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1. =TO|0[A|

Schooler(1965)°ll 9]3 HZx = F7ten|A|o] #g AF7} o] Fo|7l o]F Q5 d7IA] FA|7
o, TAAY, aela LujAE s ek FAdA olo i BHAE Ayt 1 s o
Q31 glvk =7kl A (country image)¥ ‘S =TIOlA A Z2E A|FS] FH] w3 dwkA <l
Arolgkal Aold 4 9lom(Martin and Eroglu, 1993), ©] g eldl| whel =7folu]z] Fjel] #
g B ATES AES #hE 5T oA E #Agtel 2HE B0l gtk F, =
Zholu| A 7F AlFe] FelAR 88l vX = e A5k AFEC] 1 FHE o|F] 2
Zlo]th

Bilkey and Nes(1982)5 H|&3+ m7to|nlx]o thglt -7 AFELS F7ko|nA] 7} A&
of thek MWL o|wA] Hrte] ok o, mebr] AH|RRe] FujlARAR o] Fagh Mg
2 Aoty Ba Stk mrbeln|A s ARk o R AnjREo] AlF 1 A g WAlA
FEASE T ofelg AF Tl T TAZ &8 5 vl g He
EHEZJ ol 9z14 % HAl 5 (information cues)®] FENZ & = UTh(EEW, 1998)

B R P halo effect) o] 2ol oJhH, ABAES 1 AF] 214

VH AFold TAFd taixe F7levnAE Edz AFe $4% #4
(beliefs)= BAd3HAl =az, Aol o] A|F Fuje)atAH o] JgE WA
3 WE A E(Han, 1989; Knight and Sprang, 1995)l] 93} H]E H&=AEdA|gte E4
Z7F AFEC tig 71Ee] JEY AGELS bR 2 st 9 9ok o] AHAE
o] FujejAbAA o] S WA He AR e

Z7bolm|A] Ede] A 7|Ee] APAT AFHE AW EH FTtoln| A7t w7pE AlF
ek AREAQL omA] ke S wAH AH|ARRe] Fuj Ao Fadh Wi e
skal ok Ao thBilkey and Nes, 1982; 3511, 1998; A @744, 2002). oFg2] =7}o]
nAle &EAES AlE Telel ot AlF% 7KHan, 1989), Al B Hal=o] il B =(Tse
and Lee, 1993)01]‘: G mA L Utk oA ITtenAE AH|AY] AFE L Yot T
2o wAs Fag MERA B AT At FAHNCH IAARY] Fad A
TFgHol] o] & E}(Laroche et al., 2003).
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9E g F8 Ae FbololA, B PRATAT g2 Ta, BE FRAEHM
ERHe 0 AHASE Agetag s Aol A FobolulA Esbt 4A 2
ekl o el ASHn 9t 4 F8E 99 A 9 Fuasel Add o
JRAEY AN FolulA7} 2ulAe B 2 AEY

gk by shel| o] Foixl Tl A F
7t v A & thE W Ble] okt JEkS HSl7] o] TthJohansson et al., 1985;

ol
Ettenson et al., 1988). TF 2 FHAI T <] A8 Bilkey and Nes(1982)2] A& o]F =7}o]n]Z]
AFollA dnk ‘H@ME’_ JE T8 5502 B F it
o]Z o] &3 tJE Al AFZA Thorelli et al.(1989)F =7lo|n|A|7} &H|ze] A &FEF2
ZHol ol Al S hlﬂr, AFFAEZO] Z7to|n|A] B} B & 7het & nA|
£S5 Ho] Fon, Schooler et al.(1987)% WA T} 2L A3AA =717} ApAle] B2
bR S FHEE7] A 7P dEA 8Qlo® AFFARTS 3 Utk ET Tse
and Lee(1993)> BAE syt FAAQ m7to|u|A & SHste F8 ¥t 2 F s
< B3, Han and Terpstra(1988)= =7to|W| A7} A FEFA A7t A= 93 HA =
e Bizo] o) AR Uehdte S Hof Rl
T7tolnlA] grke] EA oo} A-Aste Wk BEAAQ A HE A MAS} ol A
A AFrt @deidel wet AvaEe] dY AlFY] 14S Bge] THE & gl HA
T Ao tH(Chao, 1993; Li et al, 2000). ©]&|3t WSS wgttd 7]Ee] 7to]n|A]
et AFAHE] dwtst b wig ol Futel gl Alojth AR A
AAS wet 71959 S22 (global sourcing)o] 719l AREAQL FE7} Ho] wF o
™, ol =7to|w|A] AHE T o} @ A R gofshe AL HlEAA Ao g
A& EA S tH(Nebenzahl et al., 1997; Ozsomer and Cavusgil, 1991; Samiee, 1994). ©]¢]|
w2t At g wrbolnlA] g3 o] w3k AFvE AEAl AP ek o]9
EAQ A2 Han and Terpstra(1988)c A= o|u|A|7} A= o|u|x| Kt} A& of
ok HRte] FAAZ sl dFE PIAL U B, Chao(1993) BRI =7}
olmAl= YAl FAA A ot G PA Y, Az o|wA= YAl FEA 7 of
T WAV Qe BYoEA Fvtoln|A o taklA Ho] AFe FEAIZ] 77
& 4 9SS Ho FUth E3gk Knight and Calantone(2000)2 $3 &7 =3
A 24 (Flexible Model)= A|AI3FHA FEf A
Adel Fake Fe TAld AF 52 Bisd oig

=4
Aoz A AT Laroche et al2005)2 ol & A4
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M AF 4A FA% Brke 158 FARM o 2 9% vAla slew, o
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TR o5 AT AF TAF FA F A9 FA, Ax FL, VlE L, A
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o|ZE- o] FEHR014)2] AFelME Z7kMAIE AAA 21(FA 0w A, BAolv]A], =Tlo]
oD oALA QQU(FAE AlEe] ANbASl onx) o' FEste] AR A3, AAlem] A
ok BAWAIZE =it AlFE olulA|e] F(he] FFE MAL e ALE YEhTh
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-1 a
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o AFN

SPAES P DAAEE PATRA WA HE o] FTL oIk, H
F w2 19 Foiael FAH 20A2EE stetg £ QEdelEE 9, 2013, ©f
£ 2 SPAFES AHgEE Fdetan s AR Bgels] WEd 259 A
A7BAE olel FYAE FEAA doluhs Aclet & 5 ek Levin(1980)0] A3 s}
Lol FPAFE 47 49, BE didon BF B BEF §7F Ad 25
ne 20w, A% 4TS AN BAYES ddsed =9FAY a5 §7F
FEAA FE ABSEA B A2 el of@ AFA B S Lol Ui of
2% weeld] ZAe 71gEe] 44 Aol 9k Aol ohlet AR AFA Fhelel =
3, Aulzs, B3, 04 A9, FEANZ Y, B 223 4 e 4SS Fad 79
& $ApIPIEA Qe

olg Rl AFESHE cle] 7P 45 A o8 o olxn Ao WA
$H) £47 IAAEIH) S902 BRI WAH S4e AF A9 BIA 5
4, A $4e 1 o9 AFel HrlHle AHES A Erhacoby et al, 1971). o
A% A AFE B ) AgEE FHAARA GBS Sl WA 9L WA

ez}
wAQl AE el Beld SHo=A Al A% v, WA E4, gl A2
o o7l APH T AN HH& kA, AEH, B nAse W ARYAA S

o &

olgfgt A Fe WA &4 AFTul, Aol AR ZRE T (benefits)= 7 A =
o AH|zke] EAA S} AL o] AH|zke] AREAEe] Fujo)ale] AARAQ FIgE +
= Zlo|th(Zeithaml, 1988, A<, 2010). Fishbein and Ajzen(1975)¢] 7|th-7}x|o] &) w=H
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Hl2b= Al el ZIdess 7R o AFEHt o ZideEs de A5 71
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A& B E7H ) (brand personality)
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1997). BAHENAGL AFAQ Q17te] /M-S S Wuk ope}t A, A=, AREIAAA Al
T e B4R x3EY ite] JH wRRAE E5stn AEHQ Aol Sl
(Freling and Forbges, 2005). 7}&, A Zehe 31, &dsiH 53 5= fsste Algs
of S8 W, I7MEEe AESs TGk Al &FAQ AEEe] E4 e SEE
A Fa Stk

Bz e

aHAEe] EFAIES Hdostn Folsked 93 v ZIthPlummer, 1985;
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HIZES] AEls FAA7]H JH R 2HRpel 3E] 2 JiA 7R Al diEixe 4]
AFgo] FulE oA Rode 2SS Ydve Aok g oudt AFAL &
AU giek weba] skl Al Fel] Balert
2R|A7E SeEstA el AlE % Tl A

o
()
=
d
g
i
L,
Iy
rir
&
N,
f
m
o
=
oX
rulo

oz 016}04 HIlce ofd oS 2 Ha 4

a3 AF o TS e Ade e 9] e o] TS H= Aot Kim et
al011) & BA=E AE, Auzs #AS 4ska, Bals ta 27 AES B
AFR7t g X ER HREZA 553 HAE WS A= AL AT A&
A FiE FAdst=d oAl 9u] e Foto] "tka ST Sirgy(1982)2 EH= T4
o] & P HA=E AMEsh= Aol ARl /S HHste FHCR o 8d F W W
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ANA 7IAS AE3tE L4ao|tHAaker, 1997). T3 Hale 7jAS ARz} Eisc HAls

o vl 4E HA= el Fud] FFE v S lorlAaker et al, 2004, & THelH
BAE e Basd g 499 FHES £2 5 vk scksiny, 1982,
@ Qge] Age 1 AN FHNI Yk ol Aol ARA P50 AFte] 34
o), BASAGE shie) HAEsl e 1 RE adse] ARH) e Aol

1

AFHF, 7H, A7) A (package)ol] e gz
A wAHA G2 ARAL ZIdeln] A, ALk, BasEd, At

9 (sponsorship), EFE=9] tto], 4 (symbol), HA G} 53 AF-H Yehd F= St
3k Al TS kel 2ol dolEe] BATIigS R8st B 7L°] *}%%‘ﬂr

Plummer(1985)= &+, teid, 4Y <
o] QMR I H EAE Bt #EAo] AFatr] A HTh David Aaker(191)= H#l=
APihbrand equity)®] 3 2amA HA= ojwAst BAE JHPE AZAAZT 2 Jennifer
Aaker(1997)5 HAEAAE S F35317] ol ddo] EAEC] Hall= 7)A 2 E(brand personality
scale) S 7Nttt 2UE opXl 719 A 2491 212 A (sincerity), 27 (excitement), A7
(competence), A% /d (sophistication), 7121/ (ruggedness) &< ZAF/Fo] vole} Aol wha}
A= wWu BAET) A2 @R UHSdS do® =2ur, o5 i ese HAlEZe £
Bk AoldEs s Adal wrha AFEh olH e AT o]9fol% Ferrandi et al.(2000)
s 2R g e R Bl A Aoz 1A sincerity), <1%E 7 (dynamism), 14
U}-2-(femininity), 7371 $H(robustness)< A| A 3H%1 12, Supphellen and Gronhaug(2003)- 2]A]o} 4H]
AE R st A3 ddS AEE BAE i AdoRZ AAEth Sung and
Tinkham(2005)2 ©]=r3} ghar AM|AFE Ul e 2 58 (competence), 2414 (trendiness), 74
(likeability), A1 %3 (western), A&/ (sophistication), 741 $H(ruggedness), & (tradition), A|¥l
(ascendancy) 5] 8702 BAE 71 AHAS EESIA

Okazaki(2006)-= W"|=, <=, Z#A Y, Afds ez Bl /|4 A49s 7%
(excitement), Al ¥ (sophistication), - h(competence), < 7H(affection), 3 (popularity) 2.2 A
NS Tk #IEHT002)E FF AHAES AoR AERAG A0S EdR oz,
A, EHH), AT, Forddh) T 7 E e 6o Bals i eas )
weieinh e, BAlEsiAgel #dk diEA s dTEe AWEW, A T(1998)=
Aaker(1997)2] BAE i LS vl R dlo] I ABAES UG R FojEe] Bils

W& SHetierl o84, Add, A=, &4, ddolgdes l9 AdE =Esislen,
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W AR Al AFE ARE AEY £93 28 7154 S99 AT T
& ez & Aotk F, 7Ide] A & Tl AA d=e] Ho B2 sRAES
FisHAl Holl wel HRESHAME 7 visibility)o] FL8HA HASAE EFsta

dFATES T2 AL BAE Hrte )lof 715
SUs Az ok & ?i:rLOﬂ"i'C Aoolgel SH=TE Abat] JAH FH o
AA7E Anjzte] e ojul gt Jeke nXeAE AR R AYPATFEAA Bo] tFolA
98 TAAolel L A)5A 243 vlagE Stk O ebt 27 AMAEE Adhiz
Wiro] oldlA] e 542 4% va, BAa) el thesl e agaet
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1. A0[RI o

BE AF 9 BAEs Fvlo|n|Ad wet 38 5 74
7 gkom o]zt Flolu|x]e] gL H7te] Ay AAEH FF E A
1 Stk Sl Elo] sith Bilkey and Nes(1982)°] 28l =7te] = 4]
¥ % 2= 33 7he BRE #AE 73 o AAEHsEe] W =

ol E& =7l wlg| B @rlEe 2SR Ut Wang

Zholm|A| ¢ A = 7tolw|A| 7} Al Folm| Ao T AR

ﬁz}% ﬂlilt— o= UrE‘r on, 53] A F7loln|A= P Ee] HHAQ 43S |

£ Zo g Yelyit}. B3k Papadopoulos and Hesolop(1993), 4o} 1] ¥} 2(2015), ©]A)

019 AN E 5 H7tolA] AitEs ARl AEol digt AnjrkEe] Bt @

g =7F AFEA gk ARzt BT dEs nHtha sl o]k o] FrtenAE A

F 3 BA=grte F9 alojghe Ao] o] AgATelA AL glen ol At
of &9 7Hd& AAstgith

L

o2
S{r',
|
T
T

e

7P 1 FTteln|A] W 2AEe] @Al g foIg Aol d¥FE v

740]{;}
W 1-I m7te|m|A] Miee T 9A HIAEY d=AlE A fod Fe I
< w3 otk

7Hd 120 w7bolvAl Wiere S5 oA anAbEe] dAlE gl Fold FHe 9%
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ABSTRACT

A Comparative Study on the Gender Differences in Relation
to Chinese Consumer's Selection of Korean Product: On the

Basis of Beijing, Shanghai and Guangzhou Region

Seong-Hwan Yoon*

Recently, by increasing the importance of China as consumer market, the need for a systematic and
scientific study of Chinese consumers has been raised.

This study researches how country image and product attributes as well as brand personality influence
Chinese consumers’selection of Korean product through a comparative study of gender differences. This
study used the data which were collected through Chinese adult consumers’survey on Korean cell phone
products who reside at Beijing, Shanghai and Guangzhou. The main findings presented through empirical
analysis results are as follows.

First, Country image and brand personality have more influence on female consumers than male
consumers on selection of Korean cell phones.

Second, Male and female consumers have more influences by product attributes than other two factors.

This study has presented the main implications of the preferred marketing strategies for Chinese

enterprises of Korea on the basis of these research results.

Key Words : Chinese Consumer, Country Image, Product Attributes, Brand Personality, Gender Difference
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