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Abstract

Purpose - Korean Wave that overspreads around Asia and America, especially the Korean beauty wave, has reached
Mongolia and Mongolian consumers. Mongolia consumers usually prefer foreign cosmetic brands to local brands, because
the local brands cannot satisfy fast changing needs and wants of local consumers.

Research design, data, and methodology - Based on previous studies about life style of Mongolian consumers,
advertisement properties and consumer behaviors, we propose a research model and related hypothesis. In order to test
hypotheses, we analyzed 366 survey data out of 376 by eliminating improper 10 responses. Factor analysis and reliability
analysis was conducted by SPSS 22.0. We used multiple regression analysis and parameter analysis to test the relation
between variables.

Results - As exploring the Mongolian consumers' current usage of cosmetic products, we found that the customers’ focus is
how the products fit with their skin. Mongolian consumers often get the information about cosmetic products through TV and
internet. Mongolian consumers show positive attitudes on the appearance of Korean celebrities in responsibility, while there
is no significant effect on attractiveness. Mongolian consumer’'s behaviors toward brand have positive effect on both
responsibility and attractiveness of Korean commercial celebrities. Responsibility and attractiveness of Korean commercial
celebrities have positive effect on the behaviors toward advertisements of cosmetic products.

Conclusions - Behaviors toward advertisements of cosmetic products have positive effect on both purchase intention and
loyalty of customer. Responsibility and attractiveness of Korean commercial celebrities have positive effect on mediating
variable of behavior toward advertisement and independent variable of purchase intention. Responsibility and attractiveness
of Korean commercial celebrities have positive effect on mediating variable of behavior toward advertisement and
independent variable of loyalty of customer. In order to improve the effect of advertisements, firms need to consider not
only the technique of the model but also the image of model in regard to trust and professionalism appealing to
consumers. In addition, firms need to choose the model who fits in with the image of the firms and the products and
service of the firms. Finally, Mongolian consumers tend to acquire the shopping information through TV advertisements,
especially featuring Korean popular stars, thus, TV advertisements can be a wise option in Mongolian cosmetic market.
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<Table 1> Sample characteristics

B Frequency Percentage(%)

Male 73 20.5%

Gender Femal 283 79.5%
Total 356 100%

20's 88 24.7%

30's 177 49.7%

Age 40's 70 19.7%
50's 18 5.1%

60’s 3 0.8%

<Table 2> Standardized factor loadings, composite reliability, and
AVEs for the measurement model

Fator | oaing | vawe | AE | “ona
Appearance 1 .766
Appearance 2 .736
Appearance 3 619 212 662 0625
Appearance 4 .596
Brand 4 .743
Brand 3 .739
Brand 1 .709 2.84 8.90 0.761
Brand 5 .659
Brand 2 .622
Trust 3 744
Trust 1 .706
TSt 5 505 3.12 9.76 0.802
Trust 4 .578
Attractiveness 1 .845
Attractiveness 2 .831 2.30 7.21 0.916
Attractiveness 3 747
Attitude 7 797
Attitude6 741
Attitude5 738
Attitude4 729
Attitudes a7 4.70 14.71 0.894
Attitude8 .602
Attitude2 .584
Attitude3 .563
Loyalty 3 731
Loyalty 1 .667
Loyalty 5 .640 2.56 7.99 0.817
Loyalty 2 .582
Loyalty 4 524
Purchase 2 .796
Purchase 3 718 2.70 8.42 0.815
Purchase 1 .669

53. 78 A=

e 432 Flol CHSEFEAE 2ABIRICE RN E
7t dz2lgof ojXls d AAE =H 30| 3.0802 LtEfLf
o|2Y2 FEr0| p=.0020M 20.2262| gts i1, 2|40
Cisl R°=.1039] MHS HO|1 ULk matn <7pd1-1>2
ME|RACE BREX|eHE0| A2ldo DXz ST HAE 2
T Otgr0] 49942 LE(L} |FEH2 FZLO| p=.0000]A
202269| g2 Ztn QUOM, B|FAo| Cisf R*=.1039] L
= 20, <7tkd1-2>= MR R Y= 0iFEgo 0|
Xe 2AS =29 20| 7862 LIEtLL 2|22 FUO|



Uuriintuya Batshugar, Kyung-Tae Kim / Journal of Digtribution Science 14-8 (2016) 123- 127

p=4330{|M 14.36429| Z}S Zt1, 3|HA| CHst R2=.0759| A
FHES HOf, <IHE1-3>2 7|2 E|QUCH HHEX[EH0| 04
‘dof| 0X|l= g2 A E 2 t210] 51062 LIEIL} 2|2
2 FZi0| p=.0000iA 14.3642| Zt2 i, 2|HAlo| CHot
R?=.0759| Mg LIEHLY, <7pd1-4>= REdE|Qich ZE)
Lo AM2ldo| OjX|l= ol CHot &4 Zut tg40| 54758,
FZ+2 p=.0000{A 80.828, 3|7 Al0| CHst R2=.3140| MHH=H
2 20|, <7hd2-1>2 MEI|QUCt ofEMHol FNE =0 CHot
Ask2 tZf0| 5.540, FZf2 p=.0000{|A] 80.828, R?*=.3142| M
FHS LIEHY <Ipd2-2> MEIE|QICh ZOE =T SEE0|
0Kl g2 HAHE 22X t210] 16.7372 LIEIL} 2| 2HS
F2f0l p=.00001A 280.1302 %= Z 32HAl0f CHst
RP=.4420| HMQ2ig B0 <7}M3>2 AYEHE|QICh ZIE|EO
TOHe|=0f CHot 2tAH= t240] 13.6352 LIEIL} 2| ZH2 F
Z¥0| p=.0000{|M 185.9062| g+ 10 3|FAl0f CHSH R%*=.344
o2 MdYHHZ HOl <7HE4> GA| XEHEZ|QICH<Table 3>,
<Table 4> %t=).

<7pd5>0] CHot &4 flsi 22| Table 42f ZHO| Of7H&E
ME Al Ao, t242 1, 2, 3CHY EF +1.96 0|4, Rol=
E(pah =1, 2, 3T 25 000, p<.05E {oot ANE
SHHSIQICE <74HE6-1>1F <7Hd6-2>0f C{st 2T Zof, 32
1, 2, 3EHA| RS +1.960|4, R2=E(pgh)0] 1EHA|, 2EHH, 3
CHA 2% .000, p<.05CZ [o5t ANE LIEHNRICE <IHd
-1>, <7Hd7-2>0| HE ZUE EH |eFEES oY
tar2 1, 2, 3EHY 25 +1.960|4, Fol&E(pIH2 1, 2,
2% 00022 p<.052M |oot ZtE LIEHHO| H|Qt
152 XERE(RALCE

r
>

o ~
rir

w
rﬂrﬂ;
N

nx
mjn

<Table 3> Multiple regression analysis

Model Sta B t p-value
Appearance | o1 | 457 | 3080 002
-oriented
Trust Brand 054 | 255 | 4.994 .000
-oriented

R? =.103, Adjusted R® =.098, p=.000

Appearance | ngq | 41 | 786 433
-oriented

Attractiveness B_rand 058 | 265 5.106 .000
-oriented

R? =.075, Adjusted R? =.070, p=.000

Trust 049 | 309 | 5.475 .000
Attitude on | ayctiveness | 046 | 313 | 5540 | .00
advertisement

R? =.314, Adjusted R? =.310, p=.000
Attitude ‘.041 ‘ 665 ‘ 16.737 ‘ .000
Loyalty
R? =.442, Adjusted R? =.440, p=.000
Purchase Attitude ‘.056‘ 587 ‘ 13.635 ‘ .000
intention

R? =.344, Adjusted R? =.342, p=.000

<Table 4> Mediating effect

. Mediation p-valu
Variable offect B t-value

step 1 .665 16.737 | .000 | .442
Hypothesis 5 step 2 .587 13.635 .000 344
step 3 329 6.102 .000 | .429
step 1 504 10.992 | .000 | .254
Hypothesis 6-1 step 2 446 9.378 .000 | .199
step 3 149 3.275 .001 | 458
step 1 493 10.673 | .000 | .243
Hypothesis 6-2 step 2 417 8.643 .000 | .174
step 3 118 2.612 .009 | 452
step 1 504 10.992 | .000 | .254
Hypothesis 7-1 step 2 438 9.161 .000 192
step 3 190 3.890 .000 | .371
step 1 493 10.673 | .000 | .243
Hypothesis 7-2 step 2 410 8.450 .000 .168
step 3 159 3.253 .001 | .363
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