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Abstract

The image of Korean products in the US market and attitudes toward Korean companies and
brands have very high purchasing value, but there are many doubts about the image of Korea.

However, previous studies have shown that national image, product image, and brand attitude
have a positive effect on consumers' purchase intention.

The purpose of this study is to analyze the effect of Korean image and Korean brand image
on purchasing Korean products in North Texas area.

As a result of this study, the effect of the national image on Korean corporate image was not
significant, and the effect of the national image on Korean brand image was not significant.
However, the effect of the corporate image, purchase intention, brand image, and purchase
intention is significant.

In this study, US consumers do not perceive the correlation between Korean national image,
Korean corporate image and brand image, and it is analyzed that Korean products are
purchased mostly because of corporate image and brand image.
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| Result
i Variable

|

Purchase
- Intention

Content Sector Frequency Ratio
Male 161 53.6

Gender
Female 139 46.4
20s 200 66.6
30s 64 21.3

Age

40s 26 8.6
50s 10 33
Students 196 65.3
General office Worker 61 20.3
Job Civil Servant 28 9.3
Business Person 15 5.0
Total 300 100.0
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KMO and Bartlett Test

Kaiser-Meyer-Olkin Measure of Sample appropriateness .851
Approximate chi-square 3129.501
Sphere formation test of Bartlett Degree of freedom 153
Probability of significance .000
Table 2. Variable
Sector Factor Number

Predecessor variable Korean Image

Parameter Brand Image

Korean Corporate Image

Result variable Purchase Intention

N (NW b
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Table 3. Factor Analysis
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A ofom, 7 7171 Sl

to—
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Component
Factor Cronbach's Alpha
1 2 3

KCI 01 845 -.014 .045 097
KCl 02 815 -.013 .030 109

Korea Image .837
KCI 03 787 120 123 -.048
KCI 03 725 -.001 .395 -217
KFIl 01 .099 .826 -.052 .095

Korea Corporate ¢ - 164 764 085 145 855

Image

KFI 03 -.053 742 .037 127

Product Brand Bl 01 162 .094 792 168 890
Image Bl 02 137 035 789 087
Pl 01 270 -.056 452 659

Intention .840
Pl 02 -016 502 .035 514
Eigenvalues Total 5213 3.137 1.411 1.149
Variance % 28.960 17.426 7.839 6.385
Cumulative % 28.960 46.386 7.839 6.385

* Extraction method: Principal component analysis
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Table 4. Korean Image and Corporate
Unstandardized Coefficients Standar_d =28
Coefficients t Sig.
B Std. Error Beta
Constants 3.471 072 48.429 .000
Korea Image -.026 .022 -.056 -1.165 .245
- Constants : Korea Image
- Independent : Korea Coporae Image
- R?=.003 Adjusted R?=.001 F=1.357 Sig F=0.245 Durbin-Watson = 1.674
Table 5. Korea Image and Product Brand Image
Unstandardized Coefficients Standar_d =28 )
Coefficients t Sig.
B Std. Error Beta
Constants 1.421 A1 12.826 .000
Korean Brand Image -.032 .032 -.048 -.999 318
- Constants : Korea Image
- Independent : Product Brand Image
- R?=.002, Adjusted R? = 0.000, F=.999 Sig F=0.318, Durbin-Watson = 1.825
Table 6. Corporate Image and Intention
Unstandardized Coefficients Standarfjlzed
Coefficients t Sig.
B Std. Error Beta
Constants 2.324 178 13.081 .000
Intention 406 047 .382 8.589 .000

- Constants : Intention
- Independent : Korean Image
- R?=.146, Adjusted R’=.144 F=73.771 Sig F=0.000, Durbin-Watson=1.685

Note: * indicates significance at the 1% level (p<0.001).
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Table 7. Product Image and Intention

Unstandardized Coefficients Standar.dized
Coefficients t Sig.
B Std. Error Beta
Constants 2.361 120 19.614 .000
Intention 182 .042 .202 4.297 .000

- Constants : Intention
- Independent : Korea Product Brand Image

- R’=.041 Adjusted R’=.039 F=18.460 Sig F=0.000, Durbin-Watson=2.018

Note: * indicates significance at the 1% level (p<0.001).
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