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Abstract The purpose of this study is to investigate the effect of national image, brand image, and country of
origin on Chinese consumer's purchase attitude and purchase intention of Korean cosmetic products which
applied a high and/or convergence technology. The survey was completed by chinese customers and the data is
analysis with SPSS 21.0.

The results show that national image, brand image, and country of origin image have a positive impact on
Chinese consumer's purchase attitude and purchase intention. This results imply that when Korean companies
enter into chinese markets, if they perform very aggressive promotion activities on national image, brand image,
and country of origin image, they can be successful by transforming positively chinese consumer's purchase
attitude and purchase intention of Korean products.
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(Table 5) Regression Analysis for Country—of—
Origin Image and Purchase Attitude

Country-of-O| Manufacture
rigin Image | Country Image Loirng. limee
Purchase Attitude 690" 34T 453"
R’ A76 538 205
Adjusted R® AT5 537 203
F 325.663"" 452569 100.277""
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(Table 6) Regression Analysis for Purchase
Attitude and Purchase Intention

Purchase Attitude
Purchase Intention 6907
R’ AT6
Adjusted R® AT5
F 352.663""
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