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ABSTRACT 

 

The global ascendancy of Korean cosmetic products, propelled by the Ko-

rean Wave phenomenon, has fundamentally reshaped beauty standards 

and consumer behaviors worldwide. This study aimed to determine the 

factors influencing the use of Korean cosmetics among female university 

students in the Philippines, focusing on perceived authenticity, aesthetic 

appeal, and facial perception. A structured questionnaire was adminis-

tered to 175 respondents from a private university in Metro Manila. Data 

were analyzed using descriptive and inferential statistics, including 

Spearman's rank correlation coefficient and regression analysis. Results 

indicated a statistically significant positive correlation between the per-

ceived aesthetic appeal of packaging (β = .211, p < .006) and the usage of 

Korean cosmetics. Regression analysis confirmed that perceived aesthetic 

appeal was a determinant of product usage (R2 = 0.176, P ≤ 0.05). Facial 

attractiveness (β = .107, p = .165) were found to be statistically signifi-

cantly correlated with usage, however, found to be not statistically signifi-

cant determinant. Perceived authenticity (β = .005, p = .950) showed no 

correlation with product usage and not a determinant as well. These find-

ings underscore the importance of visual aesthetics in consumer behavior 

among young Filipino consumers, providing strategic insights for brands 

in the competitive beauty market of the Philippines. 
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Introduction 
The cosmetics industry has evolved into a 

multi-billion-dollar global market, constantly 
adapting to changing trends and consumer 

preferences. In recent years, Korean cosmetic 
products have gained immense popularity 
worldwide, becoming a dominant force in 
shaping beauty standards and influencing  
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consumers' cosmetic routines. This surge in 
popularity can be attributed to their associa-
tion with Korean beauty ideals, where Korean 
brand companies have also begun to embrace 
branding strategies from other nations to cater 
to diverse cultures (Ingels, 2020).  

The Korean Wave, or Hallyu, has signifi-
cantly impacted many countries across the 
globe (Widayat et al., 2023), particularly influ-
encing younger generations in Southeast Asian 
countries like Malaysia, Indonesia, and the 
Philippines. Filipinos have demonstrated posi-
tive reactions towards Korean products and 
services that enhance their well-being and 
comfort (Cayaban et al., 2023). This phenome-
non has not only influenced consumer behavior 
but has also led to a shift in beauty standards 
across Asia.  

Makeup has become a tool for women to 
modify their appearances, helping them feel 
more confident in their facial features 
(Kosmala et al., 2019). Korean cosmetics have 
notably shifted perceptions of beauty and al-
tered the Asian standard of beauty. Korean ad-
vertisements and images promoting cosmetic 
products often showcase women with clear 
skin, small faces, big eyes, and slim waists (Tre-
viños-Rodriguez et al., 2022), among other 
physical features that contribute to a more 
youthful appearance. This idealized beauty 
standard has created both opportunities and 
challenges for consumers trying to emulate 
these looks. 

The perceived authenticity of Korean prod-
ucts, their aesthetic appeal, and a person's fa-
cial perception are crucial factors in their wide-
spread adoption (Sung, 2021). Consumers are 
attracted not only to the idea of achieving the 
Korean beauty standard but also to the per-
ceived authenticity of the products themselves 
(Hafiz & Ali, 2019). The promise of achieving 
"glass" or "dewy" skin, often associated 
with  Korean cosmetic products, contributes 
significantly to their appeal. Halim and Kiat-
kawsin  (2021) found that brand awareness 
and perceived authenticity significantly influ-
ence purchase intentions of Korean beauty 
products among Indonesian consumers.  

The aesthetic appeal of product packaging 
plays a crucial role in consumer decision-mak-
ing, especially in the cosmetics industry.  

Damayanthi et al. (2023) demonstrated that 
visual presentation significantly influences 
consumer purchasing decisions for Korean 
beauty products.  This finding underscores the 
importance of packaging design in the compet-
itive cosmetics market.  

Facial perception and the impact of makeup 
on perceived attractiveness have been subjects 
of numerous studies. Comfort et al. (2023) 
found that light makeup application, typical of 
many Korean cosmetic styles, enhances per-
ceived facial attractiveness. This aligns with the 
growing popularity of the "no-makeup 
makeup" trend often associated with Korean 
beauty products.  

Despite the growing body of research on 
the influence of Korean cosmetics in various 
markets, there is a notable gap in the literature 
regarding the Philippine context. This study 
aims to address this gap by examining the fac-
tors affecting the use of Korean cosmetics 
among female students in Metro Manila. By an-
alyzing perceived authenticity, packaging ap-
peal, and facial attractiveness, this research 
seeks to understand the drivers behind the 
popularity of Korean cosmetics and their im-
pact on users in the Philippine setting.  
 
Research Questions 
1. What is the usage level of Korean cosmetics 

among young Filipino students from a pri-
vate university in Metro Manila? 

2. What is the respondents' perceived authen-
ticity of Korean cosmetics? 

3. What is the respondents' perceived aes-
thetic appeal to the product's packaging? 

4. What is the effect of Korean Cosmetics on 
the facial features of the consumer? 

5. Are perceived authenticity of Korean cos-
metics, aesthetic appeal of product's pack-
aging and effect of Korean cosmetics on 
their facial attractiveness determinants of 
their use of Korean cosmetics? 

 
Hypotheses 
H1: The perceived authenticity of a brand is a 
determinant of the use of Korean cosmetics. 
H2: The perceived aesthetic appeal of a 
product's packaging is a determinant of the use 
of Korean cosmetics. 
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H3: The perceived facial attractiveness of the 
consumer is a determinant of the use of Korean 
cosmetics. 
 
Methodology 

Research Design and Sampling. This 
study employed a quantitative-explanatory re-
search design to investigate the factors influ-
encing the use of Korean cosmetics among Fili-
pina university students. This design was cho-
sen to establish relationships between varia-
bles and test hypotheses based on numerical 
data. 

The target population comprised female 
university students aged 18 and above, en-
rolled in a private university in Metro Manila, 
who had used Korean cosmetic products for at 
least 3 months. A sample of 175 respondents 
was selected using purposive snowball sam-
pling. This method was chosen due to the spe-
cific criteria required for participation and to 
leverage existing social networks among stu-
dents. 

Instrumentation and Data Collection.  
The study utilized an online questionnaire cre-
ated on Google Forms, consisting of four sec-
tions: 
1. Usage of Korean Cosmetics: Adapted from 

Khan et al. (2023), this section measured 
the frequency of use for various Korean 
cosmetic products using a 5-point Likert 
scale (1 = Never, 5 = Always). 

2. Perceived Authenticity of Korean Cosmet-
ics: Adopted from Damayanthi et al. (2023), 
this section used a 5-point Likert scale to 
assess respondents' perceptions of the au-
thenticity and quality of Korean cosmetics. 
The Cronbach's alpha for this scale was 
0.72, indicating acceptable internal con-
sistency. 

3. Perceived Aesthetic Appeal of the Packag-
ing: Also adopted from Damayanthi et al. 
(2023), this section used a 5-point Likert 
scale to measure the impact of packaging 
aesthetics on product choice. The 
Cronbach's alpha for this scale was 0.93, in-
dicating excellent internal consistency. 

4. Perceived Facial Attractiveness: Adapted 
from Kiel (2006), this section used a 5-
point Likert scale to assess respondents' 
satisfaction with various facial features  

before and after using makeup. The relia-
bility score for this scale was 0.89, indicat-
ing good reliability. 

 
The data collection process was conducted 

over a six-week period from September to Oc-
tober 2023. The researchers employed a multi-
stage approach to ensure comprehensive and 
reliable data gathering. Initially, the research-
ers obtained formal approval from the univer-
sity administration to conduct the study on 
campus. Following approval, a pilot study was 
conducted with 20 students to test the clarity 
and effectiveness of the questionnaire, leading 
to minor refinements in wording and question 
order. 

The main data collection phase utilized an 
online questionnaire created using Google 
Forms. The link to the questionnaire was dis-
seminated through various channels, including 
official university email lists, student organiza-
tion social media pages, and QR codes posted 
on campus bulletin boards. To encourage par-
ticipation, the researchers conducted brief in-
formation sessions in selected classes, with 
permission from instructors, to explain the 
study's purpose and importance. 

Respondents were required to provide in-
formed consent before accessing the question-
naire. The survey remained open for four 
weeks, with reminder emails sent at the two-
week mark to boost response rates. To ensure 
data quality, the researchers implemented 
measures such as attention check questions 
and completion time monitoring. Responses 
that failed attention checks or were completed 
in unreasonably short times were excluded 
from the final analysis. 
 
Data Analysis 

The data analysis process was conducted 
using IBM SPSS Statistics version 26 and fol-
lowed a systematic approach to address the re-
search questions and test the hypotheses. Ini-
tially, the raw data were cleaned and coded, 
with missing values addressed using multiple 
imputation techniques where appropriate.  

Descriptive statistics, including means, me-
dians, standard deviations, and frequency dis-
tributions, were calculated for all variables to 
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provide an overview of the sample characteris-
tics and response patterns. The relationships 
between variables were examined using 
Spearman's rank correlation coefficient, cho-
sen due to the ordinal nature of the Likert scale 
data. This non-parametric test allowed for the 
assessment of monotonic relationships without 
assuming normal distribution.  Multiple linear 
regression analysis was conducted to test the 
hypotheses and identify predictors of Korean 
cosmetic usage. The assumptions of linear re-
gression, including linearity, homoscedasticity, 
and absence of multicollinearity, were tested 
and confirmed prior to analysis. Variance Infla-
tion Factor (VIF) values were examined to en-
sure the absence of multicollinearity among 
predictor variables. The significance level for 
all statistical tests was set at p ≤ 0.05. Effect 
sizes were calculated and reported alongside p-
values to provide a more comprehensive un-
derstanding of the results' practical signifi-
cance. For the regression analysis, standard-
ized beta coefficients were reported to allow 
for comparison of the relative importance of 
predictor variables. 

To ensure the robustness of the findings, 
sensitivity analyses were conducted, including 
bootstrapping procedures for confidence inter-
val estimation. Additionally, subgroup analyses 
were performed to explore potential differ-
ences in patterns across demographic charac-
teristics such as age groups and academic ma-
jors. 
 
Ethical Considerations 

This study was conducted with a strong 
commitment to ethical research practices. In-
formed consent was a cornerstone of the ethi-
cal approach. Respondents were provided with 
a comprehensive information sheet detailing 
the study's purpose, procedures, potential risks 
and benefits, and their rights as respondents. 
This information was presented in clear, jar-
gon-free language to ensure full understanding. 
Consent was obtained electronically before re-
spondents could access the questionnaire, with 

the option to withdraw at any point without 
penalty. 

To protect respondents’ privacy and confi-
dentiality, all data were collected anonymously. 
No personally identifiable information was re-
quested in the questionnaire. IP addresses 
were not recorded, and responses were stored 
on a secure, password-protected server acces-
sible only to the research team. Data were ag-
gregated for analysis and reporting to further 
protect individual privacy. 

The researchers were mindful of potential 
psychological discomfort that could arise from 
questions about body image and self-percep-
tion. To mitigate this, respondents were pro-
vided with contact information for university 
counseling services in the information sheet 
and at the end of the questionnaire. 
 
Results 
The results section is organized in a way to 
answer its research questions 

Usage of Korean Cosmetics among young 
Filipina University Students.   Results 
showed moderate usage of Korean cosmetics 
among respondents (median score = 3) (see Ta-
ble 1). High usage was reported for moisturiz-
ers (μ = 4.35, SD = 0.98), skin tints (μ = 3.78, SD 
= 1.42), concealers (μ = 3.97, SD = 1.22), setting 
powders (μ = 3.78, SD = 1.36), liquid and pow-
der blushes (μ = 3.54, SD = 1.48; μ = 3.87, SD = 
1.24 respectively), mascaras (μ = 3.86, SD = 
1.30), lip products (except lip liner), and setting 
sprays (μ = 3.60, SD = 1.40). 

Young Filipina women are incorporating 
Korean cosmetics into their daily routines, with 
a particular preference for skin-focused prod-
ucts. This suggests that the Korean beauty 
trend of prioritizing skincare and natural-look-
ing makeup has resonated with this demo-
graphic.  Cosmetic brands targeting this market 
should consider focusing on skincare-makeup 
hybrid products and those that promote a nat-
ural look, as these align with the preferences 
demonstrated by the respondents.
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Table 1. Respondents’ Usage of Korean Cosmetics – (n=175) 

Usage of Korean Cosmetic 1 2 3 4 5 Median 
Qualitative 

Interpretation 

Skin Prep        
Moisturizer 3 9 19 37 107 5 High Usage 
Primer 41 33 42 36 23 3 Moderate Usage 
Complexion Products        
Liquid Foundation 36 33 48 33 25 3 Moderate Usage 

Cream Foundation 90 47 20 11 7 1 Low Usage 
Powder Foundation 68 39 29 23 16 2 Low Usage 
Cushion Foundation 71 32 28 24 20 2 Low Usage 
Skintint 37 22 27 46 43 4 High Usage 
Concealer 11 15 31 39 79 4 High Usage 

Setting Powder 19 17 29 29 81 4 High Usage 
Contour        
Liquid Contour 101 38 21 7 8 1 Low Usage 
Powder Contour 61 36 29 29 20 2 Low Usage 

Cream Contour 76 29 30 20 20 2 Low Usage 
Blush        
Liquid Blush 29 17 25 39 65 4 High Usage 
Powder Blush 17 10 27 45 76 4 High Usage 
Cream Blush 32 22 34 31 56 3 Moderate Usage 

Highlighter        
Liquid Highlighter 81 35 32 13 14 2 Low Usage 
Powder Highlighter 37 25 30 42 41 3 Moderate Usage 
Eye Makeup Products        
Eyeshadow 11 35 47 44 38 3 Moderate Usage 

Eyeliner 24 45 32 30 44 3 Moderate Usage 
Mascara 13 18 34 27 83 4 High Usage 
Lip Products        
Lip Gloss 11 13 27 51 73 4 High Usage 
Lip Stick 10 27 36 37 65 4 High Usage 

Lip Oil 59 25 29 31 31 3 Moderate Usage 
Lip Tint 15 22 23 41 74 4 High Usage 
Lip Liner 65 36 34 17 23 2 Low Usage 
Lip Balm 8 8 12 37 110 5 High Usage 
Setting Spray 23 20 27 39 66 4 High Usage 

Median Score      3 Moderate Usage 
Legend: 4-5 High; 3 Moderate; 1-2 Low 
 

Perceived Authenticity of Korean Cos-
metics. Respondents reported high perceived 
authenticity of Korean cosmetics (median 
score = 4) (See Table 2). The highest-rated 
items were "Korean cosmetics do not damage 
my facial skin" (μ = 4.19, SD = 0.99) and "I have 
a positive attitude toward Korean cosmetics" 
(μ = 4.15, SD = 0.89).  

The visual design of Korean cosmetic prod-
ucts, especially the color choices, is very ap-
pealing to young Filipina consumers. Brands 
should invest in attractive packaging design, 
paying particular attention to color schemes, as 
this appears to be a significant factor in attract-
ing consumers in this market.
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Table 2. Respondents’ Perceived Authenticity of Korean Cosmetics – (n=175) 

Perceived Authenticity of 
Korean Cosmetics 

0 1 2 3 4 5 Median 
Qualitative 

Interpretation 

I feel fit using Korean cosmet-
ics 

2 0 5 39 73 56 4 
High Perceived 

Authenticity 

Using Korean cosmetics suits 
my lifestyle 

2 0 8 41 67 57 4 
High Perceived 

Authenticity 

Korean cosmetics do not dam-
age my facial skin 

3 1 5 25 59 82 4 
High Perceived 

Authenticity 

Korean cosmetics are suited to 
my facial needs 

3 2 7 27 76 60 4 
High Perceived 

Quality 

Korean cosmetics are cheaper 
than other beauty products 

1 16 53 57 34 14 3 
Moderate Per-
ceived Quality 

Korean cosmetics offer more 
discounts than other beauty 
products 

1 9 34 66 40 25 3 
Moderate Per-
ceived Quality 

Korean cosmetics have a vari-
ety of items for all skin types 

8 16 34 36 44 37 3 
Moderate Per-
ceived Quality 

Korean cosmetics have a vari-
ety of items for all activities 

6 4 15 44 64 42 4 
High Perceived 

Authenticity 
To me, Korean cosmetics have 
so many advantages 

7 0 5 43 74 46 4 
High Perceived 

Authenticity 
I have a positive attitude to-
ward Korean cosmetics 

6 0 3 16 83 67 4 
High Perceived 

Authenticity 
The trend of purchasing Ko-
rean cosmetics increased 
among the people around me 

12 0 4 18 65 76 4 
High Perceived 

Authenticity 

The people closest to me rec-
ommend to try out Korean 
cosmetics 

11 3 11 21 71 58 4 
High Perceived 

Authenticity 

I will repurchase the Korean 
cosmetics I have bought be-
fore 

9 0 5 22 52 87 4 
High Perceived 

Authenticity 

I will use Korean cosmetics 
that I have used before 

11 0 4 10 60 90 5 
High Perceived 

Authenticity 
Median 

      4 
High Perceived 

Authenticity 
Legend: 4-5 High; 3 Moderate; 1-2 Low; 0 Not Applicable 
 

Young Filipina consumers trust Korean cos-
metic brands and believe in the quality and 
safety of their products. They have a generally 
positive view of Korean cosmetics.  There's a 
strong foundation of trust for Korean beauty 
brands in this market. Companies can leverage 
this trust to introduce new products or expand 
their range, as consumers are likely to be recep-
tive. 

Perceived Aesthetic Appeal of Packag-
ing. Table 3 shows that the aesthetic appeal of 
Korean cosmetic packaging had a positive im-
pact on respondents (median score = 4). The 
item "I like the color of Korean cosmetic pack-
aging" received the highest rating (μ = 4.44, SD 
= 0.65).
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Table 3. Respondents’ Perceived Aesthetic Appeal of the Packaging of the Product – (n=175) 

Perceived Aesthetic Appeal of 
the Packaging of the Product 

1 2 3 4 5 Median 
Qualitative 

Interpretation 

I like the color of Korean cosmetic 
packaging 

0 0 11 76 88 5 Positive Impact 

The color of Korean cosmetic pack-
aging is more important in the pur-
chasing process 

2 14 44 64 51 4 Positive Impact 

The design of Korean cosmetic pack-
aging is important 

0 6 25 90 54 4 Positive Impact 

Product packaging design makes me 
want to purchase Korean cosmetics 

3 7 22 81 62 4 Positive Impact 

I choose Korean cosmetics because 
of the packaging quality 

8 21 44 65 37 4 Positive Impact 

Product packaging got me inter-
ested in Korean cosmetics 

9 18 45 57 46 4 Positive Impact 

Median      4 Positive Impact 

Legend: 4-5 High; 3 Moderate; 1-2 Low 
 

Perceived Facial Attractiveness Re-
spondents reported moderate satisfaction with 
their facial features without makeup (median 
score = 3) and high satisfaction with makeup 
(median score = 4) (see Table 4). The largest 
improvement was seen in lip satisfaction (with-
out makeup: μ = 3.17, SD = 1.19; with makeup: 
μ = 4.39, SD = 0.97). 

Using makeup, particularly Korean cosmetics, 
significantly improves how young Filipina 
women perceive their facial attractiveness, es-
pecially regarding their lips. There's an oppor-
tunity for brands to emphasize the confidence-
boosting aspects of their products, particularly 
in lip makeup categories.

 
Table 4. Respondents’ Perceived Facial Attractiveness – (n=175) 

Perceived Facial 
Attractiveness 

1 2 3 4 5 Median 
Qualitative 

Interpretation 
Without Makeup        
Eyes 6 21 46 64 38 4 High Satisfaction 
Lips 15 42 41 52 25 3 Moderate Satisfaction 
Skin Complexion 9 46 43 50 27 3 Moderate Satisfaction 

Chin 5 25 64 57 34 3 Moderate Satisfaction 
Nose 7 31 56 56 25 3 Moderate Satisfaction 
Eyebrows 6 30 46 57 36 4 High Satisfaction 
Cheeks 10 39 43 56 27 3 Moderate Satisfaction 
Overall Face 4 35 59 60 17 3 Moderate Satisfaction 

Median      3 Moderate Satisfaction 
        
 0 1 2 3 4 5 Median Qualitative Interpretation 
With 
Makeup 

 
       

Eyes 11 1 3 23 60 77 4 High Satisfaction 

Lips 6 1 2 13 48 105 5 High Satisfaction 
Skin 
Complexion 

7 
4 11 27 58 68 4 High Satisfaction 
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Perceived Facial 
Attractiveness 

1 2 3 4 5 Median 
Qualitative 

Interpretation 
Chin 25 1 4 52 54 39 4 High Satisfaction 
Nose 19 1 4 43 57 51 4 High Satisfaction 
Eyebrows 22 0 5 32 55 61 4 High Satisfaction 

Cheeks 11 0 2 23 49 90 5 High Satisfaction 
Overall Face 5 0 1 20 75 74 4 High Satisfaction 
Median       4 High Satisfaction 

Legend: 4-5 High; 3 Moderate; 1-2 Low; 0 Not Applicable 
 
Factors that Influence the Usage of Korean 
Cosmetic Usage among Young Filipina Uni-
versity Students 

To examine the relationships between the 
key variables in our study, a Spearman's rank 

correlation analysis was first done to examine 
the association between and among the varia-
bles (See Table 5).

 
Table 5. Correlation results of the Variables  

Variable 1 2 3 4 
1. Usage of Korean Cosmetics 1.000 

   

2. Perceived Authenticity 0.129 1.000 
  

3. Perceived Aesthetic Appeal 0.247** 0.305** 1.000 
 

4. Perceived Facial Attractiveness 0.162* 0.230** 0.056 1.000 
*Note: * p < .05, ** p < .01 
 
Table 5 shows that:  

Usage of Korean Cosmetics and Per-
ceived Authenticity: There is a weak positive 
correlation (r = 0.129, p > .05) between the us-
age of Korean cosmetics and perceived authen-
ticity. However, this correlation is not statisti-
cally significant. This suggests that while there 
might be a slight tendency for users who per-
ceive Korean cosmetics as more authentic to 
use them more frequently, this relationship is 
not strong or consistent enough to be consid-
ered meaningful in our sample. 

Usage of Korean Cosmetics and Per-
ceived Aesthetic Appeal: A significant posi-
tive correlation (r = 0.247, p < .01) exists be-
tween the usage of Korean cosmetics and their 
perceived aesthetic appeal. This indicates that 
as the perceived aesthetic appeal of Korean 

cosmetics increases, their usage also tends to 
increase. This relationship, while moderate in 
strength, is statistically significant and aligns 
with our regression findings. 

Usage of Korean Cosmetics and Per-
ceived Facial Attractiveness: There is a weak 
but significant positive correlation (r = 0.162, p 
< .05) between the usage of Korean cosmetics 
and perceived facial attractiveness. This sug-
gests that those who use Korean cosmetics 
more frequently tend to perceive themselves as 
slightly more attractive, or vice versa. How-
ever, the relationship is not strong. 
From these results, regression tests were per-
formed to determine factors that will explain 
usage  of Korean cosmetics among young Fili-
pina university students.

 
Table 6. Regression Test Results  
Dependent Variable: Usage of Korean Cosmetics 

Independent Variables B SE B β t p 

(Constant) 2.053 0.371 - 5.535 0.000 
Perceived Authenticity 0.004 0.062 0.005 0.063 0.950 
Perceived Aesthetic Appeal 0.176 0.064 0.211 2.772 0.006 
Perceived Facial Attractiveness 0.052 0.037 0.107 1.394 0.165 

R² = 0.176, F(3, 171) = 3.572, p = 0.015 
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Model Fit: The overall regression model is 
statistically significant (F(3, 171) = 3.572, p = 
0.015). This indicates that the set of independ-
ent variables, as a whole, significantly predicts 
the usage of Korean cosmetics. However, the R² 
value of 0.176 suggests that only 17.6% of the 
variance in Korean cosmetic usage is explained 
by these variables, indicating that other factors 
not included in this model may also play im-
portant roles. 

Perceived Authenticity: The coefficient 
for perceived authenticity (β = 0.005, t = 0.063, 
p = 0.950) is not statistically significant. This 
suggests that, contrary to our hypothesis, per-
ceived authenticity does not significantly pre-
dict the usage of Korean cosmetics when con-
trolling for other variables in the model. 

Perceived Aesthetic Appeal: Perceived 
aesthetic appeal emerges as the only statisti-
cally significant predictor in the model (β = 
0.211, t = 2.772, p = 0.006). The positive beta 
coefficient indicates that as the perceived aes-
thetic appeal of Korean cosmetics increases, 
their usage also increases. This supports our 
hypothesis regarding the importance of pack-
aging aesthetics in influencing consumer be-
havior. 

Perceived Facial Attractiveness: The co-
efficient for perceived facial attractiveness (β = 
0.107, t = 1.394, p = 0.165) is not statistically 
significant. This suggests that, when controlling 
for other variables, perceived facial attractive-
ness does not significantly predict the usage of 
Korean cosmetics. 

Relative Importance of Predictors: 
Among the variables in the model, perceived 
aesthetic appeal has the largest standardized 
beta coefficient (β = 0.211), indicating that it 
has the strongest unique contribution to ex-
plaining the variance in Korean cosmetic usage. 

Practical Significance: While the model is 
statistically significant, the relatively low R² 
value suggests that these factors alone do not 
fully explain the variation in Korean cosmetic 
usage. This indicates that other variables not 
included in this model may also be important in 
predicting usage patterns. 

In summary, these regression results high-
light the crucial role of aesthetic appeal in driv-
ing the usage of Korean cosmetics among our 
sample of Filipina university students. The non-

significant results for perceived authenticity 
and facial attractiveness, despite their correla-
tions with usage, suggest that their effects may 
be mediated or overshadowed by the strong in-
fluence of aesthetic appeal. These findings have 
important implications for marketing strate-
gies and product development in the cosmetics 
industry, particularly emphasizing the im-
portance of packaging design and visual appeal 
in attracting and retaining consumers. 
 
Discussion 

The findings of this study provide valuable 
insights into the factors influencing Korean 
cosmetic usage among Filipina university stu-
dents. The moderate to high usage of Korean 
cosmetics aligns with the growing popularity of 
these products in Southeast Asian markets, as 
noted by Cayaban et al. (2023). However, it 
contrasts with the conclusions that were 
reached by Lipura et al. (2017) that found po-
tential rejections from Filipino consumers in 
regard to the presence of Korean products.The 
high usage of specific products like moisturiz-
ers and lip products reflects the emphasis on 
skincare and natural-looking makeup in Ko-
rean beauty trends  (Treviños-Rodriguez et al., 
2022).  

The high perceived authenticity of Korean 
cosmetics supports the findings of Halim and 
Kiatkawsin (2021), who identified brand au-
thenticity as a key factor in purchase inten-
tions.  However, our regression analysis did not 
find perceived authenticity to be a significant 
predictor of usage, suggesting that while au-
thenticity is valued, it may not be the primary 
driver of continued use.  

The aesthetic appeal of packaging emerged 
as the only significant predictor of Korean cos-
metic usage in our regression model. This 
aligns with the findings of Damayanthi et al. 
(2023), emphasizing the crucial role of visual 
presentation in consumer decision-making for 
beauty products. This is also supported by the 
conclusions reached by Nakapathom et al. 
(2022). The high ratings for packaging color 
and design suggest that Korean brands have 
successfully leveraged aesthetic appeal to at-
tract and retain consumers in the Philippine 
market.  
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The improvement in perceived facial attrac-
tiveness with makeup use supports the find-
ings of Comfort et al. (2023) regarding the pos-
itive impact of light makeup application on per-
ceived attractiveness. However, our study did 
not find perceived facial attractiveness to be a 
significant predictor of product usage, suggest-
ing that while users experience improved satis-
faction with their appearance, this may not be 
the primary motivation for continued use of 
Korean cosmetics.  

The regression model (R² = 0.176, F(3, 171) 
= 3.572, p = 0.015) indicated that the set of in-
dependent variables significantly predicted Ko-
rean cosmetic usage, albeit explaining 
only  17.6% of the variance. This suggests the 
presence of other influential factors not cap-
tured in this model, warranting further investi-
gation.  

Perceived aesthetic appeal emerged as the 
only statistically significant predictor of Korean 
cosmetic usage (β = 0.211, t = 2.772, p = 0.006). 
This finding underscores the critical role of vis-
ual aesthetics in driving consumer behavior, 
consistent with research by Reimann et 
al.  (2010), who found that aesthetic packages 
significantly influence product choice and 
brand experience.  

Contrary to the hypotheses, neither per-
ceived authenticity (β = 0.005, t = 0.063, p = 
0.950) nor perceived facial attractiveness (β = 
0.107, t = 1.394, p = 0.165) were significant pre-
dictors of usage. This challenges some estab-
lished notions in cosmetic marketing literature. 
For instance,  Guthrie et al. (2008) emphasized 
the importance of perceived authenticity in 
cosmetic brand loyalty, while Cash and Cash 
(1982) highlighted the role of facial satisfaction 
in makeup use.  The contrasting findings sug-
gest that these factors may play a different role 
in the context of Korean cosmetics in the Phil-
ippine market.  

 
Implications for Theory and Practice 

The strong influence of aesthetic appeal on 
product usage aligns with the "aestheticization 
of everyday life" concept proposed by Feather-
stone (2007). This theory suggests that aes-
thetic considerations increasingly permeate 
consumer culture, influencing purchasing deci-
sions and product usage. Our findings extend 

this concept to the Korean cosmetics market in 
the Philippines, highlighting how visual appeal 
can override other product attributes in driving 
consumer behavior.  

From a practical standpoint, these results 
have significant implications for cosmetic 
brands and marketers. The emphasis on aes-
thetic appeal suggests that investments in 
packaging design and visual branding could 
yield substantial returns in terms of product 
adoption and usage (Sung, 2021). This aligns 
with the findings of Rundh (2009), who noted 
the growing importance of packaging in mar-
keting strategy.  

However, the lack of significant influence 
from perceived authenticity and facial attrac-
tiveness raises questions about current mar-
keting strategies that heavily emphasize these 
aspects. Brands may need to reconsider how 
they communicate authenticity and beauty 
benefits to resonate more effectively with 
young Filipina consumers.  

 
Conclusion 

This study provides empirical evidence on 
the factors influencing Korean cosmetic usage 
among Filipina university students. The find-
ings partially support our hypotheses: 

H1 (perceived authenticity) and H3 (per-
ceived facial attractiveness) were not sup-
ported as significant predictors of usage, con-
trary to our expectations based on previous lit-
erature. 

H2 (perceived aesthetic appeal of packag-
ing) was supported, emerging as the primary 
determinant of Korean cosmetic usage among 
our sample. 

These results highlight the importance of 
visual aesthetics in the competitive beauty 
market of the Philippines, particularly for 
young consumers. While perceived authentic-
ity and improved facial satisfaction contribute 
to the popularity of Korean cosmetics, the aes-
thetic appeal of packaging appears to be the 
driving force behind continued usage. 

Several recommendations can be proposed 
for various stakeholders in the cosmetics in-
dustry and research community. For cosmetic 
brands, it is imperative to prioritize innovative 
and visually appealing packaging designs, as 
these have been shown to significantly  
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influence product usage among young Filipino 
consumers. Marketers should leverage this in-
sight by emphasizing the aesthetic aspects of 
Korean cosmetics in their advertising cam-
paigns targeted at the Philippine market, po-
tentially increasing brand visibility and con-
sumer engagement. For future research,  three 
key areas warrant further investigation: firstly, 
a longitudinal study to examine the long-term 
impact of packaging appeal on brand loyalty 
(Alhedhaif et al., 2016), which could provide 
valuable insights into consumer retention 
strategies; secondly, an in-depth exploration of 
the apparent discrepancy between perceived 
authenticity and its limited impact on usage, 
potentially uncovering underlying factors in-
fluencing consumer behavior; and finally, con-
ducting comparative studies across diverse age 
groups and regions in the Philippines to de-
velop a more comprehensive understanding of 
Korean cosmetic usage patterns. These recom-
mendations aim to bridge the gap between cur-
rent findings and future industry practices 
while simultaneously addressing existing 
knowledge gaps in the academic literature.  
 
Limitations and Future Research 

While this study provides valuable insights, 
it has limitations. The sample was restricted to 
university students in Metro Manila, poten-
tially limiting generalizability. Future research 
could expand to diverse age groups and regions 
to provide a more comprehensive understand-
ing of Korean cosmetic usage patterns in the 
Philippines. 

Additionally, the relatively low R² value in 
our regression model suggests that other fac-
tors not included in this study may play im-
portant roles in determining Korean cosmetic 
usage. Future studies could explore additional 
variables such as social influence, cultural fac-
tors, or specific product attributes to build a 
more comprehensive model of consumer be-
havior in this context. 

Longitudinal studies could also be valuable 
in understanding how the influence of these 
factors changes over time, particularly in the 
fast-evolving beauty market. Such research 
could provide insights into the long-term  
impact of packaging aesthetics on brand loyalty 
and product satisfaction. 
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