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ABSTRACT

An Empirical Study on the Influence of Country Image
of America and Previous Visit on the Cross—-border

Shopping Intention

Dong-Chun Kim* + Kyung-Doo Nam**

This study intended to investigate to what extent country image of America and previous visit
experience affect the cross-border shopping intention. In particular, the present study used a country image
measurement brought from another research study the factors of which are economy-technology image,
social-cultural image, and citizen image.

A total of 155 respondents participated in the survey targeting Korean citizen for the present study.
Single regression, multiple regression, and independent t-test were conducted for data analysis. The result
of the single regression indicated that country image is a critical predictor of cross-border shopping
intention. The Multiple regression revealed that among three factors composing country image,
social-cultural image plays the most significant and economy-technology image plays the second-most
significant role in influencing cross-border shopping intention. However, it was found that citizen image
does not play a substantial role for some reason. Moreover, the result of t-test showed that those who
have a prior visit experience to America are more likely to buy products online from America than those
who don’t have prior visit experience. More detailed findings and implications will be discussed in the

manuscript.

Key Words : cross-border shopping, country image, visit experience, purchase intention, multiple regression
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