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Consumer well-being highlights the lifestyles related to health and beauty, leisure, or pro-
environmentalism. The concept of consumer well-being is related to both materialism and quality of life, 
which Hofstede (1980) regarded as opposite values. Using Hofstede’s index of masculinity (MAS)-
feminity (FEM) culture, this study conducted a cross-cultural analysis with a dataset that consists of 
1,500 Korean and 500 Chinese urban consumers. Hypotheses were tested using AMOS. The findings 
indicate that, in both China and Korea, quality of life (feminine value) leads to well-being lifestyles. 
Although materialism does not lead to well-being lifestyles, urban Chinese consumers are more 
materialistic than urban Korean consumers. The higher level of materialism in China confirms 
Hofstede’s finding (1980). In addition, urban Chinese consumers are also more likely to pursue well-
being oriented lifestyles than Korean. This study highlights that, when promoting well-being products, 
marketing managers in China and Korea would find it advisable to emphasize quality of life-related 
traits.  
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INTRODUCTION 
 
A new trend in consumer behavior, which has gained 
global popularity, is the growing interest shown amongst 
consumers in well-being products. Similarly to LOHAS or 
a down shift, consumer well-being is generally 
understood as presenting a unique philosophy such as 
eco-friendliness or harmony with nature, or as embodying 
a lifestyle differentiated from that of others, although the 
scholarly definitions may vary among researchers. In our 
study, we define consumer well-being as a tendency in 
which consumers’ experiences with  goods  and  services  
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related to the acquisition, preparation, consumption, 
ownership, maintenance and disposal of specific 
categories of goods and services in the context of their 
local environment are judged to be beneficial to both 
consumers and society at large (Sirgy and Lee, 2008).  
While interest in consumer well-being products is a global 
phenomenon, the consumer well-being market in Asia is 
particularly remarkable. First, because of its philosophical 
foundation, consumer well-being is inherently value-
driven. There are several values related to consumer 
well-being in Asia, which, although consumer well-being 
itself is a recent concept, its values have a much longer 
history. Many Asian countries share a Confucian, 
Buddhist, or Taoist basis of philosophical  outlook.  These  
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philosophies place perfection of self (or self realization) 
as the primary goal. Although each system of 
philosophical belief delivers different ways of reaching the 
highest quality of life, quality of life as such (and thus 
spiritual satisfaction) is valued more than living in wealth 
and honor. Through experiencing industrialization and 
economic growth, these countries saw their traditional 
Asian values become mixed with materialism. As many 
Asian countries tend to have similar structural supply 
situations in the labor market, with workers characterized 
typically as hardworking, assiduous, or diligent, 
materialism can be said to be a new Asian value because 
the underlying motivation for those characteristics is to be 
better off in the future. If we regard materialism as one of 
the Asian values that consistently apply to Asian 
countries, however, variations within Asian countries are 
also possible since each country possesses unique 
economic characteristics. For example, some countries 
have experienced socialism while others have not; some 
countries currently exhibit faster economic growth rates 
than others; some countries’ consumers generally have 
higher levels of disposable income than the consumers of 
other countries. The cultural values are derived originally 
from Hofstede (1980) and have been discussed in the 
area of international marketing. Based on the survey of 
72 countries, Hofstede (1980) noticed that a culture 
presented masculine and feminine aspects and those 
aspects varied from one country to another country. He 
constructed dimensions to represent materialism, power 
orientation, and success orientation for masculinity (MAS) 
characteristics and dimensions to correspond to value on 
quality of life, family orientation, and empathy for others 
for feminity (FEM) characteristics. This study adopts 
materialism as MAS and quality of life as FEM for our 
framework to explain national differences in the well-
being lifestyle of consumers in China and Korea. In 
Hofstede’s research which was conducted more than 30 
years ago, the MAS index for China was 66 while the 
matching index was 35 for Korea. The indices suggest 
that China is more MAS-oriented than Korea. Although 
cultural values may be expected to change slowly, both 
China and Korea have experienced drastic changes in 
their respective domestic economies and also fast 
economic growth rates. Since the MAS-FEM dimension 
includes values related to wealth and society, it is 
interesting to examine how people in two countries think 
and behave now with regard to consumer well-being, and 
whether there are any differences in the MAS-FEM 
orientations of the two countries with regards to the 
historical values found by Hofstede. Previous research 
has examined attitude-behavior in consumer well-being 
(for example, Foxall, 2005; Gregory et al., 2002) as well 
as norm-behavioral relationships (Lee, 2008). However, 
to our knowledge, no study has yet been conducted in 
the domain of cross-cultural study using Hofstede’s 
constructs. Accordingly, this study addresses the 
following research question: is there any difference in  

 
 
 
 
cultural values and well-being lifestyles between the two 
countries of China and Korea? In an attempt to answer 
this question, we have conducted a survey in China and 
Korea that collected a total of 2058 response sets. 
Comparisons of the two group means were provided after 
confirmatory factor analysis and the relationships 
between cultural values and consumer well-being lifestyle 
were tested. Below we discuss the possible interpretation 
of results, providing social and economic contexts.  Some 
tentative conclusions are that urban Chinese consumers 
tend to be more materialistic than do Korean consumers 
and that the level of well-being lifestyles is much higher in 
China than in Korea. However, despite the higher level of 
materialism in China, it is quality of life that leads urban 
Chinese consumers to pursuing well-being lifestyles. Our 
paper is organized as follows. In the next section we 
introduce consumer well-being trends in China and Korea 
and discuss the possible implications. A review of the 
wider existing literature on cultural-distance follows, 
mainly regarding materialism, quality of life, and well-
being lifestyles. The subsequent section introduces the 
sample and analytical approach. The following section 
presents our results and the final section discusses the 
managerial implications of our research. On the practical 
side, our findings provide insights for marketing 
managers, specifically advertising managers, to develop 
more effective strategies for selling well-being products in 
China and Korea. On the theoretical side, the results of 
this study provide an opportunity of enriching Hofstede’s 
cultural distance index through linking the previous 
research to the present context.  
 
 
Consumer well-being in China and Korea: 
phenomena and concept 
 
Literally, “well-being” consists of two words, which is 
“well” and “being.” It thus has connotations of welfare, 
happiness and peace. The term has been defined as “not 
only in good physical health but also in good mental and 
social condition” (WHO, 1948). The term’s definition has 
also produced international variations, yet, fundamentally, 
the term “well-being” is consistently defined across 
locations as being the most harmonious and satisfactory 
status for the environment, body, and spirit.  

Over the past decades researches have observed that 
consumption and materialism have evolved into 
universally accepted notions of well-being (Burroughs 
and Rindfleisch, 2002). Furthermore, we do not yet have 
sufficient knowledge especially about how non-Western 
cultural values and non-capitalistic ideologies affect 
consumer-related lifestyles (Yang, 2011). During recent 
years, the development of information technology has 
enabled the assessment and realization of personal and 
social well-being for consumers (Sirgy, 2006). 

Over time, the concept of well-being has attracted 
commercial interest,  due  to  which  it  went  beyond  any  



 
 
 
 
individual meaning and further created a new group of 
consumers. In Korea, for example, well-being became a 
culture of consumption, an individual preference for 
expenditure over health-centered lifestyles rather than 
over a broadly defined way of life such as LOHAS (Kim, 
2004). The popularity of well-being consumption in Korea 
is demonstrated by the increase in expenditure on health 
products from 36.7% in 1998 to 44.9% in 2002 (National 
Statistical Office). A study by Tchoe and Nam (2010) 
indicates that there are many variables that influence 
Koreans’ increased expenditures on health care and 
health promotion; however increase income level seems 
to be the main factor. Particularly among older adults, 
potential increase in health service prices does not 
reduce the demand significantly (Tchoe, 2010). 
Moreover, increased government expenditures for 
healthcare promotion and expanded application of 
national insurance, have caused a shift among 
consumers towards a well-being orientation (Park, 2004). 
In Korea, the cosmetics market, dominated mainly by 
local brands like LG Group or AmorePacific, has been 
growing at about 5% annually reaching the value of about 
$4.5 million in 2005 (DataMonitor, 2005). The percentage 
of users for leisure facilities increased from 62.3% in 
2007 to 69% in 2009 (National Statistical Office, 2009). 
However, a study by Lee and Kim (2005) shows that 
despite increasing expenditures, Koreans value leisure 
14% less than before the 1997 crisis.  

It has also been noted that, particularly among Korean 
older adults, there is an increasing interest in active 
leisure activities that would reduce various health risks 
(Kim, 2010). As the consumer interests in well-being 
increase, well-being products have continued to show 
strong sales growth and related marketing strategies 
have since emerged. The recent increase in 
technological advancement has had a significant impact 
on the changing lifestyles of Korean consumers. A study 
has shown that those consumers who are more leisure 
and beauty-oriented are also more likely to adopt high-
tech products, making them a market segment both for 
beauty and electronics producers (Lee et al., 2009). As 
for environmental friendliness, surveys have shown that 
Koreans are more and more interested in organic and 
eco-friendly products (mainly due to various health 
hazards possible from GMOs), which are estimated to be 
4% of the total retail market as of 2007. There has also 
been an increasingly growing trend for ecotourism, 
mostly in form of visiting organic farms (Choo and Jamal, 
2008). 

China is not an exception. With the popularity of health-
related books and TV programs, consumption aimed at 
well-being which emphasizes health has become a 
widespread trend in China. Even some imported products 
which are unfamiliar in the Chinese culture but known as 
good for health, for example, a drink made from the 
traditional Japanese food Natto, have shown good sales 
among the Chinese consumers (Jo, 2010). Even the  
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personal products market (growing at an annual rate of 
about 5%) is dominated by major Western brands 
including Proctor and Gamble and Unilever (DataMonitor, 
2005). A tendency to seek beauty and health has been 
observed among male Chinese consumers, pictured by 
the growing demand for magazines that provide the 
newest information on these domains (Song, 2010). 
Furthermore, the growing mature consumer population in 
China (increasing 3% annually) is also dictating new 
wellbeing trends on the market, mainly oriented on more 
sophisticated leisure activities (Wei, 2011).  

Due to various government policies and reforms, time 
spent on leisure activities has been growing, especially in 
Chinese cities (Yin, 2005). With the growing affluence of 
the middle class, there is a growing participation amongst 
Chinese consumers in art and cultural activities. 
Interestingly, merely 10% of total leisure activities 
performed by urban Chinese dwellers are physically 
oriented (Jim, 2009). Moreover, Chinese consumers also 
use the Internet as a means of finding good bargains (so 
called ‘team-purchasing’) to pursue their health or leisure 
oriented lifestyles (Wang, 2011).  However, studies have 
shown (Chen, 2011) that despite improving economic 
and social levels ,as well as a greater focus on wellbeing, 
Chinese household consumption rates have been 
declining (35.3% of GDP in 2008 compared to 48.4% in 
1978). This is partially explained by an inadequate social-
benefit and retirement system (the younger generation 
saving to support the elders, buffered by the aftermath of 
one-child policy), a poor public health system, the drive to 
send children to private schools and a low return on 
savings for households due to the reign of state-owned 
enterprises (Roubini, 2010). At the same time though, 
some Chinese consumers, especially middle-class urban 
dwellers, are eager to show off luxury goods purchases, 
while at the same time being thrifty (Economist, 2011). 
Also, China, like Mexico or Brazil, is experiencing a 
severe rise in income inequality (mostly between urban 
and rural areas), making it difficult to compare consumer 
well-being lifestyles (Yang, 2011). Among the poverty of 
the still developing country, new consumer groups are 
emerging, like the ‘bohemian bourgeois,’ who are mainly 
focused on beauty and extensive leisure consumption 
(Wang, 2005). 

Furthermore, as the Chinese government has 
strengthened environmental protection policies, 
environment-friendly consumption (alternatively, “green 
consumption”) has become popular. With the growing 
awareness of indoor environmental pollution, the demand 
for environment-friendly materials for construction like 
heat insulators or unleaded paint has steadily increased. 
At the same time, because of the growing interest in 
beauty, the consumption of cosmetics has also risen. 
Influenced by the media, movies, or dramas, blemish 
balms and facial masks have been ranked as one of the 
best-selling items in China (Chan, 2001). 
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Given the situation, we regard consumer behavior 

directed towards well-being as a well-being lifestyle. 
While well-being lifestyles are multi-faceted, even 
including aspects unrelated to consumer behavior, our 
study focuses on the dimensions of such lifestyles related 
to consumer well-being.  
 
 
Theoretical background and hypotheses   
 
Hofstede’s cultural values and the links to well-being 
lifestyle: Hofstede’ studies (1980; 2001) include a 
masculinity index which describes the division of social 
roles between women and men in society. The 
predominant socialization pattern for men is to be more 
assertive while for women it is to be more nurturing. 
Masculinity (MAS) is defined as a situation in which the 
dominant values in society are success, money, and 
possessions (Hofstede, 1984: 176). In contrast, feminity 
(FEM) is defined as a situation in which the dominant 
values in society are caring for others and the quality of 
life (Hofstede and Bond, 1984: 419-420). Unlike other 
cultural values which are independent with some 
overlaps such as individualism-collectivism or long-term 
orientation versus short-term orientation, MAS and FEM 
are two opposite ends on a single spectrum. Survey 
results with country-level indices suggest that the general 
societal norms behind low masculinity culture (in other 
words, high feminity culture) and high masculinity culture 
(in other words, low feminity culture) are among what 
follows in Table 1 (Hofstede, 1980: 1991).  

Hofstede (1991: 5) sees culture as the collective 
programming of the mind which distinguishes the 
members of one group or category of people from 
another. Culture is regarded as broad patterns of 
thinking, feeling, and acting that have important 
consequences for the functioning of societies and groups 
within those societies, and of individual members of such 
groups (Hofstede, 1998: 5). In Hofstede’s study (1980), 
the MAS indices for China and Korea are 66 and 35, 
respectively. The results imply that Chinese are expected 
to be more assertive, ambitious and competitive to strive 
for material successes and more likely to respect 
whatever is big, strong, and fast. In contrast, Koreans are 
expected to less strive for ambition or competitiveness 
but instead promote types of life in which values different 
from material success are emphasized. Koreans are 
more likely to respect the small, weak, and slow 
(Hofstede, 1986: 306).  

In this study, a consumer well-being lifestyle is defined 
as a behavior-oriented pursuit of consumer well-being 
that includes propensities to purchase or not to purchase 
products or services. Existing articles tend to divide well-
being lifestyles into three types, health and beauty-
oriented lifestyles, leisure-oriented lifestyles, and eco-
friendly lifestyles (Ganglmair-Wooliscroft, 2010). A well-
being.  

 
 
 
 
lifestyle starts from intellectual awakening, implemented  

through the efforts to differentiate oneself, followed by 
subjective satisfaction. Fundamentally, well-being 
lifestyles have both individual and social natures and the 
two characteristics are inter-related; for example, a 
consumer’s purchase of organic foods cannot only be 
induced because eating organic foods is good for her or 
his health but also because the consumer believes that 
using less fertilizer should be desirable for natural 
environment. 

Consumer well-being, unlike general well-being, can be 
more self-oriented and egocentric (Malhorta, 2006). In 
this light, a well-being lifestyle, on one hand, is driven by 
materialism. A well-being lifestyle is inherently more 
expensive than a non-well being lifestyle because it is 
accompanied by purchase of products or services 
marked up higher for a “well-being” premium. Materialism 
is a major component to construct MAS culture. As 
Hofstede (1980) illustrates, a materialistic culture rests on 
the notion that wealth and materialistic success enable 
one to afford to more valuable, more expensive, or a 
larger amount of goods. Materialistic consumers seek 
well-being via discretionary consumption within the reach 
of the masses (Belk, 1984).  

On the other hand, a well-being lifestyle also connotes 
that consumer behaviors are driven by pro-social values. 
Different from the behaviors led by self-preservation or 
individualism, a well-being lifestyle requires the efforts to 
improve the current environment that surrounds oneself, 
one’s family, one’s neighborhood, and one’s society. It 
also places a stress on non mass-production, suggesting 
a slower life as an alternative. These values emphasize 
quality of life rather than success or power, presenting 
distinct traits of FEM introduced by the Hofstede’s 
research (1980).  

To sum up, we hypothesize that well-being lifestyles in 
China and Korea are positively related to measures of 
materialism and the quality of life.   

Hypothesis 1a: Both materialism and quality of life lead 
to well-being lifestyles in China. 

Hypothesis 1b: Both materialism and quality of life lead 
to well-being lifestyles in Korea. 
 
 
Cross-cultural approach to materialism, quality of 
life, and well-being lifestyle 
 
Hofstede used materialism as one of the values which 
constructed the cultural distance in MAS. Materialism is 
defined in various ways, but most researchers agree that 
it regards placing a relatively high level of importance on 
material objects (Boorstin, 1973; Webster and Beatty, 
1997). Following Hofstede, though much research in the 
consumer behavior literature has viewed materialism as 
an individual phenomenon, recent research began to 
expand the view by including the role materialism plays 
within and across various national cultures.  
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Table 1. Hofstede’s illustrations for a feminity (FEM)-oriented culture 

 

 

 
Recent studies have examined the relationship 

between nationality and materialism (Webster and 
Beatty, 1997; Textor, 1995). These studies have found 
that people living in a country experiencing rapid 
economic growth or a developing country were more 
likely to be materialistic (Ger and Belk, 1993; Richins, 
1994). In addition, materialism as a national culture is 
affected by the levels of annual income, disposable 
income, and tax rate (Arensberg and Niehoff, 1975; 
Cleaver, 1976; DuBois, 1955). Further, given the 
economic context, materialism is determined by status 
emphasis (Webster and Beatty, 1997), which is supposed 
to be related to income distribution (alternatively, national 
income inequality). As our study adopts two former 
developing countries that have experienced large 
amounts of economic growth since the study of Hofstede 
(1980), it is possible that materialism as a national culture 
can change over time although Hofstede study showed 
China as having a greater MAS orientation than Korea 
had. As many scholars have noted, historical differences 
in materialism undoubtedly exist (Belk, 1984).  

In China, quality of life has been traditionally 
considered to be an important factor, appreciated by 
several streams in the Confucius discipline (Lee, 2003). 
Having been influenced by China which is geographically 
and politically proximate, Korea has also regarded quality 
of life as one of the most important values in one’s life. As 
economic development has proceeded, quality of life has 
evolved from the passive to the pro-social context (Lee, 
1981). 

Nonetheless, the level of civic consciousness or 
development of institutions which evaluate the efforts to 
improve the quality of life is different among countries, 
which subsequently differentiates perceptions of quality 
life between China and Korea (Dodor, 2007). Korean 

consumers, unlike the Chinese, have a longer history of 
consumer protection and more watchdog organizations 
(Lee, 2010). However, existing findings from the literature 
review that we carried out are mixed. For example, the 
population in China is larger and culturally more 
diversified than those of most countries (Oaks, 2000). 
Therefore Chinese consumers can have more diverse 
values on quality of life. On the other hand, because 
Korea has a longer history of economic development and 
a higher level of disposable income, a possibility exists 
that Korean consumers could consider quality of life more 
important than Chinese consumers do (Lee, 2003). Yet 
there are findings that more economic affluence doesn’t 
necessarily result in the self-awareness that leads to the 
adoption of a well-being lifestyle (Kim, 2007). 

Hypothesis 2a: National differences in materialism exist 
between Chinese consumers and Korean consumers. 

Hypothesis 2b: National differences in quality of life 
exist between Chinese consumers and Korean 
consumers. 

Evidence from the studies conducted on materialism 
and quality of life as a national culture hints that the 
levels and patterns of well-being lifestyle may differ 
between China and Korea. As China and Korea have 
both experienced sustained levels of high economic 
growth, which has made consumers more affluent than 
before, a materialistic approach to well-being lifestyle has 
been reported to evolve (Wickrama, 1996). For example, 
consumer attitudes toward well-being have developed 
from egoism through self-awareness towards eco-
friendliness (Desmond, 2004). In addition, the general 
attitude has changed from wealth-seeking to the seeking 
of a better work-life balance (Yun, 2010). A Gallop study 
(2004) illustrates that Chinese consumers are undergoing 
a  transition  from  a  MAS-oriented  to  a     FEM-oriented  

Level  Cultural characteristics 

High 
FEM (low 
MAS) 

�   Women’s liberation means that men and women should take equal shares both at home and at 
work. 

�   Sex roles in society should be fluid.  

- Both men and women are allowed to be tender and to be concerned with interpersonal 
relationships. 

 �   Dominant values in society are caring for others and preservation. 

 �   Differences in sex roles should not imply differences in power between the sexes. 

 �   Both parents are used as models by boys and girls. 

 �   Men need not be assertive but can also take caring roles (everyone is supposed to be modest). 

 �   A stronger position of the mother in the family. 

  �   People and warm relations are important. 

Low FEM 
(high 
MAS) 

�   Sex roles in society should be clearly differentiated. 

- Women are supposed to be tender and to take care of interpersonal relationships. 

 �   Dominant values in society are material success and progress. 

 �   Men should dominate in all settings. 

 �   Father is used as a model by boys, the mother by girls. 

 
�   Men should behave assertively, be ambitious and tough (women should be concerned with 

nurturing any children). 

 �   A weaker position of the mother in the family. 

 �   Money and material objects are important. 

  
�   Women’s liberation means that women will be admitted to positions hitherto only occupied by 

men. 
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Figure 1: Conceptual model 

 
 
 
 
culture. This trend differs in certain aspects between 
China and Korea. For example, the economic 
development in China was much more rapid than that of 
Korea, so that Chinese consumers who value materialism 
are likely to choose well-being lifestyles. Hence, we put 
forward hypotheses that well-being lifestyles exhibit 
differences between China and Korea. Below in Figure 1, 
we present our conceptual model. 

Hypothesis 3: National differences in well-being 
lifestyles exist between Chinese consumers and Korean 
consumers. 
 
 
METHOD 
 
Sample and procedures: This study compares 
differences between Korean and Chinese consumers 
with regard to their values and lifestyles. A total of 3,000 
Korean and Chinese subjects aged between the 20s and 
the 60s participated. We obtained our data through 
convenience-quota sampling that re-assigned the ratio of 
sex and age of participants in proportion to the spread of 
population was used. The survey areas were limited to 
the two biggest cities in each country in order to prevent 
possible extraneous variations other than the selected 
cities. By surveying in the chosen areas, which are Seoul 
and Incheon in Korea, and Beijing and Shanghai in 
China, the study gains external validity.  

To develop a questionnaire and verify reliability, a pilot 
test was administered to 30 Korean college students and 
30 Chinese international students in Korea during April, 
2012. Based on this pilot survey, a final questionnaire 
was complied after first examining the articulateness of 
our construct and the appropriateness of the composition 
and the descriptive methods in our questionnaire. Next, 
we completed a Korean version of the questionnaire and 
then back translated it via Chinese, confirming the 

compatibility of two versions written in the Korean and the 
Chinese languages.     

After the questionnaire was completed, we conducted 
both offline and online surveys in the two countries 
between May and August 2012. An online survey offers 
several advantages, such as being free from time and 
space constraints as well as offering lower costs. The use 
of online surveys has gained popularity in the field of 
marketing and, in particular, information technology and 
is a well developed practice in Korea and China. Through 
online surveys and through face-to-face surveys, 1500 
and 558 questionnaires were returned, respectively (the 
matching response rates are 73% and 27%). In order to 
assure sample equivalence, we constructed our dataset 
from demographically similar groups in China and Korea. 
A MANOVA test was conducted on the mail and online 
survey results and no statistical differences were found 
between the two groups of respondents. The final sample 
consisted of 2,058 responses.  
 
 
Measures 
 
Cultural values: The central concepts are materialism and 
quality of life, which rest on Hofstede’s distinction 
between masculinity (MAS) and feminity (FEM). 
Materialism is a value that constructs MAS as an 
opposite end on a continuum of MAS-FEM spectrum. 
Quality of life, another end on the MAS-FEM spectrum, is 
a value that constructs FEM. The recommended 
procedure was used to measure the importance of the 
two culture-level values. The instrument asks 
respondents to rate the levels of various values.  

The instruments used to measure both materialism and 
quality of life were drawn from the academic works of 
Hofstede (1980; 1984; 1991; 2001) and the review of the 
previous literature produced upon his research. We 
measured materialism with ten items, which  were  drawn  



 
 
 
 
from the scales Richins (1989) and Joseph and Lee 
(2005), and then were revised for our research. Among 
ten items, two items met the criterion of measurement 
reliability (α=0.687) and they are reverse coded: (1) 
Money and material objects are important, and (2) 
owning material things is an important part of life.  

In contrast to materialism, the MAS-oriented value, we 
also used quality of life as a FEM-orientation value. 
Quality of life was measured with seven items, which 
calibrate closeness between reality and the ideal life, 
happiness in life, pleasure and satisfaction. The seven 
items used were based on Andrew and Withey (1974) 
and were modified. Among the seven items, four items 
met the criterion of measurement reliability (α=0.858): (1) 
Happiness is the most important thing in one’s life; (2) it 
is vital to have joy in one’s life; (3) having a life with full of 
joy is fairly important, and (4) having a life which is 
generally satisfactory is crucial.  

Consumer well-being lifestyle: We examined consumer 
well-being lifestyles between the two countries in the 
areas of health and beauty-oriented lifestyles, leisure- 
oriented lifestyles, and eco-friendly lifestyles. 
Respondents ranked the importance of the items asked. 
Measures of health and beauty-oriented lifestyles were 
adapted from several sources, including four items 
devised by Schuster (2004), four items by the Natural 
Marketing Institute, four items by Barak and Don (1990), 
six items by Dutta-Bergman (2004), and two items by 
Schfferstein and Oude (1998). Among them, six items 
met the criterion for measurement reliability (α=0.873): 
(1) I think that I take health into account a lot in my life; 
(2) I seek to physical health as well as psychological 
health; (3) I aim for a balanced lifestyle between 
psychological and physical health; (4) I try to stay in the 
best health condition; (5) I think a lot about my health; 
and (6) I consider myself to be knowledgeable about 
health issues. 

Measures of leisure-oriented lifestyle were adapted 
from five items devised by Bull (2009). Three items met 
the criterion for measurement reliability (α=0.849): (1) In 
general, my leisure helps me get chance to reflect upon 
my everyday life; (2) my leisure activities contribute to my 
spiritual well-being as they help me express who I am; 
and (3) I aim for a leisurely life.  

Measures of eco-friendly lifestyle were adapted from 
seven items devised by Lohas Journal and ten items by 
Gatersleben et al. (2008). Two items were grouped by 
confirmatory factor analysis, demonstrating measurement 
reliability (α=0.739): (1) I am really interested in activities 
for the protection of the environment; and (2) I am really 
interested in environmentally-friendly natural ingredients. 
On Table 2, we present items in use for this study. 
 
 

Sample characteristics 
 
The questionnaire collected information about gender, 
age, education, income, marital status, and the number of 
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household members. Our dataset consists of 1,049 male 
(51%) and 1009 female (49%) respondents. In Table 3, 
we present demographic profiles of our aggregate data 
and country subsets. Our dataset includes 1135 
respondents (55%) aged under 30, 1,363 respondents 
(66%) who graduated or were enrolled at four-year 
college, 1,090 respondents with 4-6 family members 
(45%), and 934 respondents (45.4%) with an annual 
income less than 20,000 USD. 

We also provide two-country subsets. Regarding the 
Chinese sample, 285 (51%) male and 273 (49%) female 
participated. Respondents aged younger than 30 are 425 
people (76%) and 260 people (47%) are four-year college 
graduates or currently college students. 93% of the 
Chinese respondents earn annual incomes below 40,000 
USD. Among Chinese respondents, 399 people (72%) 
are single and 361 people (65%) live with 1-3 family 
members. Regarding Korean sample, 764 (51%) male 
and 736 (49%) female responded. There are 710 
respondents (47.3%) aged less than 30 while 1,103 
people (73.5%) are graduates from a four-year college or 
else currently college students. 60 percent of the Korean 
respondents earn annual incomes below 40,000 USD. 
Among Korean respondents, 900 people (60%) are single 
and 928 people (62%) live with 4-6 family members. In 
terms of annual income or household size, the samples 
for China and Korea were comparable to the general 
population for each country.  
 
 
Measurement reliability and validity 
 
Composite reliability draws on the standardized loadings 
and measurement error for each item. A rule of thumb is 
that 0.6 is an acceptable threshold for composite 
reliability (Shook, Ketchen, Hult, and Kacmar, 2004; 
Nunnally, 1978). In our analysis, all constructs displayed 
satisfactory levels of reliability, as indicated in Table 2. 
The AMOS-based composite reliability estimates for each 
dimension were 0.687, 0.858, 0.873, 0.849, and 0.739, 
respectively. The reliability estimates, accordingly, were 
considered acceptable.  

Next, we performed confirmatory factor analysis using 
AMOS to estimate convergent and discriminant validity. 
All standardized item loadings were significant to the 
hypothesized constructs. The values of average 
variances extracted (AVE) are sufficiently high, showing 
the evidence of construct reliability (0.523 for materialism, 
0.604 for quality of life, 0.534 for health and beauty-
related lifestyle, 0.653 for leisure-related lifestyle, and 
0.537 for performance). The descriptive statistics in Table 
4 show basic information for each factor and correlations 
among them.  

We examined discriminant validity by conducting 
pairwise tests of all theoretically related constructs 
(Shook et al., 2004). The pairwise correlations between 
the constructs were compared   with   the   estimates   of  
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Table 2: Reliability of the items 
 

 
 
 

Table 3: Demographic profile of respondents 

 

Variable Category 
Frequency 

Total Korean  Chinese 

Gender Male 

Female 

No response 

1049 (51.0%) 

1009 (49.0%) 

     0(0.0%)  

764 (50.9%) 

736 (49.1%) 

0 (0.0%) 

285 (51.1%) 

273 (48.9%) 

0 (0.0%) 

Age Under 30 

30 - 39 

40 - 49 

over 50 

No response 

1135 (55.2%) 

 258 (12.5%) 

 373 (14.2%) 

 292 (18.1%) 

     0 (0.0%)  

710 (47.3%) 

200 (13.3%) 

337 (22.5%) 

253 (16.9%) 

0 (0.0%)  

425 (76.2%) 

58 (10.4%) 

36 (6.5%) 

39 (7.0%) 

0 (0.0%) 

Level of  

education 

Below high school graduate 

2 yr college graduate or enrolled 

4 yr college graduate or enrolled 

Beyond post-graduate 

No response 

203 (9.9%) 

  297 (14.4%) 

1363 (66.2%) 

  195 (9.5%) 

     0 (0.0%) 

111 (7.4%) 

182 (12.1%) 

1103 (73.5%) 

104 (6.9%) 

0 (0.0%) 

92 (16.5%) 

115 (20.6%) 

260 (46.6%) 

91 (16.3%) 

0 (0.0%) 

Income (KRW) Under 20 mil. 

20 - 40 mil. 

40 - 60 mil. 

60 - 80 mil. 

80-100 mil. 

Over 100 mil. 

No response 

934 (45.4%) 

487 (23.7%) 

310 (15.1%) 

187 (9.1%) 

110 (5.3%) 

  30 (1.5%) 

    0 (0.0%) 

687 (45.8%) 

216 (14.4%) 

281 (18.7%) 

182 (12.1%) 

108 (7.2%) 

26 (1.7%) 

0 (0.0%) 

247 (44.3%) 

271 (48.6%) 

29 (5.2%) 

5 (0.9%) 

2 (0.4%) 

4 (0.7%) 

0 (0.0%) 

 

Constructs 
Indicat
or 

Factor 
loading
s 

Reliabilit
y 

a 

Materialism     

  1. Money and material objects are important MA1 0.745 
0.687 

  2. Owning material things is an important part of life  MA2 0.702 

Quality of life     

  1. Happiness is the most important thing in one’s life  QL1 0.701 

0.858 
  2. It is vital to have joy in one’s life  QL2 0.834 

  3. Having a life with full of joy is fairly important  QL3 0.851 

  4. Having a life which is generally satisfactory is crucial  QL4 0.712 

Health and beauty-oriented well-being lifestyle   

  1. I think that I take health into account a lot in my life  HB1 0.766 

0.873 

  2. I seek to physical health as well as psychological health  HB2 0.73 

  3. I aim for balanced life style of psychological and physical health  HB3 0.700 

  4. I try to stay the best health condition  HB4 0.702 

  5. I think a lot about my health  HB5 0.737 

  6. I consider myself to be knowledgeable about health issues. HB6 0.748 

Leisure-oriented well-being lifestyle   

  1. In general, my leisure helps me get chance to reflect upon my everyday life  LS1 0.793 

0.849 
  2. My leisure activities contribute to my spiritual well‐being as they help me express 
who I am  

LS2 0.883 

  3. I aim for a leisurely life  LS3 0.742 

Eco-friendly well-being lifestyle    

  1. I’m really interested in activities for the protection of the environment  EF1 0.810 
0.739 

  2. I’m really interested in environment‐friendly, natural ingredients  EF2 0.720 
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Table 3: continue 
 

Marital status Unmarried  

Married 

No response 

1299 (63.1%) 

  747 (36.3%) 

    12 (0.6%) 

900 (60.0%) 

600 (40.0%) 

0 (0.0%)  

399 (71.5%) 

147 (26.3%) 

12 (2.2%) 

Family size 1 - 3 

4 - 6 

Over 7 

No response 

920 (44.7%) 

1090 (53.0%) 

    44 (2.1%) 

     4 (0.2%) 

559 (37.3%) 

928 (61.9%) 

13 (0.9%) 

0 (0.0%) 

361 (64.7%) 

162 (29.0%) 

31 (5.6%) 

4 (0.7%) 

 Total   2058 1500 558 
 

Note: Percentage within the applied sample. 

 
 

Table 4: Correlation matrix 

 

  AVE 1 2 3 4 5 

1. Materialism (reverse coded) 0.524 0.724     

2. Quality of life 0.605 -0.456 0.778    

3. Health and beauty-oriented lifestyle 0.534 -0.323 0.505 0.731   

4. Leisure-oriented lifestyle 0.653 -0.331 0.510 0.557 0.808  

5. Eco-friendly lifestyle 0.587 -0.151 0.271 0.475 0.312 0.766 

 
Dataset consists of 1500 responses from urban Korean consumers and 558 responses from urban Chinese 
consumers. 

 
 
average variance extracted (AVE) for the applied 
constructs. Discriminant validity is confirmed when both 
AVE estimates exceed the square of the correlation 
between the constructs that make up the pair. As Table 4 
shows (above), the square roots of all AVE estimates 
presented in the diagonal line were significantly higher 
than the correlations between constructs that made up 
each pair, which corroborated the discriminant validity of 
the analysis.  
 
 
RESULTS 
 
Testing hypothesis 1: Well-being lifestyles led by 
materialism and quality of life: Our proposed relationship 
between cultural values and well-being lifestyle was 
tested with AMOS. We examined differences between 
the two countries using a t-test.  

We tested the validity of our model that hypothesizes a 
positive relationship between cultural values (materialism 
and quality of life) and well-being lifestyle. As presented 
on Table 5 below, several indicators show a goodness of 
fit in our models. An overall model that combines Chinese 
and Korean datasets, in the right column, provides 
satisfactory levels of model validity indicators, including 
χ2 (763.251), RMSEA (0.0542), 90 percent confidence 
interval for RMSEA (0.0506-0.0578), NFI (0.977), NNFI 
(0.975), CFI (0.980), GFI (0.958), and AGFI (0.941).  

More importantly, sub-group models that were tested 
only with a single national data also show high levels of 
model validity. Chinese model presents χ2 (284.872), 
RMSEA (0.0538), 90 percent confidence interval for 
RMSEA (0.0462-0.0615), NFI (0.971), NNFI (0.977), CFI 
(0.982), GFI (0.943), and AGFI (0.920). Korean model 
provides χ2 (632.978), RMSEA (0.0568), 90 percent 
confidence interval for RMSEA (0.0526-0.0611), NFI 
(0.972), NNFI (0.971), CFI (0.977), GFI (0.952), and 
AGFI (0.933). Based on the indicators to measure model 
validity, it seems that the hypothesis that both 
materialism and quality of life lead to the adoption of well-
being lifestyles in both China and Korea is supported.  

More specifically, urban Chinese consumers do now 
show a causal path from materialism to well-being 
lifestyles lifestyle (see Table 6). Because materialism is 
reverse coded, if a coefficient on the path to health and 
beauty-oriented lifestyle is negative, it means that as one 
is more materialistic, one is are more likely to pursue 
health and beauty-oriented lifestyles. However, from the 
urban Chinese consumers, we did not find a relationship 
between materialism and well-being lifestyles. In contrast, 
quality of life quality of life leads to pursuit of well-being 
lifestyles. Therefore, H1a is rejected. Among urban 
Chinese consumers, only quality of life leads to well-
being lifestyles.  

The paths from quality of life to well-being lifestyles, 
including health and beauty-oriented lifestyle, leisure-
oriented lifestyle, and eco-friendly lifestyle, are also found  
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Table 5: Goodness of fit indicators 
 

Statistics Korea China Overall 

χ
2
 632.978 284.872 763.251 

Degrees of freedom      109      109     109 

RMSEA 0.0568 0.0538 0.0542 

90 percent confidence interval 
for RMSEA 

0.0526~0.0611 0.0462~0.0615 0.0506~ 0.0578 

NFI 0.972 0.971 0.977 

NNFI 0.971 0.977 0.975 

CFI 0.977 0.982 0.98 

GFI 0.952 0.943 0.958 

AGFI 0.933 0.92 0.941 

 
Dataset consists of 1500 responses from urban Korean consumers and 558 responses from urban Chinese consumers. 
 

 
Table 6: Path coefficient: Country comparison 

 

 
Health and beauty-oriented 
lifestyle 

Leisure-oriented 
lifestyle 

Eco-friendly 
lifestyle 

China    

Materialism (reverse 
coded) 

-0.076 (0.049) -0.051(0.054) -0.005 (0.069) 

Quality of life 0.709 (0.057)
 **

 0.6449 (0.062)
 **

 0.397 (0.076)
 **

 

Korea    

Materialism (reverse 
coded) 

-0.045 (0.032) -0.095 (0.032)
 **

 0.020 (0.038) 

Quality of life 0.566 (0.040)
 **

 0.552 (0.040)
 **

 0.316 (0.046)
 **

 

Model fit indicators  

χ
2
  : 1466.093 (Degree of freedom: 237) 

RMSEA  : 0.0706 (90 percent confidence level: 0.0671~0.0741) 

NFI  : 0.957 

NNFI  : 0.959 

CFI  : 0.964 

*: <.05; **: <.01 (two-
tailed test) 

 

 
significant among urban Korean consumers. However, 
unlike urban Chinese consumers, only the path from 
materialism to leisure-oriented lifestyle is significant. 
Again, since materialism is reverse coded, the negative 
coefficient (-0.095) implies that materialistic urban Korean 
consumers tend to seek leisure-oriented lifestyle. The 
results mean that, in Korea, materialism determines 
leisure-oriented lifestyle only, and quality of life 
determines three types of well-being lifestyles (health and 
beauty-oriented, leisure-oriented, and eco-friendly 
lifestyles). Therefore, H1b is partially supported.    
 
 

Testing hypothesis 2: Comparison of cultural values 
and well-being lifestyle  
Table 7 shows the result of comparison over value 
perception between the Korean and Chinese urban 

consumers. Materialism in a reverse-coded format and 
quality of life were tested. Confirming Hofstede’s (1980) 
findings, urban Chinese consumers showed a higher 
level of materialism, a MAS-oriented cultural value, than 
that found by urban Korean consumers. However, quality 
of life does not show national differences. In line with the 
Hofstede’s MAS-FEM index which quantified China’s 
MAS score (66) approximately 150% greater than that of 
Korea’s MAS score (39), our study shows that urban 
Chinese consumers are culturally more MAS-oriented 
than urban Korean consumers. H2a, therefore, is 
supported but H2b is not supported.    

There are several possible reasons to explain a higher 
level of materialism observed in urban Chinese 
consumers compared to urban Korean consumers. 
Notably, China showed rapid economic growth, which  
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Table 7: Differences between Korean and Chinese consumers for cultural-level values   

 

  Korea China H0: diff = 0 Mean 
Difference Factor Mean S.E. S.D. Mean S.E. S.D. Ha: diff != 0 

Materialis
m 

2.761 0.032 1.229 2.386 0.051 
1.23
4 

Significant**
* 

0.375 

Quality of 
life 

6.036 0.025 0.971 6.038 0.038 
0.89
4 

Not 
Significant 

-0.001 

 
Dataset consists of 1500 responses from urban Korean consumers and 558 responses from 
urban Chinese consumers. 

 
 

Table 8. Comparison of Korean and Chinese consumers' well-being lifestyles 
 

  Korea China H0: diff = 0 
Mean Difference 

Factor Mean S.E. S.D. Mean S.E. S.D. Ha: diff != 0 

Heath and beauty-oriented lifestyle 5.319 0.026 0.999 5.924 0.037 0.869 Significant*** -0.605 

Leisure-oriented lifestyle 5.253 0.028 1.096 5.563 0.041 0.978 Significant*** -0.310 

Eco-friendly lifestyle 4.509 0.030 1.165 4.761 0.025 1.145 Significant*** -0.251 

 
Dataset consists of 1500 responses from urban Korean consumers and 558 responses from urban Chinese consumers. 

 
 
has potentially lead urban consumers to the pursuit of a 
well-being lifestyle. Also, in comparison to Korea, China 
has a shorter history of a capitalist economy. Therefore, it 
is possible that materialism is expressed more strongly in 
China, particularly considering that our research setting is 
large cities. However, despite the higher level of 
materialism, materialism itself does not lead urban 
Chinese consumers to pursuit of well-being lifestyles. 
Instead, we found that quality of life determines well-
being lifestyles in China.   

Next, we compared three types of well-being lifestyle: 
health and beauty-oriented lifestyles, leisure-oriented 
lifestyles, and eco-friendly lifestyles. Results are reported 
in Table 8 below. For each dimension, the mean value of 
urban Chinese consumers was higher than that of urban 
Korean consumers and it was statistically significant at 
the 0.01 level. The results show that urban Chinese 
consumers are more likely to pursue a lifestyle oriented 
towards consumer well-being than Korean consumers. 
H3 is supported, accordingly. 

There are several hints for the increased popularity of 
well-being lifestyle in China. Due to the larger section of 
the Chinese population with increased disposable 
income, a well-being lifestyle in China is now more 
attainable than before. Urban Chinese consumers spend 
on health and beauty, leisure, and the environment. 
Several residents in Shanghai that we met reported that, 
“because civic organizations or relevant institutions are 
under-developed, we cannot really trust products when 
we go for a grocery shopping. It is better to purchase 
imported or expensive foods.” Most urban consumers 
also expressed strong concerns over pollution or the 
yellow dust clouds that China has suffered as a 

byproduct of industrialization. Harvard Business Review 
(2006) already reported that the attitude of Chinese 
consumers has been changing from hard work to 
relaxation.   
 
 
DISCUSSION 
 
Emerging as a global marketplace for consumption, 
Asian countries have attracted the attention of marketers 
for well-being related products. This is not surprising 
given that Asian countries have shown economic growth, 
and have possessed different cultural values based on 
history and philosophy. The rising business in the area of 
services and products related to consumer well-being is 
particularly observable in China and Korea.      

Consumer well-being is a concept that does not only 
highlight health care or satisfaction but also benevolent or 
social behaviors that bring pleasure to the consumer, 
such as environmental friendliness or living in harmony 
with nature. Consumer well-being was traditionally 
derived from a reaction against materialism which 
emerged in the latter period of industrialism, but over time 
has moved to the status quo which pursues an individual 
life combined with corporate strategies to create new 
desires for spending on related goods. Therefore, 
consumer well-being reflects certain values in consumer 
minds, which we have identified as materialism and 
quality of life.  

This study models materialism and quality of life as a 
determinant of well-being lifestyle. China and Korea have 
a long history of Confucianism and Taoism, and these 
systems of philosophies stress  introspection,  the  finding  
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of the real self, and harmony with the natural 
environment. On the other hand, China and Korea have 
experienced rapid economic growth in a comparatively 
short period of time, which possibly could have thought to 
have imbued the consumers of these countries with 
increasingly materialistic values. We therefore further 
expected in both countries that the level of materialism 
would increase in its variance relative to the level of 
quality of life observed. Drawing consumer well-being 
from the MAS-FEM concept, we also compared the well-
being lifestyles between Korean and Chinese consumers. 
Surveys were conducted both offline and online and our 
dataset consists of 1500 Korean consumers and 558 
Chinese consumers, populated from two major cities 
(Beijing and Shanghai for China; Seoul and Incheon for 
Korea) in each country.  

In his book, Hofstede (1981) illustrated that materialism 
is one of the major aspects of the construct of 
masculinity, while quality of life represents one aspect of 
feminity. The Hofstede dimensions including MAS-FEM 
have been adopted by scholars in international business 
as an indicator of cultural distance. Based on the 
literature review that we carried out, we compared the 
two cultural values borrowed from Hofstede with well-
being lifestyle. Our findings are that in China and Korea 
both materialism and quality life lead to the adoption of a 
well-being lifestyle. It implies that a well-being lifestyle is 
determined by both masculine and feminine values. 

More specifically, urban Chinese consumers, as 
compared to Korean, tend to be more materialistic, a 
feature of masculinity. Yet we have not found a path from 
materialism to well-being lifestyles in China. In contrast, 
we have found a path from materialism to leisure-oriented 
lifestyle in Korea. Urban Chinese consumers and urban 
Korean consumers do not show differences in their 
quality of life but in both countries, quality of life 
determines well-being lifestyles. Finally, urban Chinese 
consumers are more likely to pursue well-being related 
lifestyles than are urban Korean consumers.  

This study has demonstrated that China substantially 
differs from Korea in the cultural values (materialism and 
quality of life) of their respective urban consumers with 
both showing differences in consumer’s well-being 
lifestyles. We have investigated the link between cultural 
values and consumer well-being lifestyles. In China and 
Korea, quality of life strongly leads to well-being lifestyle 
countries. In China, materialism does not drive well-being 
lifestyles but, in China, partially determines well-being 
lifestyles, which is leisure-oriented lifestyle. Our study 
provides several important implications to both scholars 
and marketing practitioners. For scholars, while most 
cross-cultural studies using Hofstede’s notion of cultural 
distance are clustered in the representation of the 
collectivism-individualism divide, we offer additional 
evidence that masculine-feminine values are cross-
cultural and, further, can be applied to several research  
 

 
 
 
 
settings which are new and emerging such as consumer 
well-being lifestyle. 

For marketing managers, it would be desirable to take 
an approach of emphasizing quality of life values when 
advertising products and services related to well-being 
lifestyle, particularly in China and in Korea. Also, 
marketing managers may want to exclusively target the 
affluent people (who are, perhaps, rich enough to pursue 
quality of life rather than ‘keeping the noses to the 
grindstone’ just to become rich) for promoting relevant 
products and services. Although China’s GDP per capita 
is currently lower than that of Korea, our study shows that 
China has urban consumers more enthusiastic for well-
being products and services than Korea. Also, although 
materialism itself does not lead to well-being lifestyles, 
marketing managers should consider that Chinese 
people are more materialistic than Korea.     

This study investigated the differentials in cultural 
values and in the lifestyles between Korean and Chinese 
urban consumers. However, there are several limitations 
that we hope future researchers would like to be aware 
of. Our dataset, specifically the Chinese sample, is 
clustered on younger generations, which may make the 
findings difficult to generalize. We hope that future 
research further investigates the link between MAS-FEM 
and well-being lifestyles to including more demographic 
variables. In particular, quantitative research involving in-
depth interviews is a complementary approach to ours.  
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