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Abstract

This paper researched on countries effect of country-of origin product of the Korea customer. Also This study
was analysis to purchase frequency and purchase place for products of the U.S.A, Japan, China, EU, and Chile
in Korea market. That is to say, this study is reviewing on country image subject including country of origin.
According to WTO rule, The rules of origin should be administered in a consistent, uniform, impartial and
reasonable manner.

The objective of this article is to explore the relationship between country of origin and consumer effect using
empirical analysis. The country of origin was divided into country of design, assembly, and parts.

A survey questionnaire was sent to 250 customer in Korea market, and 220 usable responses were obtained.
The 213 samples are analyzed with the countries origin effect.

Multiple regression results show that the U.S.A and Japan product are positively affected by the purchase
effectiveness of Korea customer's. However, The EU, China and Chile products do not affect effectiveness in Korea
market.

This article contributes to a understanding of effects of country-or-origin. When the nation image has been made,

marketing approaches considering both image of country of manufacture origin and motivational focus can be
utilized simultaneously.
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I 59 154 213
A 71gRI %= 59.0 154.0 213.0
A % 27.7% 72.3% 100.0%

A Selefsh SlaulAel A QA AFS AL Folrt Al v
2% AR ol g Aow degnh Fgre srseln, folHEe
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085924 8- %=7} 0.05HTF 7] wio] %7} 005K Fls WGl A=A o]
g AF7HAL 71ZE o] YakA] eloj o) w2 ook AlEe] AlEA FhllE TAA L

2 o3 Bdol gk @ 4 Aok 5, Q4K SQloiie] me o= AEe) 21

A= Aol7} gl B 4 nk

< & FI0|M& 48

Asymp. Sig. Exact Sig.
Zh x| OE ] ;
“ = (2-sided) (2—sided)
Pearson 7} A3 .032(b) 1 859
S5 032 1 859
o 876
Ay o] H¥AF 031 1 859
fra Aol 4 213

* (b) 0A(.0%)= 5HTE ZS 7RIS 7T HA7|gElEE 22.440]T)

QA Aol GRAFE] AWA VHEo] W WAL DFSUYAY 242
Fa B4 o4 sfelsigon, SRgl AN Aol @t elRns wF
soich WA 2399 $UA F BES T 0 S FAde] $UF $HA 132

H(62.0%) ZoA A YA AFE BEL A HEo] TIH(HA HIE 333%), TSP
o] 3(HAMNIE 28.5%), ‘W Egbo] UY(HAANE 23.5%) 2 YEFoH, I thdo] wg-
RHE Begto) 4y, - Wb o] (9ol FEEqlt

=3t QA AES Al dett

= [€)
oA HZo] 50(AA W= 46.0%), ‘5T RSTEA] EgPoll 14(AARIE 17.5%)0]
YA SHETh 1 the o2 upukabA] Rbo] 2%, ‘mig- wkRSh o] 1ol gs)
o =

Gk AWAOE T 2MAEE AT AF DHE) o QA ARE FelsheA]
o
o

s S 7o AWA WEI} wE o] b Bol
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CH 5> MK EQI{Fet Mk OHERE
MU QST
Total
o oS R oE X | ES MEE | e BHE
Hl 4 24 71 32 1 132
gl | 7Nl 3.7 235 75.0 28.5 1.2 132.0
9244 A % 1.9% 11.3% 333% | 15.0% 5% 62.0%
Felel He= 2 14 50 14 1 81
;égﬂ 7Rl 23 14.5 46.0 17.5 3 81.0
AA % 9% 6.6% 23.5% 6.6% 5% 38.0%
HlE 6 38 121 46 2 213
A 7= 6.0 38.0 121.0 46.0 2.0 213.0
AA % 2.8% 17.8% 56.8% | 21.6% 9% 100.0%
o]5 AQl AAA] SRl ol whe} ARk oAt A AlSEe] Wl Ao
7b QEAE WAHEAS & Ay BAHCE foslA ¢t e® Yt X3k 1.833
o, Fo&E & 075724 =7} 0.058 T A7) Wil =7} 0058 Frhs
2ol FEEY ol AFAHIL 717kso) A gelojie] me 94 AFEe H&%—E
Aol BrM0R folg wegol fltkn & & ok 5, Q44 Floje] ne 9l
AFS) Wl Aol} gk 2 4+ )

(<E 6> 7I0|XM& 43

a HeE Asymp. Sig. (2—sided)
Pearson 7}O| Al 1.883(a) 4 757
S5 1.910 4 752
Aol of 823 146 1 703
A o] 213
* (a) 440(40.0%)2 SEU 22 7O EE 7Rx 3 9ok Ha7|uNlEs 760]th
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3. A = 73}

gk mfzke] osak SARE Ak UEE BAS S8 s A AlEe v

T QA AF] RS, AR AAkA] AFY TER, BU A AlEY] mER, oA
i YA AlFY] SR 89S HHHSR dho] 9 *& AlFS] AN USR] JgS
2= GEge 2] 8 tEsl RS stk

U5 ARA e S3ESE 1] geaidy offs 18sle BAE o)#dh o
T3 AEE T}eslr] 918k VIF(Varinace Inflaction Factor)E ©]-8-3FSItk VIFgke] 10
wrp o tedAAde glvka & 4 ok B B E dAHoR VIF gkl 108t}
ZHA] VrERRtT

Zbo] A AlES WEEE SUlan|Ake] o5at AlEe] & e g 74
B RAIO] 0.154% 15%7F 23|70l AgstaL, F gho] 6.159% Ag=e] qivkal &
91oH, Durbin-Wastongko] 2.04001th. whebx] Zb=re] XA Aol ek ol ek Fg
s E—“ Sr7=2 AL

ARl et AlEe] KWkA atel] <
0.001% p<0.059l1A] -<]3}7] wjolch.
ARl et AlEe] KRkA @tel] <
757 p>0.050]7] wlF-olch
Akl oAt AlEe] &l FFgFES v
282 p>0.059l1A4 Folahr] wliEel] JEks

E

1

_‘>_«,

o,

>,

B

2 2
HH HH
2 =
= =
rot, rol,
ol fols
H H
rlr rlr
5.: 5.:
b = b = 1~>

i
r1r
= ;

0.

=3

A, EUAE 4] Aol tigh g s AnjRe] o=t AlEe] el 93s vA
o]’ do] 0.1030.2 p>0.057TolA Fel3hA] o} daks ulA|

oA, delat kA Al ek 2 sllan| ke el=at AlRRe] atel] JEFE 1
A ko ok Aol mEw FoAdo] 048622 p>0.05 oA FrofshA ol S
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H BE3IE &2+ BEIE g2 5
t Sig. VIF
B Std. Error Beta

(Constant) 1.169 328 3.563 .000
Bl Ea = 233 .067 241 3.471 001* 1.196
FANEE 019 .062 .021 310 157 1.106
JEgLE 151 .068 159 2.212 028%* 1.282
EU =% 130 .080 121 1.639 103 1.352
AYEH e .053 076 .046 097 486 1.085

& AN 2 AR g3
R Square : .163, Adjusted R Square: .143, Durbin-Watson: 2.173,
FZk: 8.064, Sig.: .000

V.2 &

FE =AA o so] WIHg Aol 2 =ASt ARslell e &=t AlEe] tigh oW A
o o=Aat ATl i MSAES Ad AHAES] HEw " A FHd S8
H7F H7] wfieo] 54 =7k Al tis) 54 =7k AnjREo] Y A, HE &
< P& Yelg = 94 @K country of Origin effect)2h= 7ldo]l YEPA HATH T
of vk 4R i)'

Cordell(1992)= UubA 07 AR|AR= EA 7o ths] HAdke onA S zta glom o]y
g olm| A= o= w7l A AlZE AlFel tigk AnjAEEe] Q14
7oA A=mwnh AAA, AA, Z3H4, ARl ow o WAk vt el dis)
o So2Ql s A she & AR e g, 7EXE, Al d3s vzt
(Wall and Heslop, 1986).

AFEG 7 =71 AR el web @2k 5 ATHSchooler, 1971; Wang and Lamb,
1983). ZHAFES Plo A 7P & 4 SR s Jdflen, 5 dE &
e, BirE, WES Ad=Th Ve w7 SAE A s ek stk = A

o

ol #gk AES ARk R AR AlES w2 FAE Hrkeka oy $31 A
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