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INTRODUCTION

The modern world is moving towards globalization. It becomes easier and easier for us to
consume the products from all around the globe. This also raises the level of rivalry; now producers
have to not only excel domestic products, but also to surpass the goods from other countries in
order to be able to win the customer.

In order to outperform the competitors, the companies have to pay attention to product
differentiation and the creation of the unique benefits that the consumers will be ready to pay for.
One of the ways to achieve it is branding; creation of the strong brand and usage of its advantages

has a sustainable positive effect on sales.

There are many various factors affecting the brand itself, brand creation, brand
management and particularly development of the marketing strategies for a brand. This study will
focus on the most researched international aspect of consumer behavior (Tan 1987), the country
of origin effect, which has a strong impact on many elements of the brand, including the perceived
value, prestige, credibility and distinctiveness. The fact that consumers perceive products
originating from different countries differently creates a room for the adjustment and improvement

of the marketing strategies, which is crucial for the sustainable success.

This particular research focuses on the investigation of the impact of country of origin
effect on brand perception of and purchase intentions towards Korean products in Russian skincare
market. The choice was dictated by several reasons. First of all, there exists an interesting
phenomenon of Korean skincare and makeup products popularity growth. As for 2018 the global
market of K-beauty (Korean beauty) products accounted for 13 billion dollars; Russia is keeping
up with the tendencies, having increased the size of import of Korean cosmetics by 27 times in
five years — from 1,8 million dollars in 2011 to 48 million dollars in 2016 (KpeatuHbIit
notpebutens [Creative consumer] 2018). No other country has similar figures regarding the
growth of the export of its cosmetics products to Russia. Such impressive numbers make it
interesting to investigate the country of origin effect that is definitely rather explicit in this case.
Secondly, beauty and personal care market is rather big and well developed in Russia, with a
turnover of 8.8 billion dollars (Beauty and Personal Care: Quarterly Statement Q1 2018 2018) and
a stable growth of the skincare segment (Poccuiickuii phIHOK KOCMETHKH W TMap(oMepu:
JTMHAMUKA, MMOKYIMaTelbCKUE MPEeINOYTeHUsI U CTPYKTypa uHBecTHIMH [Russian cosmetics and
perfumery market: dynamics, consumer preferences and investment structure] 2019), which
creates the demand for different studies and offers a plenty of room for the implications of various
researches. Lastly, the market concentration ratio is rather high. The small number of the big
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corporations owns multiple popular brands originating from different countries: a company’s
portfolio may include German, French, USA and Japanese brands at the same time. This raises the
level of competition and creates a so-called effect of «brand cannibalism», which means that the
brands owned by the same company may take each other’s” market share. Knowledge of different
perception peculiarities for the brands from different counties may not only help to create a better
marketing strategy, adjusted for the certain market, but also to help manage the process of
differentiation and thus help to avoid some of the negative effects of brand cannibalism.

Although, as already mentioned, the country of origin effect is a widely studied
phenomenon, and there have been conducted multiple researches, this particular paper still has
both scientific and practical value due to the several reasons. First of all, the country of origin
effect differs depending on various characteristics. The time period (Papadopoulos 1988), the
country, product (Zafar 2004) (Lin 2004) and market peculiarities all affect the strength and
direction of the effect, as well as the purchase intentions (Koschate-Fischer 2012). Since the
country of origin effect can vary depending on the exact setting features such as the country
(Dornoff 1974) and time (Papadopoulos 1988) it makes sense to conduct a research for every
specific market. As there had been no research conducted specifically for perception of Korean
skincare products by Russian consumers in late 2010-s — beginning of 2020s, there existed an area
for exploration.

Secondly, it makes sense to choose a certain social group and peculiarities of its preferences
as an object, because studies prove that the country of origin effect can be affected by the social
group the person belongs to (Papadopoulos 1988). Therefore, the choice of some particular narrow
group with certain characteristics such as age, education and etc. is justified, as these are the factors
that are proven to have an influence on the foreign goods perception (Dornoff 1974). Millennials,
that have a strong effect on the current economy, being the most powerful consumer group and
forming the market trends (Antsiperova 2019), seem to be a rather interesting and useful object
for studying; what is more, there is a clear research gap, as no study focusing on exploring the

country of origin effect on this particular group in this particular market had been conducted.

The goal of the research is to investigate the influence of information on Korea as a skincare
brand's country of origin on brand image perception and purchase intentions among Russian
consumers, as well as to study the impact of Korean country image components on country of
origin effect. The subject and the object being the country of origin effect of Korea on the Russian
skincare market and preferences, perceptions and purchase intentions of the Russian female
millennials with an average or above average income and higher education as well as country

image components respectively.



In order to cover the existing research gaps, online surveys were run and the obtained data

was statistically processed. The results of the calculations helped answering following research

questions:

Which factors influence Russian consumers’ choice of skincare products?

How does information on Korea as skincare brand's country of origin influence
different aspects of brand image perception among Russian consumers?

How does information on Korea as skincare brand's country of origin influence
Russian consumers’ purchase intentions?

In which way do the components of Korea’s image influence country of origin

effect?
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1. THEORETICAL BACKGROUND

1.1. Introduction

In this chapter the key theoretical concepts for this work will be explained. Their definitions
and history of development will also be given in order to ensure the proper understanding of terms
that are to be used in the research. With the help of the theoretical concepts overview justification

of the existence of the research gap will be done and research questions will be formulated.

The first group of theoretical concepts to be examined consists of brand and brand image
perception, as in order to properly research the brand perception of the customers it is vital to first
give an exact definition of it and look into the way it is studied. Then the key concept of this
research, the country of origin effect, will be explored, with both general key works described and
modern researches analyzed. The paragraph is also to include a list of factors that have a significant
influence on the country of origin effect and therefore shape the way the research should be
designed. Moreover, a special paragraph will focus on making an overview of the studies on the
effect of country of origin on skincare and cosmetics market. Lastly, the country image concept
and its various components, as well as its influence on the country of origin effect, will be

described.

1.2. Brand and brand image perception

Over the years a numerous amount of researches dedicated to defining the concept of brand
has appeared; these various interpretations and definitions often contradict each other. The context
and degree of concretization also influence the concept and the way it is interpreted. What is more,
just like any other concept, the brand definition has developed over time, being constantly
reassessed, enriched and updated in order to fit into the modern business approaches (Wood 2000).
The evolution of the definition shows the way the brand and brand management were perceived
and through this comparison allows to comprehend their increasing importance throughout the

years (Domnin 2017).

One of the initial definitions is believed to be the one given by the American Marketing
Association; it addressed the brand concept as a set of physical, visible, tangible attributes. «Brand
is ... a name, term, sign, symbol, or design, or a combination of them, intended to identify the
goods or service ... and to differentiate them from those of competitors» (Association n.d.).
Nowadays this definition seems too narrow; it does not explain the nature of the concept the way
we perceive it today (Domnin 2017). In 30 years Bennett has made an important addition to the
wide-known meaning. According to this researcher, the brand can be described as the name,
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design, symbol, term or any other feature allows to distinct one seller's product from those of other
sellers (Bennett 1988). Small notion about «the other feature» reflects the change in the perception;
it can be noted that it has significantly shifted more towards the intangible part of the concept.

For the current study the definition given by Wood, a researcher who has done an overview
of the evolution of the term and its development by various scholars, fits the most. It sums up the
previous researches on the topic and describes brand as a sort of a mechanism for that allows firms
to achieve competitive advantage through differentiation. «The attributes that differentiate a brand
also provide the customer with satisfaction and benefits for which they are willing to pay» (Wood
2000). This one is rather practical-oriented, reflecting both the purpose of the brand and showing
its meaning in the achievement of competitive advantage and allowing to keep in mind the practical

goals of this study.

The brand image as a concept was born after an article by B. Gardner and S. Levy,
published in 1955 in the Harvard Business Review; at that time period marketing started focusing
on the emotional involvement of consumers into the process of buying (Domnin 2017). The
authors stated that it’s not the brand developed by marketing specialists that matters, but its image
and perception by consumers (Gardner 1955). The brand image was viewed as some holistic
perception, which could be defined as a set of associations that consumer has developed after the
contact with brand (brand name, advertising, merchandising, price, the work of sales staff, etc.)
(Domnin 2017).

More modern definition describes brand image as a set of various reasoned or emotional
perceptions attached by consumers to a specific brand and consisting of functional and symbolic
brand beliefs (Dobni 1990). The latter reflect the needs, wants, and interests of customers (Medina
1998). Satisfactors of consumer needs, in their turn, can be divided into three groups: experiential,
symbolic and functional benefits (Park 1986). There is one more classification that divides the
brand associations into several groups. They are named overall brand attitude (overall evaluation
of brand that is made by a customer), benefits (personal value of the product for the customer) and
attributes (distinctive characteristics of a product) (Kirmani 1991).

The practical value of this paragraph is to define the brand image perception in order to
understand how it can be measured for the purposes of this research. It can now be concluded that
certain characteristics of brand should be estimated by the consumers, as well as beliefs should be
expressed by them; the list of these features and beliefs varies greatly throughout the research
papers as they reflect the important characteristics of the specific products (specific product

attributes) chosen for the exploration (Parameswaran 1994) (P. Yaprak 1987). The list should more

12



or less fully describe and fit both the functional and symbolic parts of the brands of chosen category
of goods. Therefore, in order to correctly measure the brand image perception, works focusing on
the brand image perception of cosmetics products should be analyzed and the list of attributes for

the survey should be based on their lists.

1.3. Country of origin
1.3.1. Country of origin theory development

As already mentioned, country of origin is one of the most widely studied phenomenon in
international marketing sphere (Dekhili 2014). For more than fifty years since the discovery of the
effect several hundred scientific works have been written. It is not possible and not necessary to
study on all of them, therefore I will only focus on the ones that present findings important for this
particular research, which are the things that can moderate the country of origin effect and the
statements that prove the importance of the measurement, understanding and usage of the effect

for the practical purposes of business.

Country of origin can be defined as any influence or bias on product estimation, risk
perception, buying intention resulting from country-of-origin information (Herz 2013). The
discovery of the phenomenon took place in 1965, when Schooler has found out about the existence
of the correlation between the country of origin and the consumer’s product evaluation and
perception (Schooler 1965). Group of students from Guatemala has been assessing the products
from their home country, as well as ones from El Salvador and Costa Rica. The latter ones have
turned out to be perceived more negatively. The study has just shown the existence of the effect,
but did not include any other details and did not go into further research.

The big important study in the field of country of origin theory that is relevant for this work
was made by Nagashima in the 70s. His research that lasted through years has shown that the effect
can become more or less extreme during the time (Nagashima 1970). This study was then proved
right ten years later by another researcher, Papadopoulos, who has made it clear that «<made in»

stereotypes can vary over the years (Papadopoulos 1988).

A number of researchers have identified various product-based determinants and individual

consumer characteristics that moderate the country of origin effects (Pharr 2005):

e Dornoff, who has set the goal to check whether the perception of the imported
goods depends on or can be influenced by the nationality, income, education and
other socio-economic characteristics of the respondent. The results have shown that

there are definitely some links between the certain characteristics like the level of
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education and more positive or negative perception of imported goods — people
with higher levels of education were rating foreign products higher (Dornoff 1974).

e Schooler and Tongberg have concluded that older people have a tendency to
evaluate foreign goods higher than domestic products (Robert 1971) (Tongberg
1972).

e Gender also has an impact on the country of origin effect, as foreign goods are
mostly perceived better by females than by males (Robert 1971).

e Watson and Wright, Orth and Firbasova have concluded that consumer’s
ethnocentrism has an impact on the perception of the products; domestic ones were
viewed more favorably (Watson 2000) (Orth 2003).

e Lin and Kao have concluded that the effect of country-of-origin is significantly
affected by product complexity, as well as product familiarity and product
importance (Lin 2004).

e Yaprak has proven that general country and specific product attributes can affect
the purchase intentions (Yaprak 1978).

e Zafar has proved that country of origin information matters for low-involvement
products (Zafar 2004).

From a business perspective there are several research outcomes worth mentioning.
Country of origin of a product can be perceived as a signal of quality, can impact the cognition of
both value and risk and can also directly influence the purchase intentions (Koschate-Fischer
2012). Information can influence consumers’ purchase intention both in a positive and negative
ways. Consumers might also be ready to pay more for the goods that originate from countries of
origin with a better image (Koschate-Fischer 2012) or in case there is a link between the country
image and product category (Baker 2002). Country of origin information can also add to a
competitive advantage, as it might help the process of differentiation (for example, in case of
export) and thus help the product to become distinctive among its foreign rivals. As can be seen,
country of origin can have a significant influence on both perceptions of the goods and behavior
of customers; but there are plenty of other factors that also have an impact, namely price,
advertisement, etc. This is why before trying to estimate the exposure that information on Korea
as a country of origin has on Russian consumers, it is important to understand whether they
consciously consider this factor when choosing skincare products, which leads to formulation of

the first research question:

o Which factors influence Russian consumers’ choice of skincare products?
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Out of the most recent researches dedicated to the country of origin phenomenon there are
several ones that can be of interest. There are, for example, some papers that examine the effect
not from the consumer, but from the modern management side. One of the works shows that
country of origin is now seriously considered in management practice and is viewed as a strategic
business imperative (Barnes 2019); at the same time, the effect is hard to measure and estimate,
and especially hard to deal with, because in the world of increasing globalization consumers often
tend not to know where the goods they buy originate from (Zeugner-Roth 2017). The latter
problem can be successfully dealt with by conducting researches and understanding which country

of origin facets make a brand the one «from a certain country» (Heine 2018).

Modern technology has allowed to carry out the research processes that would help to
investigate the physiological side of the stereotype thinking and effects that are related to it,
including the country of origin one. A group of Chinese scientists have conducted
electroencephalogram while the study participants were making purchasing decisions, and has
found out that the information given about the countries of origin of watches has started the same
dynamics in the neural mechanism that is activated when the person is dealing with gender and

race stereotypes, but the effect is slightly more sensitive (Xie 2018).

1.3.2. Country of origin effect for cosmetics products

There are not many studies dedicated to the country of origin effect in cosmetics industry.
Earliest one found was conducted in 2010, majority of works have been made within past five
years, which shows the growing interest to the topic. Most of them is focused on the Asian
consumers: ones from Vietnam (Ngoc 2013), Thailand (Buaman 2011) and Taiwan (Hsu 2017).
There are also papers on country of origin effects on people from Lebanon (Zbib 2020) (Ahmed
2010) and Pakistan (Akhtar 2016). These works either prove the existence of a significant country
of origin effect that influenced consumer behavior such as purchase intentions or the influence of
country of origin information on brand equity and perception of product qualities.

European consumers have been studied as a whole. There is a work regarding the attitude
of European female millennials towards Chinese cosmetics, which revealed a negative attitude
their perception of brands characteristics depending on the country of origin (European countries,
USA and their domestic country) have been examined (Baran 2018). The study showed people
clearly perceiving cosmetics brands from various countries differently (German ones having high

quality, Polish ones being cheap and etc.).
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Lastly, one article is dedicated to the growing importance of country of origin information
in cosmetics industry as a whole (Rebufet 2015). Interviews with seven professionals working for
brands from various parts of the world have been conducted and it was concluded that as a result
of globalization the level of competition is increasing, which results in countries working on their
image as producers of goods. In the end, this impacts the country of origin effect on the cosmetics

products.

To sum up, country of origin effect is present on the cosmetics market, and it can influence
the brand and consumer behavior. Therefore, this is a subject worthy of studying. No research
regarding Russian consumers and their attitude towards cosmetics or specifically skincare products
has been made. Articles in both Russian and English have been searched for in various bases and
journals, but nothing was found. This clearly identifies the existence of a research gap and provides

an opportunity to ask following research questions:

o How does information on Korea as skincare brand's country of origin influence
different aspects of brand image perception among Russian consumers?
o How does information on Korea as skincare brand's country of origin influence Russian

consumers’ purchase intentions?

1.4. Country image

Country image studies began in the 1960-s with the works of Ditcher and Schooler
(Buhmann 2016). In his research dedicated to country of origin effect Ditcher pointed out to the
fact that country image had an impact on the perception of the products by consumers (Dichter
1962). In 1979 researches Chasin and Jaffe managed to link the specifics of perception of the
products and overall country of origin effect to the certain stereotypes about the country. US buyers
somehow had rather negative attitudes towards various products from Eastern Europe; this was
true even for those of them, who have never had any experience of purchasing goods from that
region (Chasin 1979). Another important study of similar kind was conducted in 1989 by
researcher named Han. It was determined that in two different cases the country image influences
the perception of a product in a different way. First case being the one where consumers are not
familiar with a country's products at all and the other one, where, in contrast, the person is familiar
with a country’s goods; in the first case the country image contributed to so-called halo effect (Han
1989).

As told by Roth in her overview of country image papers, while country of origin studies
allow to research whether consumers prefer goods from one country to ones from another, studying

perceived images of the countries involved allows to understand why this is the case (Roth 2009).
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This quotation sums up the meaning of the country image concept for this work. It might help to
understand what particular bias and attitude influence the purchase decisions, brand perception
and overall stand behind the country of origin effects.

Important for this particular research is the fact that country image as a concept can be
divided into three parts or components: so-called cognitive (informational beliefs about the
country), affective (emotions and feelings about the country) and product-country (view of country
as a producer of goods) (Zeugner-Roth 2017). Exact definitions can vary greatly and depend on
the scale developed to measure them; choice of exact scales and development of questions is to be
explained and justified later, in the part dedicated to survey creation. All three components can
have different relationships and influence the overall effect in various ways, depending on the way
how they are measured and how many of them are measured, as some of the papers only focus on
one or two of them — namely Mittelstaedt (Mittelstaedt 2004) or d'Astous (d'Astous 2007). In this
research all three are to be used, as in order to develop useful recommendations for business it
would be useful to understand the all possible underlying reasons of perception peculiarities.

No researches on country image of Korea as perceived by Russian consumers and its
influence on the country of origin effect has ever been made, which identifies the research gap.

This allows asking the following research question:

e In which way do the components of Korea’s image influence country of origin

effect?

1.4. Summary and research questions

The major issues in the country of origin research sphere mostly revolved around three
main topics, namely the exploration of preconceptions about the goods produced in certain
countries, collation of perceptions of foreign and domestic goods in various cultures and detection
of the demographic factors that have an impact on perception of foreign goods (Hong 1989). This
research is to focus on the first one, in particular the country of origin effects on the Russian
skincare market. The results of numerous works have proven that there exists a significant
difference between preferences and perceptions of consumers from different countries. Country of
origin effect is present on the cosmetics market, and it can influence the brand and consumer

behavior.

Therefore, this is a subject worthy of studying. No research regarding Russian consumers

and their attitude towards cosmetics or specifically skincare products has been made, to say
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nothing of the research of the specific customer segment. This clearly identifies the existence of a

research gap.

From the literature review it is known that there are various variables that can moderate the
country of origin effect belonging both to consumer and to the product. The choice of the product
has already been made, so the ones that matter for this research are the variables regarding the

consumer, namely:

* age;

e gender;

e country;

e level of education;

e level of income.

In order to correctly measure the country of origin effect only people that fit certain
descriptions based on criteria above are to be taken into consideration. Statistics on behavior of
different customer groups is to be studied in order to choose the best one. It would make the most
sense to study the peculiarities of the group that has the most power on the market. Such group is

to be identified in the following chapter.

Based on the definitions given earlier a simple scheme for the research can be created. First
of all, the country of origin effect is any influence or bias on product estimation, risk perception,
buying intention resulting from country-of-origin information (Herz 2013). Therefore, it can

graphically be pictured like this:

Brand image
- — perception
_Country .Of ongin Country of origin effect
information (cue) Purchase
intentions

Figure 1 Graphic depiction of country of origin effect

Country image concept can be described as generalized (stereotypical) images of countries
and their products that have behavioral consequences (conations) (Zeugner-Roth 2017). In this
case purchase intentions can be viewed as such conations, for example, and country of origin effect
is an actual change in behavioral intentions. Therefore, country imaged can be added to the scheme

as follows:
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Brand image

iqi perception
_Country .Of ongin Country of origin effect
information (cue)

Purchase
intentions

Country image >

Figure 2 Graphic depiction of country of origin and country image concepts

Lastly, as described in the previous paragraph, country image consists of three components:

cognitive, affective and country-product ones. Therefore, the final image would look like this:

Brand image

- — perception
Country of origin Country of origin effect
information (cue)

Purchase
(l |> intentions

Country image

Cognitive Affective Country-product
component component component

Figure 3 Graphic depiction of concepts researched in this work

This way it is easier to understand what concepts are being researched. The scheme also
helps to understand the connections between the components of the research. It proves that this

work is holistic and all questions explored contribute to the understanding of the subject.

To conclude, the literature review has helped to detect the research points that are to be
studied empirically. If covered, they would both close the existing research gap and allow to make
conclusions that can contribute to dealing with business problems. Therefore, the research is to

answer following questions:

e Which factors influence Russian consumers’ choice of skincare products?
e How does information on Korea as skincare brand's country of origin influence

different aspects of brand image perception among Russian consumers?

19



How does information on Korea as skincare brand's country of origin influence
Russian consumers’ purchase intentions?

In which way do the components of Korea’s image influence country of origin

effect?
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2. BUSINESS BACKGROUND
2.1. Introduction

Even though the previous part has described the existing research gap, there is still a need
in explanation of the certain aspects of the study, such as the choice of the industry, countries and
segment of consumers whose purchase intentions are to be analyzed. This part will be dedicated
to description of certain business phenomenon and market tendencies that together both justify the
choice of the topic and prove the practical value of this study for business.

In order to better understand some of the factors that may affect the consumers’ perception
and influence the decision making process when purchasing the skincare products, it would be
useful to make a market overview and to study the current trends. What is more, the market
research would help to justify the relevance of the research itself by proving the potential of the
skincare segment development and providing some facts that demonstrate the necessity of careful
brand management; data obtained during market analysis would also be useful for making practical
recommendations and elaborating on the managerial implications at the end of the paper. The
market phenomenon that served as a source of the idea for this study will also be described.
Paragraph on the research target group will focus on the description of the specific traits of
millennials’ behavior as consumers, providing market data and also explaining the reasons for

choosing this particular group.

2.2. Russian skincare market overview

Russia has 11th place in the world’s rank of cosmetics and perfumery markets. The yearly
turnover is currently estimated as high as 8.8 billion dollars (Poccuiickuii ppIHOK KOCMETHKH U
nappoMepun: IMHaAMMKa, MOKyMHaTelbCKUe MPEeANoUTeHUs U CTPYKTypa MHBecTUluil [Russian
cosmetics and perfumery market: dynamics, consumer preferences and investment structure]
2019). According to Euromonitor experts, the growth is quite stable and will remain at 4-5% per

year.

+36%

/479’\

520 538 555 579 605
407 ] I I I I I

2013 2014 2015 2016 2017 2018 2019 2020

Figure 4 Yearly turnover of Russian cosmetics and perfumery markets in bin rubles (Beauty and

Personal Care: Quarterly Statement Q1 2018 2018)
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The growth of skincare segment in particular is also stable. From 2013 to 2018 the share
of the skincare products for the face in the overall Russian market has risen by 3% (Beauty and
Personal Care: Quarterly Statement Q1 2018 2018). On the contrary, the numbers for the body
care are not so stable (The Russian beauty market by the numbers 2018); however, this part of the

segment has managed to grow by 0,5% over the same period.

Russians prefer to buy the products in chain stores or drogeries, making them account for
34% of all the sales. Another 26% of purchases are made in hypermarkets, discounters and
supermarkets. This way of shopping demonstrates stable growth over the years (Tpenus
poccuiickoro beauty-pblHKa: TMPOJaXXH, POCT e-commerce W mnepcoHanmm3anus [Trends in the

Russian beauty market: sales, e-commerce growth and personalization] 2018).

The Internet is responsible for approximately 10% of the total sales of the cosmetics and
beauty products. This channel is the most rapidly growing one: over the past year the share of
online sales has increased by 30%. This type of shopping has a distinctive feature: consumers
usually make relatively big purchases, but less often, if compared to another channels, according

to the experts. In most of the cases, people buy perfumes, makeup and hair care products.

For this research paper details of import also play a rather important part. France plays the
leading role in cosmetic imports to Russia, followed by Germany, Poland and Korea (The Russian
beauty market by the numbers 2018). The unfavorable currency exchange rates in some of the
previous years resulted in increased prices for imported beauty products (Russia - Cosmetics and
Perfumery 2018), which may have negatively affected the perception of foreign brands by price-
sensitive Russian consumers. The amount of import and the foreign cosmetics and perfumery
products bought has thus been unstable for the some of the recent years, but this situation tends to

stabilize now.

One more particular feature worth of consideration is the market structure. The cosmetics
market has a rather high concentration rate, if judged by the number of companies and not brands.
In fact, less than 10 companies own more than 182 brands (These 7 companies control almost
every single beauty product you buy 2017) and account for the absolute majority of sales in the
market. The infographics below shows most popular international brands; plenty of them are

present on the Russian market, so the situation in the country reflects the global one.
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Figure 5 Self-care brands owned by the seven market leaders (These 7 companies control almost

every single beauty product you buy 2017)

The competition is high not only between the companies, but also between the brands
within the same organization, which creates a so-called effect of brand cannibalism, meaning that
the new products introduced eat into the share of the company's existing ones (Cannibalisation
2009). This makes the differentiation strategies crucially important. Information on how Russian
consumers perceive different brands based on their country of origin might be used for the creation
of successful communication of the brand attributes. Thus, knowledge of different perception
peculiarities for the brands from different counties may not only help to create a better marketing
strategy, adjusted for the certain market, but also to help to manage the process of differentiation

and therefore help to avoid some of the negative effects of brand cannibalism.

As for the consumer analytics, majority of cosmetics products are bought and used by
women. 90% of them consume body care products and 87% buy skincare products for the face, as
opposed for 36% and 27% for men, respectively (Kocmerndeckuii ppIHOK: OCHOBHBIC TPEH/IbI B
Poccun u mupe [Cosmetic market: main trends in Russia and the world] 2018). 43% of Russians

buy mass-market products produced by huge foreign and domestic corporations; they take a lot of
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different product characteristics into account, such as price, texture, smell, previous experience of

usage (Kuzmenkova 2019).

2.3. Phenomenon of Korean skincare popularity on the Russian market

The idea of this research was born out of phenomenon that currently exists on the skincare
market, which is a big popularity of Korean skincare. As for 2018 the global market of K-beauty
(Korean beauty) products accounted for 13 billion dollars (KpeatuBusiii motpebutens [Creative
consumer] 2018) and still continued to grow at impressive rates. Researchers see so-called
«Korean wave» as one of the main reasons. This term stands for the big raise of the international
visibility of Korean culture (Ravina 2009), beginning in East Asia in the 1990s and now going on
in the rest of the Asia, as well as in America and Europe. Though the wave is mostly comprised of
two dimensions of the modern Korean culture, which are television series and pop music, its

influence spreads much further and affects beauty standards and self-care trends as well.

Russia is keeping up with global tendencies. The size of import of Korean cosmetics has
increased by 27 times in five years, from 1,8 million dollars in 2011 to 48 million dollars in 2016
(Kpearusnsbiit notpedutens [Creative consumer] 2018). Though, as mentioned before, some other
countries currently have bigger figures in terms of their total export of cosmetics to Russia, no

other country has similar figures when it comes to the growth of the export numbers.

In fact, Korean products are so popular that some of self-care and makeup retailers even

have separate sections in their stores and on their websites dedicated to Korean cosmetics.

SHOPS DISCOUNT CARD FREE SHIPPING FROM 200 RUB

Jﬁﬂ@*lﬁa Beauty is pleasure!

CATALOGUE NEW ARRIVALS BRANDS SKINCARE MAKEUP KOREA

Figure 6 Screenshot of official website of self-care retailer «Podrygka» (Podrygka 2020)

Another way to explore the trend and to see its scope is to study the search history regarding
cosmetics from different countries. Yandex search results for one month have been explored and
compared. As can be seen, Russians search Korean cosmetics much more often than the other

countries’ products.
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Search query Number of searches per month

«Kopeiickas KOCMETHKa» 235 057

(Korean cosmetics)

«Poccuiickas KocMETUKa» 5870

(Russian cosmetics)

«®paHiry3ckas KOCMETHKa» 5525

(French cosmetics)

«Hemenkas kocMeTHKa» 2242

(German cosmetics)

«SImoHCKasg KOCMETUKA» 11 147

(Japanese cosmetics)

«Kurajickass KocMeTHKa» 7634

(Chinese cosmetics)

Figure 7 Number of searches for cosmetics from different countries for March 2020 (Wordsat
search results 2020)

Such impressive numbers make it interesting to investigate the country of origin effect that
is definitely rather explicit in this case. What is more, the effect is most likely seriously affected
by the country image, which makes it suitable for research on how different components of the
country image influence the overall effect. All of the above makes Korean products on Russian

skincare market a good choice of topic for this study.

Now with the help of the information on the Korean cosmetics the research questions can

be turned into hypotheses.

o Which factors influence Russian consumers’ choice of skincare products?

o How does information on Korea as skincare brand's country of origin influence
different aspects of brand image perception among Russian consumers?

o How does information on Korea as skincare brand's country of origin influence Russian
consumers’ purchase intentions?

. In which way do the components of Korea’s image influence country of origin effect?

Based on the information from above an assumption can be made that Korean brands are
perceived differently (perceived better) and are purchased more willingly if compared to the brands

from some other countries. Probably the love for country’s culture (which is a part of the affective
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component of the country image) is impacting the overall good perception of Korean products.

Therefore, hypotheses are formulated as follows:

o H1: Country of origin as a factor influencing purchase decisions has a high importance
in comparison with other factors.

o H2: Information on Korea as a country of origin has a significant positive influence on
brand image perception.

o H3: Information on Korea as a country of origin has a significant positive influence on
purchase intentions.

o H4: Affective, cognitive and product-country components of Korea’s country image

have significantly different influence on purchase intentions.

2.4. Consumer profile of chosen study group on the market

On the Russian cosmetics and perfumery market millennials are the group that is creating
the most of the trends and setting the standards of consuming behavior (Antsiperova 2019).
Millenials (other name — generation Y) are people born between 1985 and 1999 inclusively
(Millennials. Coming of age 2013). There are also other definitions, differing by the several years;
this particular one was chosen because it is the one used rather often and appears to have the
average years as borders. The name of the generation is formed by the fact that these people are
the first generation to come of age in the new millennium (Millennials 2018). According to the

experts’ estimations, they will form the 30% of the global retail consumption by 2020.

This generation can be characterized by the several features. One of the brightest traits is
that millennials generation is characterized by the path to purchase that is built around digital
channels (Keerthi 2018). Generation Y is also greatly influenced by various opinion leaders from
the Internet. Millennials’ fondness for modern technology is completely changing the face of the
retail industry. With the almost unlimited access to information they can learn about new products,
compare different products’ features, look for the sales prices, shop in the online shops from all
over the world, research the brands and search for the product reviews in a way that no generation
has done before, and that altogether seriously affects the level of competition on the market. With
easy and fast access to product information, reviews and price comparisons, generation Y is able
to choose and so chooses brands that can offer maximum convenience at the lowest cost

(Millennials. Coming of age 2013).

Another important thing is the qualities of the products and brands that they value. «Local,
original, and what they can feel and trust are all good. Organic, natural, and non-GMO are

crystallising ... very fast» (Gapper 2018), believes Laurent Freixe, one of the Nestlé’s top
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managers. This is believed to be the main reason behind the fact that the revenues of smaller brands
have shown yearly growth of 16% in the time period between 2008 and 2016. Good quality of the
products is the most important thing for generation Y, but at the same time they put more meaning

to the price factor than the other generations.

Quality

"What factors make you loyal to a brand?" Millennials
Bl Non-Millennials

Figure 8 What affects millennials loyalty to brands, compared to other generations

(Millennials. Coming of age 2013)

Millennials are rather interested in wellness, as well as healthy living, which drives them
to devote time and money to keep themselves in good condition. Their active lifestyle sets trends
in different markets, from clothes industry and beverages to cosmetics. Healthy skin and no
makeup are both a part of this tendency (Reshetnik 2019). Korean complex skincare routine that
includes 10 steps and aims at achieving a healthy, glowing skin that would look good without
makeup (so-called «glass skin») fits the global trend, which is also rather strong in Russia, well

(Antsiperova 2019); this might be one of the reasons behind the popularity of Korean cosmetics.

But not only the process of caring for yourself is important; sharing the information about
their lifestyles is a rather important factor as well, and it greatly affects the consumer behavior of
the millennials. Interesting example is the rapid growth of the popularity of certain products, such
as face masks of unusual colors or design. According to Marla Beck, co-founder of a USA chain
of cosmetics stores, «Masks used to be a teeny category, but they are very visual. You can display
your face [on Instagram] and show that you know about lifestyle, that you take care of yourself»
(Gapper 2018). This might be one of the factors influencing the demand for Korean products, as
they often have distinctive and appealing design.
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Since the effect of country-of-origin is affected by product familiarity (Lin 2004), only
those millennials who are consumers of skincare products are to be considered appropriate for
participating in the survey. As already mentioned, most of the cosmetics consumers are women,
so it would make sense to focus on this part of the millennial segment, as it is bigger and brings
more profit. Most of Russian millennial women have higher education (Poccuiickuit
CTaTUCTHUECKHUI exxeronHuk [Russian statistical yearbook] 2018). As for the income, it would be
better to study the group that spends more on cosmetics products, so the target audience of the
research would be the one with average or higher than average income. Therefore, the target
respondent for the survey is a Russian millennial woman with high education and average or higher

income, who uses skincare products.

2.5. Summary and hypotheses

To conclude, the choice of the research object is backed with several compelling reasons.
First of all, the existing phenomenon of the popularity of Korean skincare creates a room for
studying, as it illustrates the concepts analyzed earlier. The strong effect, which presumably is
created with the image of the country of origin, makes it a good object for exploring both the

country of origin and country image, as well as the influence the latter has on the former.

Secondly, the market has a good prospect, as it keeps developing and growing, which alone
creates a need in new researches. At the same time the market is attracting plenty of new entrants
and has a rather high competition, to which different factors like globalization are contributing to.
What is more, brands on self-care market are often exposed to brand cannibalism. All of these
factors make it especially important to form a proper marketing strategy, which is impossible
without deep understanding of the trends and concepts behind it. Therefore, theoretical research

on various aspects is needed.

Lastly, millennials are a rather good group for studying consumer perceptions. They are
one of the most powerful consumer groups, they set trends and drive the changes in the market
structure, and when it comes to shopping they demonstrate the peculiar behavior which has not
been observed before. Additional characteristics of the segment used in this paper, such as gender,
income and education, only add to the purchase power. All these reasons make female millennials

an object worthy of the research, this is why in my paper | am focusing on this particular group.

To sum up, this study, on the one hand, might offer new insights on the rather peculiar
market phenomenon. On the other hand, this work will not only contribute to the theoretical
development of country of origin and country image concepts, but would also be useful for

business. Study of the perceptions and purchase intentions of the most powerful consumer group
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on the highly competitive market would potentially help companies to form better marketing

strategies.

In terms of methodology this chapter has valuable contributions as well. In order to detect
the country of origin effect consumers have to evaluate products from different countries. Based
on the market information from the paragraphs above it would make sense to compare Korean
products with their competitors from two main countries: Russia (as both home country and the
one owning the biggest share of the market) and France (the country that has biggest import figures

in Russian cosmetics market).

This paragraph has also helped to formulate hypotheses for the research. The final list

consists of the following ones:

o H1: Country of origin as a factor influencing purchase decisions has a high importance
in comparison with other factors.

o H2: Information on Korea as a country of origin has a significant positive influence on
brand image perception.

o H3: Information on Korea as a country of origin has a significant positive influence on
purchase intentions.

o H4: Affective, cognitive and product-country components of Korea’s country image

have significantly different influence on purchase intentions.
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3. METHODOLOGY

3.1. Research design

The research is of quantitative type, conclusive design, focusing on description of the
country of origin’s phenomenon influence on consumers’ perception and purchase intentions, as
well as researching components of country of origin image and their influence on country of origin
effect. Importance of different factors for the choice of new skincare product is analyzed with the
help of t-test. Paired t-test is used for the country of origin effect and purchase decisions, as well
as brand perception features. Regression analysis is carried out in order to determine some certain
significant connections (or the lack of those) between the country of origin image components and

country of origin effect.

Primary data is collected with the help of the surveys. The minimal sample size is estimated
to be equal to 196 with confidence level of 95% and margin of error equal to 7 (Sample size
calculator n.d.). Female millennials (people born between 1985 and 1999) with higher education,
average or higher income, who consume skincare products and are constantly living in Russia, are

the target group of the research.

3.2. Survey creation

The survey is to have four parts. The first part is dedicated to factors that influence the
choice of new skincare products. The second one is dedicated to measuring the country of origin
effect (purchase intentions and brand image perception) by making the respondents estimate the
Korean, Russian and French skincare brands. Third one is for Korea’s country image exploration.
Lastly, the final part is dedicated to collecting the demographics information of the respondents.

Cronbach’s alpha is used in order to estimate the reliability of created scales on country image.

For the more academic approach the questions measuring different variables for this survey
are not created from scratch. They are based on the questionnaires of the research papers dedicated
to studying country of origin and country image concepts. The description of works used and the

process itself can be found below.

In order to test the first hypothesis and find out which factors influence new skincare
purchase decisions of Russian female millennials, the question on estimation of the importance of
different factors is put in the beginning. It lists several factors that might be taken into
consideration during shopping, such as price, country of origin, design, ingredients,
smell/color/consistency, reviews from friends and relatives, reviews from unknown people (e.g.
ones from the review websites), brand advertisement. Importance of the each of them is marked
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on the Likert scale ranging from «not important at all» (1 point) to «extremely important» (7

points).

Second part is dedicated to estimation of brands from Korea, Russia and France. In some
of researches regarding the country of origin effect the authors have asked respondents to evaluate
qualities of products coming from certain countries by just naming the product categories without
actually showing the products or their descriptions (Wang 2012) or without naming brands
(Parameswaran 1994). In some of researches the information about country of origin also was the
only cue that people received about the product (Buaman 2011). Such approach makes it easy to
measure the effect, as it eliminates plenty of other variables that may significantly influence the
outcome, and thus the result might show the effect much stronger than it occurs in real life
(Peterson 1995). However, such survey design puts too much stress on the country of origin; in
reality the perception of the product is much more holistic, as the consumer receives all kinds of
signals, and relies on all kinds of cues, both extrinsic and intrinsic, about the goods when making
a purchase decision. Some researchers therefore claim that empirical studies of country of origin
effect should manipulate a product on a number of cues and assess the impact of country of origin
alongside the other cues in the overall evaluation of the product (Pharr 2005). In order to evaluate
the country of origin effect more precisely, more researches incorporating more product ques
should be made, as it would simulate the presence of numerous influences (Pharr 2005). That

would help to simulate the situations that occur in real world when respondents are shopping.

That is why for the second part of the research three artificial skincare brands were created
and a short description of them containing several cues are made. This approach was taken from a
study by Melnik, where fictional advertising was also used in order to study country of origin

effect (Melnik 2012). The names of the brands are designed in such way so they would create

strong associations with the respective country («IItuuka» [Ptichka] — for a Russian brand, « 2 Af

(Keun Sae)» - for a Korean and «L'oiseau Bleu» - for a French one). The country of origin is also
mentioned in the description, so this type of cue is to be taken into account with plenty of other
information about the product and brand. This survey design is to simulate the «real-life»
experience of online shopping, where the consumer also relies on the limited information and

several different factors. Below are the brand descriptions used in the survey:

e «Brand name» is a new indie brand from «country name». It combines high quality
natural ingredients with modern innovative technologies in order to deliver the best

for your skin.
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e «Brand name» is a soon to be launched «country name» brand. The products are
based on the traditional skincare recipes enriched by the newest scientific research
that would make skincare a pleasant experience.

e «Brand name» is a young «country name» brand. Its relies on the power of science
and innovation in order to make few efficient products for the everyday skincare

routine.

The descriptions are different, so in order to measure the country of origin effect correctly
the survey is to have three options. The descriptions stay in the same order, but countries change
their places. First option lists brands as Russian, Korean and French, second as Korean, French
and Russian and third one as French, Russian and Korean, therefore each of the countries is used
for each of the three brand descriptions once. Respondents are to be randomly distributed for the
survey options. The responses for each of the countries are to be combined after; this allows usage
of different descriptions with varying cues and later measuring the country of origin effect without
spoiling the statistics with the fact that some of the descriptions might simply appeal to respondents
more and therefore get more favorable estimations and higher rate of purchase intentions. This
way the negative sides of within-subject design are also avoided, as respondents are not to guess
the purpose of the survey.

In order to understand the brand image perceptions of the brands described above several
statement on functional, experiential and symbolic benefits are listed (Park 1986). Not all of the
possible ones can be evaluated because of the limited information about the brands (some of the
functional, for example), so the phrases are made with consideration of existing limitations;
respondents are to estimate the benefits somehow based on the feelings they are to develop after
looking at the advertisements. «Efficient» has been chosen for functional benefit, «of good
design», «pleasant to use» have been chosen as experiential benefits and «fashionable»,
«prestigious» - as symbolic ones (Solomon 1983). Attribute regarding the price («expensive») was
also included. In this section purchase intentions are measured as well. Standard Likert five-point
questionnaire scale (Willingness to purchase 2017) is used for the estimation of the purchase

intentions, as well as for the previous and following sets of variables.

Next part is dedicated to Korea’s country image. It consists of sets of questions dedicated
to all three parts of country image: cognitive, affective and product-country. Questions regarding
cognitive part of country image processing and country-product image are based on classical scales
developed and used in Parameswaran and Pisharodi (Parameswaran 1994), Parameswaran and
Yaprak (P. Yaprak 1987) and Wang researches (Wang 2012). Statements regarding the cognitive

aspect include the following ones: «Korea is a rich country», «Korea is an economically developed
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country», «Korea is a country with high living standards» and «Korea is a country with advanced
technology», while statements on the country-product image are listed as «Korean goods are of a
good quality», «Korean products have a global presence», «Korean products are reliable»,

«Korean products are efficient» and «Korean products are of good design».

Affective part is the one that can be estimated in plenty of different ways; in this paper it
is designed in such way so it would be consistent with other scales, so it includes statements
estimating the country itself and not focusing on people facet, country’s politics and according
emotions or previous experience with the country as a tourist or consumer of goods. Statements
are created with reliance on Wang (Wang 2012), H&ubl (H&ubl 1996), Parameswaran and
Pisharodi (Parameswaran 1994) and include phrases like «Korea is an attractive country», «Korea
is a country with an interesting culture», «Korea is a friendly country» and «Korea is a nice

county».

All original survey questions and statements from different works were in English, but in
order to receive more responses and to be sure that respondents correctly understand the meaning
the translation into Russian language is made. Back-translation method is used in order to ensure
the quality of the translation. In Russian version all the words regarding the respondent words are

used in the feminine gender, as the questionnaire is supposed to be filled out by women only.

Requirements for survey respondents are written next to the survey link. In order to fill the
questionnaire, the respondent has to:

e Dbe the consumer of skincare products;

e Dbe afemale;

e Dbe a millennial (aged 21-35);

e have average/higher than average income;
e have a university degree;

e have a permanent residence in Russia.

Survey is started with announcement that the survey is anonymous and that the collected
data would be used only in order to perform the research. Then the first question («Are you a
consumer of skincare products?») is used in order to quickly eliminate all those respondents who
do not belong to the target group of the research. Logical jump is used: in case the person answers

«No» the survey will end.

Other questions that are needed in order to cut away all of those who do not fit, such as

ones on age, gender, income, education and country, are put at the end of the questionnaire in the
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personal information section. The latter also includes question on the city. This section is the last

in the survey.

3.3. Data collection

Online surveys are to be used as a method of collection of the primary data, as they are a
simple way to provide the quantitative material, which can be easily statistically processed, for the
research. What is more, usage of this data collection way can help to get access to a larger, more
diverse and therefore more representative set of respondents, which would not be possible with

the offline methods due to the different constraints.

Several ways of the survey promotion are to be used; promotion via emails, social networks
and other sites will be conducted. Questionnaire is to be posted on personal pages and in various
groups and public pages on social networks, such as Facebook, Vkontakte, Telegram and
Instagram. It is also to be sent out using available mailing lists and to be posted on websites such
as blog platforms. What is more, offline promotion with the help of the QR codes on printed

advertisement sheets is to be performed.

3.4. Expected findings

The data collected is supposed to help to determine whether there is a correlation between
the strength of the purchase intention and the information on Korea as a country of origin, as well
as to detect the influence that the country of origin has on the certain brand image perception
characteristics when it comes to the Russian female millennials. It is also to help to detect whether
and how the components of Korea’s country image affect the country of origin effect. In order to

do so, following research questions will be answered and their corresponding hypotheses tested:

e Which factors influence Russian consumers’ choice of skincare products?

e How does information on Korea as skincare brand's country of origin influence
different aspects of brand image perception among Russian consumers?

e How does information on Korea as skincare brand's country of origin influence
Russian consumers’ purchase intentions?

e In which way do the components of Korea’s image influence country of origin

effect?

Recommendations on brand management are to be driven from the research results. Taking
into account current market realities, such as globalization, rise of the competition and better
access to information, the process of developing a proper market strategy and creating a strong

brand that will facilitate the differentiation and become one of the product’s benefits that the
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customer is willing to pay for is crucial for the long-lasting success on the modern market. The
research findings will contribute to both by providing companies with valuable insights and
helping them to form better marketing strategies and to more precisely adjust their existing ones
for the Russian market. Thus it can be concluded that this research paper will not only close some
of the existing research gaps, but will also contribute to addressing the challenges of the modern

world.

Apart from managerial implications the attention to the academic significance of the work
needs to be driven. Further directions of the research are also to be identified. What is more,

recommendations on possible areas to explore are to be given.

35



4. FINDINGS

In this chapter the statistical analysis is to be carried out in order to look into the data
collected with the help of the online surveys. First of all, the sample is cleared of unsuitable data
and described. Secondly, the tests are run to ensure that the sample meets the necessary
assumptions and is suitable for the types of statistical analysis that are to be carried out. Also
Cronbach’s alpha is used in order to estimate the reliability of the brand image scale and three

scales dedicated to exploring different components of country image.

The next parts are used for testing hypotheses and analyzing the results of the study.
Importance of different factors for the choice of new skincare products is analyzed with the help
of t-test. Answers from rotating options (each of which has been answered approximately equal
number of times) are summed up by the respective countries, then paired t-test is used for the
country of origin effect and purchase decisions, as well as brand image perception features. Finally,
regression analysis is carried out in order to determine some certain significant connections (or the
lack of those) between the country of origin image components and country of origin effect. SPSS

tools are used for all of the calculations and Excel is used for building graphs.

4.1. Sample description

The survey was conducted in the second part of March 2020. In total there have been 273
responses collected. First of all, out of all respondents those who did not fit the desired respondent
group are eliminated. There are 4 people who are not users of cosmetics products, 3 males, 11
people who currently do not live in Russia, 7 people who do not meet the education requirements,
21 people with low income and 1 person who is not in the target age group. This leaves 226

respondents’ answers that are suitable for analysis.

All respondents left are female millennials from Russia with average of higher income and
high education and are consumers of skincare. They mostly belong to younger part of millennial

generation.
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Figure 9 Distribution by age
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As for the education, most of them has a finished bachelor degree as a highest obtained
degree, or is in process of obtaining a master one. Some of the respondents have specialist degree,
which implies five years of studying and is nowadays rarely used in Russia. Master is the highest
level of education among them, as no one has reported obtaining or having PhD or other higher

programs.

100
90
80
70
60
50
40
30
20

10

X ]
Bachelor ~ Specialist  Master (in Master Other
(obtained)  (obtained) process) (obtained)

Figure 10 Distribution by the level of education

Those respondents who have marked first two options («not enough money even for the
food» and «enough money for the food, but purchase of clothes is problematic») in question about
their income have been removed. No one has marked the last option («able to buy a car or a
house»). Therefore, residing respondents can be described as having average or higher than

average income.

In terms of cities, most of respondents come from Saint Petersburg and Moscow. Other
cities include Rostov-on-Don, Krasnodar, Kazan, VVoronez, Ekaterinburg and others, in total 19

different cities from various parts of the country.
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Figure 11 Distribution by the city
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4.2. Preliminary tests

In order to make sure that further statistical analysis is correct and the results are valid, the
data needs to be checked on whether it meets certain assumptions for one-sample t-tests and paired
t-tests as well as for multiple regression. First of all, the check for outliers was run, and none were
found. Dependent and independent variables are measured on appropriate scale. Questionnaire
could be filled in only once from one Google account, so it is assumed that all observations are
independent. The data for dependent variables is approximately normally distributed, checked with
Shapiro-Wilk test and normal Q-Q plots. As for the paired t-tests, there exist two pairs, there are
no significant outliers in the differences between them and the differences themselves are
approximately normally distributed. Assumptions for regression are also met: there are
independent variables, residuals are approximately normally distributed, no multicollinearity,

there is homoscedasticity, linear relationship between dependent and independent variables exists.

In order to ensure the quality and reliability of brand image and country origin image parts
of the survey the Cronbach’s alpha is used. Also correlation tables are looked at. Brand image is
measured with the help of one scale, while country image has three of them that reflect various

parts of the construct: cognitive component, affective component and product-country image.

First of all, brand image scale is analyzed. The Cronbach’s alpha for it is 0,717. This is an
acceptable value, as it is higher than 0,7, which is recommended by experts. Variables show low
to moderate correlation. None of the questions should be removed, as the value of Cronbach’s

alpha would then be lower. Overall it means that the scale is reliable.

Corrected Item- Cronbach's Alpha
Total Correlation if Item Deleted

Expensive 416 ,690
Efficient ,400 ,693
Of good design 449 ,679
Pleasant to use ,502 ,667
Fashionable ,518 ,657
Prestigious 428 ,687

Figure 12 Reliability tests for the brand image scale

First set of variables measuring country image is for the cognitive component. The
Cronbach’s alpha for it is equal to 0,816, which shows the presence of a high level of internal
consistency. It is also significantly above the minimum of 0,7, which is recommended by experts,

and proves that these questions are rather reliable in measuring the construct of cognitive country
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image. The questions show moderate correlation. Cronbach’s alpha is lower when any of items is

deleted. All of the above proves that the scale is good and can be used for the research.

Corrected Item- Cronbach's Alpha
Total Correlation if Item Deleted
Korea is a rich country ,660 ,760

Kore is an economically

;707 139
developed country
Koreai o
orea |'s -a country with high 630 774
living standards
K i try with
orea is a country wi 568 800

advanced technology

Figure 13 Reliability tests for the cognitive country image scale

Secondly, variables for the affective component are studied. The Cronbach’s alpha for it is
also equal to 0,816, which as well shows the presence of a high level of internal consistency. The
questions mostly show moderate correlation and Cronbach’s alpha is also lower when any of items
is deleted.

Corrected Item- Cronbach's Alpha
Total Correlation if Item Deleted
Korea is an attractive country ,621 176

Korea is a country with an

. . ,540 ,810
interesting culture

Korea is a friendly country ,664 , 756

Kore is a nice county 725 124

Figure 14 Reliability tests for the affective country image scale

Lastly, the product-country component is looked at. The Cronbach’s alpha equals to 0,767,
which stands for the high level of internal consistency. It is also significantly above the
recommended minimum. The questions also demonstrate various positive correlation moderate

correlation. Cronbach’s alpha is lower when any of items is deleted.

Corrected Item- Cronbach's
Total Alpha if Item
Correlation Deleted

Korean goods are of a good ,676 ,676
quality

Korean products have a global ,464 157
presence

Korean products are reliable ,660 ,679

Korean products are efficient ,648 ,687
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Korean products are of good 478 ,758
design

Figure 15 Reliability tests for the country-product country image scale

Therefore, it can be concluded that the all questions of the survey part dedicated to country
image measure the concept correctly. The Cronbach’s alpha is larger than 0,7 and none of the
questions should be eliminated. All of the above proves that the scales are reliable and can be used
for the exploratory research.

4.3. Analysis of factors influencing purchase decision

In order to find out which factors influence new skincare purchase decisions of Russian
female millennials, statistical calculations regarding first part of the survey are carried out. The
question in the survey listed several factors that might be taken into consideration, such as price,
country of origin, design, ingredients, smell/color/consistency, reviews from friends and relatives,
reviews from unknown people (e.g. ones from the review websites), brand advertisement.
Importance of the each of them is marked on the Likert scale ranging from «not important at all»

(1 point) to «extremely important» (7 points).
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Figure 16 The mean scores of the factors taken into consideration when shopping for new
skincare product

From the look at the mean scores it seems like no particular factor has a specifically high

influence on the purchase decision. It seems as the price, ingredients, smell/color/consistency and
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reviews from friends and relatives are in comparison the most important, and country of origin,

package design and brand advertisement have the least influence. One-sample t-tests are run in

order to compare the means of the factors to the numbers of the scale representing different levels

of importance. Below is the table composed of various tests. It sums up the data that is received

from the tests run and only includes results that show statistically insignificant (p > 0,05) difference

from the test value, making it match the certain level of importance on the scale.

Std. Sig.
Test L Mea Std.
Verbal description Error t df (2-
value n Dev. )
Mean tailed)
Between «Somewhat
Ingredients 55 important» and 545 | 1,143 ,076 -,640 225 ,523
«Important»
Between «Somewhat
Smell/color/ )
. 55 important» and 545 | 1,158 ,077 -,632 225 ,528
consistency
«Important»
Between «Somewhat
Price 55 important» and 538 | 1,264 ,077 -1,799 225 ,057
«Important»
Reviews from Between «Somewhat
friends and 55 important» and 534 | 1,380 ,092 -1,784 225 ,076
relatives «Important»
Reviews from Somewhat
«
unknown 5 . 4,88 1,314 ,087 -1,417 225 ,158
important»
people
Between «Neither
important nor
Country of )
origin 4,5 unimportant» and 440 | 1,334 ,089 -1,097 225 274
g «Somewhat
important»
Between «Neither
important nor
Package design 45 unimportant» and 435 | 1,315 ,087 -1,770 225 ,078
«Somewhat
important»
Brand «Neither important
4 3,83 | 1,481 ,099 -1,707 225 ,089

advertisement

nor unimportant»

Figure 17 Results of t-tests showing importance of the factors taken into consideration when

shopping for new skincare product in descending order

From the statistical output it can be seen that no particular factor has a strong influence on

the purchase decision of Russian millennial women. The factors that have the most importance are

the price, ingredients, smell/color/consistency and reviews from friends and relatives, just as
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suggested in the beginning of the paragraph. This information can be used later for the managerial
implications.

As for the country of origin, it has little importance for the purchase decision and is not
actively considered. This means that the first hypothesis, «Country of origin as a factor influencing
purchase decisions has a high importance in comparison with other factors», is not confirmed. This
contradicts the business statistics on Korean skincare, for example; on the other hand, it might
mean that this factor is not considered consciously, but influences the decision through bias
influencing the perceptions of other parameters, such as price or quality of the ingredients. This is

checked in the next paragraphs.
4.4. Analysis of brand image perception

There were three brands invented for the research — Russian (ITtuuka, or «Ptichka»),
Korean («= M (Keun Sae)») and French («L'oiseau Bleu»). The results of three rotating options

(each of which has approximately 1/3 of all answers, as planned) were summed up and added to
the respective countries. The means are calculated and are to be compared. The figure below
pictures the means for all three brands on a scale from 1 («completely disagree with
characteristic») to 7 («completely agree with characteristic»).

Expensive

Prestigious Efficient

Fashionable \ Of good design

Pleasant to use

—Ptichka =3 Al (Keun Sae) L'oiseau Bleu
Figure 18 Means of various aspects of brand images of brands from different countries

From the comparison of means it can be concluded that Korean products are perceived as
the most efficient and fashionable. They are also viewed as more expensive compared to domestic
products, but cheaper than French ones. In general, it seems as if foreign skincare is perceived

better than Russian cosmetics. Paired samples t-tests (as people who assessed Korean skincare are
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the same people who gave estimations to brands from other countries) are run in order to check

whether these differences are statistically significant.

Std
Std Cohen’s Sig. (2-
Mean . Error t df )
Deviation D tailed)
Mean
Korean — Russian
. ,881 1,292 0,681889 ,086 10,243 | 225 ,000
(expensive)
Korean — Russian
U 690 1,080 0638889 | 072 | 9611 | 225 | 000
(efficient)
Korean — Russian (of
. 257 1,114 0,2307 ,074 3,464 225 ,001
good design)
Korean — Russian
416 ,991 0,419778 ,066 6,311 225 ,000
(pleasant to use)
Korean — Russian
. ,867 1,337 0,648467 ,089 9,754 225 ,000
(fashionable)
Korean — Russian
usst 819 1,188 0,689394 | 079 | 10358 | 225 | 000

(prestigious)

Figure 19 Comparison of various aspects of Korean and Russian brand images

As can be seen from the statistical output, Korean skincare is definitely perceived better

than domestic products, as all of the characteristics have statistically significant better score. It is

seen as more efficient and it also has much higher score on the parameters that represent the

symbolic benefits of brand image, such as trendiness and prestige. This overall fits the findings of

previous researches that state that younger and more educated people tend to have lower scores of

ethnocentrism. The only parameter that can be estimated as more negative one is the price.

(prestigious)

Std .
Std Cohen’s Sig. (2-
Mean . Error t df )
Deviation D tailed)
Mean

Korean — French

. -,558 1,150 -0,48522 ,077 -7,286 225 ,000

(expensive)

Korean — French

fean —Frenc 248 910 0272527 | 061 | 4096 | 225 | 000

(efficient)

Korean — French

. -,181 ,942 -0,19214 ,063 -2,896 225 ,004
(of good design)
Korean — French

-,053 746 -0,07105 ,050 -1,069 225 ,286
(pleasant to use)
Korean — French

. ,102 1,259 0,081017 ,084 1,215 225 226

(fashionable)

Korean — French

-,509 1,341 -0,37957 ,089 -5,705 225 ,000

Figure 20 Comparison of various aspects of Korean and Russian brand images
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When it comes to comparison with French products, not all differences show statistical
significance. Korean skincare is seen as fashionable and pleasant to use as French one, as well as
more efficient. It is also less expensive. On the other hand, it is perceived as less prestigious and

having a slightly worse design.

So overall it can be concluded that there is definitely a strong country of origin effect
present on the Russian skincare market. Korean skincare is perceived differently, and hypothesis
2, «Information on Korea as a country of origin has a significant positive influence on brand image
perception», is therefore partly confirmed. Korean cosmetics is viewed as more efficient than its
two main competitors. It also has such benefits of foreign origin as being viewed as fashionable
and pleasant to use. While scored more expensive than Russian skincare, it is at the same time
estimated as less expensive than French. To sum up, Korean skincare is thought to have both
functional, symbolic and experiential benefits of foreign origin, while being less expensive than
the foreign counterparts. If all of this truly results in higher purchase intentions, it can be used in

development of the marketing recommendations.

4.5. Analysis of purchase intentions

It is now time to analyze purchase intentions, which were estimated according to 5-point
Likert scale. The results of rotating options are also summed up. Then the means are calculated

and compared.

3.5

w

2.5

N

15

(BN

0.5

Purchase intentions for Purchase intentions for Purchase intentions for
Russian skincare Korean skincare French skincare

Figure 21 Purchase intentions of Russian, Korean and French skincare brands
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According to graph above, Korean skincare has higher purchase score than Russian, but
lower than French products. Overall logically it fits the results from previous paragraphs. In order
to check the statistical significance, the paired samples t-tests are run.

Mean S.td. Std Error ¢ df SI(%]. (2-
Deviation Mean tailed)
I would buy & A (Keun
) 174 1,378 ,092 8,445 | 225 ,000
Sae) - | would buy Ptichka
| would buy & A (Keun
Sae) - | would buy -,150 1,073 ,071 2108 225 ,036
L'oiseau Bleu '

Figure 22 Comparison of purchase intentions of Korean and Russian and French brands

Both differences are statistically significant. People demonstrate much higher purchase
intention for Korean brand when compared to Russian, but slightly lower when compared to
French. Theoretically, it makes sense, as French brand has received equal or higher scores on all
parameters of brand image then Korean. Overall it can be said that the third hypothesis,
«Information on Korea as a country of origin has a significant positive influence on purchase
intentions», has been confirmed. Now it is time to find out whether certain aspects of country

image have such an influence on country of origin effect.

4.6. Country image analysis

In order to understand the influence of country image on country of origin effect the
multiple regression analysis is run. The country of origin effect which can be seen in comparison
with other countries is identified in several independent variables. Korean brand’s brand
perception or purchase intentions variables that are equal to those of their competitors or have
received higher estimations are to be set as dependent variables. They include purchase intentions
and such parts of brand image as efficiency (higher than both counterparts’ values), trendiness and
pleasure to use (higher than one, equal to other counterpart’s values). All four will be used as
dependent variables in the model, while the variables that stand for country image statements will

be used as independent ones.

First one is purchase intentions analysis. Model has R and R square equal to 0,610 and
0,372 respectively, which stands for fine level of prediction, and its ANOVA analysis

demonstrates statistical significance.
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Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta

1 (Constant) -,106 479 -,221 ,825
Korea is a rich country -,054 ,091 -,046 -,595 ,552
Korea is an -,149 ,110 -,107 -1,352 ,178
economically
developed country
Korea is a country with ,033 ,096 ,027 ,343 732
high living standards
Korea is a country with ,354 ,116 ,234 3,065 ,002
advanced technology
Korea is an attractive ,054 ,097 ,046 ,561 576
country
Korea is a country with ,065 ,091 ,051 715 475
an interesting culture
Korea is a friendly -,067 ,101 -,053 -,662 ,509
country
Korea is a nice county ,060 ,100 ,053 ,601 ,548
Korean goods are of a 430 112 334 3,836 ,000
good quality
Korean products have a -,063 ,087 -,045 -, 722 471
global presence
Korean products are -,200 ,101 -,165 -1,989 ,058
reliable
Korean products are ,296 112 ,226 2,639 ,009
efficient
Korean products are of ,195 ,073 ,175 2,686 ,008
good design

Figure 23 Influence of country image aspects on purchase intentions for Korean brand

Out of all independent variables only five add significantly to prediction (weak to moderate

positive correlation). Those are:

e Korea is a country with advanced technology;
e Korean goods are of a good quality;
e Korean products are efficient;

e Korean products are of good design.

When insignificant variables are removed and the regression is run with independent
variables above the coefficients do not change much and still indicate weak to moderate positive

correlation.
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Second country of origin effect to analyze is such feature of brand image as efficiency. The
model that has efficiency as a dependent variable has R and R square equal to 0,551 and 0,304
respectively, which stands for suitable level of prediction. ANOVA analysis shows statistical

significance.
Model Unstandardized Standardize t Sig.
Coefficients d
Coefficients
B Std. Beta
Error

1 (Constant) 1,591 ,399 3,992 ,000
Korea is a rich country -,035 ,076 -,037 -,461 ,645
Korea is an ,009 ,092 ,008 ,102 ,919
economically
developed country
Korea is a country with -,116 ,080 -,119 -1,453 ,148
high living standards
Korea is a country with ,058 ,096 ,048 ,599 ,550
advanced technology
Korea is an attractive ,007 ,080 ,008 ,087 ,931
country
Korea is a country with ,032 ,076 ,031 ,418 ,676
an interesting culture
Korea is a friendly -,050 ,084 -,050 -,596 ,552
country
Korea is a nice county ,043 ,083 ,048 516 ,607
Korean goods are of a ,156 ,093 ,153 1,670 ,096
good quality
Korean products have a -,096 ,072 -,087 -1,334 ,184
global presence
Korean products are -,029 ,084 -,030 -,341 ,733
reliable
Korean products are ,399 ,093 ,386 4,287 ,000
efficient
Korean products are of 176 ,060 ,199 2,906 ,004
good design

Figure 24 Influence of country image aspects on perceived efficiency of Korean brand

Out of all independent variables reflecting various country image parameters only two add
significantly to prediction (weak and moderate positive correlation), and those are the following

variables:

e Korean products are efficient;
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e Korean products are of good design.

When insignificant variables are removed and the regression is run with «Korean products
are efficient» and «Korean products are of good design» variables the coefficients show moderate

and low positive correlation respectively.

Next for the analysis is trendiness («fashionable» as in product description). ANOVA
demonstrates that the model is significant, R is equal to 0,491 and R square is equal to 0,242,

which overall is suitable.

Model Unstandardized Standardize t Sig.
Coefficients d
Coefficients
B Std. Error Beta

1 (Constant) 2,769 487 5,689 ,000
Korea is a rich country -,124 ,093 -,116 -1,338 ,182
Korea is an -,151 112 -, 121 -1,345 ,180
economically
developed country
Korea is a country with ,094 ,097 ,086 ,966 ,335
high living standards
Korea is a country with ,207 117 ,153 1,762 ,039
advanced technology
Korea is an attractive 270 ,098 257 2,747 ,370
country
Korea is a country with -,092 ,093 -,080 -,992 ,322
an interesting culture
Korea is a friendly -, 174 ,102 -,155 -1,702 ,190
country
Korea is a nice county ,032 ,102 ,031 314 , 754
Korean goods are of a 131 114 113 1,147 ,253
good quality
Korean products have a -,279 ,088 -,223 -3,157 ,202
global presence
Korean products are ,091 ,102 ,084 ,890 ,375
reliable
Korean products are ,209 114 ,178 1,840 ,067
efficient
Korean products are of ,258 ,074 -,058 -, 792 ,029
good design

Figure 25 Influence of country image aspects on perceived trendiness of Korean brand
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Independent variables that have low positive correlation and add significantly to the

prediction are:

Korean products are of good design;

Korea is a country with advanced technology.

After the test including only variables above as independent ones is run, it turns out that

new coefficients don not indicate much change in the strength of correlation, as it still stays weak.

Last country of origin effect to run through the multiple regression analysis is pleasure to

use. The model has R and R square equal to 0,650 and 0,423 respectively, which stands for fine

level of prediction. ANOVA analysis shows statistical significance.

Model Unstandardized Standardize t Sig.
Coefficients d
Coefficients
B Std. Beta
Error

1 (Constant) ,583 ,331 1,762 ,080
Korea is a rich country -,036 ,063 -,042 -,578 ,564
Korea is an economically ,095 ,076 ,095 1,251 212
developed country
Korea is a country with 177 ,066 ,201 2,684 ,008
high living standards
Korea is a country with -,019 ,080 -,017 -,239 ,811
advanced technology
Korea is an attractive -,088 ,067 -,104 -1,319 ,189
country
Korea is a country with an -,065 ,063 -,070 -1,036 ,301
interesting culture
Korea is a friendly country -123 ,070 -,136 -1,769 ,078
Korea is a nice county 125 ,069 ,151 1,806 ,072
Korean goods are of a ,003 077 ,003 ,039 ,969
good quality
Korean products have a 267 ,060 ,265 4,446 ,000
global presence
Korean products are ,176 ,069 ,201 2,531 ,012
reliable
Korean products are 113 ,077 ,120 1,460 ,146
efficient
Korean products are of ,190 ,050 ,236 3,789 ,000
good design

Figure 26 Influence of country image aspects on perceived pleasure of usage of Korean brand
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Out of all independent variables reflecting various country image parameters four add

significantly to prediction (weak positive correlation). Those are:

e Korea is a country with high living standards;
e Korean products have a global presence;
e Korean products are reliable;

e Korean products are of good design.

After the removal of insignificant variables and obtainment of new regression model the

coefficients do not change much and still indicate weak positive correlation.

It can be concluded that the last hypotheses, «Affective, cognitive and product-country
components of Korea’s country image have significantly different influence on purchase
intentions», has been confirmed. Affective part does not significantly contribute to the country of
origin effect at all. The component of the country image that has the most influence is the product-
country one. Those parts of the cognitive image that can add to the image of Korea as a producer
of high quality goods, such as having advanced technology, also have weak positive influence on
the effect.

To sum up, the statistical processing of data provides plenty of insights, as some of the
initial hypotheses are declined and some are only partly confirmed. The outcomes need to be

thought through. In the upcoming chapter the discussion of the obtained results is to be made.
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5. DISCUSSION

In this part of the work the analysis is to be summed up and practical interpretation of the
results is to be given. Both theoretical and practical contributions are to be discussed. What is

more, limitations and future research directions are to be indicated.

The practical recommendations are to be developed with the previously obtained market
data taken into consideration. Moreover, peculiarities of the target group, millennials, discussed in
the second chapter are also to be taken into account. This would allow to provide better

recommendations that could actually be implemented by businesses.

5.1. Results summary

The processing of the survey data resulted in following outcomes regarding the hypotheses:

Hypothesis Results

H1: Country of origin as a factor influencing
purchase decisions has a high importance in Not confirmed

comparison with other factors.

H2: Information on Korea as a country of origin
has a significant positive influence on brand Partly confirmed
image perception.

H3: Information on Korea as a country of origin
has a significant positive influence on purchase Confirmed

intentions.

H4: Affective, cognitive and product-country

components of Korea’s country image have )
o ) ] Confirmed
significantly different influence on purchase

intentions.

Figure 27 Results of hypotheses testing

From the statistical output in the previous paragraph it can be seen that the factors that have
the most importance for Russian millennial women when they are shopping are the price,
ingredients, smell/color/consistency and reviews from friends and relatives. As for the country of
origin, it has little importance for the purchase decision and is not actively considered. But
although this factor is not considered consciously when choosing a new skincare, it seems to
impact the decision making process through bias influencing the perceptions of other parameters,
which is proven by the other tests.
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Korean skincare is perceived better than domestic products, as all of the characteristics
have statistically significant better score. It also significantly exceeds its main foreign competitor,
France, in efficiency characteristic. In general, it seems as if Korean products seem to have some
of the benefits of a foreign product, such as efficiency, trendiness and nice usage experience while
being perceived as not that expensive, which is good for somewhat price-sensitive Russian
consumers. It also seems as if educated Russian millennial women tend to prefer the foreign
cosmetic products to domestic ones. This overall fits the findings of previous researches that state

that younger and more educated people tend to have lower scores of ethnocentrism.

This naturally results in consumers demonstrating much higher purchase intention for
Korean brand when compared to Russian, but slightly lower when compared to French, which is
perceived to have more benefits in total. This leads to the thought that chosen target group is rather
logical when making a purchase decision. It can also be proven by the fact that affective component
of the country image (one concerning emotions and feelings) does not significantly contribute to
the country of origin effect at all. VVariables that have the most influence on the effect are about
the country having advanced technology, producing goods of good design, quality and efficiency.
Therefore, it can be concluded that the component of the country image that has the most influence
is the product-country one. Those parts of the cognitive image that can add to the image of Korea

as a producer of high quality goods also have positive impact on the effect.

5.2. Managerial implications

Overall it can be concluded that there is definitely a strong country of origin effect present
on the Russian skincare market. Korean skincare is thought to have both functional, symbolic and
experiential benefits of foreign origin, while being less expensive than the foreign counterparts.
This results in the interest to the products from the side of somewhat rational target group and rise
of purchase intentions. Therefore, it means that if the sellers and producers want to appeal to
educated Russian millennial women, then Korea as a country of origin needs to be communicated
actively to the consumers and its perceived benefits should be used for differentiation and

communicated as an advantages.

The problem with communication of country of origin is that Korean brands often do not
have the design features or names that carry obvious cue on the country of origin and, on contrary,
often seem misleading (A'Pieu, Dermatory, Neogen, Helloskin, Mediheal to name a few). As
Russian female millennials do not consider country of origin a significant factor, they might not
look for the «Made In» label on the packaging. This means that the country of origin needs to be

communicated more actively by the distributor: for example, bright noticeable captions on the
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websites or even separate sections can be used. As already mentioned in the second chapter, most
of the cosmetics sales are made through drogeries, hypermarkets and supermarkets (Tpenmbr
poccuiickoro beauty-pblHKa: TPOJaXXH, pPOCT €-commerce W mnepcoHanmm3anus [Trends in the
Russian beauty market: sales, e-commerce growth and personalization] 2018). These formats can
use separate shelves for Korean cosmetics and some distinctive decorative/promotion features,

such as bright stickers or noticeable labels «Korean cosmetics» on the stands.

As for the producers of Korean skincare, they might consider using stickers or labels
«Korean cosmetics» put on the packaging of the goods that are to be exported to Russia. One
interesting effect of the popularity of this country’s cosmetics is that in Russia there exist fake
Korean products or even whole brands. It might be useful for Korean producers to create a
distinctive quality label to put on the packaging, that would prove that the skincare was originally

made in Korea and is not fake.

As for the brand and country image, people have certain bias about the country and it can
be used in the promotion of the products. Korea is mostly viewed as the country with advanced
technologies and as a producer of efficient and well-designed goods. This influences the brand
image perception: Korean brands appear to people as efficient, pleasant to use and somewhat
trendy.

This means that the advertisement campaigns should be created in accordance with these
perceptions. They can underline the modernity, high efficiency and scientific research that stand
behind the products from the highly developed country. The visual style, slogans and descriptions

should contribute to the overall image.

-
Q“ PHoR
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Figure 28 Example of suggested type of advertising material that can appeal to target group
(Laneige official site 2020)
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On the other hand, it probably makes little sense to try to appeal to the feelings of the target
group, making the advertisements less informative and more sensual and underlying the cultural
specifics of the country, as affective part of the image does not influence the brand perception or
purchase intentions at all. What is more, as already mentioned, this specific target group seems to
be more rational when making a decision to purchase skincare, so clear communication of benefits
should appeal to them more. Above and below there are two pictures of advertising of different
styles. The first one suits the perception of Korean skincare by Russian millennial women more

than the second one and is therefore likely to be more efficient.

THEFACESHOP ™

(M 89¢27) ool B

Figure 29 Example of the type of advertising that might not be efficient for the target group (The
Face Shop official site 2020)

Other thigs that can be underlined by the advertising campaigns that might appeal to
millennials in particular according to their customer profile is emphasis on health and self-care
(Antsiperova 2019). Since advanced healthy life style and attention to one’s needs is trending
among the target group, Korean skincare brands can also use their perceived benefits of being
efficient and pleasant to use as parts of marketing communication that would appeal to Russian

millennials.

5.3. Limitations and future research directions

As for the future research and limitations, the findings of the following research can be
complemented by the studies of other age, gender, income or education groups. The paper also
does not refer to skincare as luxury good, although segment of luxury skincare exists, and country

of origin effect found in this work should not be extrapolated on it, as low- and high-involvement
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goods might seriously differ in this respect (Melnik 2012). Also the factor of time should be
remembered, as country of origin effect tends to change over the years (Papadopoulos 1988); in
some time the results of this study are to become irrelevant and not considered as a guide for any

managerial actions.

What is more, studies on other countries of origin might be made. For example, other Asian
countries, such as Japan, are gradually earning popularity, which can be seen from growing trends
in search results (Wordsat search results 2020). It might be valuable to explore the future trend

and to understand how to differentiate Japanese brands from already popular Korean ones.

To sum up, there are various ways to enrich the findings made in this paper. This research
provides both theoretical and practical contribution by making it possible to develop advice on
marketing strategies regarding Korean skincare. Study of educated Russian female millennials
resulted in plenty of insights valuable for business; other researches can as well contribute to it.
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CONCLUSION

This research investigates the influence of Korea as a skincare brand's country of origin
information on brand image perception and purchase intentions among Russian consumers, as well
as examines the impact of Korean country image components on country of origin effect. The
subject and the object are the country of origin effect of Korea on the Russian skincare market and
preferences, perceptions and purchase intentions of the Russian female millennials with an average

or above average income and higher education as well as country image components respectively.

Review of scientific and business documents was carried out in order to justify the research
gap, formulate the research questions and hypotheses, choose a consumer segment most suitable
for analysis as well as to understand the means of analyzing the phenomenon and to create the
appropriate survey. It was concluded that no research regarding country of origin effect on Russian
cosmetics or, more specifically, skincare market has been made, moreover the study of the specific

customer segment, which proved the existence of the research gap.

The choice of the research object was backed with several compelling reasons from the
business point of view as well. First of all, there exists a peculiar phenomenon of the popularity of
Korean skincare on the Russian market. The strong country of origin effect made it a good object
for exploring the application of theoretical concept. Secondly, the cosmetics and in particular
skincare market has a good prospect, as it keeps developing and growing at stable rates. At the
same time the market has a rather high competition, to which different factors like globalization
are contributing to. What is more, brands on self-care market are often exposed to brand
cannibalism. All of these factors make it especially important to form a proper marketing strategy,
which is impossible without deep understanding of the trends and concepts behind it. Moreover,
millennials, the target group for the research, made a rather suitable choice for studying consumer
perceptions, as they are the trendsetters and one of the most powerful consumer groups at the

moment. Therefore, the choice of this study topic was also justified from a business side.

Online survey was run and the obtained suitable data of 226 answers was statistically
processed with the help of such statistical tools as one-sample t-tests, paired t-tests and multiple
regression. The results demonstrated that though respondents do not consider country of origin an
important factor for choosing skincare, information on Korea as a country of origin has a
significant positive influence on purchase intentions and some aspects of brand image, such as
perceived efficiency, pleasure to use and trendiness. Good image of Korea as a producer of goods

and overall view of the country as a technologically advanced one contribute to the effect.
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Based on the results recommendations on various aspects of marketing strategy, such as
promotion and placement, were provided. To sum up, this study, on the one hand, offered new
insights on the rather peculiar market phenomenon with the help of the theoretical concepts. On
the other hand, this work not only contributed to country of origin and country image concepts,

but also allowed to provide useful insights for business.

57



REFERENCES

10.

11.

12.

13.

14.

15.

Ahmed, Zbib, Wooldridge, Benlian. 2010. "Purchase of global shampoo brands and the
impact of country of origin on Lebanese consumers." Journal of Product & Brand
Management 19 (4): 261-275.

Akhtar, Qurat-ul-ain, Siddiqi, Ashraf, Latif. 2016. "Impact of a brand equity on consumer
purchase decision in L’Oreal skincare products." International Review of Management and
Business Research 5 (3): 808-816.

Antsiperova, Chuvashova. 2019. "Uro xoueT >XEHIIMHA: KaK W3MEHUJIACh WHIYCTPHS
kpacotel B 2019 roxy [What a woman wants: how the beauty industry has changed in
2019]." Forbes site. Accessed March 13, 2020. https://www.forbes.ru/forbeslife/381529-
chto-hochet-zhenshchina-kak-izmenilas-industriya-krasoty-v-2019-godu.

Association, American Marketing. n.d. "Brand definition." American Marketing
Association site. Accessed May 23, 2019.
https://www.ama.org/resources/Pages/Dictionary.aspx?dLetter=B.

Baker, Ballington. 2002. "Country of origin as a source of competitive advantage.”" Journal
of Strategic Marketing 10 (2): 157-168.

Baran. 2018. "Characteristics of cosmetics brands by country of origin according to the
opinion of Polish consumers." Journal of Management & Business Administration. Central
Europe 26 (3): 2-13.

Barnes. 2019. "Management perspectives on country of origin." Journal of Fashion
Marketing and Management 2: 230-244.

2018. "Beauty and Personal Care: Quarterly Statement Q1 2018." Euromonitor
International site. Accessed May 29, 2019. https:// www.euromonitor.com/beauty-and-
personal-care-quarterly-statement-gq1-2018/report.

Bennett. 1988. "Brand definition.” In Dictionary of Marketing Terms, 18. Chicago: The
American Marketing Association.

Buaman, Phuengsuktechasit. 2011. "Influence of country of origin on Thai consumer
attitude and purchase intention toward skincare products.” Master thesis (School of
Sustainable Development of Society and Technology).

Buhmann. 2016. Measuring country image. VS Verlag fiir Sozialwissenschaften.

2009. "Cannibalisation.” The Economist site. Accessed March 20, 2020.
https://www.economist.com/news/2009/08/17/cannibalisation.

Chasin, Jaffe. 1979. "Industrial buyer attitudes towards goods made in eastern Europe."
Columbia Journal of World Business 14: 74-81.

d'Astous, Boujbel. 2007. "Positioning countries on personality dimensions: scale
development and implications for country marketing.” J Bus Res 60: 231-239.

Dekhili, Achabou. 2014. "Towards greater understanding of ecolabel effects: the role of
country of origin." Journal of Applied Business Research 30 (2): 433-438.

58



16.
17.

18.

19.

20.

21.
22.

23.

24,

25.

26.

217.

28.

29.

30.

31.

32.

Dichter. 1962. "The world customer.” Harvard Business Review 40 (4): 113-122.

Dobni, Zinkhan. 1990. "In search of brand Image: a foundation analysis." Advances in
Consumer Research 110-119.

Domnin, Starov. 2017. "DBomronus KIOYEBBIX KOHIENIUN OpeHI-MeHeKkMeHTa [The
evolution of key brand management concepts].” Bulletin of St. Petersburg State University.
Management 16 (1): 5-32.

Dornoff, Tankersley, White. 1974. "Consumers’ perceptions of imports." Akron Business
and Economic Review 5: 26-29.

Gapper. 2018. "How millennials became the world’s most powerful consumers." Financial
Times site. Accessed January 25, 2019.
https://www.goldmansachs.com/insights/archive/millennials.

Gardner, Levy. 1955. "The product and the brand.” Harvard Business Review 33: 33-39.

Han. 1989. "Country image: halo or summary construct?" Journal of Marketing Research
26: 222-229.

Héubl. 1996. "A cross-national investigation of the effects of country of origin and brand
name on the evaluation of a new car." International Marketing Review 13 (5): 76-97.

Heine, Atwal, He. 2018. "Managing country-of-origin affiliations for luxury brand-
building in China." Australasian Marketing Journal 27 (1): 14-23.

Herz, Diamantopoulos. 2013. "Activation of country stereotypes: automaticity,
consonance, and impact.” Journal of the Academy of Marketing Science 41 (4): 400-417.

Hong, Toner. 1989. "Are there gender differences in the use of country-of-origin
information in the evaluation of products?" Advances in Consumer Research 16 (1): 468-
472.

Hsu, Chang, Yansritakul. 2017. "Exploring purchase intention of green skincare products
using the theory of planned behavior: Testing the moderating effects of country of origin
and price sensitivity." Journal of Retailing and Consumer Services 34: 145-152.

Keerthi. 2018. "Influence of digital marketing on consumer purchase behavior."
International Journal of Trend in Scientific Research and Development 3 (1): 836-839.

Kirmani, Zeithaml. 1991. "Advertising, perceived quality, and brand image." Chap. 10 in
Brand equity and advertising: advertising’s role in building strong brands, by Alexander
Aaker, 143-161. Hillsdale: Laurence Erlbaum Associates.

Koschate-Fischer, Diamantopoulos, Oldenkotte. 2012. "Are consumers really willing to
pay more for a favorable country image? A study of country-of-origin effects on
willingness to pay." Journal of International Marketing 20 (1): 19-41.

Kudevicitute, Chau. 2017. "Beauty made in China. Country of origin effect on consumers’
attitudes towards Chinese cosmetics." Master thesis (Jonkoping International Business
School).

Kuzmenkova. 2019. "Hccnenosanme. Kocmernueckuit peiHOK Poccuu: mnoprtper
notpedutens [Study. Russian cosmetic market: consumer portrait]." VC.ru site. Accessed

59



33.
34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.
49.

June 18, 2019. https://vc.ru/marketing/81888-issledovanie-kosmeticheskiy-rynok-rossii-
portret-potrebitelya.

2020. Laneige official site. Accessed April 16, 2020. https://www.laneige.com/kr/ko/.

Lin, Kao. 2004. "The impacts of country-of-origin on brand equity." Journal of American
Academy of Business 37-40.

Medina, Duffy. 1998. "Standardization vs. globalization: a new perspective of brand
strategies.” Journal of Product and Brand Management 7 (3): 223-243.

Melnik, Klein, Vélckner. 2012. "The double-edged sword of foreign brand names for
companies from emerging countries.” Journal of Marketing 76 (6): 21-37.

2018. "Millennials." Pew Research Center site. Accessed January 24, 2020.
https://www.pewresearch.org/topics/millennials/.

2013. "Millennials. Coming of age." Goldman Sachs site. Accessed October 18, 2019.
https://www.goldmansachs.com/insights/archive/millennials/.

Mittelstaedt, Hopkins, Raymond, Duke. 2004. "Perceived differences among countries:
understanding relative perceptions.” International consumer marketing 17 (1): 7-31.

Nagashima. 1970. "A comparison of Japanese and US attitudes towards foreign products."
Journal of Marketing 34 (1): 68-74.

Ngoc. 2013. "Understanding the relationship between country of origin image and brand
equity. Case of cosmetic brands in Ho Chi Minh City." International Proceedings of
Economics Development & Research 78: 12-16.

Orth, Ulrich, Firbasova. 2003. "The role of consumer ethnocentrism in food product
evaluation." Agribusiness 19 (1): 137-146.

Papadopoulos, Marshall, Heslop. 1988. "Strategic implications of product and country
images: a modeling approach.” Marketing Productivity. European Society for Opinion and
Marketing Research 69-90.

Parameswaran, Pisharodi. 1994. "Facets of country of origin image: an empirical
assessment." Journal of Advertising 23 (1): 43-56.

Park, Jaworski, Maclnnis. 1986. "Strategic brand concept-image management.”" Journal of
Marketing 50: 135-145.

Peterson, Jolibert. 1995. "A metaanalysis of country-of-origin effects." Journal of
International Business Studies 26 (4): 83-101.

Pharr. 2005. "Synthesizing country-of-origin research from the last decade: Is the concept
still salient in an era of global brands?" Journal of Marketing Theory and Practice 13 (4):
34-45.

2020. "Podrygka." Podrygka site. Accessed March 14, 2020. https://www.podrygka.ru/.
Ravina. 2009. "Introduction: conceptualizing the Korean wave." Southeast Review of Asian

Studies 31: 3-9.

60



50.

51.

52.

53.

54,

55.

56.

S7.

58.

59.

60.

61.

62.

63.

64.

Rebufet, Loussaief, Bacouel. 2015. "Does the country of origin matter for cosmetics? The
“Made in France” argument." Chap. 4 in Advertising confluence: transitioning marketing
communications into social movements, edited by Bacouél-Jentjens Arora, 45-60. New
York: Palgrave Pivot.

Reshetnik. 2019. "KpacoTa-2019: nouemy MUIICHHAIOB O0JIbIIIE HE UHTEPECYET BHEITHUN
aock [Beauty-2019: why millennials are no longer interested in external gloss]." Forbes
site. Accessed March 11, 2020. https://www.forbes.ru/forbes-woman/383483-krasota-
2019-pochemu-millenialov-bolshe-ne-interesuet-vneshniy-losk.

Robert, Schooler. 1971. "Bias phenomena attendant to the marketing of foreign goods in
the U.S." Journal of International Business Studies 71-80.

Roth, Diamantopulos. 2009. "Advancing the country image construct.” Journal of Business
Research 62: 726-740.

2018. "Russia - Cosmetics and Perfumery.” The International Trade Administration site.
Accessed October 23, 2019. http://apps.export.gov/article?id=Russia-Cosmetics.

n.d. "Sample size calculator.” Creative Research Systems site. Accessed March 15, 2020.
https://www.surveysystem.com/sscalc.htm.

Schooler. 1965. "Product bias in the Central American common market." Journal of
Marketing Research 2 (4): 394-397.

Solomon. 1983. "The role of products as social stimuli: a symbolic interactionist
perspective.”" Journal of Consumer Research 10 (3): 319-329.

Tan, Farley. 1987. "The impact of cultural patterns on cognition and intention in
Singapore." Journal of Consumer Research (13): 540.

2020. The Face Shop official site.  Accessed April 16, 2020.
http://www.thefaceshop.com/mall/index.jsp.

2018. "The Russian beauty market by the numbers." Global Cosmetic Industry Magazine
site. Accessed June 04, 2019.
https://www.gcimagazine.com/marketstrends/regions/easterneurope/The-Russian-
Beauty-Market-by-the-Numbers-499095741.html.

2017. "These 7 companies control almost every single beauty product you buy." Insider
Magazine site. Accessed May 21, 2019. https://www.insider.com/companies-beauty-
brands-connected-2017-5.

Tongberg. 1972. "An empirical study of relationships between dogmatism and consumer
attitudes toward foreign products.” Unpublished doctoral dissertation (The Pennsylvania
State University).

Wang, Li, Barnes, Ahn. 2012. "Country image, product image and consumer purchase
intention: Evidence from an emerging economy." International Business Review 21 (6):
1041-1051.

Watson, Wright. 2000. "Consumer ethnocentrism and attitudes toward domestic and
foreign products.” European Journal of Marketing 34: 1149-1166.

61



65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

2017. "Willingness to purchase.” Marketing Scales site. Accessed February 16, 2020.
https://www.marketingscales.com/research/purchase-intention-6.

Wood. 2000. "Brands and brand equity: definition and management." Management
Decision 38 (9): 662-669.

2020. "Wordsat search results.” Yandex Wordstat. Accessed April 01, 2020.
https://wordstat.yandex.ru/#!/?words=%D0%BA%D0%BE%D1%80%D0%B5%D0%B9
%D1%81%D0%BA%D0%B0%D1%8F%20%D0%BA%D0%BE%D1%81%D0%BC%
D0%B5%D1%82%D0%B8%D0%BA%D0%BO0.

Xie, Chen, Zhang, Cui. 2018. "Neural correlates of country-of-origin image (COI)
stereotype.” Neuroscience Letters 687: 164-168.

Yaprak. 1978. "Formulating a multinational marketing strategy: a deductive cross-national
consumer behavior model.” PhD dissertation (Georgia State University).

Yaprak, Parameswaran. 1987. "A cross-national comparison of consumer research
measures.” Journal of International Business Studies 18 (1): 35-49.

Zafar, Johnson, Yang, Fatt, Teng, Boon. 2004. "Does country of origin matter for low-
involvement products?” International Marketing Review 21 (1): 102-120.

Zbib, Ghaddar, Samarji, Wahbi. 2020. "Examining country of origin effect among
Lebanese consumers: a study in the cosmetics industry.” Journal of International
Consumer Marketing 1-15.

Zeugner-Roth. 2017. "Country-of-origin effects.” Chap. 7 in Cross cultural issues in
consumer science and consumer psychology, edited by Torelli van Herk, 111-128. Springer
International Publishing.

2018. "KocmeTnueckuil ppIHOK: OCHOBHBIE TpeH bl B Poccun u mupe [Cosmetic market:
main trends in Russia and the world]." ADV Group site. Accessed May 19, 20109.
https://advgroup.ru/journal/cosmetics_and_beauty_trends.

2018. "KpeatuBHslii motpedurens [Creative consumer]." Vedomosti site. Accessed March
14, 2020. https://plus.rbc.ru/news/5bb3ba597a8aa941bf08d053.

2019. "Poccuiickuii pHIHOK KOCMETUKH M MapproMepuu: TUHAMUKA, MOKyHaTelbCKHUe
OpPEANoYTeHUsT U CTpyKTypa uHBecTulMii [Russian cosmetics and perfumery market:
dynamics, consumer preferences and investment structure].” New Retail site. Accessed
May 29, 2019. https://new-
retail.ru/business/rossiyskiy_rynok_kosmetiki_i_parfyumerii_dinamika_pokupatelskie _p
redpochteniya_i_struktura_investits9956/.

2018. "Poccuiickuii cratuctuyeckuii exeronuuk [Russian statistical yearbook]." Federal
State Statistics Service site. Accessed January 23, 2020.
https://www.gks.ru/free_doc/doc_2018/year/year18.pdf.

2018. "Tpenasl poccuiickoro beauty-pblHKa: TpOJaXH, POCT e-commerce u
nepconanu3anus [Trends in the Russian beauty market: sales, e-commerce growth and
personalization].” Sostav: Marketing in Russia Magazine site. Accessed November 27,
2019. https://www.sostav.ru/publication/trendy-rossijskogo-beauty-rynka-tsifrovizatsiya-
padenie-srednego-cheka-i-kastomizatsiya33752.html.

62



APPENDICES

Appendix 1. Search query statistics for cosmetics from different countries for
March 2020 (Yandex Wordstat, 2020)

—
Bce LeckTonkl

I-(OF)GFI CKafA KOCMeTUKa

MoBuneHble

TonkKo TenegoHbl

O Mocnogam @ Mo pervoHam @ VicTopua 3anpocos

| TonbKo NNaHwe”

Y70 Mckanu co CNOBOM «KopeicKkas
kocmeTnka» — 235 057 nokasoe B Mecsl,

CTaTMCTHKA NO cnoeam

KOpenckaa KocMeTuka

MarazvwH KOpelCKoi KOCMETHUKW

KOpenckan KOCMETUKA WHTepHET

KOpehlckan KOCMETUKa MHTEPHET Marasud

KOpenckan KOCMETWKE OT3bIBLI

KOpencKan KOCMETWUKE KYNUTbL

KOpehAckan KOCMETUKA ONTOM

CalT KOpPeWCKON KOCMETUEM

Kopehckan KoCMETUKa +ANa nuua

KOpenckan KOCMETWUKE Kpem

KOCMETWKA Kopelckas othMinansHbIR

Ny4LIAas KOpencKaa KOCMETHKE

Kopelckan KOCMETUKA OiMUManbHEIA CaiT

KopehAckan KOCMETUKA +C JOCTABKOR

MokazoB & mecAw 7
235057

39774
21 445
20 852
13 959
13 264
10 488
8 442
7753
6 117
6070
5810
5336
3831

poccuiickas KocMeTuKa

O Mocnoeam @ To pervosam @ WMcTopma 3anpocos

ol
Bce ‘ HeckTonel MoOunbHbIE

Toneko TeneoHsl

| TonbKO NnaHLwe

YUTo Uckanu co CNoBoM «poccuiickas KkocMeTuka» — 5 870

NOKa30B B MecAly
CTaTUCTHKA NO CNOBaM

POCCUACKAA KOCMETUKA

KOCMETWKA POCCUACKOIND NPOW3IBOACTEA

POCCUIACKASA KOCMETUKa Bpedasl

POCCMACKAA HATYpaNnkHaA KOCMEeTWKA

HaTypanLHas KOCMEeTUKA DOCCUACKOrO NPoU3IeoncTea

poccUiAckan npocheccuoHansHan KOCMETHKA

pOCCHACKan KOCMEeTUKa +ANA nuua

ROCCHACKNE NPOM3BOAMTENN KOCMETHKN

NyYlian POCCHIACKAA KOCMETUKA

KYOWTE KOCMETUKY. DOCCUACKYH

flovera poccuidckan kOCMeTHKa

POCCWACKARA KOCMETUKA CaAThI

MarasvH POCCMACKONA KOCMETHUKW

Oprasnyeckan KoCMeTWKa POCCUACKOTO

MNokasoe B mecay @
5870

1021
928
882
464
452
391
383
373
245
230
212
209
180

63



tbpaHLy3ckas| kocMeTuKa
O Mocnoeam @ Mo pervonam @ McTopua 3anpocos

——
Bce | HeckTonsl | MoBuneHele | Tonkko TenemoHkl | Tonbko NnaHwe

YTo uckanu co cnoeom «dppaHuy3ckas
KocmeTuka» — 5 525 nokasos B mecal

CTaTUCTHKA No cnoBam MokasoB B MECﬁLl,
dhpaHLUy3ckan KOCMeTUKa 5525
OuocK thpaHLy3ckas KOCMETUEA 1541
DMoCK hpaHUy3cKad KOCMETUEA NMYHEIA 621
01oCK hpaHLy3CcKan KOCMETUKA NUYHLIA KADUHET 616
dpaHUy3CKWIA CAAT KOCMETUKN 573
dipaHuy3cKan KoCMeTuka BpeHbl 505
thpaHuy3ckas KoCMeTUKa ouLnansHLIi calT 496
Ou1ocK hpaHLy3ckan KOCMEeTUKA oMUMANLHBIR 396
Ou1oCcK thpaHLy3ckan KOCMETUKA OMUWMATLHBIA CalT 39
thpaHUy3ckas KOCMeTKKa +aN08 nuua 328
Karanor (hpaHLy3CKON KOCMETHKM 219
Marasud panLy3cKon KOCMETUEN 204
dipaHLuy3ckan anTedHas KoOCMeTHKa 184
thpaHuysckas npodeccuoHansHan KOCMETUKA 173
thpaHUy3ckas KOCMETWUKa OT3kIBE 153
COUCOK (ipaHLY3CKONA KOCMETWUKN 131

Hemeukad KOCMETUKa

O Mocnoeam @ Tllopervosam @ WMcTopuA 3anpocos

—
Bce

| Heckronel | MobunbHele | Tonbko TenedoHsl | ToMbKO NiaHwe

YTo nckanu co cnoBoM «HemMelKaa KocmeTuka» — 2 242
nokasa B mecsl

CTaTUCTHKA NO cnosam MokasoE B MEGFILL
HeMELIKaA KOCMETUKA 2242
HeMeLlKan KOCMETUKA +ANA Nulia 249
Hemelkan npotheccoHansHaA KOCMETUEA 206
HeMellkan KocMeTuka bpeHakl 191
HEMELKAA KOCMETUKA KYNWUTh 166
HeMELKWEe CalThbl KOCMETUKKA 133
HEMELKAA KOCMETUKE O(hULNANEHLIA CaiT 115
HEMELKaA KOCMETUKA +/111H BONOC 81
KATANOr KOCMETWUKWA HEMELIKOW 65
HEMELKAA KOCMETUKA janssen 61
HeMeLlkan KOCMEeTUKa (IMpMbI 56
HEMELKAA KOCMETWKA OT3bIBbI 55
HeMeLlKWe Mara3wHbl KOCMETUKA 54

HEMELIKWA KOCMETUKA Kpema 50




AMNOHCKaA KOCMeTK Kd

O Mocnoeam @ lo pervonam @ KMcTopua 3anpocos

——
Bce | LecKTonbl | MoBuneHLIE | TonkKo TenedoHb! | TonbKo NnaHiue

YTo uckanu co cnoBoMm «AnoHckaa kocmetuka» — 11 147
NoKa3oB B Mecsl,

CTaTUCTHMKA NO CNOBaM Mokazoe & mecAy [?
ANOHCKAA KOCMETHKA 11 147
MarasuH ANOHCKOW KOCMETUKK 2837
ANOHCKAA KOCMETUMKA WHTEPHET 1757
ANOHCKAA KOCMETWKA WHTEPHET Mara3unH 1731
ANOHCKAA KOCMETWKA a7 nuua 753
KYMWTb ANOHCKYI0 KOCMETUKY 749
ANOHCKAA KOCMETMKA MErymin 466
ANOHCKAA KOCMETMKA OT3bIBkI 450
ANOHCKAA KOCMETMKA TOKNO 443
ANOHCKAA KOCMETWKA ropo TOKMD 434
TOp0A TOKMO MHTEPHET Mara3nH ANOHCKAA KOCMEeTWKa 427
ANOHCKAA KOCMETMKA WHTEPHET MaraiuH ropoa 427
ANOHCKAA KOCMETWKA +[M7 BONOC 427
ANOHCKAA +1 KOpeNCcKan KOCMETUKA 354
ANOHCKUIA CANT KOCMETWEN 349
ANOHCKAA KOCMETMKA ONTOM 3N
Nydlas ANOHCKAA KOCMETUKA 318

KUTalcKas KOCMeTHKE

O locnosam  @TlopervoHam @ VicTopus 3anpocos

—
Bce | [ecKkTonsl | MofunkHeIE | TonbKo TenegoHkl | ToneKo NNaHwe

YTo Mckanu co crnoBoM «KUTalcKaa KocmeTkka» — 7 634
nokasa B mecql,

CTaTUCTHUKA NO CMOBaM MNokasoe & mecsy 7]
KMTANCKAA KOCMETUKA 7634
bioagua kuTaicKan KOCMETUKA 1576
MArasvuH KMTAWCKOW KOCMETHKK 888
KMTANCKAA KOCMETUKA OT3LIBLI 720
KMTANCKAaA KOCMETUKA WHTEDHET 588
KMTANCKaA KOCMETUKE OIULNANLHBIRA 523
KMTANCKAA KOCMETUKA WHTEDHET Mara3unt 518
CANT KMTANCKON KOCMETUKN 514
KYOWTE KWTANCKYID KOCMETUKY 457
KMTANCKAA KOCMETUKE O(IMLWANBHBIA CART 439

KUTalCKana KOCMETUKA ONTOM 432



Appendix 2. Research survey

Cnacmnbo 3a TO, YTO cOrnacunmncb NOMOYb MHE B HanucaHuuM AUNSIOMHOM paboTbl!
3anosfiHeHWe onpoCcHMKa 3aMeT OKOSO 3-X MUHYT.

[aHHbIA onpoc SABNSETC aHOHUMHbIM. Ero pesynbTaTbl OyayT WCNONb30OBaHbI
NCKMIOYUTENBHO AN BbINOMHEHUS KONMYECTBEHHOro MccrneaoBaHUs, HeobxoaMmoro
AnNst Moen aunnomMHom paboThbl.

MHe Heob6xoaMMbl OTBETbI PECMOHAEHTOB

- )KEHCKOro nona;

- C BbICLLMM O0Bpa3oBaHuEM;

- B Bo3pacTte oT 21 roga no 35 net BKIIYNTENBHO;

- MOCTOAHHO MpOXuBarKLWNX B Poccun.

Asnsietecb N Bbl noTpebutenem cpencTB No yxoay 3a Koxen?*
o [a

o Hert

If “HeT” — finish the survey

Hackonbko BaxHbl ans Bac cnegyowme gaktopbl npu Boibope HOBbIX CpeacTB Ans
yxoAa 3a Koxen?*

CoBepLueHHO He BaXHO
HeBaxHo
B HEKOTOpOW CTENEHN HEBAXHO
HelTpanbHoe OTHOLWEHNE
B HekoTOpoOW cTeneHn BaxxHO
BaxHo
OueHb BaxHO
Llena
CTpaHa nponcxoxaeHuns
[dn3anH ynakoBku
Vcnonb3yembie NHIpeaUEHTbI
3anax, LBeT, KOHCUCTeHLUs
OT3bIBbI Apy3er 1 POACTBEHHMKOB
OT3bIBbl MOCTOPOHHMX MNtoden (Hamp., Ha cantax u B 6rnorax)
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Peknama 6peHaa

Llena

CTtpaHa npovcxoxaeHus

[lnsaiH ynakoBku

Ncnonb3yemble MHrpeaneHThl

3anax, LuBeT, KOHCUCTEeHUUS

OT3bIBbl ApY3en U POACTBEHHNKOB

OT3bIBbl MOCTOPOHHUX IOAEN (Hanp., Ha canTax u B 6norax)
Peknama 6peHga

Panpomusaymsa
MoxanyncTa, BbibepuTe LBET, KOTOPbI Bam Gonblue HpaBuTca. 3TO Heob6xoaMmo Ans
paHgoMM3aunm BONPOCOB M HE BNUSAET Ha pe3ynbTaTbl camoro onpoca.*

o BapuaHT 1

o BapuaHT 2

o BapuaHnt 3

If “BapuanTt 1” — show Russia-Korea-France sequence
If “BapnanTt 2” — show Korea-France-Russia sequence

If “BapuanTt 3” — show France-Russia-Korea sequence

BneyaTtneHne ot He3HAaKOMbIX OpeHoB, BapnaHT 1
Hwxe npeacTtaBneHbl Tpu He3HakoMblx Bam ©OpeHpa. [lpountamte onucaHnsa wu

nocMoTpuTe Ha ¢otorpadum, a 3atem onuwnTe Bawm BneyaTneHns OT Kaxgoro u3
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HMUX. MoxeTe npeacTtaBuTb, YTO Bbl oueHMBaeTe HoBble Ans Bac ToBapbl B HTEpHET-
MarasuHe rno umetowlencsa y Bac orpaHnyeHHon nHopmaumu.

MTnyka - HOBLIA poccuncknn nHam-6pena. OH coveTaeT BbIGOP BbICOKOKAYECTBEHHbIX
HaTyparbHbIX WHIPEOVWEHTOB C WCMNOSb30BaHMEM COBPEMEHHbIX WHHOBALMOHHbLIX
TexXHomnorum, 4Tobbl obecneunTb Baluen koxe Havny4yLwnn yxoa.

!
11

{

|
.1n
L

Z M (Keun Sae) - rotoBawmincs K 3anycky Kopenckuin 6peHa. MpoayKTel OCHOBaHbI Ha

TPagNLUMOHHBIX peuenTtax U JOMNOSIHEHblI HOBENLUMMUN Hay4YHbIMWU pa3paboTkamMu, YTOObI
caenaTb npoueaypy Mo yxoay 3a KOXewn MpUsaTHOMW.

L'oiseau Bleu - monogon paHuy3ckmin 6peHa. OH onvpaeTcst Ha HayKy U MHHOBaLUMn

Ans co3gaHus HebonbLworo konuyectTsa 3EKTUBHBIX NPOAYKTOB AM1S1 eXeAHEBHOro
yxoAa 3a KOXeM.

o

Onuwwute Bawwn BneyaTtnexus ot 6peHaa Mrnyka*

CoBepLUeHHO He cornacHa
He cornacHa
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3aTpyaHACh OTBETUTD
CornacHa
lNonHocTbo cornacHa
70T 6peHa aoporon
Mpoaykunsa aToro 6peHaa acpdekTnBHa
OT0T OpeHn obrnagaeT XopoLnM An3anHoOM
Mpoaykuuns aToro 6peHaa NpUsTHa B UCNOJb30BaHUM
70T OpeH MoaHbIN
MoTpebneHne aToro 6peHaa NPeCcTUKHO

OnuwuTe Bawwm Bnevatnexus ot 6peHaa & M (Keun Sae)*

CoBepLUueHHO He cornacHa
He cornacHa
3aTpyaHAaCh OTBETUTL
CornacHa
lNonHocTbO cornacHa
OT0T GpeHa goporomn
Mpoaykunsa atoro 6peHaa acpdekTnBHa
OT0T OpeHa obnagaeT xopoLnm AU3aktHOM
Mpoaykuuns aToro 6peHaa NpusiTHa B UCNOJb30BaHUMU
OT0T OpeHa MOAHbIN
MoTpebneHune aToro 6peHaa NPecTUKHO

OnuwuTte Bawwu BnevaTtneHus ot 6peHaa L'oiseau Bleu*

CoBepLueHHO He cornacHa
He cornacHa
3aTpyaHAChL OTBETUTH
CornacHa
[NonHoOCTbIO cornacHa
OT0T BpeHa goporon
Mpoaykuusa sToro 6peHaa adhekTMBHa
OT0T OpeHn obnagaeT xopoLnm AU3akHOM
Mpoaykumns aToro 6peHaa NpuUsitTHa B UCMNOSMb30BaHUK
OT0T OpeHa MOAHbIN
MoTpebneHne aToro 6peHaa NPecTUKHO

OTmeTbTE, HAaCKONbKO curbHO Balle xenaHne npuobpecTtn n nonpoboBatb NPOAYKTHI
OGpeHOoB, ONNCaHHbIX Bblle™*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHAChL OTBETUTH
CornacHa
lNMonHocTbio cornacHa
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4 66l npuobpena npoaykTel 6peHaa lMTuyka
A 6bl npuobpena npoaykTel 6peHaa 2 A (Keun Sae)

A 661 npnobpena npoaykTbl bpeHaa L'oiseau Bleu

Hwxe npencrtaBneHbl TpuM He3HakoMbix Bam OpeHpa. [NpouuTtante onucaHusa U
nocMoTpuTe Ha doTorpacpuun, a 3atem onuwnte Balwum BnevaTneHns oT Kaxgoro u3
HuXx. MoxeTe npencrtaBuTb, YTO Bbl oueHMBaeTe HoBble AN Bac ToBapbl B VIHTEpHeT-
MarasuHe rno umetowlencsa y Bac orpaHnyeHHON nHgopmMaumn.

Z M (Keun Sae) - Hoebil Kopenckun uHAn-6peHa. OH  coyeTaeT BbIGOP

BbICOKOKAUYECTBEHHbIX HaTypasnbHbIX MHIPEOMEHTOB C UCMOSIb30BAHMEM COBPEMEHHbIX
WHHOBALIMOHHbIX TEXHOSOrMn, 4Tobbl 06ecnevnTb Ballen koxe Hannyywum yxon.
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L'oiseau Bleu - roToBALWMNCSA K 3anycky paHuy3ckui bpeHa. NpoaykTbl OCHOBaHbI Ha
TPaAuLUMOHHBIX peuenTax U AOMNOSIHEHbI HOBENLUMMUN Hay4YHbIMWU pa3paboTkamMu, YTOObI
caenaTb npoueaypy Mo yxoay 3a KOXewn MpUsSTHOMW.

P —

‘ ;
ﬂ:

MTnyka - monogon poccurckun 6peHa. OH onuvpaeTca Ha Hayky U MHHOBauMu NS
co3gaHnga HebonbLIOoro KonmyecTsa 3 PEKTUBHbBIX NPOLYKTOB 4S5 €XXKeAHEeBHOro yxoaa
3a Koxen.
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OnuwuTe Bawwm BnevatneHus ot 6peHaa = Al (Keun Sae)*

CoBepLUeHHO He corfacHa
He cornacHa
3aTpyaHACh OTBETUTD
CornacHa
lNonHocTbO cornacHa
10T BGpeHn aoporon
Mpoaykuus aToro 6peHaa adhdekTMBHa
OT0T 6peHn obnagaeT XopoLwnmM An3anHoMm
Mpoaykuuns aToro 6peHaa NpusaTHa B UCNOJb30BaHMM
10T OpeHn MOaHbIN
MoTpebneHne aToro 6GpeHaa NPeCcTUkKHO

OnuwuTte Bawwu BnevaTtneHus ot 6peHaa L'oiseau Bleu*

CoBepLueHHO He cornacHa
He cornacHa
3aTpyaHACh OTBETUTD
CornacHa
lMonHocTblo cornacHa
10T BGpeHn aoporon
Mpoaykuus aToro 6peHaa adhdekTMBHa
OT0T OGpeHn obnagaeT XxopoLwnm An3anHom
Mpoaykumsa aToro 6peHaa NpUsiTHA B UCMOMb30BaHUN
OTO0T OpeHn MoaHbIN
MoTpebneHne aToro 6peHaa NPecTxHO

Onuwwute Bawwn BneyaTtnexus ot 6peHaa Mrnyka*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHAChL OTBETUTH
CornacHa
lNonHocTbO cornacHa
OT0T 6peHn aoporon
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Mpoaykunsa atoro 6peHaa acpdekTnBHa

OT0T OpeHn obrnagaeT XopoLnM AN3anHOM
Mpoaykuuns aToro 6peHaa NpUsTHa B UCNOJb30BaHUM
70T OpeH MoaHbIN

MoTpebneHne aToro 6peHaa NPeCcTUKHO

OTmeTbTe, HackomnbKO cunbHO Bale xenaHue npmnobpectn n nonpoboBaTb NPOAYKTbI
OGpeHaoB, onMcaHHbIX Bbile*

CoBepLUEeHHO He corfacHa
He cornacHa
3aTpyaHAChL OTBETUTL
CornacHa
lNonHocTbO cornacHa
A 6bl npnobpena npoaykTbl 6peHaa = A (Keun Sae)

A Obl npuobpena npoaykTel 6peHaa L'oiseau Bleu
A 661 nprobpena npoaykTel 6peHaa MNMruyka

Hwxe npencrtaBneHbl TpuM He3HakoMbix Bam ©OpeHpa. [NpouuTtante onucaHusa u
nocMoTpuTe Ha doTorpacpmun, a 3atem onuwnte Bawum BnevyaTneHns oT Kaxgoro u3
HuUX. MoxeTe npencraBuTb, YTO Bbl oueHMBaeTe HoBble AN Bac ToBapbl B VIHTEpHeT-
MarasuHe rno umetowlencsa y Bac orpaHnyeHHON nHdopmMaumn.

L'oiseau Bleu - HoBbIM dpaHuy3ckum uHAn-6peHg. OH  codeTaeT BbIOOp
BbICOKOKAUYECTBEHHbIX HaTyparnbHbIX MHIPEOUEHTOB C UCMOSIb30BAHMEM COBPEMEHHbIX
WHHOBALIMOHHbIX TEXHONOrMn, 4Tobbl 06ecneunTb Ballen koxe Hamnyywum yxon.
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MTnyka - roToBAWMACS K 3anycky poccunckmin 6peHa. lNMpoaykTbl OCHOBaHbI Ha
TPaAnUMOHHBIX peuenTax U AONOSTHEHbI HOBENLUMMM HayYHbIMKU pa3paboTkamun, YTobbI
caenartb npoueaypy no yxoay 3a KoXew npuaTHOW.
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Z M (Keun Sae) - monogon kopevickuit 6peHa. OH onvpaeTcst Ha HayKy 1 UHHOBaLK

AN co3gaHnsa HebonbLoro Konudectsa aPEKTUBHBLIX NPOAYKTOB AS1A €XeAHEBHOro
yxo[a 3a KOXeM.
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OnuwunTte Bawwu BnevaTtneHust ot 6peHaa L'oiseau Bleu*

CoBepLueHHO He cornacHa
He cornacHa
3aTpyaHACh OTBETUTD
CornacHa
lNonHocTbO cornacHa
10T BGpeHn aoporon
Mpoaykuus aToro 6peHaa adhdekTMBHa
OT0T O6peHn obnagaeT xopoLwnm An3anHom
Mpoaykuuns aToro 6peHaa NpUsaTHa B UCNOJb30BaHUM
OTO0T OpeHn MoaHbIN
MoTpebneHne aToro 6peHaa NPecTUXHO

Onuwwute Bawwn BneyaTtnexus ot 6peHaa Mruyka*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHACL OTBETUTH
CornacHa
lNonHocTbO cornacHa

OT0T 6peHn aoporon

Mpoaykuusa sToro 6peHaa adhekTMBHa

OT0T 6peHn obragaeT xopownm An3anHom
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Mpoaykuuns aToro 6peHaa NpUsaTHa B UCNOJb30BaHUM
70T OpeH MoaHbIN
MoTpebneHne aToro 6peHaa NPECTMKHO

OnuwuTe Bawwm Bnevatnexus ot 6peHaa & M (Keun Sae)*

CoBepLUueHHO He cornacHa
He cornacHa
3aTpyaHACh OTBETUTD
CornacHa
lNonHocTbo cornacHa
70T BGpeHa aoporon
Mpoaykunsa atoro 6peHaa acpdekTnBHa
OT0T OpeHa 0b6nagaeT xopoLnm AU3akHOM
Mpoaykuuns aToro 6peHaa NpusTHa B UCNOSb30BaHUU
OT0T OpeHa MOAHbIN
MoTpebneHune aToro 6peHaa NPecTUKHO

OTmeTbTe, HacKoNbKo cunbHo Balle xenaHune npuobpectn 1 nonpoboBaTb NPOAYKTbHI
OpeHaoB, onMcaHHbIX BbilLe*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHAaCh OTBETUTL
CornacHa
lMonHocTbio cornacHa
A 661 npnobpena npoaykTbl bpeHaa L'oiseau Bleu
A 661 nprobpena npoaykTbl 6peHaa MNMruyka
A 6bl npuobpena npoaykTel 6peHaa 2 Al (Keun Sae)

Kopes - 6orataga ctpaHa*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHsaoCh OTBETUTL
CornacHa

MonHocTblo cornacHa

O O O O O

Kopes - s3KoHOMUYecKku pasButas cTpaHa*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHACh OTBETUTL
CornacHa

MonHocTbO cornacHa

0O O O O O

Kopes - cTpaHa C BbICOKMM YPOBHEM >XU3HU*
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CoBepLUeHHO He cornacHa
He cornacHa
3aTpygHACh OTBETUTD
CornacHa

MonHocTbio cornacHa

0O O O O O

Kopes - cTpaHa ¢ nepeaoBbIMU TEXHONOTUSMU*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyAHAICh OTBETUTD
CornacHa

MonHocTbio cornacHa

o O O O O

Kopes - npuBnekaTenbHas ctpaHa*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHsAOCh OTBETUTD
CornacHa

MonHocTbIO cornacHa

O O O O O

Kopes - cTpaHa C MHTepPEeCHOW KynbTypon*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpygHsaoCh OTBETUTD
CornacHa

MonHocTbo cornacHa

o O O O O

Kopes - gpyxentobHas cTpaHa*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHACh OTBETUTL
CornacHa

MonHocTbIO cornacHa

O O O O O

Kopes - npusiTHas cTpaHa*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpygHsaOCh OTBETUTD
CornacHa

[MonHocTbIO cornacHa

o O O O O

KOpGI?ICKI/IG TOBapbl - TOBapbl BbICOKOIO kKayectBa*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyaHaCh OTBETUTL
CornacHa

lMonHocTbO cornacHa

0O O O O O

Kopelickue ToBapbl NpoaatoTcs no Bcemy Mupy*
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CoBepLUeHHO He cornacHa
He cornacHa
3aTpygHACh OTBETUTD
CornacHa

MonHocTbio cornacHa

0O O O O O

Kopewckne ToBapbl HaeXHbl*

CoBepLUeHHO He cornacHa
He cornacHa
3aTpyAHAICh OTBETUTD
CornacHa

MonHocTbio cornacHa

o O O O O

Kopenckue ToBapbl apPEeKTUBHbI*

CoBepLUeHHO He corfacHa
He cornacHa
3aTpygHsaoCh OTBETUTD
CornacHa

MonHocTbo cornacHa

o O O O O

Kopenickme ToBapbl UMEKOT XOPOLUMA AN3anH*

o CoBeplueHHO He cornacHa

o He cornacHa

o 3aTpygHstoCb OTBETUTH

o CornacHa

o [lonHocTblo cornacHa
Mon*

o Myxckon
o XKeHckui
Apyron

Balua Bo3pacTHas kaTeropus*

O

20 neT unu mnagwe
21-25

26-30

31-35

36 u cTaple

O O O O O

YpoBeHb Bawero obpasoBaHna*

HeokoH4eHHOE cpegHee

CpeaHee

BakanaBpuart (B npouecce nonyveHust)
bakanaBpuaT (3aKOHYEHHOE)
CneumnanuTteT (B npouecce nonyyeHus)
CneunanuteT (3aKOHYEHHOE)
MaructpaTtypa (B npouecce nonyyeHus)
MaruncTtpaTypa (3akOH4YEHHOE)

Opyroe:

O 0O 0O O O O O O

(@]



Baw ypoBeHb goxoga*

o [leHer He xBaTaeT gaxe Ha NPOAYKTbI, «eABa CBOANM KOHLbl C KOHLLAMU»

Ha npoaykTbl AeHer xBaTaeT, HO NOKynka oaexabl Bbi3blBaeT 3aTpyaHEHUS

o [eHer xBaTaeT Ha NPOAYKTbI M OAEXAY, HO MOKYMNKa SNEKTPOHNKW/KPYMNHOW ObITOBOM
TEXHVKU SBMSieTCA AN Hac 3aTpyAHUTENbHON

o Moxem 6e3 Tpyaa npnobpeTaTb 3NEKTPOHUKY/KPYMHYIO ObITOBYH TEXHUKY, HO MOKYMKa
HOBOrO NErkoBoro aBTomobuns Obina 6bl 3aTpyAHUTENBHOM

o XBaTaeT JOXO0B Ha HOBbIV NErkoBov aBTOMOOWIb, OAHAKO NOKyNKa KBapTUpbl UK Aoma
(MHOW HEOBMXXUMOCTW) SIBNSAETCA ANSl HAC 3aTPyAHUTENbHON

o MaTepuanbHbIX 3aTPyAHEHUI HE NCMbITbIBAEM; NPY HEOOXOAMMOCTU MOXEM KYMUTb
KBapTUpy, 4OM (MHYK HEABUXUMOCTb)

O

CTtpaHa Bawero nocTtostHHOro NpoxmBaHna*

o Poccuga
o [pyras ctpaHa

opopg Balero noCToAHHOro NpoXuBaHna™*

——

Mow oTBeT
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