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47) Papadopoulos, N. and Heslop, L. A., Product-Country Image: Impact and Role in Intemational Marketing, NY : International
Business Press, 1993.

48) AQ3, “HFRAMA Y F7bo|n A7t FAAZ g Fujel e m X G AT, WFATAE, 23(3), 2009, pp.359-379.
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52) AAY, “Au2FE] It AE FEanAe] FA0, HE B ool A= JF, FHAT, 9(1), 2013,
pp.515-544.

53) d’Astous, A. and Boujbel, L., “Positioning Countries on Personality Dimensions: Scale Development and Implications for
Country Marketing,” Journal of Business Research, 60, 2007, pp.231-239.
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54) Fishbein, M. and Ajzen(1975), Belief, Attitude, Intention, and Behavior: An Introduction to Theory and Research,
Addison-Wesley, Reading, MA, 1982.
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61) Engel, J. F. and Blackwell, R. D., Consumer Behavior, 4th ed., NY: Dryden Press.
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63) Sumner, G. A., Folkways, Ginn Custom: New York, 1906.

64) Liu, F., Murphy, J, Li J, and Liu, X., op. cit..

65) Han, C. M., "The Role of Consumer Patriotism in the Choice of Domestic versus Foreign Products,” Journal of advertising
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70) Han, C. M., op. cit., 1988.

71) Liu, F., Murphy, J, Li J, and Liu, X., op. cit..

72) Klein, J. G. Ettenson, R. and Krishnan, B. C., “Extending the Construct of Consumer Ethnocentrism: When Foreign Products
and Preferred,” International Marketing Review, 23(3), 2006, pp.304-321.
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75) Roth, M. and Romeo, J. B., op. cit..

76) Liu, F., Murphy, J, Li J, and Liu, X., op. cit..
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80) Holbrook, M. B. and Hirschman, E. C., The Experiential Aspects of Consumption: Consumer Fantasies, Feelings, and Fun,”
Journal of Consumer Research, 9, 1982. pp.132-140.
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81) Han, C. M,, op. cit., 1989.

82) Martin, I. M. and Eroglu, S., op. cit..
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ABSTRACT

Effects of China's Country Image on Korean Consumer

Attitudes and Purchase Intention#*

Jung, Han Kyung** - An, Ung***

The purpose of this study is to apply the concepts discussed in the previous studies on the China’s
country image and its impact to the Korean market, to provide basic information about the characteristics
of the Korean market for Chinese companies to enter the Korean market, and to provide suggestions
related to the country image for Korean companies when they want to enter foreign markets.

For this purpose, a survey of 265 college students and workers in Seoul was analyzed using SPSS 2.0
and AMOS 21. The results are as follows.

First, the dimensions of China’s country image were found to be composed of five factors: fundamental
image, socioeconomic image, prestige image, relationships image, and affective image. Second, among the
dimensions of China’s country image, fundamental image, socioeconomic image, and affective image had
a positive effect on product image, and prestige image had a negative effect. Third, affective image was
found to have influence on the attitude towards the product. Fourth, China’s overall product images
appeared to influence consumer attitudes. Fifth, the consumer attitudes to Chinese products appeared to
affect the purchase intention. Sixth, for the consumer group whose own consumer ethnocentrism is low,
compared to high, images of Chinese products showed a more positive impact on consumer attitudes.

In the conclusion, we discussed the implications derived from the empirical results and suggested for

future research.

Key Words : Country Image, Product Image, Consumer Attitude, Purchase Intention,, Consumer
Ethnocentrism
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