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A Study on the Perception of Korean Country Reputation:
Focused on the Co-orientation Model
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Abstract This study has implications for expanding and applying the concept of reputation to a national level.
Especially, the purpose of this study is to measure Korean country reputation, and we find out how foreigners
perceive Korean country reputation using co-orientation model. According to the study, respondents were
positively aware of the 'cultural entertainment' and 'openness of other cultural' factors and 'global citizenship'
factors among the components of the county reputation for Korea. In addition, although the differences in
national reputation among respondents' gender were not statistically significant, they showed statistical differences
in some national reputation components by age group. Finally, the respondents looked at the statistical difference
between Korean evaluation and Korean perception of the foreigners’s view for Korean country reputation.
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Figure 1. McLeod and Chaffeg’s co-orientation model
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