriptive statistics for each product. 

Sheet Mask 

  N Min Max Mean Median Std. D 

Appealing 200 1 7 3.75 4 1.59 

Impression 200 1 7 3.68 4 1.49 

Quality 200 1 7 3.77 4 1.46 

Favorable 200 1 7 3.83 4 1.43 

Would like to buy 200 1 7 3.88 4 1.59 

Purchase Intention 200 1 7 3.90 4 1.62 

Intend to buy 200 1 7 3.92 4 1.53 

Avg. of total 200 1 7 3.82 4 1.53 

       

Beer 

  N Min Max Mean Median Std. D 

Appealing 200 1 7 3.97 4 1.60 

Impression 200 1 7 3.96 4 1.62 

Quality 200 1 7 3.80 4 1.43 

Favorable 200 1 7 3.91 4 1.50 

Would like to buy 200 1 7 3.94 4 1.56 

Purchase Intention 200 1 7 3.87 4 1.61 

Intend to buy 200 1 7 3.86 4 1.63 

Avg. of total 200 1 7 3.90 4 1.56 

       

Cell phone 

  N Min Max Mean Median Std. D 



  

Appealing 200 1 7 3.90 4 1.68 

Impression 200 1 7 3.94 4 1.61 

Quality 200 1 7 3.88 4 1.66 

Favorable 200 1 7 3.85 4 1.70 

Would like to buy 200 1 7 3.97 4 1.68 

Purchase Intention 200 1 7 3.95 4 1.69 

Intend to buy 200 1 7 3.85 4 1.61 

Avg. of total 200 1 7 3.90 4 1.66 

       

Painkiller 

  N Min Max Mean Median Std. D 

Appealing 200 1 7 3.79 4 1.63 

Impression 200 1 7 3.72 4 1.62 

Quality 200 1 7 3.83 4 1.59 

Favorable 200 1 7 3.82 4 1.58 

Would like to buy 200 1 7 3.72 4 1.66 

Purchase Intention 200 1 7 3.74 4 1.68 

Intend to buy 200 1 7 3.81 4 1.65 

Avg. of total 200 1 7 3.77 4 1.63 
Figure 12 Descriptive statistics for the relation between COO and each product in 

different categories  

The upper four items (appealing, impression, quality, and favorable) indicate 

consumer perception of a product and the lower three items (would like to buy, 

purchase intention, and intend to buy) indicate consumer’s purchase intention of a 

product. The scale ranges from (1) strongly disagree to (7) strongly agree. Therefore, 

the more the mean of variables is close to seven, the stronger respondents agree each 

variable positively.  

For Likert scale data, median is the measurement of central tendency (Sullivan and 

Artino, 2013). Therefore, we can also use median to grasp where the mean of 

variables is situated in the scale: ‘is it above or below median?’.  The result presents 

that all the mean of variables in each item in four products are below the median, 

which is also known as neutral (n = 4) in the scale.  

If we see the average of total value of items in each product, we can observe that 

there are no significant differences among products in different categories, which 

are sheet mask (M = 3.81, SD = 1.53), alcohol (M = 3.90, SD = 1.56), cell phone (M 

= 3.90, SD = 1.66), and painkiller (M = 3.77, SD = 1.63). Furthermore, the mean 

values of each product are below the median (n=4).  The scale below presents where 

products are situated in the 7-point Likert scale.  



  

 

Figure 13 The scale for the result of each product  

All the means of the variables are between neutral (n = 4) and slightly disagree (n = 

3), and incline to neutral rather than slightly disagree. These findings suggest that 

COO cue of Korea barely matter in the consumer choice behavior towards product 

or has slightly negative relation on consumer choice behavior. Thus, the hypothesis 

1 (H1), which postulates that the phrase ‘made in Korea’ has a positive relation to 

consumer choice behavior towards product, may not be supported. 

4.1.1 The Outcome of which ‘made in Korea’ Products you bought 

Regarding the question “Have you ever bought any ‘made in Korea’ product(s)?”, the 

65.5% of respondents (n = 131) answered “yes” while 34.5% of respondents (n = 69) 

answered “no”. Among the respondents who answered “yes”, it was asked to respond 

to the investigative open-ended question, which is “Which product(s) did you buy?”.   

Respondents could do multiple answers. The graph below depicts the outcome of 

which ‘made in Korea’ products consumers have been purchased. The graph does 

not represent all the answers in the survey result. 

 

Figure 14 The Outcome of which ‘made in Korea’ products in the consumer’s 

purchase  
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The result shows that mobile phone is the most purchased ‘made in Korea’ products 

(approx. 24%). Samsung galaxy phone is a good example. Electronics account for 

next largest share (approx.17%). TV, computer parts, etc. are involved in the 

products. Beauty products such as sheet mask, skincare products and cosmetics are 

around 14%, which are followed by clothing like clothes and shoes (approx. 10%). 

Foods are about 5% and car accounts for only 4%. Lastly, three respondents 

answered that they bought drinks (n = 1) and beer (n =2). In total, beverage/alcohol 

takes approximately 2% of answers.  

Accordingly, we can perceive that technology products such as mobile phone and 

electronic gadgets are the most popular purchased products in terms of ‘made in 

Korea’ products. Unlike the research, result above where the average of total value 

of beer (M = 3.90) is one of the highest values, only about 2% respondents purchased 

alcohol/beverage. Any products related to medicine were not mentioned in the 

survey result.     

4.2 The Impact of Brand on Consumer Choice Behavior 

In order to evaluate the impact of South Korean brands on consumer perception and 

purchase intention when it comes to buying ‘made in Korea’ products, independent-

sample t-test is used. This method suits the cases that two variables exist in the form 

of one categorical independent variable and one continuous dependent variable 

(Pallant, 2019).  

4.2.1 The impact of brand’s knowledge on consumer choice behavior 

According to the question: “Do you know any of South Korean brands?”, the 36.5% 

of respondents (n = 73) answer “yes” whereas the 63.5% (n = 127) responds “no”.  

In the case of H2a, consumers with brands knowledge are likely to be affected 

positively by COO cues in their choice behavior, the categorical independent variable 

is brand knowledge and the continuous dependent variable is seven items related to 

consumer choice behavior. The output generated from this test is shown below.  

Table 5  The result of Independent samples test, brand knowledge  

  t-test for Equality of Means 

Sheet Mask Sig t df Sig. (2-tailed) 

Appealing 0.235 2.459 198  0.015* 
Impression 0.131 2.125 198  0.035* 
Quality 0.075 0.885 198                      0.377 
Favorable 0.816 1.795 198 0.074 
Would like to buy 0.891 1.742 198 0.083 
Purchase Intention 0.627 1.240 198 0.216 
Intend to buy 0.290 0.404 198 0.687 

* significant at .05 level       



  

  t-test for Equality of Means 

Beer Sig. t df Sig. (2-tailed) 

Appealing 0.090 0.566 198 0.572 
Impression 0.113 1.021 198 0.309 
Quality 0.526 0.987 198 0.325 
Favorable 0.680 1.628 198 0.105 
Would like to buy 0.147 1.296 198 0.196 
Purchase Intention 0.423 1.418 198 0.158 
Intend to buy 0.004 0.211 176 0.833 

 

  t-test for Equality of Means 

Cell phone Sig. t df Sig. (2-tailed) 

Appealing 0.391 1.732 198 0.085 

Impression 0.660 2.533 198   0.012* 

Quality 0.691 2.399 198   0.017* 

Favorable 0.532 1.908 198 0.058 

Would like to buy 0.096 1.802 198 0.073 

Purchase Intention 0.333 1.310 198 0.192 

Intend to buy 0.481 2.211 198   0.028* 

* significant at .05 level     

  t-test for Equality of Means 

Painkiller Sig. t df Sig. (2-tailed) 

Appealing 0.056 0.480 198 0.632 

Impression 0.013 0.550 172 0.583 

Quality 0.006 0.999 167 0.319 

Favorable 0.003 -0.049 176 0.961 

Would like to buy 0.072 0.569 198 0.570 

Purchase Intention 0.007 1.480 165 0.141 

Intend to buy 0.022 0.576 168 0.566 
 

In terms of sheet mask, it is assumed that the variance of scores between the two 

groups, which are respondents with and without the knowledge of South Korean 

brands, is equal in all items since all Sig. values are larger than .05: .235 

(appealing), .131 (impression), .075 (quality), .816 (favorable), .891 (would like to 

buy), .627 (purchase intention), and .290 (intend to buy). T-test for equality of 

means shows that only appealing and impression items have significant differences 

between the two groups: Appealing (p = .015) and Impression (p = .035) are 

significant at the .05 level.  It means that sheet mask product appeal and give an 

impression differently to respondents who have and do not have the knowledge of 

South Korean brands.   

Regarding beer, equal variances between two groups are assumed in everything else 

except ‘intend to buy’ item (p = .004). Since the significance level of the item is equal 

or less than .05, the variances for two groups in ‘intend to buy’ item are not the same. 



  

It is ascertained that there are no significant differences between two groups in all 

items in this product. Thus, we can assume that the knowledge of South Korean 

brands does not influence when purchasing beer product.   

It is assumed that the variance between the two groups is equal in all items in the 

case of cell phone. T-test presents that there are significant differences between the 

two groups in three items, which are impression (p = .012), quality (p = .017), and 

intend to buy (p = .028): the values in Sig. (two-tailed) in those three are statistically 

significant at .05. It means that the knowledge of South Korean brands influences 

differently in consumer’s impression and quality perception on product as well as 

intend to buy.   

Except appealing (p = .056) and would like to buy (p = .072), equal variances 

between two groups are not assumed in the rest of items with regard to painkiller: 

Impression (p = .013), Quality (p = .006), Favorable (p = .003), Purchase Intention 

(p = .007), and Intend to buy (p = .022) are equal or less than .05 in significance 

level. According to the test, there are no significant differences between two groups 

in all items. It means that the knowledge of South Korean brands does not influence 

consumer choice behavior for painkiller product.  

The results suggest that the effect of brand knowledge is valid for certain items in 

certain products: appealing and impression in terms of sheet mask, and impression, 

quality, and intend to buy for cell phone. The findings also show that brand 

knowledge is the most effective at cell phone product.  

If we look at t values of those items that are statistically significant, we can 

understand which one has significantly greater mean than the other. It means that 

the positive t value indicates that the mean for the first group of research is 

significantly greater than the mean for the second group (Kent State University, 

2020). Since appealing (t = 2.46) and impression (t = 2.13) in sheet mask, and 

impression (t = 2.53), quality (t = 2.40), and intend to buy (t = 2.21) in cell phone 

have positive t values, we can say that consumer with brand knowledge has 

significantly greater mean than consumers without brand knowledge regarding 

these items.  

The important results of analysis in order to evaluate H2a are shown in table as 

below. The entire results are presented in appendix 2. 

 

 



  

Table 6  The results of Analysis for H2a 

Product Item 
Consumer 

type 
Values 

Sheet 

Mask 

Appealing 

w. brand 

knowledge 
M = 4.11, SD = 1.51 t (198) = 2.46 

*p = .02, two-

tailed 
w/o. brand 

knowledge 
M = 3.54, SD = 1.60 

Impression 

w. brand 

knowledge 
M = 3.97, SD = 1.46 t (198) = 2.13 

*p = .04, two-

tailed 
w/o. brand 

knowledge 
M = 3.51, SD = 1.49 

Cell 

Phone 

Impression 

w. brand 

knowledge 
M = 4.32, SD = 1.57 t (198) = 2.53 

*p = .01, two-

tailed 
w/o. brand 

knowledge 
M = 3.72, SD =1.60 

Quality 

w. brand 

knowledge 
M = 4.25, SD = 1.67 t (198) = 2.40 

*p = .02, two-

tailed 
w/o. brand 

knowledge 
M = 3.67, SD =1.62 

Intend to 

buy 

w. brand 

knowledge 
M = 4.18, SD = 1.60 t (198) = 2.21 

*p = .03, two-

tailed 
w/o. brand 

knowledge 
M = 3.66, SD =1.59 

 

Therefore, we can assume that consumers with brand knowledge are more likely to 

be influenced in a positive way by the phrase ‘made in Korea’ than consumers 

without brand knowledge in terms of those items that have statistical significance: 

sheet mask (appealing & impression), and cell phone (impression, quality & intend 

to buy). Consequently, H2a are partly supported. 

4.2.1.1 Consumer’s Brand Awareness 

Through the survey result, we can perceive which brands the respondents are aware 

of among the respondents who know any of South Korean brands (n = 73). The graph 



  

below delineates the outcome of consumer’s brand awareness. The graph contains 

only valid and relatively essential responses.     

 

Figure 15 The outcome of consumer’s brand awareness  

Since the respondents could do multiple answers, the total value of brand awareness 

is not aimed at 100 percent. The result presents that the respondents who know 

South Korean brands are aware of Samsung in the most. The figure (71.23%) is 

overwhelmingly greater than other brands: more than three times bigger than the 

second well-known company (KIA, 19.18%). The third one is Hyundai (17.81%), 

which is followed by LG (10.96%). Few people response that they know some of 

cosmetic brands, which are Etude House, Missha, and Holikaholika.  

The responses heavily rely on technology or automobile brands such as Samsung, 

Hyundai, LG, KIA, and SK than the brands in other industries. In addition, neither 

beverage/alcohol nor pharmaceutical industry’s brands are mentioned in the survey.             

4.2.2  The impact of brand’s experience on consumer choice behavior 

Regarding the question: “Have you ever purchased a product from South Korean 

brands?”, the 45% of respondents (n = 90) answer “yes” and the 55% of respondents 

(n = 110) answer “no”.  

In terms of H2b, consumers with brands experience are likely to be affected 

positively by COO cues in their choice behavior, the categorical independent variable 

is brand experience and the continuous dependent variable is seven items pertaining 

to consumer choice behavior. The output is shown in Table.7 as below.  
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Table 7 The result of Independent Samples Test, Brand Experience 

  t-test for Equality of Means 

Sheet Mask Sig. t df Sig. (2-tailed) 

Appealing 0.237 1.847 198 0.066 

Impression 0.163 1.804 198 0.073 

Quality 0.123 -0.224 198 0.823 

Favorable 0.505 0.525 198 0.600 

Would like to buy 0.539 1.145 198 0.254 

Purchase Intention 0.132 0.302 198 0.763 

Intend to buy 0.729 0.339 198 0.735 

  t-test for Equality of Means 

Beer Sig. t df Sig. (2-tailed) 

Appealing 0.109 0.327 198 0.744 

Impression 0.272 0.967 198 0.335 

Quality 0.453 0.298 198 0.766 

Favorable 0.340 2.013 198   0.045* 

Would like to buy 0.172 1.264 198 0.208 

Purchase Intention 0.440 0.768 198 0.443 

Intend to buy 0.075 -0.209 198 0.835 

* significant at .05 level     

  t-test for Equality of Means 

Cell phone Sig. t df Sig. (2-tailed) 

Appealing 0.234 1.830 198 0.069 

Impression 0.252 2.635 198   0.009* 

Quality 0.270 2.501 198   0.013* 

Favorable 0.959 1.807 198 0.072 

Would like to buy 0.112 2.228 198   0.027* 

Purchase Intention 0.203 2.295 198   0.023* 

Intend to buy 0.278 2.097 198   0.037* 

* significant at .05 level     

  t-test for Equality of Means 

Painkiller Sig. t df Sig. (2-tailed) 

Appealing 0.012 0.880 198 0.380 

Impression 0.000 0.782 194 0.435 

Quality 0.001 0.576 198 0.565 

Favorable 0.003 -0.124 198 0.902 

Would like to buy 0.014 -0.332 198 0.740 

Purchase Intention 0.000 0.507 197 0.613 

Intend to buy 0.001 0.402 197 0.688 
 

Regarding sheet mask, the variance between the two groups is assumed to be equal 

in all items: p values in all items are larger than .05. Likewise, there are no significant 

differences between two groups in all items: p values (two-tailed) in all items are 



  

greater than .05.  It indicates that the experience of South Korean brands does not 

influence when purchasing sheet mask. 

In terms of beer, equal variances between two groups are assumed in all items. 

Unlike the result of brand knowledge, there is a significant difference between two 

groups in favorable aspect: Favorable (p = .045) is significant at .05 level. Thus, we 

can assume that the experience of South Korean brands affects differently in 

consumer’s favorableness when it comes to beer product.   

In the case of cell phone, the variance between the two groups is assumed equal to 

be in all items. The result shows that there are significant differences between the 

two groups in five items, which are impression (p = .009), quality (p = .013), would 

like to buy (p = .027), purchase intention (p = .023), and intend to buy (p = .037). 

This suggests that the experience of South Korean brands influences differently in 

consumer perception (impression and quality) and purchase intention (would like 

to buy, purchase intention, and intend to buy). Especially, in case that consumers 

have an experience to purchase products from South Korean brands, purchase 

intention appears significantly in all three items compared to consumers without 

experience.  

Equal variances between two groups are not assumed in all times as for painkiller: p 

values in all items are equal or less than .05. The result also presents that there are 

no significant differences between two groups in all items. Thus, the experience of 

South Korean brands does not influence consumer choice behavior for painkiller 

product.  

Like the brand knowledge, the results propose that the effect of brand experience is 

valid for certain products (beer and cell phone), and certain items of consumer 

choice behavior of those products (favorable of sheet mask, and impression, quality, 

would like to buy, purchase intention, and intend to buy of cell phone). The findings 

also show that brand experience is the most effective at cell phone product, 

especially at consumer’s general purchase intention.   

In addition, t values in those items are positive: favorable (t = 2.01) in beer, and 

impression (t = 2.64), quality (t = 2.50), would like to buy (t = 2. 29), purchase 

intention (t= 2.30), and intend to buy (t = 2.10). In other words, consumer with 

brand experience has significantly greater mean than consumers without brand 

experience regarding these items.  

The important results of analysis in order to evaluate H2b are shown in the table as 

below. The entire results are presented in appendix 3. 



  

Table 8 The results of Analysis for H2b  

Product Item 
Consumer 

type 
Values 

Beer Favorable 

w. brand 

experience 
M = 4.14, SD = 1.47 t (198) = 2.01 

*p = .05, two-

tailed 
w/o. brand 

experience 
M = 3.72, SD = 1.50 

Cell 

Phone 

Impression 

w. brand 

experience 
M = 4.27, SD = 1.50 t (198) = 2.29 

*p = .03, two-

tailed 
w/o. brand 

experience 
M = 3.67, SD = 1.65 

Quality 

w. brand 

experience 
M = 4.20, SD = 1.60 t (198) = 2.50 

*p = .01, two-

tailed 
w/o. brand 

experience 
M = 3,62, SD =1.67 

Would like 

to buy 

w. brand 

experience 
M = 4.26, SD = 1.54 t (198) = 2.40 

*p = .02, two-

tailed 
w/o. brand 

experience 
M = 3.73, SD =1.77 

Purchase 

Intention 

w. brand 

experience 
M = 4.24, SD = 1.58 t (198) = 2.30 

*p = .02, two-

tailed 
w/o. brand 

experience 
M = 3.70, SD =1.74 

Intend to 

buy 

w. brand 

experience 
M = 4.11, SD =1.55 t (198) = 2.10 

*p = .04, two-

tailed 
w/o. brand 

experience 
M = 3.64, SD =1.62 

 

Hence, we can argue that consumers with brand experience are more likely to be 

affected positively by the phrase ‘made in Korea’ than consumers without brand 

experience regarding those items that have statistical significance: beer (favorable), 

and cell phone (impression, quality, would like to buy, purchase intention, and  

intend to buy). Consequently, H2b may be partly supported. 



  

4.2.2.1 Consumer Experience of Brands 

Through the survey outcome, we can also ascertain that which South Korean brands 

the respondent has a purchase experience.  Respondents were allowed to do multiple 

answers. The bar chart below describes the outcome of consumer’s brand 

experience. The bar chart includes only valid and relatively indispensable answers.  

 

Figure 16 The outcome of consumer’s brand experience  

Among the respondents who have South Korean brands experiences (n = 90), the 

majority of people answered that they have purchased a product from Samsung 

(55.56%). The second largest share accounts for the answer that they don’t know 

which brands they bought for products (20%). Interestingly, other brands such as 

Hyundai (2.22%), LG (4.44%) and KIA (2.22%) have much lower share in brand’s 

experience compared to the ones in brand’s awareness (approx. 18% of Hyundai, 

11% of LG, and 19% of KIA). Along with brand awareness, few people answered that 

they have an experience in some of cosmetic brands, which are Etude House (2.22%) 

and Missha (1.11%).  

We can notice that Samsung is the most well-known and easy-to-access South 

Korean brand for the Nordic consumers from the results of both brand awareness 

and experience. Additionally, none of beer and pharmaceutical brands are 

mentioned in the survey. 

4.3 The Impact of K-Pop on Consumer Choice Behavior 

Independent t test is used to measure K-pop effects on consumer choice behavior 

towards ‘made in Korea’ products. In terms of question: “Do you know K-pop?”, the 

54 % of respondents answered “yes” (n = 108) while the 46% of respondents 

answered “no” (n = 92).  
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The categorical independent variable is the knowledge of K-pop and the continuous 

dependent variable is seven items regarding consumer choice behavior. The test 

result is presented the table below.  

Table 9 The result of Independent Sample Test, K-pop effects  

  t-test for Equality of Means 

Sheet Mask Sig. t df Sig. (2-tailed) 

Appealing 0.624 0.804 198 0.423 

Impression 0.617 0.148 198 0.882 

Quality 0.236 0.373 198 0.710 

Favorable 0.059 -0.162 198 0.871 

Would like to buy 0.106 -0.627 198 0.531 

Purchase Intention 0.304 -0.582 198 0.561 

Intend to buy 0.001 0.112 195 0.911 

  t-test for Equality of Means 

Beer Sig. t df Sig. (2-tailed) 

Appealing 0.006 -0.338 197 0.736 

Impression 0.040 1.230 198 0.220 

Quality 0.171 -1.233 198 0.219 

Favorable 0.002 -0.309 198 0.757 

Would like to buy 0.311 0.547 198 0.585 

Purchase Intention 0.042 0.452 197 0.652 

Intend to buy 0.037 -1.398 197 0.164 

  t-test for Equality of Means 

Cell Phone Sig. t df Sig. (2-tailed) 

Appealing 0.079 -0.817 198 0.415 

Impression 0.500 -0.046 198 0.964 

Quality 0.052 -0.176 198 0.862 

Favorable 0.255 -0.150 198 0.881 

Would like to buy 0.612 0.654 198 0.514 

Purchase Intention 0.264 -0.509 198 0.612 

Intend to buy 0.678 0.370 198 0.712 

  t-test for Equality of Means 

Painkiller Sig. t df Sig. (2-tailed) 

Appealing 0.147 -0.812 198 0.418 

Impression 0.933 -0.106 198 0.915 

Quality 0.400 0.300 198 0.765 

Favorable 0.505 -0.539 198 0.591 

Would like to buy 0.363 -1.177 198 0.241 

Purchase Intention 0.317 -0.285 198 0.776 

Intend to buy 0.370 0.091 198 0.928 
 

Regarding sheet mask, except the item ‘intend to buy’, which is smaller than .05 level 

in significance, the variance between the two groups is assumed to be equal in the 

others. Moreover, there are no significant differences between two groups in all 

items: p values (two-tailed) in all items are greater than .05. It indicates that the 



  

knowledge of K-pop does not influence consumer choice behavior when it comes to 

sheet mask products. 

In terms of beer, equal variances between two groups are not assumed in most items 

(appealing, impression, favorable, purchase intention, and intend to buy) apart from 

quality (p = .171) and would like to buy (p = .311). Along with the result of sheet 

mask, significant differences between two groups do not exist in all items. Thus, we 

can also assume that the knowledge of K-pop does not affect consumer perception 

and purchase intention to beer products.   

In the case of cell phone, the variance between the two groups is assumed to be equal 

in all items. We can also perceive no significant differences between the two groups 

in all items. This suggests that the knowledge of K-pop does not influence when 

purchasing cell phone.  

Likewise, equal variances between two groups are assumed in all times for painkiller. 

The finding also shows that there are no significant differences between two groups 

in all items. Accordingly, K-pop knowledge does not have effects on consumer choice 

behavior for painkiller product as well. 

As a result, we can see that the knowledge of K-pop per se, which means whether 

consumers know the K-pop or not, does not affect consumer choice behavior for all 

research products (sheet mask, beer, cell phone, and painkiller).In case of t values, 

many items in the products are presented to have negative t values. As the 

positive t value indicates that the mean for the first group of research is significantly 

greater than the mean for the second group (Kent State University, 2020), the 

negative t value implies that the mean for the second group of research is 

significantly larger than the mean for the first group. It means that respondents who 

don’t know K-pop are more positively react for ‘made in Korea’ products than 

respondent without K-pop knowledge. Moreover, since all items in all products show 

no significant differences in p values (two-tailed), positive t values in some items in 

the products do not need to be mentioned further. Therefore, the hypothesis 3 (H3), 

which posits that K-pop influences consumer choice behavior towards ‘made in 

Korea’ products positively, is not be supported. 

 

 

 



  

5 DISCUSSION 

In this chapter, I will interpret the results of research analysis and present the 

meanings of them. I will also show that how this research contributes to existing 

theories and how it can be applied in practical business management. Lastly, the 

limitation of research and further suggestion will be given.       

5.1 Consumer choice behavior on ‘made in Korea’ cue 

According to the results, we can ascertain that ‘made in Korea’ label on products 

barely matter in consumer choice behavior or rather has slightly negative relation 

on it. Hence, the phrase ‘made in Korea’ has a positive relation with consumer choice 

behavior towards product (H1) may not be supported.   

If we look at the average of total value of each product (cell phone, beer, sheet mask, 

and painkiller), the two products, which are cell phone and beer, have the same 

highest value (M = 3.90). It means that respondents reacted most positively cell 

phone and beer with ‘made in Korea’ cue than other products. It is a quite interesting 

result because I posited that beer is a product that South Korea is not famous for in 

the beginning of the research. Thus, we need to examine the results in detail. 

Table.10 shows the mean between alcohol and cell phone by comparing the values 

of each item.    

Table 10 The comparison of mean between alcohol and cell phone 

  Beer   Cell phone 

    Mean   Mean 

consumer perception 

Appealing 3.97 > 3.90 

Impression 3.96 > 3.94 

Quality 3.80 < 3.88 

Favorable 3.91 > 3.85 

consumer’s purchase intention 

Would like to buy 3.94 < 3.97 

Purchase Intention 3.87 < 3.95 

Intend to buy 3.86 > 3.85 

Avg. of total 3.90   3.90 
 

As you can see, beer has more values that are higher in the items of consumer 

perception compared with cell phone. Only in the quality, respondents react more 

positively to cell phone. On the other hand, cell phone has more bigger values in the 

items of consumer’s purchase intention. Beer has a bigger value in intend to buy part 

item (M = 3.86) than that of cell phone (M = 3.85), but the difference is very little.  

Accordingly, we can interpret that people may be more interested in ‘made in Korea’ 

beer than ‘made in Korea’ cell phone. However, ‘made in Korea’ cell phone may be a 



  

more attractive product than ‘made in Korea’ beer when purchasing a product. This 

interpretation can be applied to the outcome of which ‘made in Korea’ products you 

bought (see chap. 4.1.1). In the outcome, it is shown that respondents bought mobile 

phone the most among other ‘made in Korea’ products while beverage/alcohol is the 

least. Therefore, it may mean that people will buy ‘made in Korea’ mobile phone 

since the quality of product is considerably guaranteed by well-known South Korean 

electronics companies such as Samsung although the product per se may not be 

significantly interesting to consumers. On the other hand, ‘made in Korea’ beer may 

be an interesting product for consumers despite of unsureness of quality compared 

to the products from other renown beer nations such as German, Czech, etc. 

However, those interests may not big enough to lead to the consumption of ‘made in 

Korea’ beer. 

When it comes to sheet mask, it was initially expected to be one of more positive 

‘made in Korea’ product to respondents due to the influence of K-pop cultures. 

Contrary to the initial expectation, sheet mask did not have particularly higher mean 

value among the products as you can see in Table.11. It has even the lowest mean 

value in impression (M = 3.68) in all items across the four products. Moreover, 

appealing (M = 3.75) and quality (M = 3.77) of sheet mask have the lowest values 

compared to the same items in other products. It may be partly explained by the 

number of male respondents (n = 120) which is substantially bigger than the number 

of female respondents (n = 80) in the survey. It may also be supported by the result 

that the knowledge of K-pop culture does not influence the consumer choice 

behavior towards all four products in Nordic market. Nevertheless, the outcome of 

which ‘made in Korea’ products you bought (see chap. 4.1.1) shows that beauty 

products have a quite substantial purchase amount in total. This may be explained 

by the mean values of items in consumer’s purchase intention of sheet mask, which 

show a high tendency compared with those of other products. Especially, the value 

of intention to buy (M = 3.92) shows the highest in the same item among the 

products.  

Table 11 The means of all products in a nutshell 

  Cell phone Beer Sheet mask Painkiller 

    Mean Mean Mean Mean 

consumer 
perception 

Appealing 3.90 3.97 3.75 3.79 

Impression 3.94 3.96 3.68 3.72 

Quality 3.88 3.80 3.77 3.83 

Favorable 3.85 3.91 3.83 3.82 

consumer’s 
purchase 
intention 

Would like to buy 3.97 3.94 3.88 3.72 

Purchase Intention 3.95 3.87 3.90 3.74 

Intend to buy 3.85 3.86 3.92 3.81 

Avg. of total 3.90 3.90 3.82 3.77 



  

As expected, painkiller has the least mean value in total among other products. This 

can be supported by both outcomes of which ‘made in Korea’ products you bought 

(see chap. 4.1.1) and consumer’s brand awareness (see chap. 4.2.1.1). There, we can 

check that neither medicine related products nor pharmaceutical companies are 

mentioned in the corresponding survey results.  

However, since we can only know the relation between variables through the 

comparison between mean values, further research is required to understand the 

impact between COO cue and consumer choice behavior.  

5.2 The impact of CBBE of South Korean brands on consumer choice 
behavior 

Through the analysis of t-test, H2a, consumers with brand knowledge are likely to 

be affected positively by COO cues in their choice behavior, and H2b, consumers 

with brand experience are likely to be affected positively by COO cues in their choice 

behavior, are partly supported. It means that consumers with brand knowledge and 

experience are affected positively by COO cues on certain products regarding certain 

items of their choice behavior.  

Brand knowledge 

In case of brand knowledge, it was revealed that consumers with the knowledge of 

South Korean brands respond positively regarding the products of sheet mask and 

cell phone with ‘made in Korea’ label. 

In terms of sheet mask, respondents with brand knowledge (n = 73) significantly 

show that they are appealed and are impressed from the product positively 

compared to respondents without brand knowledge (n = 127). Regarding cell phone, 

we can know that respondents with brand knowledge were more impressed, 

perceived the products more positively in quality, and inclined to intend to buy the 

products more than the ones without knowledge. Interestingly, these two products 

(sheet mask & cell phone) are the products that were considered to have significant 

differences in the test among the four test products. It is because the industries of 

South Korea to which the products belong (technology and beauty) are relatively 

stronger than the other ones (alcohol and pharmaceuticals).  

The outcome of consumer’s brand awareness (see chap. 4.2.1.1) also supports the 

test result as be shown in the Figure. 15. In the outcome, it was revealed that 

respondents are not aware of South Korean brands in either alcohol/beverage or 

pharmaceutical industries. However, they are strongly aware of technology brands 

especially in the case of Samsung. In case of K-beauty, three different cosmetic 



  

brands (Etude House, Missha, and Holikaholika) are mentioned by few respondents. 

Accordingly, we can perceive that the test result accords with the survey outcome of 

consumer brand awareness.  

It is hard to explain that what leads to the significant differences in certain items of 

consumer choice behavior in sheet mask and cell phone: appealing & impression 

items in sheet mask, and impression, quality & intend to buy items in cell phone. 

However, we can ascertain some meaning by examining it with the survey outcome 

of consumer brand awareness.  

As mentioned above, people are more aware of South Korean technology brands 

than cosmetics brands. Thus, we can guess that cell phone shows significance in 

more items in consumer choice behavior than in items of the sheet mask. 

Accordingly, we can assume that when consumers know more about the brands, they 

respond a product positively regardless of COO. Therefore, it is important that 

consumers can recognize a nation corporate’s brands and link them with a certain 

product category and COO in case of South Korea. Without that recognition, the 

COO of South Korea on products has a minor relevance or even a slightly negative 

relation with consumer choice behavior in the Nordics.      

Brand experience 

Brand experience is the other pivotal part consisting of the effects of South Korean 

brands in the research. It was confirmed that consumers with the experience of 

South Korean brands respond positively regarding to the products of beer and cell 

phone with ‘made in Korea’ cue. 

In case of beer, respondents with brand experience (n = 90) significantly show that 

they feel favorable to a beer with ‘made in Korea’ label compared to respondents 

without brand experience (n = 110). Regarding cell phone, respondents with brand 

experience show significant differences in impression, quality, would like to buy, 

purchase intention, and intend to buy items compared to respondents without brand 

experience. It means that consumers with brand experience respond more positively 

to a cell phone with ‘made in Korea’ label than a cell phone without the label 

regarding those five items.  

Accordingly, focal points of the research result are those significances shown in beer 

and cell phone.  

Beer is unexpected because it is a product belonging to a category which South Korea 

is not famous for worldwide. Likewise, respondents did not mention any beer brands 

in their brand experiences (see chap. 4.2.2.1). Even though no beer brands are 



  

mentioned in the survey for both brand awareness and experience, few respondents 

answered that they bought ‘made in Korea’ beer/beverage products (approx.2%) as 

shown in Figure.14. In the perspective of brand experience, we can guess that 

consumers with brand experience just might not know or not remember specific 

brands although they tried ‘made in Korea’ beer products accordingly. However, this 

assumption is questionable since the percentage is so low. We can also assume that 

beer is a product that respondents are easy to feel favorable to without a specific 

brand experience. It accords with the results of the total survey participants (n = 

200), in whether they have brand experience or not, responded most positively to 

‘made in Korea’ beer and cell phone.  

Regarding cell phone, it was obvious that brand experience influences consumer 

choice behavior. As you can see in Figure.16, respondents experience products from 

Samsung the most (55.56%). The other electronics brand LG is also mentioned in 

the survey (4.44%). Accordingly, there is no doubt that consumers who used a 

product from either Samsung or LG react more positively to ‘made in Korea’ cell 

phone than consumers who didn’t have an experience. Particularly, it was 

interesting to see that significances were shown in five out of seven items. Especially, 

all three items of consumer’s purchase intention (would like to buy, purchase 

intention, and intend to buy) show significances. This indicates that once consumers 

have an experience of a cell phone from South Korean brands, they are more likely 

respond positively to ‘made in Korea’ cell phones. Therefore, it is important for 

South Korean electronics companies that consumers’ prior experience of brands and 

connecting those experiences with ‘made in Korea’ product significantly affect 

consumer choice behavior towards the product. 

We can find that Nordic consumers show the consistent negative responses to 

painkiller throughout the research. It is assumed that people tend to be more careful 

about the products that are directly related to our health. Therefore, consumers may 

respond positively towards domestic products or products from foreign countries 

known for the advancement in medicine, for instance like German and US.           

As a result, we can say that South Korean brands influence certain items of consumer 

choice behavior for certain ‘made in Korea’ products. Thus, H2, South Korean 

brands influence consumer choice behavior towards the phrase ‘made in Korea’ 

positively, is partly supported.  

5.3 The Impact of K-pop culture on consumer choice behavior 

As can be seen in the results, we can perceive that the knowledge of K-pop does not 

affect consumer perception (appealing, impression, quality, and favorable) and 



  

purchase intention (would like to buy, purchase intention, and intend to buy). Thus, 

H3, K-pop influences consumer choice behavior towards ‘made in Korea’ products 

positively, is not supported.  

It is quite interesting result because I assumed that K-pop knowledge will influence 

consumer choice behavior to K-beauty products (here, sheet mask) at least. 

Preceding literature (Huang, 2011) also showed that due to popularity of K-pop 

cultures in Taiwan, consumers desire not only those Korean cultural relevant goods, 

but also broad commodities like mobile phones, electronics, automobiles, cosmetics, 

and clothing. Moreover, KOFICE (2018) reported that export of consumer goods 

along with value added inducement effects is estimated around $1 billion only by 

BTS which is a representative K-pop boy band. Accordingly, the result is different to 

my expectation and previous literature. 

However, it is either hard to say that K-pop does not influence consumer choice 

behavior towards ‘made in Korea’ products positively. It is because the positive 

impact of K-pop is more likely caused by K-pop consumers (or K-pop fans), not just 

by people who simply know K-pop. Thus, it is not enough to evaluate the impact of 

K-pop only by the consumer’s knowledge of K-pop. It means that even though a 

consumer knows K-pop, she or he may not be interested in K-pop culture. In that 

case, it is hard to say that knowing K-pop can lead to positive impact of consumer 

choice behavior towards ‘made in Korea’ products. 

Interesting tendency was presented in the exit question of K-pop part in the survey. 

For both types of respondents, the ones who know K-pop and the other who do not 

know K-pop, had to answer whether the phrase ‘made in Korea’ affects my purchase 

intention positively through Yes or No.  The table below shows the answers of the 

exit question of K-pop. 

Table 12 The answers of the exit question of K-pop. 

Q. The phrase ‘made in Korea’ affects my purchase intention positively 

Consumer type Answers (% & count) 

w. K-pop knowledge 

(n = 108) 

Yes 

40.74% 

(n = 44) 

No 

59.26% 

(n = 44) 

w/o. K-pop knowledge 

(n = 92) 

Yes 

29.35% 

(n = 27) 

No 

70.65% 

(n = 65) 



  

 

As you can see, both types of respondents answered more negatively toward the 

question. It means that consumers do not tend to think that the phrase ‘made in 

Korea’ affects their purchase intention positively regardless of whether they know or 

do not know K-pop. However, when comparing the percentage of No answers 

between two groups, we can perceive that respondents knowing K-pop are less 

negative towards the question than respondents who don’t know K-pop with around 

10% difference. Accordingly, we may say that although the knowledge of K-pop does 

not affect consumer choice behavior positively, it may somewhat help reduce the 

negative reactions towards ‘made in Korea’ products. However, further research is 

required to answer this issue.   

5.4 Theoretical contribution 

The present research has three important theoretical contributions. First, this 

research contributes to add broader product range in the existing COO studies. 

Many of preceding studies focused on researching COO effects regarding tech or 

machine related goods such as car, computer, and industrial machines. The previous 

studies by Bilkey and Nes (1989) regarding COO effects of injection molding 

machines, Han (1989) regarding car and TV, Johansson et al (1994) about tractor 

quality, Agrawal and Kamakura (1999) regarding consumer-electronics, and Lee and 

Lee (2009) in terms of computer are good examples. However, the present study 

explores COO effects on broader product categories that previous studies barely 

touched by covering non-typical products such as cosmetic, alcohol, and medicine 

apart from tech product.  

Second, the research tests COO effects of ‘made in Korea’ in a new region, which is 

the Nordics. Despite the importance of Nordic market in considering regional 

wealthiness and high purchasing power, most previous studies regarding COO 

effects of ‘made in Korea’ were focused on other regions such as North America 

(Han, 1990; Ahmed, et al., 1994; Agrawal and Kamakura, 1999; Lee and Lee, 2009) 

or other Asian countries. It is because there used to be little trade importance 

between South Korea and the Nordics compared to a country like US and China. 

Considering a momentous change in global trade market, we need more research 

regarding this issue. Thus, the study contributes with much needed up-to-date 

information regarding COO effects of ‘made in Korea’ in the Nordics.         

Third, the study researches COO effects by combining CBBE and cultural aspects of 

South Korea. There are studies which researched COO effects from the perspective 

of brand equity or CBBE (Shocker et al., 1994; Thakor and Katsanis, 1997; Pappu, et 



  

al., 2006). Though, those studies didn’t focus on South Korean brands. On the other 

hands, Kim (2006) researched the association between COO image and South 

Korean brand equity through a case of Samsung. In terms of cultural aspects of 

South Korea, the studies related to the impact of K-pop culture mostly focused on 

Asian markets where K-pop is already hugely famous or US where K-pop is 

expanding to get media spotlight. Most of them are discussed in view of nation 

branding rather than COO (Ryoo,2008; Huang, 2011; Choi and Kim, 2014; Whang, 

Dinnie, 2016; Yong and Ko, 2016; KOFICE, 2018). However, this research tried to 

ascertain COO effects building on two important influenceable attributes - CBBE 

and K-pop culture.  This is very novel contribution to the existing academic 

literatures because the study is considered to be almost the first research dealing 

with this issue regarding Nordic markets.             

5.5 Managerial Implication 

The ultimate purpose of thesis is to suggest the effective marketing communication 

strategies to South Korean businesses that would like to enter or reinforce their 

presence in the Nordic.  

The present study has two important managerial implications. First, South Korean 

corporates can grasp the influence of the phrase ‘made in Korea’ in the Nordic 

market. Thus, they can understand that which informational cues they need to 

highlight for better market penetration in the Nordics. More precisely, the thesis can 

help some marketing decision such as whether companies need to emphasize their 

brand names over ‘made in Korea’ cue, or ‘made in Korea’ cue rather than brand 

names. The thesis suggests that ‘made in Korea’ marketing barely matter in 

consumer choice behavior towards selling product or has slightly negative relation 

on consumer choice behavior in the Nordics. However, products like cell phone, 

sheet mask, and beer can have some positive impacts by using ‘made in Korea’ 

marketing. It is because some consumers in the Nordics, who are aware of South 

Korean brands or experience them, respond positively to ‘made in Korea’ products. 

Since consumers in the Nordics barely care about COO of South Korea, it can be 

more beneficial for the businesses if the companies aim to target people with brand 

knowledge and experience and adopt using ‘made in Korea’ marketing.  It accords 

with the existing findings, which present that exposing COO of products can help the 

consumer’s decision-making, and COO of Korean products did not show any 

negative significant impact on brand image and purchase intention (Kim, 2006). 

However, we should remember that this strategy cannot be applied to 

pharmaceutical firms.  



  

Second, South Korean brands can also understand which product categories work in 

the Nordics with ‘made in Korea’ marketing. The thesis suggests that it will be hard 

for pharmaceutical companies to penetrate the Nordic market with ‘made in Korea’ 

label. In case of cell phone and sheet mask, they can keep doing what they have done 

or can emphasize more on ‘made in Korea’ marketing. Novel finding was beer 

products. Currently, Korean beer products are hard to find in the market although 

beer brands from other Asian countries are easy to find (Asahi from Japan, Tsingtao 

from China, Tiger from Singapore, etc.)  However, the findings of the research 

suggest that ‘made in Korea’ beer can be a favorable product to consumers, especially 

the ones who already experienced South Korean brands. Therefore, Korean liquor 

companies may actively enter the Nordics for their products.          

5.6 Limitations and Further Research 

The present study has four limitations and resultant recommendation for further 

research. First, there is a possibility that mock test pictures per se are not appealing 

to the survey participants. In order to avoid this possibility, the survey was asked to 

answer the questions through the relative comparison among mock product 

pictures. Though, there is still a chance that participants responded more positively 

to the pictures of beer product than the pictures of sheet mask because beer pictures 

per se might be appealing to them than sheet mask pictures, for example. Thus, in 

further research researchers may cover one test product per a research, instead of 

plural products in different product categories at the same time as a present study. 

It can enhance the accuracy of survey answers and research results, consequently.                 

Second, the present study does not show the results through the sub-classification 

due to limited time and resources. However, it would be interesting to see the 

research results according to gender, societal factors, ages, or different regions in 

further research. For example, it is recommended to present the results by each 

country in the Nordics (Finland, Sweden, Denmark, and Norway), so that readers 

can perceive the consumer behavior in detail for the respective countries. Moreover, 

since this research has been carried out from the survey results leaning toward male 

answers (60%) than the female (40%) it would be interesting to see how the results 

differ depending on gender.                

Third, the thesis tests the impact of K-pop on consumer choice behavior only by 

focusing on K-pop knowledge. However, knowing K-pop is not enough driving force 

to affect consumer choice behavior to ‘made in Korea’ products. It is because people 

with K-pop knowledge incorporate not only K-pop fans, but also non-K-pop fans 

such as people who hate or indifferent to K-pop. Thus, in further research, it is 



  

recommended to test K-pop consumers or fans to perceive that how they respond 

differently with non-consumers of K-pop.   

Lastly, this research is aimed to find out the relation between ‘made in Korea’ 

products and consumer choice behavior towards the products in Nordic markets. 

This finding is explained through the analysis of the effects in consumer knowledge 

and experience of South Korean brands as well as the consumer knowledge of K-

pop. However, further research needs to confirm if there is an impact on consumer 

choice behavior regarding ‘made in Korea’ products. The difference between impact 

and relation comes from whether statistical techniques for analysis such as t-test are 

applied or not, to explore relationships among variables or to compare groups 

(Pallant, 2010). Thus, it is required to design the survey carefully and conduct t-test 

to understand the impact on consumer choice behavior towards COO cues.       
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APPENDIX 1 QUESTIONNAIRE 

Age: a) 14 – 17, b) 18 – 24, c) 25 – 34, d) 35 – 44, e) 45 – 54, f) above 54 

Gender: a) Female b) Male 

 

Q1 Which country are you currently live in?  

- Denmark 

- Finland 

- Norway 

- Sweden 

- Other 

 

Q2 What is your nationality? (Open Ended) 

 

Q3 You will see different sets of product packaging in four different 
product categories. Each product has two packaging pictures that have a 
slight difference on the packaging: one is with the text and the other is 
without it. Answer questions by comparing the two product packaging 
pictures. (Description)  

 

Q4 Assuming this product exists. To what extent do you agree with 
following statement?  

 
Image: Sheet Mask 

 

  

Strongly 

agree 

 

Agre

e 

 

Somewhat 

agree 

 

Neutr

al 

 

Somewhat 

disagree 

 

Disagre

e 

 

Strongly 

disagree 

 
The product 
packaging on the 
left is more 
appealing than the 
right one 

       

 
The product 
packaging on the 
left leaves more 
positive impression 
than the right one 

       

        



  

The product in the 
left packaging has 
better quality 
product than the 
right one 

 
The product in the 
left packaging is 
more favorable than 
the right one 

       

 
I would like to buy a 
product on the left 
more than the right 

       

 
I would have higher 
product purchase 
intention on the left 
product than the 
right one 

       

 
I intend to buy the 
left product more 
than the right one 

       

 
 

Q5 Assuming this product exists. To what extent do you agree with following 
statement?  

 
Image: Beer 

Q6 Assuming this product exists. To what extent do you agree with following 
statement?  

 
Image: Cell Phone 

Q7 Assuming this product exists. To what extent do you agree with following 
statement?  

 
Image: Painkiller 

Q8 Have you ever bought any ‘made in Korea’ product(s)?  

- Yes 

- No 

Q9 If you answered Yes, Which product(s) did you buy? (Open Ended)  
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Q10 When you consider buying ‘made in Korea’ products, it is because....  

 
  

Strongly 

agree 

 

Agree 

 

Somewhat 

agree 

 

Neutral 

 

Somewhat 

disagree 

 

Disagree 

 

Strongly 

disagree 

 
I have positive 
image of South 
Korean automotive 
industry 

       

 
I have positive 
image of South 
Korean technology 
industry 

       

 
I have positive 
image of South 
Korean cosmetic 
industry 

       

 
I have positive 
image of South 
Korean 
alcohol/beverage 
industry 

       

 
I have positive 
image of South 
Korean 
pharmaceutical 
industry 

       

 
I have positive 
image of ‘made in 
Korea’ products in 
general 

       

 
I have positive 
image of South 
Korean brands in 
general 

       

 
My positive image of 
South Korea 
influences me to 
trust ‘made in Korea’ 
products overall 

       

 
I have positive 
experiences with 
South Korean brand’ 
s products 
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I do not care in 
which country 
products come from 

       

 
South Korean 
products have a 
higher cost 
effectiveness (good 
price compared to 
the quality) 

       

 

 

 

Q11 Do you know any of South Korean brands?  

- Yes 

- No 

Q12 If you answered Yes, which South Korean brands do you know? (Open 
Ended)  

Q13 Have you ever purchased a product from South Korean brands?  

- Yes 

- No 

Q14 If you answered Yes, which brands have you bought? (Open Ended)  

Q15 When you consider ‘made in Korea’ product, to what extent do you 
agree with following statement?  

  
Strongly 
agree 

 
Agree 

 
Somewhat 
agree 

 
Neutral 

 
Somewhat 
disagree 

 
Disagree 

 
Strongly 
disagree 

 
My knowledge 
of South 
Korean brands 
helps to judge 
‘made in 
Korea’ 
products in a 
positive way 

       

 
‘Made in 
Korea’ 
products are 
not appealing 
to me due to 
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my negative 
image of 
South Korea 

 
I trust ‘made 
in Korea’ 
products 
because I trust 
South Korean 
brands overall 

       

 
My positive 
image of 
South Korea 
influences me 
to trust South 
Korean brands 
overall 

       

 
My positive 
image of 
certain S. 
Korean 
industries 
influences me 
to trust S. 
Korean brands 
overall 

       

 
My positive 
experience 
with South 
Korean brands 
helps me to 
trust ‘made in 
Korea’ 
products 

       

 
My positive 
image of 
South Korean 
brands helps 
me to trust 
‘made in 
Korea’ 
products 

       

 
I will not buy 
‘made in 
Korea’ 
products 
because I 
don't trust 
South Korean 
brands overall 
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I think that 
South Korean 
brands are 
strong overall 

       

 
’Made in 
Korea’ hurts 
South Korean 
brands 

       

 
My purchase 
intention 
towards ‘made 
in Korea’ 
products is 
only positive 
in certain 
industries 

       

 

Q16 My purchase intention increases about ‘made in Korea’ products the 
more I get to know that well-known international brands are originated 
from South Korea  

- Strongly disagree 

- Disagree 

- Somewhat disagree 

- Neutral 

- Somewhat agree 

- Agree 

- Strongly agree 

 

Q17 Do you know what K-pop is?  

- Yes 

- No 
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Q18 If you answered Yes, to what extent do you agree with following 
statement?   

  

Strongly 

agree 

 

Agree 

 

Somewhat 

agree 

 

Neutral 

 

Somewhat 

disagree 

 

Disagree 

 

Strongly 

disagree 

 
I’m very familiar 
with K-pop 

       

 
I’m a K-pop fan 

       

 
I think K-pop 
culture influences 
my image of South 
Korea positively 

       

 
I think K-pop 
culture influences 
my image of South 
Korea negatively 

       

 
I often buy products 
from South Korea 

       

 
I prefer to buy 
South Korean 
cosmetic products 

       

 
I prefer to buy 
South Korean 
technology products 

       

 
I prefer to buy 
South Korean 
alcohol/beverage 
products 

       

 
I prefer to buy 
South Korean 
pharmaceutical 
products 

       

 
I prefer to buy 
South Korean 
products in general 

       

 
K-pop helps me to 
perceive ‘made in 
Korea’ products 
positively 
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Q19 The phrase ‘Made in Korea’ affects my purchase intention positively  

- Yes 

- No 

 

Q20 If you answered No, to what extent do you agree with following 
statement?  

  

Strongly 

agree 

 

Agree 

 

Somewhat 

agree 

 

Neutral 

 

Somewhat 

disagree 

 

Disagree 

 

Strongly 

disagree 

 
I often buy products 
from South Korea 

       

 
I prefer to buy 
South Korean 
cosmetic products 

       

 
I prefer to buy 
South Korean 
technology 
products 

       

 
I prefer to buy 
South Korean 
alcohol/beverage 
products 

       

 
I prefer to buy 
South Korean 
pharmaceutical 
products 

       

 
I prefer to buy 
South Korean 
products in general 

       

 

Q21 The phrase ‘Made in Korea’ affects my purchase intention positively  

- Yes 

- No 
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APPENDIX 2 VALUES FOR BRAND AWARENESS  

Product Item 
Consumer 

type 
Values 

Sheet 

Mask 

Appealing 

w. brand 

knowledge 
M = 4.11, SD = 1.51 

t (198) = 2.459 

*p = .015, two-tailed w/o. brand 

knowledge 
M = 3.54, SD = 1.60 

Impression 

w. brand 

knowledge 
M = 3.97, SD = 1.46 

t (198) = 2.125 

*p = .035, two-tailed w/o. brand 

knowledge 
M = 3.51, SD = 1.49 

Quality 

w. brand 

knowledge 
M = 3.89, SD = 1.34 

t (198) =0.885 

p = .377, two-tailed w/o. brand 

knowledge 
M = 3.70, SD = 1.52 

Favorable 

w. brand 

knowledge 
M = 4.07, SD = 1.47 

t (198) = 1.795 

p = .074, two-tailed w/o. brand 

knowledge 
M = 3.69, SD = 1.40 

Would like 

to buy 

w. brand 

knowledge 
M = 4.14, SD = 1.62 

t (198) = 1.742 

p = .083, two-tailed w/o. brand 

knowledge 
M = 3.73, SD = 1.56 

Purchase 

intention  

w. brand 

knowledge 
M = 4.08, SD = 1.65 

t (198) = 1.240 

p = .216, two-tailed w/o. brand 

knowledge 
M = 3.79, SD = 1.60 

Intend to 

buy 

w. brand 

knowledge 
M = 3.97, SD = 1.66 t (198) = .404 
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w/o. brand 

knowledge 
M = 3.88, SD = 1.45 

p = .689, two-tailed 

Cell 

Phone 

Appealing 

w. brand 

knowledge 
M = 4.16, SD = 1.63 

t (198) = 1.732 

p = .085, two-tailed w/o. brand 

knowledge 
M = 3,74, SD = 1.69 

Impression 

w. brand 

knowledge 
M = 4.32, SD = 1.57 

t (198) = 2.533 

*p = .012, two-tailed w/o. brand 

knowledge 
M = 3.72, SD =1.60 

Quality 

w. brand 

knowledge 
M = 4.25, SD = 1.67 

t (198) = 2.399 

*p = .017, two-tailed w/o. brand 

knowledge 
M = 3.67, SD =1.62 

Favorable 

w. brand 

knowledge 
M = 4.15, SD = 1.79 

t (198) = 1.908 

p = .058, two-tailed w/o. brand 

knowledge 
M = 3.68, SD = 1.63 

Would like 

to buy 

w. brand 

knowledge 
M = 4.25, SD = 1.54 

t (198) = 1.802 

p = .073, two-tailed w/o. brand 

knowledge 
M = 3.80, SD = 1.75 

Purchase 

intention  

w. brand 

knowledge 
M = 4.15, SD = 1.62 

t (198) = 1.310 

p = .192, two-tailed w/o. brand 

knowledge 
M = 3.83, SD = 1.72 

Intend to 

buy 

w. brand 

knowledge 
M = 4.18, SD = 1.60 

t (198) = 2.211 

*p = .028, two-tailed w/o. brand 

knowledge 
M = 3.66, SD =1.59 
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Beer 

Appealing 

w. brand 

knowledge 
M = 4.05, SD = 1.47 

t (198) = .566 

p = .572, two-tailed w/o. brand 

knowledge 
M = 3.92, SD = 1.68 

Impression 

w. brand 

knowledge 
M = 4.11, SD = 1.53 

t (198) = 1.021 

p = .309, two-tailed w/o. brand 

knowledge 
M = 3.87, SD =1.67 

Quality 

w. brand 

knowledge 
M = 3.93, SD = 1.45 

t (198) = .987 

p = .325, two-tailed w/o. brand 

knowledge 
M = 3.72, SD =1.42 

Favorable 

w. brand 

knowledge 
M = 4.14, SD = 1.54 

t (198) = 1.628 

p = .105, two-tailed w/o. brand 

knowledge 
M = 3.79, SD = 1.47 

Would like 

to buy 

w. brand 

knowledge 
M = 4.12, SD = 1.48 

t (198) = 1.296 

p = .196, two-tailed w/o. brand 

knowledge 
M = 3.83, SD = 1.60 

Purchase 

intention 

w. brand 

knowledge 
M = 4.08, SD = 1.61 

t (198) = 1.418 

p = .158, two-tailed w/o. brand 

knowledge 
M = 3.75, SD = 1.60 

Intend to 

buy 

w. brand 

knowledge 
M = 3.89, SD = 1.42 

t (175.528) = .211 

p = .833, two-tailed w/o. brand 

knowledge 
M = 3.84, SD =1.74 

Painkiller Appealing 
w. brand 

knowledge 
M = 3.86, SD = 1.53 t (198) = .480 



 

  

10 

w/o. brand 

knowledge 
M = 3.75, SD = 1.69 

p = .632, two-tailed 

Impression 

w. brand 

knowledge 
M = 3.79, SD = 1.44 

t (172.267) = .550 

p = .583, two-tailed w/o. brand 

knowledge 
M = 3.67, SD =1.72 

Quality 

w. brand 

knowledge 
M = 3.97, SD = 1.45 

t (166.684) = .999 

p = .319, two-tailed w/o. brand 

knowledge 
M = 3.75, SD =1.66 

Favorable 

w. brand 

knowledge 
M = 3.81, SD = 1.37 

t (176.459) = -.049  

p = .961, two-tailed w/o. brand 

knowledge 
M = 3.82, SD = 1.70 

Would like 

to buy 

w. brand 

knowledge 
M = 3.81, SD = 1.57 

t (198) = .569 

p = .570, two-tailed w/o. brand 

knowledge 
M = 3.67, SD = 1.71 

Purchase 

intention 

w. brand 

knowledge 
M = 3.96, SD = 1.55 

t (164.877) = 1.480 

p = .141, two-tailed w/o. brand 

knowledge 
M = 3.61, SD = 1.74 

Intend to 

buy 

w. brand 

knowledge 
M = 3.89, SD = 1.51 

t (167.681) = .576 

p = .566, two-tailed w/o. brand 

knowledge 
M = 3.76, SD =1.73 
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APPENDIX 3 VALUE FOR BRAND EXPERIENCE 

Product Item 
Consumer 

type 
Values 

Sheet 

Mask 

Appealing 

w. brand 

experience 
M = 3.98, SD = 1.54 

t (198) = 1.847 

p = .066, two-tailed w/o. brand 

experience 
M = 3.56, SD = 1.61 

Impression 

w. brand 

experience 
M = 3.89, SD = 1.43 

t (198) = 1.804 

p = .073, two-tailed w/o. brand 

experience 
M = 3.51, SD = 1.53 

Quality 

w. brand 

experience 
M = 3.74, SD = 1.31 

t (198) =-.224 

p = .823, two-tailed w/o. brand 

experience 
M = 3.79, SD = 1.57 

Favorable 

w. brand 

experience 
M = 3.89, SD = 1.40 

t (198) = .525 

p = .600, two-tailed w/o. brand 

experience 
M = 3.78, SD = 1.46 

Would like 

to buy 

w. brand 

experience 
M = 4.02, SD = 1.58 

t (198) = 1.145 

p = .254, two-tailed w/o. brand 

experience 
M = 3.76, SD = 1.60 

Purchase 

intention  

w. brand 

experience 
M = 3.93, SD = 1.56 

t (198) = .302 

p = .763, two-tailed w/o. brand 

experience 
M = 3.86, SD = 1.68 

Intend to 

buy 

w. brand 

experience 
M = 3.96, SD = 1.55 t (198) = .339 



 

  

12 

w/o. brand 

experience 
M = 3.88, SD = 1.51 

p = .735, two-tailed 

Cell 

Phone 

Appealing 

w. brand 

experience 
M = 4.13, SD = 1.63 

t (198) = 1.830 

p = .069, two-tailed w/o. brand 

experience 
M = 3,70, SD = 1.69 

Impression 

w. brand 

experience 
M = 4.27, SD = 1.57 

t (198) = 2.635 

*p = .009, two-tailed w/o. brand 

experience 
M = 3.67, SD =1.60 

Quality 

w. brand 

experience 
M = 4.20, SD = 1.67 

t (198) = 2.501 

*p = .013, two-tailed w/o. brand 

experience 
M = 3.62, SD =1.62 

Favorable 

w. brand 

experience 
M = 4.09, SD = 1.79 

t (198) = 1.807 

p = .072, two-tailed w/o. brand 

experience 
M = 3.65, SD = 1.63 

Would like 

to buy 

w. brand 

experience 
M = 4.26, SD = 1.54 

t (198) = 2.228 

*p = .027, two-tailed w/o. brand 

experience 
M = 3.73, SD = 1.75 

Purchase 

intention  

w. brand 

experience 
M = 4.24, SD = 1.62 

t (198) = 2.295 

*p = .023, two-tailed w/o. brand 

experience 
M = 3.70, SD = 1.72 

Intend to 

buy 

w. brand 

experience 
M = 4.11, SD = 1.60 

t (198) = 2.097 

*p = .037, two-tailed w/o. brand 

experience 
M = 3.64, SD =1.59 
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Beer 

Appealing 

w. brand 

experience 
M = 4.01, SD = 1.49 

t (198) = .327 

p = .744, two-tailed w/o. brand 

experience 
M = 3.94, SD = 1.70 

Impression 

w. brand 

experience 
M = 4.08, SD = 1.55 

t (198) = .967 

p = .335, two-tailed w/o. brand 

experience 
M = 3.85, SD =1.69 

Quality 

w. brand 

experience 
M = 3.83, SD = 1.38 

t (198) = .298 

p = .766, two-tailed w/o. brand 

experience 
M = 3.77, SD =1.47 

Favorable 

w. brand 

experience 
M = 4.14, SD = 1.47 

t (198) = 2.013 

*p = .045, two-tailed w/o. brand 

experience 
M = 3.72, SD = 1.50 

Would like 

to buy 

w. brand 

experience 
M = 4.09, SD = 1.48 

t (198) = 1.264 

p = .208, two-tailed w/o. brand 

experience 
M = 3.81, SD = 1.62 

Purchase 

intention 

w. brand 

experience 
M = 3.97, SD = 1.59 

t (198) = .768 

p = .443, two-tailed w/o. brand 

experience 
M = 3.79, SD = 1.63 

Intend to 

buy 

w. brand 

experience 
M = 3.83, SD = 1.47 

t (198) = .075 

p = .835, two-tailed w/o. brand 

experience 
M = 3.88, SD =1.75 

Painkiller Appealing 
w. brand 

experience 
M = 3.90, SD = 1.45 t (197.975) = .880 
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w/o. brand 

experience 
M = 3.70, SD = 1.76 

p = .380, two-tailed 

Impression 

w. brand 

experience 
M = 3.81, SD = 1.30 

t (194.159) = .782 

p = .435, two-tailed w/o. brand 

experience 
M = 3.64, SD =1.85 

Quality 

w. brand 

experience 
M = 3.90, SD = 1.39 

t (197.934) = .576 

p = .565, two-tailed w/o. brand 

experience 
M = 3.77, SD =1.73 

Favorable 

w. brand 

experience 
M = 3.80, SD = 1.37 

t (197.660) = -.124  

p = .902, two-tailed w/o. brand 

experience 
M = 3.83, SD = 1.75 

Would like 

to buy 

w. brand 

experience 
M = 3.68, SD = 1.45 

t (197.895) = -.332 

p = .740, two-tailed w/o. brand 

experience 
M = 3.75, SD = 1.82 

Purchase 

intention 

w. brand 

experience 
M = 3.80, SD = 1.44 

t (197.458) = .507 

p = .613, two-tailed w/o. brand 

experience 
M = 3.68, SD = 1.86 

Intend to 

buy 

w. brand 

experience 
M = 3.86, SD = 1.40 

t (196.958) = .402 

p = .688, two-tailed w/o. brand 

experience 
M = 3.76, SD =1.84 

 


