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&= AHIXEQ Q= =SV MEof et Hlm el 9
[ V-1] AEX 3538F%
FHE A
MELEA | SedeA] | S AL 218 AR
A& 240%- 2175 90.4% 2104 e (E)deta F gt A
=57 2405 213% 88.8% 2095 7 3H(i ) o ekl MBASHY
Al 4805 4305 89.6% 419%-

2. W49

AN

g

7kl v A= Martin & Eroglu(1993)7F 71der v S40s =918igivh. & 1471 &
o7 FAYE Hvlolm| e 7H o] o xlo] A E(seven—point semantic differential scale)®
SAsIAT FAAR] FES OBA LA, QTS QAAAA, OAINZFAA, ©AF 3]
®©x=1], QuSTE, @EIUFTAAA, QAFAGAA, WEARE, OsiteTE=d, @4
AAFES F4, ORETFE, WesdTre soE A

7153 &Aoo 3t AH|AE AYE 57FA] 3 = technical advancement, prestige,
workmanship, price, serviceability® A3t} o] 552 Han & Terpstra(1988)2]
ATl A dojH =], o= Nagashima(1970, 1977)¢] 1tollA AMEH 147) 55 221
wATgE Blolt),

BA= N SAWMSE Jennifer Aaker(1997)04 AAE FEES ALHZAIE 5319
FA- Bl ALgEAY. &5, WA X (sincerity), 7 (excitement), AAlZH(competence),
A" (sophistication), 7914 (ruggedness) &2 574 ML A2E AWstE 307 S5

AFE3e] 53 o] o z}o] H E(five—point semantic differential scale)® =33} t}.

HAEHAITEES =437 98 HFE “XXBA=E Adsiy A/XXPRA=ES HAesia
A4 G, BRSO EE XXBA=E Fujstan A/XXBAEE Prista A4

ek 27k 8 AHgetal ThJ. Aaker, 1995).

54 Mgl digte] oy dEor SAHE WFE AFHH gIAdE SAHS ] fste] 4l
Fd B A S AAESIT 2 AT A= AR S SAske HoRE dnbHow
ALE8= 88t d9(cronbach’s alpha) AlFE o]&38te] WX ABA S SAHsI2A 1S
o, BlgA el S oR Q9B (factor analysis)S AAleHATh 1glslte] oy =4
WHFES shve] 8Rlex {al 548 M5 AAS A ekl of7|dA 59 &
2 AHE BigEo] FHAAAA o] FolX| 7] wlFe Ao SHAQ SA4S AYA "
npAeto g W Aol A= THEASE sl kel m g Ve A SA, BTN s
= 77 QA et BAE AAE o] &5kl the 3] 7] 4] (multiple regression analysis)
= AT ol 22 SAEA S fAste] ARS8 ZAREAIAl] HEA o8 ARG
a1 9% SPSSWIN11.5% o] 433l



1. A =84 58 gqlrA

A=dE BB Sk, g B Faoll A 3l @%X% E=
7ol m A, 7154 £ " BAEIfel tiste] AFEAd HSE sGlth 1

I} (cronbach’s alpha)7t 7]=%12%1 0.6000]7¢ S =2 L}E‘rﬂr Sl
Edl= & AV gl Aoe® RdEATKE V-1>32).

[ V-1] AE= £423%

W D Eis T
SE7Fol || 14 0.686 0.754
7154 &4 5 0.759 0.797
HA=INA 30 0815 0.9%3
= ®9Fe] 4% cronbach’s alphagts 9Jv] g
BT AE GRS ALgse S48 WeEo

|

=

g Agtel & )
A7kl Hwo gEge YA BYge FHow B, o

=
=
He ARESIGIT a3 S A REEAE HAARAAS o83 FAE -Ef@.(principal

component analysis)®§2& e I @919 M-S Fal a3t FaEHES
A EE A7Fs A vE] W A(varimax) A S o] &gl o, 2y S A 35w A
TAE FTEst Frteln|R], 7eA £A4, BT g 3719 WMaEE Syl aliE
Ae AA T 1 Az ool Fh(eigen value)o] 10]4F¢l 8Qlo] Z7tolm|#] 370, 7%
2 &4 27, BAE A SR FFFHATY. 290Ee 7t eoly UM He AAAAE z
T S uhA A Fefaglon(KE V-2>3x), el A A adxds
(factor score)y 3] # &0 o]&3}t},

[ V-2] 284 A

7)o u| A 715d &4 Ba=s)A

29 1(A4d3h 82 17159 29 138D

2 st 0.845 71&%-2 0.877 e 0.923

AR A A 0.812 A A4+ 0.819 A7) 9= 0.899

7 A 373 0.797 t] 2}l 0.784 7)1z 0.839
2] A A A 0.739 221 2(714) A = 0.803

A A 0.725 7+4 0.930 CEIEa)| 0.765

N edATFEE 0.711 X E] 2~ 0.902 7rol sk 0.720
Aea 0.695 el Aol 0.694
2) Nunnally(1978)°l] oJahd dubd oz A}s|s) Fofol A &ulglo] 0.6000] d0]H vluy & Al we] gho

2 77k ar gl



gh-= AHIKHE Q=2 xS xt 0 st S[pmieil! 11
291 2(AAHAAD E] X3k 0.652
RS 0.827 22l 253
NS 0.802 L 0.821
AHr A7 A 0.782 2 2 Q1 0.784
Al T2 54| A 0.756 A#Ee 0.711
FAETFEY 0.708 = R 0.679
82 3(AEFF) o] FHg 0.706
WGP E 0.787 o)Al 0.632
L] 0.746 2] A Q1 0.605
82 334
A sk 0.823
¥ 0.761
gdAQ 0.705
=] gt 0.698
W S-wksk 0.620
PRl 0.605
29 4AF)
AEAQl 0.849
A 0.818
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TEAE 0.847
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Abstract

A Comparative Study on Selection of Compact

Car in Korea and China

Yoon, Seong-Hwan®

This thesis researches directly and indirectly how country image and product attributes
as well as brand personality influence consumers’foreign compact automobile brand
selection —preference and purchase intention- and reports the strategic implications of its
findings. Further, the country image embodied in products is examined for foreign
compact cars in Korea and China. From the viewpoints of Korean and Chinese
consumers, the researcher seeks to determine how country image, product attributes and
brand personality influence the foreign brand selection.

The strategic implications of this research are as follows: product attributes above all
else was revealed as the most powerful variable. Next, brand personality presents as a
symbolic aspect that accounts for a significant amount of differences in consumers’brand
selection. Throughout this study, it can be acutely recognized that brand personality in
relation to its symbolic aspect has an important influence on consumers’brand selection.
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