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Abstract

An understanding of consumers’ evaluative processes and the consumer variables that
influence cross-cultural evaluations of foreign products is essential to effectively penetrate
international markets. This study compared consumers in two developing countries, Korea
and Mexico, regarding their product evaluations and purchase intentions for US Levi’s jeans.
Both Korean and Mexican consumers are generally quality and price conscious. Korean
consumers appeared to be more value-conscious than Mexican consumers. Mexican
consumers exhibited high level of brand and prestige conscious behavior. Findings in this
study support that culture bound consumer characteristics vary from country to country
resulting in differences in perception of quality, value and purchase intentions for a particular
product. The perception of product quality differs from perception of value and subsequent
willingness to buy. For a comprehensive understanding of consumer purchase behavior, the
impact of value-conscious attitude on percetion of quality and on purchase intentions should

be examined.
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W Z= NAFTA 2 o8] v|Sate] Foialge] ¥
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Ho)stn ZHAE A e F % ohel Fof
g AR Y 39 G vlAch LT
AEe] 274 HAA 6] WAH st S0 947 W
+5¢ Aggdn AgdFe ez 9t (Dodds,
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AH Hate AR AEFE £ 4 U 59 g7
AEo A AR AE¥ el el el o] Fa%
W4o) Aok vl 4ES EFAYo)e) Hre g
ok, =, 4vAEE AP B4 TR 9
Al7lE Aer Balvkz & 7= gl (Jung, 1983).
ey AL 4 A5 g7t AEEe dez v}
A 7k3} Bado] Qo Fojelwel HgHo e 2g
Hobn ¥ 4 Uk AT WA w4t oA Wi
2% 4% FAA NG, Folozel g
olAleh whebd FAG 4ol e AFY e} Fojo)
we] dolt AHEe] BAE Ao sulAqns §
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45 ®l & (shopping orientation)= x%x xjaig
45, A7, A 5 A9 ol 2B el

— 495 —



98

$o]o]t}(Hawkins, Best, and Coney, 1986), <3
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o9& Fag cv|ApsEE HAGY HES
A7} gk arlAbe AHETA] o= FEe] Y
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ez AER st AABRA Fol7} A AT
A, e dFAEole} sriehe AdH EE
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do] #ele 2T Rolch AdmE DIl we
Aoz oo AT vlF3 $8H 250} B
fre g3 sulabs) olFe) AFel AY Holshe
apo)7} 9l A mEch webd ches} 2 578 7}
Mg A$5 AT Bek,

A 1T aulAe} A2 2R BlFA Fvtel
2 HuhAe] W FAA T Afol7 ©g Aoleh,

WA IR

FHA 2 &5 AwlAs} HAlE AR e]F4L 2lule]
£ kAol gl 7} 8 7)ol alelr} 91-& Zelrk

744 37 R Zn|xpe) WA @ L] o] FALE ) efe]
2 HupAe] df g Fole) woll o]z}t gl& Helwt,

M 41 T Awlabe) WA am L] AHREA] oA
AEbA o] #otel Zelr) glg Aoluh

744 5 B &u[zke) WA T 4u| 3 Hulx] el g}
AR Lw]A T E ol xhel7} gl Aolch

IV, 7y

AL A A ] e g e A, 29
3 A& 5 BEnAITe] gol el &£¥A|Ael4
mall intercept #4]e 2 o]FolHcy H=HAIL A=
Mexico City ¢] %8 shopping mall oA =8 4
%, % #ulola 501 AulAE 2ol £ 7 ALl &
FEE gl ZAAAR AL AEA s B YA
o] AulAprbA o] wAlEl o] gli= 2ule]l A 501 AviA|F
Zro| AF), £ AEY sHAUE F AdelM 2
5 Bge] AT F 2ok Aoz velgtch digel
HAAY A8E AL LYol 488 AL P39
745 2377, HA)59] 7S 184G o2 §A 421 7]
o odE, AETAL <E Dol veht glek 2%

g ol A9 zajodale] 19 HjeflA] 24 A Alo]ol] LA =
o] 9 354 ol4te] AH gl HeZ viehterd o
= AA Hulalel zgoge] A g 19T
7 ALg F o,
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3

)-I.r
o
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74zt 2sqlef e} ghool L WidEer} ohA] Gol=
A whag B8 ofule] dBAE FASFE

Table 1. Profile of consumer sample

Korea Mexico
Total sample 237 184
Sex Male 49% 50%
Female 51% 50%
Ape 18 or under 20%- 27%
19-24 67% 44%
25-34 13% 21%
35 and over 0% 8%
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AFE Aaeh AFAE 1) AAH A2 F
AR o FANEE EE 4EY @
o E3} 9HA7 azlx muza e A
AulA Fola] 430, S, B4, A2, A=

¥ F94S EFom BE %%L( ) el FAETY A%
T e v 27 6) ATEAE AR 25 F
o TS A= gl 53 HEF AHgst
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A-g s3] e 2 B2He AA = AHESA

t}. Dodds, Monroe and Grewal(1991), Valencia
(1994), Hoover, Green and Sagert(1978) =2z
Shim and Kotsiopulos(1993) 2] <d-Foil4 7}A x|t
Feolw, o3, AYPARY FAHFLE o] &5t
o},

V. 23 A E2
L AEe 6y

T2 Af=E ARG AT F Dol A}
g} 712 =) 2} (perceived value) 3} vl 2] & (willing-

ness to buy), 283« % (clothing involvement) 5
2] Eloa] & Alw) 25 vmE Fo AZEE Ho
& ek

2. B, 7IxIXZ 2 Fojez

Paired t-testol] 23] 714 104 714 3744 A
& A#A7} (E 3ol et gle, Eelld ko] ofF
F AGL o4 gujelA HwlAe] A¥ FAA
(perceived quality) @} 7} ) 2+ (perceived value) =
T2l & (willingness to buy)ojj4] ZAHeZ Fo5
o]zl glgrel da=sick =HatA Folld 7T 714
1, 74 2, 29jx /M 32 =5 ZiZE s &
Aty F4AZ, AARHA A Fofe Eis cfEcln @
T ek B 4w ol 3 @5l 2 dAlm
Ev|zrR e} BA vehA w]S3 3] gEE vl u
o AA T LA P n] AR A5Ee e o
F3A H=d B3] ez byt

(28 1]2 F Ao dv|atge] A ATE4]
A el FA (overall quality), 7}& (value), =22
3 =) 2] = (willingness to buy) o] o] =78 25
T A= E A 2 Ze)o}, Ak £4E 9
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Table 2, Alpha coefficients for scale items

Coefficient Alpha

Constructs

Korea | Mexico

0.8112

Perceived Value 0.7176

*For the money, jeans are good
value.

*I consider these jeans to be a good

buy.

Willingness to Buy 0.7925 | 0.7785
*My willingness to buy is high.

*If | were buying jeans today, I
consider

would seriously

buying these jeans.

Clothing Involvement 0.8299 | 0.7981

*People form an opinion for me
based on the clothes I wear.

*You can tell a lot about a person
by the clothes he wears.

*My clothes help me express who [
am.

*The clothes someone wear tells

me a lot about that person.

Table 3. Comparisons of Korean and Mexican
consumers’ perception of quality, value, and

willingness to buy the jeans

=
_I’-T'_

Construct Korea Mexico
Mean S.D. |Mean S.D. | t-value
Perceived quality| 3.2 0.85 | 43 060 |14.03***
Perceived value 24 098 | 3.8 099 |15.12***
Willingness to buy | 2.2 1.13 3.8 1.11 | 13.71***

Scale 1-strongly disagree
3-neutral
5-strongly agree

*** p<0.001

74 A& ool ¢sld Y= 4wl AL 9% el
Al FA o] stk Wrhg dhed HAlm 4w
A= 5297} Sskch sk (E 39 FAALE
§7HE Ao} vpArtA 2 5 Avke] Apelsl FEEA
WehtA jHE svjab A n Lvaiue) 4338

— 497 —



100

o A Hrbska Qleh ey F AdelA =5 b
Azte FAALRC %A vehd AXHAA ShAol

2]3t dFgo] ZAFLL Bo] F3 glcy LAztm

F}A| A 7be] BFH e wlA D AwlApuch g vl
Ao ez vehta gled &, 3 LvAe F
AR 3,280 2 A4FY AR AL 2.49 WA
Al Ao 7L 4.35 3.8 1 A} g &
vzt e} ok ole ZRAAZA] ZlAe] o]k ¥AH
e g=ale] o ol e Aozt ¥ Avh 7}
A 2 AFY 7 g A4 T AdHa
Brgn AAY W@ shAe] Ze Fods AR &
glom of A2 olFel ¥ ) FANIE Fulslze)
AZ2 AEIE Holt DA AT Aoz 2EY 4
i,

TFolojzol FHa] gwE T AvlAte] A5 4]
L avApuc o Re Aoz et Qo ot ¥
sk AR AR ol Fo] ¥ ol T F
ot §3] of7]M el s} 7hA R Zbe] Ao} o5
150 e el AR RS e sE B4l
ache 2% 9 4 gok ole (28 18] obh % a9
Z o] wopo] &, )& (value) 8} of o] £ (willingness
to buy) ) MR EE vebl A3l F ADelA A
s Hez2=® 9 4 9lvk o]i= Khachaturian and
Morganosky (1990) ] <A = F3=|7tw o} 7px] 9
7ol AR FolAEAH o B 4 wckn B
A3} A=,

T |

T

2

3. Hulx| FojA| oHFEHML| WIL

aviale] AEHsNS), Tl Rt AERAIL A
2% o9 o gshislel Yol SlehE ¢ 4 3l
A8 B4 ANAZE HERAES] A
4ol we) ekt S 9 B2

Age] ARtAE FUR W F8A g AR

X

=,

fe we B o & ofr
i 'ﬁﬁ N

{n

o) 7M4 4t F¥R e 2t 7|45,

Aol FHARE T A F AR Anln 25 F
4% 13 F2% AZ AL gom) 2 e
HAE FLA%E Ao e ¥ A v =
F BAlAY FAo AAS4Y Aoz ek
A A chgent 4EY, FYHL, Az
Foi vEntn 2 e F Adeld YRS 3

2319 A7} G ol Vet YUk E DolA

BERRRERE

oh 43 A7) Aeolg Mol FFoz T 4
Aot AA L 2wzt Al oS Fog Aoz eyt
oh ZhAz FA aela T2 S8 46 diEiME
T Aol el ' AelZk (Adek AM=Te AS
T F AgdA 25 E Aol HE FoEA %
Aoz veigton) R7ke] Apelrt glojA =HAja 4
Bl A 3 av|Abic) AEad o Fadhe Ao
Bolvh RF An[ARch HA R Lu]AEe] A
AzEE o FLA3e AL AFAFY olnlA g} o
4] (prestige) ol ©] &by & 4 glek
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Fig. 1. Comparisons of Korean and Mexican
Consumers’ Ratings of Overall Quality, Value,
and Willingness to Buy
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Table 4. Comparisons of Korean and Mexican
consumers' perceptions of importance of prod-

uct cues in purchase decisions for jeans

Product cues Korea Mexico
Mean S.D. |[Mean S.D. | t-value
Brand name 128 114 | 32 1.28 2.89*
Price 34 105 | 33 118 —109
Quality 43 089 | 42 126 | —0.39
Store 22 108 | 25 140 1.86
Country-of-origin 20 120 | 24 1,44 2.58*

Scale 1-Not important
3-Somewhat important
5-Extremely important

* p<<0.05

4, AH|X} H=p

£ dTelA FARE AR Wee dEdex
(clothing involvement), 4 ¥4 % (brand loyalty),
v A 2] 3k Al (prestige oriented), &9l 4 & 4 (sale
proneness), 7}2RI#E (price sensitivity) o]m] o] 8]
o 91827} (perceived risk) 3 A2FTo 2] o4
%= (preference for US country-of-origin) o]}, <%
5> v} F4-E v AFo|c), Aupz] FofAlg
ZiAR =} HHAZLE F Fulzle] fod els)

Table 5. Comparisons of consumer characteristics for
Korean and Mexican markets

Korea Mexico
Mean S.D. |Mean S.D. | t-value
Clothing 2.9 0.92 36 1.05 | 6.58***
Involvement
Brand loyalty 2.5 1.41 3.5 1.27 | 7.52%**
Prestige oriented | 24 120 | 3.2 135 | 6.56"*"
Sale-proneness 2.6 1.24 2.2 1.22 | 3.41***

Price sensitivity | 19 1.00 | 2.0 124 | 0.82

Perceived risk 84 223 | 87 357 | 1L.14

Preference for US| 3.0 099 | 41 1.08 | 9.73***
country-of-origin

Scale l-strongly disagree, 3-neutral, 5.strongly agree
Perceived risk=Probability X Intensity

(Maximum value : 4X4=16, Minimum value: 1xX1=1)
% 5<0.001

101

U2 1 elof FFo M= Azl Zej7} 9SS
o o wtelA AP 5= B¥Ee 2 |2l
CRALR AR R AR ARSI ES)
H EUT A 4 A AEE AnAlele A F 94
A gfde] 3 vty o) E Re 2 vrpydel, 4
3 o (Hoover, Green, and Saegert, 1978 ; Valencia,
1984) ol 4] HA|L Aw)R}Fo] WA Z 4B S ES]} =
2 HAAE FAShY 1A dsiae | wlzksicn
¥ A3} A A%} Lichtenstein, Ridgway, and Nete-
meyer (1993) ¢l 2jats 7tAw 2R}
THARGA 7tA Y] APE o] FAH ZHoz uolE
odmta dlsich ole AlslA Ao BAlZ AHES )
7o) ElqloflA ©v]A & 9t Tl e WAF
Aok ojulec}, & el ARE AT AL F
WAt HES AL AS Moz A7 F A frho
2 ARgSlEE oloh ARFAHEY galL Fasyg
e Ao AL 4uRte] o) Bof ) Helxst &
T &ulAbe EFeeRg o gL ALER YEFY
F Ueh, HAZ 4n|RRE A G AR oo 9
& A1EE g4 o)) Aololu)x] T AL o
Aot W glehe or)2 & 4 gloh oo did 2
avlabe o529 A4A7)gel v Aol 2 e o
T AV H 2o} 24ea] gk § 4 gloh wheby o
A|Z M|l AAAA RA] e AEE AUY AY
€ ZA2A AV AAAQ] ofn]A] HAfrior 4L
o) AAA] 4R A Y Fde Heq 2E2Y 4
Ak,

= 2vlAe 4EFAEY PAA G o] Yo Hlal
ZH A gl Zeg AR, & slAol e 4E
AHE FAE FRAAA T 2 Aelgan
T & Aok @5 AujAEe PalAEAe] L A
olEe] R YA oleh: AL YR o B £
i}, Al 3 A3 (Lichtenstein, Ridgway, and Neteme-
yer, 1993) ¢l oJslw] @A E LR AHF 7}A
7ht Tl A A 7 el A A Ao o8 oJeke o
o] ¥ av|Aeln dgink §F LAl 4¥ 34
=8} Az o] wte din] YA FAe] L AL
o] £8 sFA A AF FoAAGL Yol Ao
(E el FAAZ ol i8] 7ba]A] 742} Foho) =) ot
+ A4 AAIE Tk ¥ 4 3l

F AR AnAs) 55 FolA A AEe Az

& aulAe
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& B ol wle) FadHA @2 oz Wiyt
Az Az=Te AH AFolAE AvlAdA 2%
A% A7 £x ek o7 A (Han, 1989) 7}
9 = oA e Autel @eisoluA A
A7}o] Febd AL E oAERE ol 3 AT7t H
saickn Shgleh & dFolMe 4nlRte] A2l
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