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Abstract

Objectives: This research examines about Korean Wave in Central Asia. Especially we study relationship of Image richness
on Korea and Attitude about Korean Consumer Goods. Methods/Statistical Analysis: Our data analysis has been conducted
was analyzed using the structural equation modeling technique, using the AMOS and SPSS software, and we adopt the
covariance-based approach. Our respondents were from Tashkent, Uzbekistan (n=377). 61.3 % of total respondents were
male (n=231) and 38.7 % (n=146) were female and the mean of age was 23.87. Findings: First, image richness on Korea
positive has an impact on reliability of video and music product. Second, the relationships between reliability of video/
music product and image richness on consumer goods are positive. Third, image richness on consumer goods has a positive
effect on attitude on consumer goods. Moreover, the results of this study mean that reliability of video product, reliability of
music product and image richness on consumer goods has a mediating role between Image richness on Korea and attitude
about Korean consumer goods in central Asia. Improvements/Applications: the qualitative aspect of the country image
had the halo effect, so it is important to help people come up with more images related to a country.

Keywords: Attitude on Consumer Goods, Central Asia, Image Richness on Korea, Image on Consumer Goods, National
Image, Reliability on Entertainment Product

1. Introduction

The importance of the brand used to be emphasized at the
company level. However, in this era, it is extended to the
country level. It is because the country brand can create a
high-value product. For example, Mont Blanc used to be a
pen specialized brand but it became a male luxury fashion
brand (e.g., watch and wallet) on the aid of the German
country brand. It was because the German’s country
image, a leading technology company, supported the
brand. Similarly, Hugo Boss, a male luxury fashion brand,
is a popular male fashion brand in accordance with the
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image of German. It is a good contrast with France, which
has many female brands.

According to the previous studies, the image of a
country is closely related to the evaluation of products
produced in the country. It is called the country of ori-
gin effect. Previous studies proposed that the image of the
country of origin could act as a source of evaluation®.

(On the other hand,) From the last 1990s, South
Korean soap operas, movies, and pop music have been
very popular in Northeast Asia (i.e., China, Japan, Hong
Kong, and Taiwan) and Southeast Asia (i.e., Vietnam,
Thailand, Malaysia, and Singapore). The hot blast of the
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Korean wave has spread Central Asian, Southwest Asian,
and Eastern European countries including Islamic coun-
tries such as Iran, UAE, and Uzbekistan in recent years.
The K-POP has extended to all over the world through
the internet and the hot blast of the Korean wave has
extended to Western European countries (e.g., France
and the UK) and South American countries (e.g., Brazil
and Chile).

This study intended to confirm the relationships
among the country image, the reliability of intangible
products (e.g., music and video related products), and
the image and attitude toward the consumer goods of the
company.

1.1 The Country of Origin Effect and the
Halo Effect

The country of origin effect means that the information
of the country of product or brand manufacture can
affect the consumers” information process and decision-
making process and accompanied behavior positively/
negatively?*. Previous studies on the country of origin
effect proposed that the country of origin could be clas-
sified into various forms depending on characteristics
and that the country of origin should be considered in
various aspects, more than a country of manufacture. For
example, several studies defined the location of the head
office of a product or a brand (on marketing) as the coun-
try of origin and the country, where the production was
actually made, as the country of manufacture*®. In this
aspect, the country of origin means the country related to
the brand, while the country of manufacture means the
country where the production is actually made.

(On the other hand,) previous studies reported that
the image of the country of manufacture could be a
source of the halo effect’. The halo effect means that the
overall evaluation is changed due to a specific character,
when one evaluates a thing or a person. Previous studies,
which evaluated the halo effect of a country image, mainly
focused on the valence aspect of an image®. For example,
a study reported that the country of origin affected the
quality evaluation more than a brand did, although both
of them influence the quality evaluation®. There was a
study applying the halo effect to explain the effect of
Korean wave in the Japanese and the US markets”.

1.2 Studies on Credibility

Generally, the credibility is associated with the source
evaluation delivering information and it can be defined
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as “believability”™. Moreover, the credibility indicates if
the intention of an entity is believable at a specific point.

The credibility was mainly studied in the communica-
tion field. Studies in this field mainly emphasize the role
of the credibility associated with verbal information'®".
In particular, studies showed the verbal communication
at off-line condition was different from that at online
and as the communication via the online and the inter-
net became active'®. In other words, people determine
the credibility of the information source based on the
similarity with oneself, the fascination of the informa-
tion source!, and the expertise!! at an off-line situation.
It is highly likely that people determine and standard-
ize an opponent with using limited information such as
opponent’s speaking style, writing style, and conversation
situation because there is insufficient information about
the opponent in an online situation.

Some studies applied the credibility concept to the
brand®. In this aspect, these studies focused on the effects
of imperfect and asymmetric information in the brand
selection process of customers and proposed that the
brand credibility was the signal role of the brand®. The
credibility of a brand is defined by how reliable the pro-
duction information in a brand is and it is considered as
an evaluation if the brand can continually deliver what it
promises and if it is reliable®. In other words, the exper-
tise, a lower dimension of the brand credibility, is the
capability to deliver what a brand promises to deliver and
the credit, another lower dimension, means the brand is
willing to deliver what it promises'®”.

2. Research Model and
Hypotheses

The image of a subject can bring a positive evaluation.
It is because an image has vivid information. Previous
studies focused on the influence of a subject’s charac-
teristics, which were provided to consumers. Several
studies related to this field emphasized the vividness of
the provided information. For example, consumers are
more interested in, pay more attention to, and think more
about vividly described information!®. Moreover, a study
indicated that a headline of a newspaper, which reflected
a linguistic image, played an important role in the com-
munication between a news reporter, who composed the
article, and a reader®.

It is because vivid information draws the attention of
a receiver better and stimulates a receiver’s imagination
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more than abstract information does. The belief formed
by vivid information has higher accessibility and it is
accepted as a more reliable thing. If other conditions are
identical, vivid verbal communication can be considered
as a more reliable media®. If this discussion is connected
to the image richness, a rich image can be considered as
more vivid information than poor image. Therefore, we
can deduct that a rich image will increase the credibility.

The halo effect of the country of origin can be another
reason. Consumers draw a conclusion by using acces-
sible clues?!. For example, consumers consider a cheap
product as a low quality product® and a long warranty
period as a highly reliable product®. The country of ori-
gin plays the same role and it can be considered as the
halo effect of the country of origin. The country of origin
effect means that the country of manufacture information
of a product/a brand influences the information process
and the decision-making process of consumers and other
behaviors associated with them positively/negatively*:. A
previous study indicated that the image of the country of
origin caused a halo effect to affect the individual attri-
bute assessment.

In particular, culture contents such as music and
video product has a strong credence quality attribute and
an experience quality attributes, so various factors vari-
ous factors affected the quality. It was determined that the
country of origin could play a main role in the decision
making process.

If the image of a country is more favorable, the cul-
ture content (i.e., music product and video product) will
be more reliable and consumers will have more favorable
attitude.

H1: As a consumer has a richer image to a country, the
credibility of the country’s music product will be higher.

H2: As a consumer has a richer image to a country, the
credibility of the country’s video product will be higher.

A brand with high credibility reduces the information
cost of consumers and it plays a signal role indicating
that it can increase the expected convenience value'>.
Therefore, a reasonable consumer chooses a highly cred-
ible brand or searches information to determine the
credibility for minimizing a potential error in a deci-
sion-making. In other words, the brand credibility can
influence the determination on a subject.

Moreover, a previous study revealed that a brand with
higher credibility had higher brand quality and made
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customers perceive a lower risk in purchasing the brand
and a lower opportunity cost of the brand®®. For example,
Samsung home appliances are advertised in many places
and many people are using them. Consumers may take the
high advertisement cost as a signal that the brand is reli-
able. Through this, the credibility of the brand increases.
Consequently, consumers perceive that the Samsung
brand is high quality and it reduces the risk in purchasing
a Samsung brand product.

Several studies showed the positive and significant
relationship between brand credibility and subject evalu-
ation®'%Z. Moreover, there was a study arguing that the
tactile information influenced the individual attitude and
changed a behavior?. Based on this discussion, the fol-
lowing hypotheses were made.

H3: As a consumer has higher brand credibility on a
music product, the image richness of the country’s con-
sumer goods will be higher.

H4: As a consumer has higher brand credibility on a
video product, the image richness of the country’s con-
sumer goods will be higher.

The country image is called the prejudice or the ste-
reotype of the country of manufacture. It means the
image or the reputation of general consumers on prod-
ucts manufactured in a specific country. It was replaced
by the variable called the country of origin effect and
many studies have been conducted in the marketing field
since the 1960s. The majority of studies proved that the
country of origin information was used as an important
factor determining the quality of a product. For example,
the influence of the country image differs by the prod-
uct involvement. High involvement products such as the
automobile affects the country image 4 times more than
low involvement products do®. Moreover, the country
image can affect the product evaluation of the country and
the product purchase?. People tend to form a more favor-
able attitude to a product from a more developed country
than the country where customers currently reside”. In
particular, the country image considerably affects a prod-
uct as an extrinsic information cue, which the intrinsic
information cue of a product cannot be acquired easily.

This study proposed that the country image would
give a positive influence on the product evaluation via
the entertainment product evaluation. In other words, a
positive country image would affect the entertainment
product of the country positively and it influences the
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image of consumer goods positively (Hypotheses 1~4).
The improved image of products would positively affect
the evaluation (i.e., attitude) of the products.

H5: As consumer goods have richer images, the atti-
tude toward these products will be higher.

Figure 1 shows the research model based on proposed
hypotheses.

Reliability on
Music Product
H1

Image Richness
on Korea

H2

Image Richness Attitude on
on Consumer Consumer
Goods.

Reliability on
Video Product

Figure 1. Research Model.

3. Data Analysis and Results

To prove the proposed hypotheses, a survey was con-
ducted to Uzbekistan consumers residing in the Tashkent,
the capital of Uzbekistan. Total 377 people responded to
the survey and the data was analyzed. There were 231
male respondents and 146 female respondents. The mean
age of respondents was 23.87 year (minimum = 14, maxi-
mum = 78, and standard deviation = 4.468).

The followings were the list of measured variables
for the study. The image richness of South Korean and
South Korean consumer goods were measured by three
5 point Likert-type scales (e.g., South Korea is a subject
like a picture in my mind. When I think of South Korea,
this image appears in my mind. South Korea reminds me
many things)**,

The trustworthiness of music products and video
products was measured by five 5 point Likert-type scales.
South Korea conducts what it promised in the video
product such as movies and soap operas (or music prod-
uct such as K-Pop). What South Korea argues in the
video product such as movies and soap operas (or music
product such as K-Pop) is trustworthy. According to my
experiences on the video product such as movies and
soap operas (or music product such as K-Pop), they will
keep their promise even after time goes by. In the aspect
of the video product such as movies and soap operas (or
music product such as K-Pop), South Korea is a trustwor-
thy name. In the video product such as movies and soap
operas (or music product such as K-Pop), South Korea
does not pretend that it is capable of doing something®.
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Lastly, the attitude toward South Korean consumer
goods was measured by six 5 point meaning differen-
tiation Likert-type scales (negative/positive, unpleasant/
pleasant, dislike/like, unuseful/useful, bad/good, and
unfavorable/favorable)3:32, Researchers described in the
survey that non-durable consumer goods (e.g., Korean
food such as seaweed, Kimchi, rice wine) and durable
consumer goods (e.g., electronic products, cell phones,
and automobiles) are examples of the consumer product
to aid the understanding of local consumers to measure
the attitude toward consumer goods products.

Prior to testing the hypotheses, the reliability and
validity of collected data were confirmed. It was confirmed
that all variables had internal consistency (consumer
goods attitude =.858, consumer goods image richness
=.774, South Korea image richness =.783, the reliability
of video products=.792, and the reliability of music prod-
ucts). Later, confirmatory factor analysis was conducted.

Firstly, a confirmatory factor analysis was conducted
for each variable. ‘South Korea/consumer goods image
richness’ were measured by three items so they were
excluded in this analysis step. Analysis results were mostly
satisfactory (reliability of music products: x2=14.109,
d.f=2, p=.001, GFI=.982, CFI=.974; reliability of video
products: x2=2.144, d.f.=2, p=.342, GF1=.997, CFI=1.000;
consumer goods attitude: ¥2=61.766, d.f.=9, p=.000,
GFI=.947, CFI=.944). Afterward, a confirmatory factor
analysis was conducted at the measurement model level,
which included all variables. Results showed that two
items in the reliability of music products and one item in
the reliability of video product reduced the goodness of
fit. Therefore, they were removed from the analysis. After
removing three items, the goodness of it was x2=270.178,
d.£=109, p=.000, GFI=.920, CFI=.940, which satisfied the
most of the criteria. Moreover, results showed that stan-
dard factor loadings of each item were significantly larger
than .5. Furthermore, the average variance extracted
(AVE) value was larger than .5 as well (Table 1).

To confirm the discrimination validity, AVE values
and squared correlation values were compared. In the
<Table 3>, values at the diagonal line were AVE values
and values in parentheses were squared correlation val-
ues. The AVE of a variable was larger than the squared
correlation value. Therefore, the scales used in the study
had the discrimination validity. Moreover, construct reli-
ability values were always larger than .7 as shown in Table
2, which indicated that the high reliability among the
measurement items of variables was acquired.
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Table 1. Result of Confirmatory Factor Analysis

item t-value | St. average variance | construct
Coefficients extracted reliability

Reliability on Video item3 - 763 .569 772
Product

item?2 13.997 | .779

item4 13.073 | .721
Reliability on Music item?2 - .740 .620 737
Product

item3 12.488 | .832
Image Richness on item1 - .580 .533 .749
Consumer Goods

item2 12.056 | .762

item3 11.523 | .781
Attitude on item1 - .758 514 .869
Consumer Goods

item2 10.902 | .728

item3 11.063 | .673

item4 10.866 | .816

item5 10.600 | .725

item6 10.076 | .670
Image Richness on item1 - 721 .547 .768
Korea

item?2 12.245 | .762

item3 11.523 | .707

After conducting a confirmatory factor analysis,
hypotheses were tested based on refined items. Results
showed that one item in consumer goods attitude hin-
dered the goodness of fit so the item was removed.
Results revealed that the goodness of fit was x2=342.182,
d.£=98, p=.000, GF1=.904, and CFI=.902, which satisfied
the overall criteria. Hypotheses testing results are shown
in Figure 2. The variable of each coefficient indicated a
standardization regression coefficient and a value in a
parenthesis was t value.

Hypothesis 1 was set as the credibility of the country’s
music product would be higher when a consumer has a
richer image to a country. Results showed that a stan-
dardization regression coeflicient (hereafter, a regression
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493
(6.796)

Image Richness
on Korea

553
(7.990)

Reliability on
Music Product

Attitude on
Consumer
Goods

Reliability on
Video Product

Figure 2. Hypothesis Testing.

coefficient or a coeflicient) was .493 and it was statisti-
cally significant (t=6.796, p<.01). Therefore, hypothesis
1 was accepted. Hypothesis 2 was that the credibility of
the country’s video product would be higher when a con-
sumer has a richer image to a country. Results showed
that a coefficient (hereafter, a regression coeflicient or a
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Table 2. Inter-Construct Correlations and Discriminant Validity

A B C D E
A: Reliability on Video
Product
B: Reliability on Music 734
Product (.539)
C: Attitude on Consumer | .641 .509
Goods (.411) (.259)
D: Image Richness on .599 .646 448
Consumer Goods (.358) (.417) (.201)
E: Image Richness on 482 405 .535 .361
Korea (232) | (164) | (286) | (.130)

coefficient) was .553 and it was statistically significant
(t=7.990, p<.01). Therefore, hypothesis 2 was accepted.
Hypothesis 3 was set as that the image richness of the
country’s consumer goods would be higher if a consumer
has a higher brand credibility on a music product. Results
indicated that a coeflicient was .437 and it was statistically
significant (t=6.429, p<.01). Therefore, hypothesis 3 was
accepted.

Hypothesis 3 was that the image richness of the coun-
try’s consumer goods would be higher if a consumer has
a higher brand credibility on a video product. Results
showed that a coeflicient was .475 and it was statistically
significant (t=7.021, p<.01). Therefore, hypothesis 4 was
accepted. Lastly, hypothesis 5 was about the relationship
between the consumer goods image richness and the
consumer goods attitude. Results revealed that a coeffi-
cient was .520 and it was statistically significant (t=7.496,
p<.01).

4. Conclusion

Uzbekistan is a country representing the Central Asian
market. The study evaluated how the Uzbekistan custom-
ers perception on the country image of South Korea,
the credibility of intangible products produced in South
Korea (e.g., music products and video related products),
and the credibility on these culture contents influenced
the evaluation of consumer goods, in other words, the
images and attitude to consumer goods. The results and
implications are as follows.

Results showed that as a customer had richer the
country images of South Korea, the customer showed
higher credibility on South Korean music products and
video products. Moreover, it was shown that the country
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image made a positive influence on product evaluation
through the evaluation of entertainment products. In
other words, a positive country image made a positive
influence on the country’s entertainment products and
it affects the consumer goods of the country. The study
showed that the enhanced image of a product positively
influenced the evaluation (or attitude) of a product.

Moreover, the study results provided following
implications. Firstly, this study, unlike previous stud-
ies evaluated of the country image in the qualitative
dimension, not in the quantitative dimension. Moreover,
analysis results revealed that the qualitative aspect of
the country image also had the halo effect. Therefore, it
is important to create a positive country image, as it has
been emphasized, and it is also important to help people
come up with more images related to a country. In other
words, various efforts will be needed to connect a node,
called South Korea, to more links.

Moreover, the study results showed that the country
of origin effect appeared at intangible products such as
video and music products as well as tangible products.
In particular, it affected the credibility of these intan-
gible products and the credibility positively influenced
the image and attitude of the overall consumer goods. In
other words, the study suggested that the country image,
culture content products, and consumer goods were
closely related. As stated earlier, an image of Germany
could play the halo effect and increase the credibility of
fashion brands and the effect can be extended to other
types of products. Moreover, the evaluation of culture
content products, derived through this process, can posi-
tively influence other consumer goods.

Although this study had meaningful implications as
stated above, this study had following limitations. Firstly,
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this study was about the influence of the South Korea’s
country image in the Uzbekistan. Therefore, it might be
inappropriate to apply the study results to various cultural
areas. Moreover, the Uzbekistan is a large country and it is
hard to say that a small set of data can represent the whole
country. The follow-up research should study the major-
ity of the population in various cultural areas. Secondly,
the study is meaningful that it confirmed the effect of the
country image at the qualitative dimension. On the other
hand, it has a weakness of not considering the quantita-
tive dimension of the country image at the same time.
Therefore, a future study should deal with both dimen-
sions at the same time.
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