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This paper is to find out which factors affect preference and revisiting on brand personality
according to cross—national college students in Korea and China, and to suggest distinguished
strategies for attracting core customers continuously on each country and restaurants.

The questionary hand out each 150, then used for data analysis 142 in Korean, 122 in China.
The results come up with; First, It couldn’t compared huge gap for McDonald and Burger King
in sampling. Second, three variables (successful, harmony, and western) are highly recognized
brand personality in Korean. They should build up powerful image to communicate 20's ages.
For Chinese that ranked highly three variables (Darling, Friendly, and Sincere), they reinforced
warm-hearted image with special character, providing promotion coupon, and various event.
Third, because 2 factors(Sincere and Sensitivity) had significant in preference for Korean and
Chinese. It should be formed non-producted parts which are visual decoration, atmosphere,
uniform and music. Also, ‘feminine’ had meaningful for Chinese. Fourth, 'Sincere’ was
connected directly in revisiting for Xorean and Chinese. Trust is prior to customer and brand.

Also, for Korean, 'sensitivity’ had significant. Therefore, it should make exciting surrounding,
and atmosphere.
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