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BEREE WTO AAd] 7HIsRA 27t HREy ANE 25
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b7t A% el tate]l ¥ Aolthh) MBS BRY Tz £3NA
B olugl 2 ARNME HBLETY APe Brins A
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NHdM HE SEEAEC] X oM, EUTo] Be NN
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Rol7ba Utk

0dY o) ) AEERE £2 B2V ALHE e £9 7
FUAE Boln Utk FETHS AW APl YA ol Y §9 u
A= 8 Z71e AFY BA=s) $95T Tk F B ohu} ®iE B
$H& AN $UST o] T BA= YAE 2A &R Ut
23 HA2Y $EYHY VUB(discount store)} HQA o)

1) “WTO AAMt,” ZAHUB. 1994, 12. 18.
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96\d WAl AA BAKES 50%7F A5UELR FHHT YD Y
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Fo] WRA H7] dEolT. 0dRE FU AEEREI EotAd ©
2} o)Zo] 2 Holz AR KEEM WAFFL '96d 39DAAA 6
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2a900] '93d(53%)HE oiAol XY (YE Aoz RE S KERA
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solATh. ®ELR] 7MY Bol A2 BL 2T, okAlol AY £A
A49] 71.6%(3M837A)0) )&} ol ol 2 chAlol AY F FRAAY
4=9] H]ZEo] 69%°l °ol21 Ut} SAFAAFY FAFVIE L2 Wl
BEAH, BAB, ®AEGHC W WS s&3E Aoz o4,
2ogAe Was olgd WHHRES WE Az o FTujgFl
2 geg nla Aoz AzEch

BY 5 EReE ANASRANE AEL tgstn AP sHEe
2 7YY 4 WA HAAT PR BEow FAL AU BUsE Ho)
4& ol ohurh AMIFol} 1 AFo] FT Y& Mtk(attributes)o] 3
A mEt AR BEEBRES A SlE Roloh ol Husl BE

2) “SQIAIE WA 4 71&s” KIET AEAA, 1995, 3. 1.
3) “B A e VA, FIUHE, 1996, 7. 19.
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3 AR BEHAAE E017] A3 FEH(country-of-origin)’ #r#E4(cue)
of sjZ8A dchs) YA ‘made-in’§ VERY F& ASE, 4Fo] o
= YA AAEHA=RE YR FE BRoln. FEEms ®EET B
£Z3¥ 4% thal3y X F(proxy indicato)®2 Ful ) Fol] J3L mj2ch
dRolY BARTE A9 Qe AT HFS HF 4v|Ac TMARE & o
Azl iRk EEE &(stercotype) 2 AW\ T BYE A oAy A
olt}y. AAFHAME HAX|F FE € F-¢ ‘HAE(quota)’, ‘TA
(tariff)’9} 22 ARy FEE¥(tangible barriers) Mole} HEE (R R (bias)Z}
22 4EEH) BEEA(intangible barriers)ol]l ZH3IA| €ol.?) MK BEL F
A3 L FHFoR JEd 4 Slod, BRY BEERG o & FyYo
¥ % Ao A3, FE# HFE (country-of-origin effec)= % B §F ol
A dZAF RoEE ELFRYN %S vAA . od AFo o
3 QY Agol BRA, JERRE LAE 7tAY AFHIY FEMN =

4) GAF AT A FUE nA= A FY IAPANE L3I
olo]] T3 FIH o33 Hr}

Berkman, H. W, and C. Gilson(1986), Consumer of Behavior, Kent
Publishing Co., Boston pp. 326-329.

5 HAKH(1990), “AlFolv Ao B HF,” k]-%ﬂlﬁ}i'_ it AL
=%, pp. 8-9.

6) el RBE+= 2uA7F AF/EH AFERY A Qs 2= A
b FEEH GMEH A F 3t BELAT FRE ZHA T UL
b 2 22s By 8% 9SS 9. F AEFEFTY FHAFHY
2| A1 E-(indicates) B 48| R} Al o] & H = GAE @3], oo I
3 T8 s 2
Cattin, P., A. Jolibert and C. Lohnes(1982), "A cross—cultural study

of ‘made 1n’ concept,” Journal of International BusinessStudies,
p.141.
7) Schooler, R. D, and A. R. Wildt(1968), "Elasticity of product bias”

Journal of Marketing Research, 5(1), p. 78.
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AN YZAEd BoFe FAFRN 9% viAA o old AF O
3 el Ade xRy, JEERe 238 ZHA 9 AFRII EER E
= FEMmSZ Jeh Hol i 27 A Fo) Wil ARG FHE
d A AZsAY £ E BJ7IE U™t o3 ¥ RES ¥ WSS
AZTo] G i AFo) vy e AdF FH FL FHo Hu-
‘made-in’ol gt e E77F 53 Fnr|YPRo 3 AF H&H FFl
2 48 vAA HE Rojthd welx] MA FHFo] F7Hst BFRY
AEAYE G wa), 43 HRE BHES o= Aol rHAR
o] FadAz SFsA B Aoln FEme FoAol A FIE Ao
t}.

‘B RPN Zde IW AFARNE 2 9FE 7lA He|RE,
oje] @& A&£HQ AFrt AR ol Iy opH7MA] I M=
BRAKE BF A77F RE3 AAolvt. B3] AFAEF FEEmd o
3 A3E U F BRAKEV B I7tdAME Fa8A dFHU2 W,
2% 93 Jate #Hel X AW} 3} F£& AFY AFTFERALE
2 A7 o] HA Rt 94As FHEREE, B, gy uy &
At ook g2 Jelegd) mREe F83 JusiAY f4, =
2l ot FFES 7EA7 Fe-He ARAED A FEMA o3
Fgo] F Aoz AZHch gt 2 vl tiusr] o AR/

8) Dichter, E.(1962), "The worried customer” Harvard Business
Review, 40, July/August.

9) ©o]&/d(1991), “YALAEAIS A Fol|v|R] FEo] BE AF - 53|
AAF 2 AR FAIZF A FolnAd v L FHLE-" Fd
et i3t MALSej =&, p.ll.



AEo FEigno] I Auzte HEZ XA AL 997t 9l& Rl
o A2 FRAME FU HRKS B3} ERX B3I XdoM REN
=g 4F30s5tn Jenw FEEM R E dAd 449 HaA
o] 11 o} Bt} F7IEI U= AolH.

2. ¥igEe] HEY

E A3Es 3 4val, 53] 2030 Fi mHEE 21 e /Y
9 Y4 i Faw d BEE ZARYE B3 AN

B =% A3 B o953 2o

D 7359 FEE thE av|Rte] Rag AR

@E®D FEHNZE 2R g F4FE Bt vAe 9FE ZARH.

@An|Rte] B0 wE FEH FRE AT

3. TH2E9] HE&E B K

2 A7e YMHERE J1Z A7EARE ARz BA - FASYT
2 a7 REFRE U 4Avz), 23 20300 Hk BREES Ao
2 SRAEY QA ¥ ®am L A4Ko] P wES ZASA
2 RS MRS AEANE FNoE SEA@TY, 2, 9, 49
Syol AFoh

10) WA (1995), “WTO/WCO fAA74 ARYAY 2488 2 0e
We” 48 By 2765, p. 32



E d7c EEH HFEA U3 /& 472 AESE EUE 39 Q¥
s} Byo| dAHNLTH, A= L£¥|A 7008& tdo= U EE
F&(convenience sampling)dls] FREIAEHAUTG. TE ARFE F THF
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B R ORES ZRA dE 71EY Advry AFFAAE 2 Eqda, rlAY
o2 qJ{AF 3 FHEw mF Uty @A
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. BIFFEEECEN FENSY EEE

28 B 2dg BE, 2Rt ofE RjEE FRAA € « &)
A GAIAA DAL FMEZHCF HHRERS S US A= HEN S
%o Hr7l7t olFo] At} o3 HE FAHA EE&FH REZL 471
BEEEHES 34 H1, BEEEC 4% 84 o3 a4 A =
thin, A6 A AR EOA BEAE Q45 BEE B (motive)7t /33
g BAAT 3 ARE FAsA Aok HHRERS LHAY A
A 719 g HEE AHYHEFK(nternal search)?} Hof g, F3, A, AE7L
o AR E& T By HK(extenal search) 22 TEET.1D) HHWAER
o] o]Fola Foe AMEo] e A JHX HESL A €o. o] did
Eo 3 Anjrte] FEBEE UEIE Aol < O§ 1 >0tk o] FollA
=5 (B ¥ (evaluation criteria)®} ABEE (attitude)7} 7HF Wol AFHA2H,I
2 A3t wlaR st FHE#H BRS IS, Bk, A8 e &
sl o3 PEz BAE Yebdohe olo] AwATL AFB7HA
AMLS e FEIEMED 8 GF EE  E(evaluative criteria) 2 24 283l R

11) Engel, J. F., R. D. Blackwell and P. W. Miniard(1986), Consumer
Behavior, 5th. ed., The Dryden Press, New York, pp. 92-393.

12) Z4(1989), "d ) vlolAE HFeE &, A& 597 FAH pp. 88-89.

13) ¥ 3-2(1989), “Aitx] A}E 1T FAAFTEANM G B A+
A 3 YA =8, p. 1L

14) 31t 3}1(1989), “AlFH 7} A Country-of-Origin®| 933 i3
Zol] B3 A+ - ‘Made in Korea' ©|7]A 42 FAHLE -7 M&
et & MAS S =L, p. 5.



FEH WEe 2aA4E 1 1A .

B RFEEECY o8 tAgE vinsceH A= B By
Bo S Sz FUE XEDE LI FEEET 2wAW}
AZ3 pAsd Az Zdss Aon, WaEE 3 AAMT7E ofY
g} AnjR7E X243 iR ol Mtolthle ANzt FrlABEE T A
o] 878 FZTA A EH FHH, BB FAHE AT A4 J|e
o] RZE3D, MUAY AP Ago| th2y] o 222 (A3 HWHm
FHEILREL 125A == Aotk

<2y 1> gANQ HIA

th At H 7} | t ] =

A 8 K -

2729 : J. F. Engel and Roger. D. Blackwell Paul W. Miniard consumber
of behavior, Sth ed. , The Dryden Press, 1986, pp. 92-93.

dulHo g PHBES o853 FEE ol HAM3a ou|& F A3

15) Block, C. E., and J. R. Kenneth, J. Roering(1979), Essential of

Consumer Behavior, The Dryden Press, pp. 294-295.
16) Ibid, pp. 296-298.



o AFd i3 stz 5 AlFolu Au|Lrt AAle] §FF AHAHI
EEANA F F AR DF HEE R F 2HE LY. FHREE
o FulE BASE ALY, AES 44, BERE Sol 0t v
Ui FojRte] ol Aty £ Tl gt %L ge=um
BIMFEEES B8 e AFY B AvAY FEBREANAM A
27lx] AR ez JehA "k olg¥ A B (information)E VmfE
(cue)Bt 3o} dAMole ATERIS VmMf(intrinsic cue : A, 3, TR
HBEE 3 AER wEif(extrinsic cue : WK, B, BF, FEEHM, 7|t
)7 ok REMSRET SA7E WP E=EN HER RT(physical
produc) Aol ZFAQ WAE JMALE ©Aolx, W SAEMRES
A7t e AFRAQ HEY e SREHRA ge GAo|thy
R EFEneEc AFol st EFF3n, BRRES T A3}
ARgol AlgtEo] 3, BEHRE T8 FEIF BRF3oE AH|{F 4
F Brtdl olAEe Feoh dfFLz AL HRERS A HL A
ey MR AER RS )83 o200 53] IFAF HrloA
= AER WmEE ol 83t Y. AER miEs AFol il BgHTE
ARE 71X & v T B2 739 F43 9L A =He A
ot} FHEe HZT HEAAME AER mEEN At TS

17) Engel, J. F., and R. D. Blackwell(1982), Consumer of Behavior, 4th.

ed., The Dryden Press, New York, pp. 416-417.
18) Szybillo, G. J., and J. Jacoby(1974), "Intrinsic versus extrinsic cues

as determinents of perceived product quality,” Journal of Applied

Psycology, 59, pp. 74-78.
19) Smallwood, D. E., and J. Conlisk(1979), "Product quality in markets

where consumer are imperfectly informed,” Qualily Journal of

Economics, 13, pp. 22-23.
20) Cattin, P., A. Jolibert, and C. Lohnes, op. cit., pp. 131-141.



|2 A FHeu,22 4EFY IAY ool HIMF Ledde FLT FH
k7t == Aoln.

2. EHige &

HEH 71|89 saFAHLE A9 V&7 =t A4 A
AA ANFAME FifY) EERROE AWE & g @4 2 +
T Utk AvjoA e S5 ®iE - MEMKRSY ZHeAdd 23] F
89 vR= FFS e A, o2 U3 HE - mE HRd B3I
A7 AIFEHAST. 2F JHg 2o AFHI 9FE F= UE 9AE
o] @0l FRIIG= AL AL, ERTE HTE o8l ‘E—umil
PA%(single cue research)’o| A HgZ T & YAMEE FA FHAFdIe ‘Biw
ff BHZ(multi cues research)’7} H/NEHUTEM HAZ A FH7l S
T HHRmRES 433 Bo AFH AH Bl He AR, R4, X

T ¥ RHA 4vRY EE S SolAe FEE 2 EEHW
02 abATl YL U AEIAE XUEG 22U B HHE
& 7HA L AvAY AFH7t dd TS T4 AL dAdFo=
B7sslt. 283l AF7HA] i dFEL HERE FHLE WiES,
dAoln|R], Ak, Mo &R Alo], RE(wamanty), FEH F& WS

21) Tbid, p. 141.
22) Szybillo, G. J., and J. Jacoby, op. cit., pp. 74-78.
23) 729(1986), “71A 7 A7 AQAY) TAAZ nE= P

DA cHeta i3t MALS9=&, p. 10.
24) ¥r<5(1989), ‘28 A dA e v|E A3 ST AFH7 mA= B

$AT - ANx EHE FHOZ - nAYSE NeY A=

= n. 7.
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2 B3 RS TAE w3e Aoz YWt A 329

AEe {@ige AFS 7HAE 942 vEpd Aot AHAEE T
A3E A FTAA sl ojYelyd HFo] XB3e= FHEYG & | HE
& A B30 4njR AFHHA JHigo] AAde ] ¥ AF=
Leavitzo]] 2] 3} A ZE Rt} Leavites AB|A7 @ikl 2 Al Fo] F3&
= $& Aoz FAdddn w3xn o 2F Bl FABII vIA=
Ggko] TF AF7F B2 UAFo o3} o]FAMUT. Biumis HRA<
g dA7 e ASdE A3 ®Higel U3 dAjzste 7871 3l
= g, {5 FaAo] AUHT MWEAFEANE HFHolzs 7™
Lo |

W A FAENA JI1HL HEN HE ol9d &y HESE ZR=T
AHAEL REMTOIDE AT i3 FHiga ®EA I oln A7t &
Bzt Al A HLE 5 U] dECIth30 FAdAA Higd BRI QT
= otz 2RAQ G & & Jdey AZ E° FAHY A7t
20| 21 ot f@EE AuA GALEARAA Y T8} FEF sy
o, Au|x}7} A3 AKHe oF 40%7} Higo ¥ PRI G430

25) ZA94(1988), “AEF8E 713, 94kx] agln 233 dA7F AlF
g7le] ulNE G e, FFostw et HAS =, p. 4

26) A F(1988), “A|Fo Hrto] F}E v A= 7HEF, AR i &
A EA ST digtd YA =E, p. 7.

27) Leavitt, H. J.(1954), "A note on some experimental findings about

the meaning of price,” Journal of Business, 2, pp. 205-210.
28) Valenzi, E. R., and 1. R. Andrew(1971), "Effect of information on

product quality ratings,” Journal of Applied Psychology, 55(1), pp.

87-91.

29) Szybillo, G. J., and Jacoby, op. cit., pp. 74-78.

30) ZA3I&(1983), “71Ao] A Auxt we A1), AU YA
AdAgE+4A =583, 13, p. L
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o, @He Tul ¢ wAM oA FEPoE AT} U £3
An)zE BOE QoA TolA] EHd) Y Beto] BE Q7 Aujz)
o) #AA Aol wE AW EEAES ANY o] AT, A
A7ty EA, AzE 71A, PR mERY FJge dgol o A
AL AGE A7 So] AYHT Yok

3. FEHR S &

) # #®

AFe EEHE AFol AzB /e UshiFE =, Y489
N AES BASA FEth HBG AMSHE REMY AZTHo B
A ez, £24 3 JaY AFYE BneE vEY & YT S
FAAZ Gehe BAhe TR FEH RRE B2, FE EE 9o

31) Helegeson, J. G., and S. E. Beatty(1985), "The value priority

hypotheses for consumer budgest plans,” Journal of Consumer

Research, 11, February, pp. 708-718.

32) Ar]g(1989), “BELFAFHH & Hrpr|Eol B ) ASHE
W it WA=, pp. 156-20.

33) E53](1991), “AFAF A3 Au|xe wrFe] FHEAT - FujA
NS AFRA] B S FA o2~ I FE3], 15(1), pp. 11-12.

34) $73(1988), “$7 et HAAH Y ETv) PFo] B QA
AT(1)- A&, FAF dFAYE FHL=2-" {783, 12(1),
p. 66.

35) ©]3]s(1995), “71AH HB7F gFAF H7M vlA= I B

AT, o]t x|t d| 3t MALE Q| =&, p. 11.
36) o|3d, AAA, p. 11.
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2 ¥7] Ha dut. FE#H B4l (e FAHE BAE o= it
2 =W, ART  IYTLR BAHY, FEA B4 JELSZ HA
2 g “Made in”, “Product of” £ ©o|¢} 22 9vu|(d] : Manufactured
by, &2 79 Brewed by, Distilled in)7} E7]|51 FELZ © IO
FA 80 FEEmE AARIZIY 2R eA S 77 AFo Ay ol
A8 SYAZIE® FEH BRIV $Ase AL 4AXd i AR
(country image)e} }o] W Eolx, o] 3 AAFo] An|AofA RREE ZA
&7 @ &0t} NagashimatOol] oJ3tH FEEH FRE A7 4u[A}
7} 7t B ZF7re] AFo] dF LK (picture), 5 (reputation), R EE
¥l 2 (stereotype)ol 2 A F, F7HS] B4, BEN R BER ®R, B %
g o8] AZEHE Aoln, o] AAFY HANY FEo o3 Yehd
i A3t & FEEH SEYS AFo] Az F7IE Y Fe &
27 AR BRI s 98E gts Aod. FHEH Hol uY
stn B33 @wm Bl JHeHA AnAe REMA dY REE AF
Btz o] AlE3tty B 4 Quohéd YAlF HIA FEHS ‘made
in® BAlZ AEEAY, MAZNer ZEaEZ L 3¢, #EsA(brand
name) &L Z+2o] L{J FAmFHLEE AFTLL £ e Ao|thd

37) ©]1335(1994), “TUEF GAANFIAAE," 4% FHlzH, 2613,
p. 6.

38) Niffengger, P. B.(1980), “How import rate in comparison to domestic
product ; a retailer survey,” in J. H. Summer and R. D. Taylor(ed.,)

evolving marketing thoughts for 1980, Southern Marketing Assosiciation

Annual Proceedings.
39) Schooler, R. D.(1965), “Product bias in the central America common

market,” Journal of Marketing Research, 2(4), pp. 394-397.
40) Nagashima, A.(1970), “A comparison of Japanese and U.S. attitudes

toward foreign products,” Journal of Marketing, 34(1), pp.68-74, at p.68.
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Av|Ate] AEHS YAAAM FEH HES ZA F 72 UEE 7
o1t e R %R (halo effects) EE HIEFFECIL, T & dhtes B
F LR 01 T 43)

LB (halo effect) £E HXHET old & BH/HE o 3 2k
of 3 FEN, EFEYN BKol & Eofd Hrld % F< A
at3lt}ee QAarx] A BBEEE AviAE A BA 2R AF
S Y o E47 BEEd 9% AT YAtAdd g3 FEd Al
B ooluz} QAFA| o] thF BRI AAle Hrld L vH nE SA4E
= Aol 7t LA 3 mEEet dXsielstn ARsiA PET-
o]RE < 2 2 >} Zo] T3] BAH + Ut

<a¥ 2> HEAIASHY F4A] &F

BEE o]l v A — Al =

ool =

289 old A, “QAakx] B A9} AlFo|n|A] Gl #F AT,
gt uhAL e =8, 1991, 12, p.25.

42) F53)(1990), “YAHA] AT thA S JAvlolA R Ao /I A

T, A& it HAS=E, p. T
43) Han C. M., and V. Terpstra(1988), “Country-of-origin effects for

Uni-national and binational products,” Journal of International Business

Studies, 19(2), pp. 235-253.
44) DH2(1982), "= B E,, AL : THAEZHA} pp. 151-152,
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FEMS FYel fic AIAF FIHA, T3¢9 HririEezs 4319
3o BBHRE 7THE Zolt. BEME:s HATHEEES 593
22 A%¥YE + YA, 2 4% 37|18 A HFE AYds EYY
O g 4 3tk

E 08 e UAAE AT 89° 2 EH K (summary construct
effec) ROl BHIERSRE A= FAY AMHEE Y] B A=Y
7tAl, B o|m R ek ol 7lde] WFH Utk FaE fmiRe FAA
7171 #1% WHAR A AvAe A5 AEFYIHA, H8 EEY
A 845E U & P99 ‘Chunks’Z H#98t Auidste #7719
A4S RSl ©AE IR SR g3 olAd] ¥AE ZF ¥R o
¢ AN A PriE a3 A Ao B2, BREREESE vz A=Y
BE A2 wistAl =le Aolth ol FHiEme FPHoz Auxl
o] RREEC Y& FA Eoh olAL < a¥ 3 >3 o] U XY
T St

45) HPGF1992), “BAAZAZ 2ulAte] o) AR Pe] M)A J8.
£ JHAAE NFE FALE - ostdAUm Y AALEH

i, P. 23.
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<3P 3> AXE 98 FABAEHY f4A] &

AHE fEba
|

fH KRR

v

| e A SR A

Angd ;o oA, “darx] BA AFolujA] Gl BF AT,
ghd o gl upA}3 e =8, 1991, 12, p. 28.

2) FEH FRA I LITHA

(1) FEER BR HETR

Schooler(1965)0l €] 3] AlZa YAakxo] did AFFH A= A 304
b B Ao o3 olFo] Atk A¥AV AFT/H TAE I S
o A gMz FHEmrl 2cs Aojthéo T2 iBilkeySt Nes= ©
A7A ol&AR FEEH i ATE JET F 2 /A WHELY
A7 AL AT oz B o & HE AANSUR. 2F B
A7 50| Bilkeys} Nesoll 93 XAHE RERE SE37] Slstd A=

46) Bilkey, W. J., and E. Nes(1982), "“Country-of-origin effects on product
evaluation,” Journal of International Business Studies, 13(1), pp. 89-99.
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FA 2 st Aok A AFESY WEHFE R HRETS BHE O
3} 2t} ‘

D dEEY dT5o] YAAI= B— mHETE o83t A(Bilkey
& Nes 1982). o] § B AL s AA F4%7 o8 AdE BY
& 7] Wi, Y= BurEHIES JBE Qo

A H-RERERe O Mg vnsty 2 20 ol AERYA
g £ QT FojsFolA f4A Y A FAHE & 5 8lc A9
t}. oz MIFEE AA37 % A7 JPHUA. ZiwiE ARTLA
QA7 M} BT Rt d7(Han & Terpstra 1988 ; Homg &
Wyer 1989 ; B4 1992 ; AAY 199449)8F 33 A gop= A7 ED
1988) 0] t}.

Sx LA G2 GAME ol HE(FM(interaction effect)o] EA3}
=218 EAt olF B3 O& 9AJl R FHEH RREE B &
F JeA, 2 B3 Bxd I A ol ok dF §°l, FEB
7HA kol vlX e FYL FEMS Ado] JASA EEaM. MRl U
W 7lAe 2 AR FER R R(negative bias)& M (offse) A& 5 3l
Al €. o] MIERS MAsy] A3 77t AREHUG. 71} AR
Atololl HEEMC] EATS ATH(HE S 1988 ; B35 1989)¢F 4 E ot
LAakA] Atolo] HAEFAC EAFUE ATH(JBT Y 1988)0|Tt.

A M2 A5LE A FEEH SRE 79 d77 Ak 9
AAdss FEHRE o8 AT, AZ B VLT Ao] FHE

47) Han, C. M., and V. Terpstra, op. cit., p. 251.

48) HMAY(1994), “A|FFA L7l YAtx] AT v P |F A
T BGRAT hAY AR =R,

49) Erickson o|n|X|¥H 42 REEHE o83, EEHs AY|AEY
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W R 488 nATtE AF(Han 198950 ; HFF 1992), BanpsdD
(product involvement)t} V&L E7} FEH %R F%& vlAds A7 (™
24 19945 ; {WF 199459), AR FF A F 9| (ethnocentrism)7t F 8.3 A
22 z23th= 7 (Sharma, Shimp & Shin 19955 ; AT 1994 ; # 3

74 199655)°| .

mac] AAMA AL vl B ol F4S T3 BE IHAH
qare nlATHs AL wuch old tH BEe ke 2k

Erickson, G. M., J. K. Johansson, and P. Chao(1984), "“Image variables
in multiattribute product evaluations,” Journal of Marketing Research,

10(Sep), pp. 694-699.
50) Han, C. M.(1939), "C()untl'y image : halo or summary construct ?”

Journal of Marketing Research, 26, May, pp. 222-229.

51) #oEtE AYe BE, 2A, AuA, A, gEF, 4%, QA 7E F
o] Hoto)A HRE gtot A Byt FAAA TFH AAES
A Al = x| 2k
Antil(1984)¢] A gle] Z 3t VA E Ad3sd 33 2o
Ao =R AgoA A3 o5 frd IH FLA E WO
S gA= Z od gERe] AdA FLoI} AoE MRHIJUGUYE
1 FlaRe] diEte & BAEI B @ Aot 2 FRRe| AlFo
g AEBAY RAolx, ARYAHoldd AFYA A Hojolt)
Antili, J. H. "Conceptualization and operationalization of
involvement,” A% $(1992), A ZYAA] AR} AvjAe] A FB 7}l
N 48 - o|Z2ZHAAEE FALE - Jdiidtn i AL
=2l A AL

52) EA(1994), “LAA] /L AREE viAE G A% A+,
Zouistw iy HASG =<,

53) 2™ 7F(1994), “AEH 7o) YoM A FRIT AT FEE U= WHF
of &% A" Av|AE A+, 5(2), pp. 17-32.

54) Sharma, S., J. Shimp, and J. Shin(1995), “Consumer ethnocentrism

© a test of antecedents and moderators,” Journal of the Academy

of Marketing Science, 23(1), pp. 26-37.
55) 83 723(1996), “AE e} A7} Auxe] FAE Hrld vAE X

gkoll B3 AT F=F 73, 2003), pp. 538-549.
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@ G779 B dFAME §EANA RY #RYWE RAFA o3
Aol AF(verbal reference) EE ARNE 7 AFol it 4B &
ek old WL AR AA BRITHE B3 A4F317] olgr] |
Bo| Yo K #8mE AAses d708T 1988 ; 7373 1996 ;
A7s I AAS 199%6560)7F AP UG-

D avA ZAPANA £33 vlFRA He d¥HHA ZEHE(validity) %
fERitE (reliability)o] EA17F Aot oj2 3 AFEL FATEY RRE, &
ga7Ae 27 R WERENR Astedes EAFES ¢ Uk

@ BA LY EAFHD AT HA dEd FAEL ez 4
F EE AR A97 g o] AT ERNE —BEREAA H &= A
L2 EA7F o

® BTl U3 =g AR Ys 28 T AR FHo]
o} 2L NS R, oo thE A7} A& E oo .

® 2 NE A dFEY =ES0 nF E2 SHE ¥ IVt
ol +3E AEE AFEEIS7] W&o ol U3 RARC] S
=

@ FEH FE ZF8Ld diF MAF |7t 7Fd. & AF

56) AA%, DAS(196), “O]ZA Fupx Foje] B Aujx HE B
A" B2 928 pp. 225-237.
57) Erickson(1984)8] S| ZAEHEHA wdo] U3, Han(1989)] 27}

A##A 2 d(halo model?d summary construct model)e] o5,
o] F AFY FAHE B3 3419949 d+E JY. E Hong
7 Wyer(1989)= AEAZ A FANA 273t A= AFH 7
ZAHHQA F8E VA B ol & AF ARGA diz] Ho A
3 AEIZE §%s A=847 doE A7 da, dAAE
Ale 8712 ZA=271 ofd o8] AZE B FTAH 9L vAs
A(Li & Wyer 198)E it}
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s MBS AR/ AV FAJQEE BAY. o FRel EEmS] Al
A W27t AH|29 ALY &AL, olUE T E olf HEA7] A
A @A =59 EHEme KR ty 477 B2 JAE A 8 Ao

(2) FREH BR WRHET

a) BIFK FtEol #3 HE

o7t 71 ATEL BY, AFY FEEm( FEwr A3 o 43
2, XA o ALERD, A=FU)d e AFH7Y zlold BIF A
o]ttt Anlzte] FAI} A|Fo FEHMIY zololM A RR BE
A7t A8 @ Aot} HRELRS ST o] 8 & & 3o

D & vate] FIRle] 7EA= SR 7l i EY BfES SHIY
AT Hriste A G- vj2th(Schooler 1965 ; FZA] 1994 ; 3
HIF 1994 ; HAJE 199458),

@ F43 27le] AvjAEle 2E9 HEe AT o w3 5
T}(Nagashima 1970, 197759 ; White 19790),

Q@ —Ie 2 AuAELS A7) vty AEFS dHASE ¢ RN

58) A E(1994), “AF VA X A A vlxs G o <

7 G Y AR =
59) Nagashima, A., op. cit.,, pp. 68-74.

Nagashima, A.(1977), "A comparative '‘made in’ product image

survey among Japanese businessmen,” Journal of Marketing, 41(3),

pp. 95-100.
60) White, P. D.(1979), "Attitudes of U.S. purchasing managers toward

industrial products manufactured 1n selected Western European
nation,” Journal of International Business Studies, 10(1), pp. 81-90.
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2 grkste Aol Uoksh gy ol AZAF E RRELS A3
29| Zgo] F=AAA vehdth AEEFT WA A== A
o] AR A g3 Y3, 3FH AF F3| AFF AFS F2A HFE

o2 Hyriste Aoz VEIRTHFHAE 1990 ; o3 1991 ; HAEH
1994).

@ AnjAte] TAH uigl AFe FAL GEA H7HEH.6)

G QAR By xRl didd Aol AF Frld YL "I
(Schooler 1971). Yu¥tA o7 HAF AlFo| /NU=d= AFol ¥ =
F7HE T JQTEFS 1992 ; AAY 1994) Fojg A=A Az2d A
FL &£l Hrisle AR Vet (HE T 1983).

® AE AR o] LBFEH), XL, BEH) Rl $8 A HFo|THS

@ YA 2H| A9 EERFRS HERMG7T A 2 42 FFFH
27159 AZol 15 BHBE ITE H7n ATASAA EFE
o2 r7hida f]3(Schooler 1971), HIFUELS 4~dY HERES LA
2ot 54 grisines AT o Ax 4d9 AFde AEW RRE 7h
A e ReZ e

61) Cattin, P.,, A. Jolibert, and C. Lohnes, op. cit., p. 141.
62) Schooler, R. D.(1971), "Bias phenomena attendant to the marketing

of foreign goods in the U.S."” Journal of International Business
Studies, 2, Spring, pp. 71-80.

63) Fommey, J. C., N. J. Rabolt, and L. A. Friend(1993), "Clothing
values and country of origin of clothing : a comparison of United
States and New Zealand University women,” Clothing and Textiles

Research Journal, 12(1), pp. 36-42.
64) Wang C. K.(1978), "The effects of foreign economic, political and

cultural enviroment on consumers willingness to buy foreign

products,” Ph. D. Dissertation, Taxas A & M. Univ,, p. 10.
65) Wang C. K., op. cit., p.18.
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b 8IS ikl I HE

Z27] dFEL LY AREE BAREXRIF FAHPA AFJA|AA
EEHr e Aol 2usA HUM ARHYUD. 2r)dE § It
AT T3 QF Hoy Tdos BE NAEE £ FE 85 o
3 Awt A7l FF ol QU E V|4 BRELE dFGAMS HE
ol FHERC] T HAMMSE UE A7k IYHT Qi

D 29 ATA Schooler(1971)= WHEFEM A T71HY Aol=
HFESA T 3 BEAANAME o7t ok o '

@ T dFoAMes BEARTA e, § —EEIU BanlR R (general
national product stereotypes)™ BUFfE IR R (classes of product stereotypes),

e B B RIR B (specific types of product stereotypes)dl] @&} THE A B
7tete ZE8E& 931 Uch(Bilkey & Nes 1982). 3+ =712 RE Y A5
3 BET AF det dEgs AL Y| AFd met 48R}
o] Zagol ezt Q7] WEel #EATTel W& |37 AaF Aot

@ 7Idoe]l A3 w2l 4 EE(source country)?} #HEEE(brand
country)o] Th& & 8IM6N(hybrid product) & T Fojof 3ttt o]df ma}
HRiGhe] 3 SR(YBY 1988 ; AW+ 1988)7} P =of FEH HR
of i3 A7 s} Ha & & + Ao

@ A ¥ Feies 2 Y] SFAHE BB BEE E T
ATH A A FujdM= o ool BEREEZ BH3r] diEo|n.

66) Hong, S. T., and R. S. Wyer, op. cit,, p. 175.

67) 8 & B (hybrid products)c’]% — o2 A X< 51"’5\0] 270 =2l A
< W3=d, dE €9 BET 48 3oy BERS ’”]3?_] Al
%, % Honda Civic made in U. S. A. A%z & HLE HEHW
guol k3l o

_22_



21 A7 AYAE Ao FEm HRE Boshn omm ¢
GRS 443 upe gold WEE Helt o2 ek

c) & ol BT HR

AH|zte] EAd #F dFYPELS —RHol Y = UA T
L AFTEL AR S0 ABRHEHMY HIkl A gngls #H
o] L L RoFtt 2 gukFHd A3 A J-&ol

D Aol FARTE AFAFo dha] IFECITHFT IR 1990 ; o] 4
1991).

@ @L2o]l xd2Nr} YTAF U8 FEayolthHan 1988 ; o]
A} 1991 ; AAE 1999).

@ TEFFEC] T2 AIHFIALFE IFAFA U3 HFERoITHHAE
198969 ; o)A 1991). _

@ IALAEFo] AALEFHY HUdHR ¥ A EFE RIFFHH(Wang
1978 ; FF3 1990 ; oA+ 1991).

® H1ZI(status coucern)®|t} RETHY A&E (degre of dogmatism), B 5T F
AL HEM SES 5 BACA QG0

® Hx¥ise FEEH HEYY BAE 79I dtd o3H FELO,
f14 (Union)ol) o3t REEE, KR did BE, UHAA AFEH= R
28T AP FASE el B BEL $9 HEEST G2AFY

68) Cattin, P., A. Jolibert and C. Lohnes, op. cit.,, 131-141.

69) /3 (1989), “TAHSH S} olF 4Ry HAIZxd #F AT, FEU
St thdtd MALE =&

70) Wang, C. K., op. cit.,, pp. 22-25.
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A A3 BMEGRE 7HA2 JAT7D

ol @AAe] I ATE FHH EY, ARAFol WIHTEAM HRES
W2 FRETE W3 eSS ¢ & Ud 2T fARAE °lE
3t B LY ZHde B R MERE S5 4
& Lt AP At F FEHIE L8RS AFHGIE] S
& mAdE Aol EFWLE ALIHA Mt AU FaAd BF
AT, @A HEFEA B3 A, FES RRA dAASe et w3
A7 AP Qe Aok, 27AFE & F7He] 2ayQl AFo
3 dFFoy, ZYde HE WEME £ HERD AT 8T F
A

AT7E WAHT Yok B AD HEHBH BE, ERBE, BEEK S 7
iz EAWsc AR SAES P 27 SHYUSE FohNo] FEh K
o 474 2 BAL FHsw ok

et @4 e AFE olAANE B FhA FIEES ¢ Utk
A ABT S Bl slo] AHE —#f = A
. B8 FEEM AZYsl & 3= FEr BAHCS HEA
9 ARF ZWME W AEY & o o EAE Ay AsME
WE AR AT 2= UAEL BT Be] THAAE ¥ Rolg
AR EEM SR dPase ha AAN A7 REsg dd 9
2R Y HEPHEAY ALy 12 B EEm 4R 2L

71) Howard, D. G.(1983), "A investigation of the foreign product bias
phenomenon 1n the United States and the implication for
marketing strategies of imported products,” Ph. D. Dissertion, The
Ohio State University.



Aoz BIF Hojth
3) KFEMLY FEEH I LITHE

o FAZ o] YAkAld] Y AFE 1980 dd] Fute] o233 I Fch
(Dickerson 198772 ; Atkins & Jenkis 198873 ; Bergeron & Carver 198874 ;
Fomney, Rabolt & Friend 1993 ; Neuhauser & Morganosky 199479).

FHAEL U PR e A HFERY FA ZHAM A 2R
st v|Fo] AT YF/AEFL HEOEP 8 IS Loy YK

= 874 o3 87t FEAY. g{FAAEFL VTN Loz B
Fj30] 23 Algjoln AFJNE=ZEC] AFY HHBMP T Hole Aol
t}. melx thE AEe dF AIE = B HEES UdeE ¥ a7
A7 2 #E meEdd FALATE AL AV v & # Ao A
AN EiE GRS AF o)l th=ch(Hong & Wyer 1989)3 B}
B3, AvRe] ZAHA dg AFY FEAE ©E2A H7H3T(Forney,

72) Dickerson, K. G.(1987), "Relative importance of country of origin
as attribute in apparel choices,” Journal of Consumer Studies and

Home Economic, 11, November, pp. 333-343.
73) Atkins T. V., and M. C. Jenkins(1988), "Imported versus U.S.

produced ladies’ sportwear @ retaill buyers’ attitudes and

practices,” Clothing and Textils Research Journal, 6(3), pp. 65-72.
74) Bergeron, D. P.,, and M. N. Carver(1988), "Student preferences for

domestic-made or imported apparel as influenced by shopping

habits,” Journal of Consumer Studies and Home Economic,

December, pp. 87-94.
75) Neuhauser, C. A., and M. A. Morganosky(1994), “Schematic

information processing of country of orgin cues 1n catalog,”
Clothing and Textiles Research Journal, 12(4), pp. 31-36.
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Rabolt & Friend 1993)1 ¥3ch & SRAAEY FEEH MR 7<= WF
B MAZGA o]0l Rolmz, £UFol A} 2uAe Eol 2
o)3l 3ol Au|RolA —HLAIZIE AL FE7t J& AR AGH
t}.

ole A Eo] YAA s} BAE AR A Ade —HiEC) Yo ¥
2= gQJt}. Neuhauser®} Morganosky(1994)= U2 = Z71% Ao g AAE
= direct marketing, = catalog o 9% FHXE FujolA] catalogell 7|5¥
EPEHL %% (Country-of-Origin cue, DlZojAE o FAF catalogol] H1t
28 B7)5E2 Wil =Hol dthe 3% 7HHd) 8% imaged B7%
o] AEZ sl G o A Yust Fairhurst’® 9] Q7oA 9]
2 A¥AE BREEAES FREXES FAYIL v ¥ A2
2 Jeh} 94A] olulXE AH|AA AAALL FA J|HE FAHIGI
¥} 3 t}l. Dickerson(1987)& < FAE9 LA AFY B FoAA &8
Q, fi%, FEH, FE Bt 4% AAE AAsn den, 3] FHHRER
ok oA o £a4 o k. ol rHAEHY I o {AZUA
S =43 L AARSILE. ® Atkins$t Jenkins(1994)2 {FHAE )
ZAZTHT o]& ZEo] & F£YFY AU A3t HIAS RFEAA
= ZALZO|E F£YZO|E T ANRY &FF UEAAZT F U= A
I Ny Aoly] djFo|th vt AuAEL AFTFHEARA REME
Z0354 AAEA geths A (Bergeron & Carver 1988 ; Sternquist,
Tolbert & Davis 198970 ; §-37 1996)%= it} Sternquiste} Tolbert 12|l

76) Yu, H. L., and A. Fairhurst(1994), "Influence of country of orgin
on American consumers’ evaluation of apparel products made 1n

Korea,” Journal of the Korean Society of Clothing and Textiles,
18(5), pp. 704-715.



Davis(1989)2 m]2 Au|ate] A4, dFAEFY FAoh} 713 Zaedl 9%
& mAE BAE PuAEY ST wiEeln, FEHE obde ¥m
ST, EEiol B Aule) s, Tu ALER SYEQY Mzl
sbol7h gtk AT®7L gl wE, Fu AAEL AI3WTE ATIE
1=

W BAFAEETS 1986 ; 48 1988 ; B8 1988 ; A4 1988
; T 1988 ; dF2F 1989 ; AIE 1989 ; HAE 1990 ; EHE 1992
, A 1994 ; AP 1994 ; BFA 199N M= RE#S Gl &<
o}, AFAE 9L n|R= FEEM I FAFHA A7 R
3 AAoltt. I AL WmES FEEMI AFAGA nAe IFE
ZALEtR, o] AAHNA ARZF AT AR G AU
2 A #BiES FEme AFUE, AlEH7S Foddxe] @gE vlA
7 BEe Aoz UET E AUNZZHAFdE AFXZ 4% B
dol U3, WFMRE AFHlL FEY B Y& Aoz UEhy
o}

AA%7 AL A Ky HR8HE AN 2¥A BES
ZABIET 2 AT FAAE SRS HRREEAA P2 FasA gL

77 Sternquist, B., S. Tolbert, and B. Davis(1989), "Imported apparel :
retall buyers’ reasons for foreign procurement,” Clothing and
Textiles Research Journal, 7(4), pp. 35-40. |

78) Bergeron, D. P., and M. N. Carver, op. cit. pp. 87-94.
79) Shim, S, N. J. Morris, and G. A. Morgan(1989), "Attitudes

toward imported and domestic apparel among college students :
the fishbein model and external vanables,” Clothing and Textiles

Research Journal, 7(4), pp. 8-18.
80) F3 73, AAA. pp. 538-549.
81) AAdsrat AASZ, AAA. pp. 225-237.



z30] Y HEE uFopt #YE Azss v, FZot FFL A
F8A @ Aoz Utk ANEZFAFR gL —yolets] B
g Auxte) By B4 met 98 Aoz Jehtch



M. HHZERE R AR

1. HIEET

AN WRAA Aed vio Zo] AASLS HER FHEAEE AA
BEETRRTEE st ol HELE B3l FREREES SIUEN ¢
A7 ZAg3ttn 3o mEld B A dFEEY FREREESEMH
2851 FEM SR d3f A7t ot

B AFdis AR A MEFHEREESZ AANE f4A 4 71HF 9
AFol EARIL, 7R Z, Pk mAe FTFE £43, olF T
o] HEERAMES ZAIEH7] 93] < 14 4 >89 & 7 Edo] 55
At}

7t UF1FTALA WG =3AAZ
HAHA] 3 7} 2] R 2}
T =

E dFNM Erd EEHRE SYHUSTE AR of< 433 24
YA gt B—-urigere] o]82 AATuiA%SH & AAF HY F



9l7] wEof(Bilkey & Nes 1982) ol AumiHE7l JIB¥(Han &
Terpstra 1988 ; AW 1988)H 2 Utk I F 7HE 3 f4bA] e HESF
FaEe $3 449 FEW HEHE FHAE 7 v ST
4= 1988)7F Ut B AFoAME FERZEFML BIESE AR BFEH
pEE AL £ JEAE gof B At EPEsE 733 4
A E Aty £3 XKEBTS FAAFolBR 4Fd dE A
Z A olmA|7} AujAA A HE ¥ 5 U] dHEANHD = 1983)
A 31Tt

EEH FUE S & AFEL 48R A7 FANH a0 R A
AR s7t FEES %R 9%E Foha AASAYBilkey & Nes 1982).
2 AFqME oz FAE FESV At iR A4S JEdls
Tull =} -—*éﬁ. 18 A A3

2 W & A

E dA3s AFfAEY f4Ad g LnAe] BaE ZAMSIA REM
A7t gRAFE Bl makEEAN FAEsl=A AL, BT RE
7t FAESGHMEN GFBIHN FE nA=A AL, HEES
AT TARH 57 /AT B0 e FEm HRE ZASILA
3},

QAR o] T3 Av|Rpe] BEE AN A8t BuBB= 454 7t
A7 QAR FE AU, EREBH FFA A FAAA, 7R A,
T =2 3T F MuBES 9¥Y R olF e HEMFH BRE
A7) el AdEAdAE S @RS 37FA AFAA7EE = 14,000
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9. =714 = 39,0008, 171E = 64,0009)c2 FE3I, FEHE 470
2 (32, oldla, $3, FAXZHEE hrol, 3X4 factorial designg
g stk ol w3 MEAHREHE QfsH < B 1 >AM Be npet 2
t}. < ¥ 2> 4A8 &4 I BEE4E e

L ol &i 3 = ‘ _F=% | FAz3

AAA | Cc1 | C2 C 3 C4
Z714 | C5 \ C 6 cC7__ | C8
w7/ | C9 C 10 cui_ | Cil2

< ¥ 2> HEFG

[elma | w= | =% | AT | A
(B4 cob|EE (ebEE (B (D[RS () |
A7tA| 65 (32/33)] 51_(27124)] 60 (37/23)| 40 (21/19)1216 (117/ 99)
Z71A1 61 (29/32)] 49 (24125) 54 (2826)| 46 (19227)[210 (100/110)|
T7FA| 51 (2427)[ 58 (2731)| 78 (46/32)| 47 (29/18)[234 (126/108)|
A 177 (85/92)[158 (78/80)[192 (111/81)[133 (69/64)|660 (343/317)]

w—

3. HoERIAReY &/E

LEgdT o] ZAIFYo| /LI AFAFE A, A= HmAFR
(gl iz AMEEHIT USS BRY FRAAM &3 JZ =8
NME QZAEo] 51 U, FEH RFE AF3) da JleEE RE
i Eo tiF FAol 2 ojx=v B AXI Jut. JHY I FL ¥
gl vete Y i AFel 2A fenz dFuide]l HA XA
o} Mt B G 2 4Avx, 53] 20300 Fi HERE7E 33 3l
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= o mAE] YA U Bam R WEE AR HAstd dFEA
& AUt

ZA4 1. 9 BAZ ] QAtxjo] g AuRe] ZARES ZAR.
1-1. Tt A EBHNA HRmES EEES AR
1-2. LAA o] th3 WOT AEFHS SN FRARES AR,
24 2. BRI FEEhd B LuRY HEE ZARO
2-1. B EEs 7+ MEFERAZERE EASeA AR,
22, Hikol FRmEEN AFAEY EFAAL, XA, FeieE
FLL vA A ZARIG.
2.3, AR} EmEEEZN AFSEY FAXZ, JtAAZ, FHg
Tof 4L AR ARG,
B4 3. Anjzte] EXd) oE FEEH HRE ARG

) HREF LB XK

GAAES W AFSAL AHE HAZE /2dTY MERE 3
237 9ot REHES ANSRUY. & AFdHE 48 AIBE F
2 A 2’2 A9sRen, 2 oft oL 2ok

D A7o] AFEE ‘B2 AU H2E HAYAY 2| AA A48
T thEAo] Ye AFol7] o HE(reality) & U 5 UE AR



AFEH A

@ 7o) AHEE FE 2EY M2E FYUUAF FAM #B, RE
(quality), BRAE=, FEE#H Fo] thgFstr] wWEold.

B g ALRE ‘B2 A A2 AFAdA duiEHz e A8
£ Lee’ AEoz AYL Y thg7 Zo] AU

D A5 ARE FEH %L F444 7 J2B= dHAA &
£ Q2¢ #olE(able)g AF o AL ¥ FBHES FUT F
ARE A & UE B GAE &43] AAT F #HolEdable) A=
TN 78 SPAEY dHol¥( ANDREW 21 Bttt )& £$dd
A AN Al B8] ALEE Aold.

® EEHs AN gdurFoez R4 gloMe LHERSE 4B o
B2 (taly)® AR, 84 IFUdFRAA FAH o Fe * A=<
Z3(China)& AR ed, Ay HE FF(Korea)E HAAHSUSR. =
FEH Frst 88 wel uhg& TAEY] st gAbA] ool fis
BT ol&stgrl. ¥4rx #o]E( made in Italy, made in China,
made in Korea)& ol % 7] €A 4E # o]E( ANDREW )] R3]
o}.

B} EEL AZAA BoE e EZ AU Hx'e HEEE XA}
3], (EFE® = 14,0009, HEE = 39,0008, BEE = 64000822 47
3tact 7123 H(price tag) & o] &3t AAYFS EALHA FAISIESH
&t

dulle]] X8t MBS 5 UEE Sl9t =3 vdERS AS 7
o}%_e.i»ﬂ, A5 d#AAAE FANES Y.



2) MRS KA

An)ate] olBAEel fAkAd] WE B R FAA A W BES £
A3} 9letd, HAEE €€ ZA W ZHAE Uro FAHEAR. E
2ulate] A R AT FARY d5-E EHINUT

PAA o] I wEREe BEE ZAEHY A% AEL 4P Ha
n$2), Lichtenstein, Ridgway & Netemeyer83), Martin & Eroglu34), Soyeon &
Kotsiopulos8s), Froglu & Machleits9o] A &3]3 H 1 dF-= ATFAF &
ol A AFE3lTh RIS Likert ¥ 7HAEE FAIFULH, 12 IH
olUtle] 9lujoln 4% BEo|ttY ¢ujeln 7& AL Ia¥Te] &n|o
t}. AAg 9 BEAd AHLE 2E WSS 7THAEE 7IT2E FAH

Zrsgel Y-8 o Aok

D AZEZ AAE ‘T2 281d Hxd diF 2vAY HEFE AL
3t7] 9sle EAAL, s, Foiox Fo] B3 FEo] F 16T F]
Arct.

82) Han, C. M.(1994), "Testing the eole of country image in consumer

choice behavior,” European Journal of Marketing, 24(6), pp. 24-40.
83) Lichtenstein, D. R, N. M. Ridgway, and R. G. Netemeyer(1993), "Price

perceptions and consumer shopping behavior : a fied study,” Journal of

Marketing Research, 15, May, pp. 234-245.
84) Martin, 1. M., and S. Eroglu(1993), ”"Measuring a multi-dimensional

construct : country image,” Journal Business Research, 28, pp. 191-210.
85) Soyeon, S., and A. Kotsiopulos(1993), “A typology of apparel shopping

orientation segments among female consumers,” Clothing and Textiles

Research Journal, 12(1), pp. 73-85.
86) Eroglu, S. A, and K. A. Machleit(1989), "Effects of individual and

product-specific variables on utilizing country of origin as a product
quality cue,” International Marketing Review, 6(6), pp. 27-41.
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@ SR AEGA FREE A 8t RS, HiE,
o], i, TUAE, AxE v}, RE, Yol dLEE = A&
F 8EFolAH.

@ o FAAESL LA i ZamE AR st AR dig
A, EAxo1XZ, FESEAHAQ] FolAAL € AEC] F 11T CIN
o}.

@ MAENE FEEH7] Astd F8AZ, ZEAL, A3, 71U,
EFAX o) B3 FEol F 208U

® AT FANH 5A& FES] At dF, 48, °F, A, A
Aol 3hd, i AF, 2 FUFE, A2 af7ls, A2 FHA AR
714, 4B TAS B3 AR F 13U

® A P AAFE A% FAEol F 3BT o] AELS HRW
o] EKI FEEHE 7193 AeAE AFUSGH AT R A
Au|Ate] Fo8 Hotatn APuUlE9 FEEE dotrr] A TRl

) ERAE R RASE

B d3E BEAES & #AKXE JUvo AAFRUT BREHAES 199%
d 29 oA AFUAE FA 508 E Y2 HAAFAT. o IFHAA
NE 2z B BRES BRNE 5 AE s9eH, o s
AX £3 BT K HET duEAA B84 REWKE AL
1996'd 39¥ 1L4EE 4¥ 10U71A] [ RFEY] FHAS AE&S TA
oz FEXAET FA, AA, Ag B AFdH= 20304 Tk BRE
2 3t BEFEUYYPS AL vg g I BN He F&



ANe AYsgct o], Ad, 4%, 24AEE 3o €T E3(quota
sampling) ©. 2 315tk RAEWEE 2 70088 w23t ¥ F IETH
= gz AP 408 A F 6607E HFT EAESE Ll g R
o & A3E 71T fAAE U] 3x4 addA(factorial design)E
19 7] W) 12709 Aol AT} o] ZZe] oF 40(E A 20
B4)e A2 AYsEr) G2 F 4807 o] AAFAIE A
70022 wj¥atch RARE HEjd FEE L& AAM AE
B A UeEhE & e X8 A A =HIHUS:

4) BEEtay o

Ao BAANE P BAML SPSSE A3 APIAG. RELTH
(Frequency Analysis), AZlX & 4{(Reliability test), t-test, F-test, B AR A
(ANOVA)YFO.2 Az 43U

5) RE HEE oW

FIerEE 133ty 93 4 B vEbd SRR —RE FR
& A3,

< E 3>04 < & 10 > $HAY A7 FARY £ UEd A
oltl, < ¥ 3 >& A - d3d £IXF Jeid Aoln. JEE= F 660
W3 BFs 3437 520%)°1 & F7 317H@80%)CIUT. VBFHEEE
22-25M7F 718 BUS-



<¥ 3> 748 -dBE T E

A 9 . o A |
EEE) AT )| AARHT )| AT )
18 ~ 214 | 60 Q75 | 8 (268 | 145 (220)
22 ~ 95d 112 (327 | 9 (312 | 211 (320)
%6 ~ 208 | 95 @D | 76  (240) | 171 (259)
304 o] | 76 (221) | 57 (180) | 133 (20.1)
% 343 (100) | 317 (100) | 660 (100)

< ¥ 4> 8y E¥XE Jeld Aot FEL 29(03%)22 A
I, BELS 2 6607 F 1599 (24.1%)010T. KB4 2799 (42.3%)22
A4 BT, kKL ES e 2QE FolAU dEtAAt F WA o
3o U] g AR 215%5(32.6%) 1At

< ¥ 4> %¥EH B X

Z &
K1) &
o % A
o & o] &
¥ &

)

2
159
279
215

o
660

-

0.3
24.1
423
32.6

0.8
100

EX= N
oo L WA D) | A o \

< ® 5>5 XYW ETE U otk ZAIAY dFo] W0tjolnz
KBLT ABA - @itAol o2 e Al B8 BT 3 660
H F ttfAo] 279 423%) 22 I Bk, 2 2 ¥R - Rk

o] 1389 (20.9%)¢] 1t}



< & .

qdd T~ ﬂ%%:}f%) ?:ﬂtﬂ! (@ﬂ
o % A - 219 42.3
FEd - 3AHd 138 | 20.9
A - ARA 48 7.3
4 F # g3 59 8.9
T - 50 76
7) E} 73 11.1
5 & 51 13 19
A 660 100

< ¥ 6> ‘F22 2gd H2'E FYE 9 X2 FA3= F2E Y
gl Aolth BREKAME ‘FE22ERY M2 FUALA =t Yo,
el d, AAe g8, B, BAAE, & AFEUHE, B3AR),
AABAMAF(ZetolA FY, °FtE FE FEIA AU AN
A B5EA AT AEAYEH HEE gFEANT FJEezr FAR-
FY A7 BAA o382 € A% Ade AR AFE AIse X
ooz YA Fgez FAck dEFHAMN HM2E FAUshs BEETL
1958 (29.5%)2-2 7F4 B3k, 2 ohg2 AREAMAANM H2E T4
3t EEEIE 1688 (255%) 010t AAAZAA H2E FYst= BEE
7} 1469 (22.1%)2.2 714 H At



<¥ 6> M2IFUYYLE ¥ X ] L
' B gz @) 244 (%)

432
~ 'jﬂi 3 A 138 %9
g A 195 20.5
o] F &l v A 168 255 |
A B A A 146 22.1
¥ & H 13 2.0
A 660 | 100

F e SARUUNT : AAARAY 3 ATAYHES 29 3 olole 9
b AAAG  : UL BAN 23 2 A% (U, YR XY

< ® 7> 8 dFdA AFERE AXNE A 2L FHY H2E
AT o) = Foi7tFE ALY Holt. 2xtdoldle H2E FY3te &
ZE7F 263 (39.8%)22 7HF WAL, 2 T2 23S M2E £=
FU3= BEEIE 2168 (32.7%)0I1 A 4ol el M2E FRYst= B
BEE 133%] BH3SL, 35kHol3te] H2E 8 st BEEEC
2889 70%°]14%] ALE YERRY.

<E 7> Hx FYA ABIIAE B

S | |
Erus | EH%T)F 734l (%)

2 w9l o] &} 263 39.8
2 ~ 394 216 32.7
| 3 ~ 494 90 13.6
4 g-9l o] A 89 136
F & ® 2 0.3

A 660 | 100 |
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< ¥ 8> HUAE I YWF 25¥ EIXE e Aon. ¥
AEo] 201~3005H9Q) MEEEI 1449(21.8%)22 M Wk, I o
< 151~2002r9 Q1 8 E7F 1439 (21.7%)°] A}

<E8>-§%ﬁ¢%‘§ EX

s 9 o
A AT oWk )| AN 0o
100 gt wigt 102 15.5
101 ~150%H¢ 126 19.1
151 ~200%Hd 143 21.7
201 ~3004+d 144 21.8
3010]% 119 18.0
2 & 4 26 39
A 660 100

‘EIAElY M2 A4S UM Zeojt. 2
Amxe FAAFASFE 261°01A3L, M2 7HAT A ¥ BER
7F 269 (3.9%)% ¥, A2E 1-27] JHAR e BEES 311H@7.1%)
o2 7H BUTH.

< B 9> 04v) 42 A% 24

6 m s H A () T4} (%)
._'_éTL—?HT E— i N N — . I |
0 7% 26 | 3.9
1 - 270 311 47.1
3 - 4 7% 179 27.1
5 71 o] 4 75 114
T & % 69 10.5

Al 660 100
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< E 10 >2 L 4vf ‘F22AEY M2 AR/714E UER Aol
& AviH2e] PRARNEFE 3.240|190%, H2XE 7HAT YA R &
E#7F 2% GB3%)A WA, M2E 34/ ZHAZ e EEEE 2579
(89%)2.2 7} RStk < E 9 >3 < E 10 >9] 2HETHZ 050 #
BHmE AXE E2 28d A2 SE€A 90%cldo] 17h0] 3 4R35
2 e A JFolEt & 4 A

< ¥ 10 > F& 4] Mo AR B4
SE gan @) 244 (%)
ookl b nll _ _
[ 0 7| 22 3.3
| 1 - 2 7 216 32.7
3 - 4 7} 257 389
5 - 6 7§ 79 12.0 |
7 7% o] A 41 6.2
7 & 9 45 6.8
A | 660 | 100

6) 1S EHEE BE
SHEFE dTFdAMe dEEF)7 S-s2x YA 719 (construct) ©]

e} QB4 A U RAAE PESE EBEKeliabiliy) TS 3
k. |
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< E 11 > 420 4 BB NE pHES

8 9 < @' 2 3 Cronbach’s «
° o] Mg WAoo g FFo| 3t
A2t ° o] M2 vl=Fo] Fo} BEAG 0.7578
° ol 2= 8 42 4 & Aolnt
+ — |
° ol 2= 7HETHES ZHA7 T
7FR X2} o) M2 zro] ula) Abuhalth 0.8521
o °RE MZ2XE AITE AL A}%ﬂf—}
FAAE |0 e o d2g 4 b 2t 08171
< ¥ 12 > 94K 3 4|z} Q1x]9] 413 A 7}
Q 9l L o 7 Cronbach’s «
° U O 2ol o= Yt AFAA
! =012 7] 29l
|AarRd | FE rEdd 08181

A | ° Ues U7t Ale o] o= Yyt AFEQL7]
of &4l ot -

° AlzxxE& 99 2 FAL AFY £ A

° AzxFE 4 F4& &nkz gyt 3| 07970
H =80 %

— -1

————

= W Alo]9] R-FHE RAdr] A3 FEME BEL Cronbach’s a
a2 ARESETE Aol ARE-E W49} Cronbach's o & < ¥ 11 >,
< 3 12> < ¥ 13 >9} Zr}.
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< E 13 > A5 Ui A3E ENE

A2 | ° g 2& 4 W 270 FAUA B
U adkise)

L -

T |
q ol £ ¢ & % Cronbach’s «
oy | ®E A AT WY AU AT w0
Azpeg | 7 THE HATEE 24 499 R& AT 071s8
S v ASY #UETE X il‘:}_q_ |
TUE 29 JEE A9 484 ged
gg |° A AT FHPES 2& A 3
A2 o] F43lt} 0.5076
° dg Folst= ARV AJA HE = |
| 1 GBS AT L
° Ue & Aled AdFEE #3 U
A7 | o e 4 AAGA g AZE £¢ 1| 07881
g % ud |
| | HESOIR AUIT B 2 AT
ey | ALBTE T2 2A et 07042
CEE e e 24 ganae A3 olewt
‘ TUE € 4 9 APt FEE AA
3 | 3 dved 0o |




V. R R BE

. KEAGY FEM e \HHEE B

AN E FYAFIT B BERAANE d¥RH dFHJ2 Y, O F
Qb 98] Ule &AKESY Aol 22X genz dAFude] HA X
sk B dA7E ARAAEF FEiEmd did 20300 G AuRY] R
MR RREd i3 dFtelnh WA, o FAEFY FEM A e 25
Bog o] fAAI KEHAMmESA FE3l JA=7HE RAHA
ok AR, LRMHERIRFEAA Q44 gAY FAEE ARG 4,
AFFEGHENY A0 ¥ RO FREEE ZASIAH

1) ZmEHERHTEAAY FHERRRS EEE

< B 14 >4 AXE EA F &HE, YA, @mE, doA B ©
M7 Ao 2 g A AFAAC BAAA AH}E THAHLE @A
22 ANER miselth i, 4RE%, 7UIR, AZxE dYete 9Mvt W
= AFAAY 2 A e £NEHA] G DAolBE AER Wi
o]t}(Szybillo & Jacoby 1974). < & 14 >4 S {FFujA| QA G}
Wz @M8 o Fa35A AGste Aoz Jeldd. oA AEEA
A Al A ER Wmig R T RER WmE7 o F837 FE3ngs HgaT
A 1988 ; BI2F 1989)¢} YRFr}. 2 Cattin, Jolibert &
Lohness(1982)= AERY wmiE7F o| 8878 o AER Hwmig] 43 Hr)
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7} A% dojdtin stk < B 14 >4 A H dMET WA H TA
g o 834 AZse Aoz JEgd. A WAE @AMl @A,
AAA BHgHe o] 4R e TAolEE, JAH ©AQd RE, MR
%, FEM7E g 452 29 £ UL Az 0.

< E 14> ZAFEAS T8E

< E 14 >0 ANE AFVA 3 EEHE Fa5 4L @A U
k. olRe AASH PAL1960S] AT AASAT, AL
3 QA7 73 2o v WY $2509%899 dT7E Aute
Agbolnt. B AFolA Q4K BAe BEEI RL olft A FE
 HEE Fa5A 9l AASL Y MEY £E UL, $YAF
SRR Aol HA ghold QWA ¥ EHARS] o}F nlsl] o
BY 4% & Aoz Azuch



2) FEM smkEc] i3 Mo EHEE

< ¥ 15 >= ABAE Eimol iy BT Qoo st EA4F
ANolth. EEEHo] Hy ML, REERAR 3 HSEEERER, HA,
27, &H, l=2)9 FelXZE AU

A2 3 MLE, AFAF AxE EE# 3y o= A
B0l YRS ZA Aot 48 5o, viFdA AzxE AJA F=
M Az AAA ool YA VA= KEHDHES o4 £
ATt

E AR\ XZLL, FEHE B dFIFY EAE AFY F JA=AS
Z A3 Aolth o & 8o, £BA AXE Y4FE FHAA Azxd A F
B} FA Mg & U AdFAAEY AxFo| FAHI IFELE v
b QAR A= KEARRMAE o848 F Ut

AELEZ Q0] zolAZte, ARAFC] Axd FEH m} HES
A9 H#E, YA, £, WE, vi=Fd Aolsl AL ALE A=A
2 A Aolth dF Hol, EEMHEKRRE vIUA, FIAA A o2t
Figoll Aol uotm AR 4 Uk AxE Ut wet g {4F
o] Zolrt itk AZICAE, A dAM = KEHMmERE ©]8€E
T A

< ¥ 15 >)A QAAe] i LS BF Bt B FFoIUATY,
PAAE B FES FAAY ¢+ JAvn B Fxg REmo] oot
2 BmREEERS o7t Yokn Azele AxE v o ¥ 4
ottt & o FAEo] Alzd Y4A ¢ o2} HmEE Aot A A
3o nzs FEEW Hc ARYSETEAR o8 F UE A2E &



. 23 FELHAQ FolA ®Eo] HE QT E Rt UL R
oz A7 HAEH, W £9€ 59 A% 12 HFANE 38
B oY Agoz 43 7l B Aoz AZdc ®E Lo
txpele] Aolsl A& Re2 Az s, MmEE ERH AL 9
AME Oalele] 2Bt} ol Fol Aok §& AARILH

< ¥ 15 > Q4tx]o] i x|z

) _ N
o} = =8 X
| ~mean BSD)
LAEA] o] ThEE A 3.83 (1.68)
EA o] Az} 4.24 (1.47)
| 7} 3 5.45 (1.51)
A} = ] z}Ql 5.00 (1.59)
| &xaQe | & 7 4.93 (1.45)
kel Az L% A 483 (L67)
= v . —
vl 4.55 (1.55)

< ¥ 16 >& QAFA YA FEAo ma} YA i BOA mMEER
mmol 2ol7t YEAS B Aotk AT A% SA el 4
of @& Aole KUAAIT, Y45, 97, &, A, F2LEldMH29 *
AL, BE2EAA29 = TUAMEe watME fo8 Rolg e
i}

Aol E24E A tF Lol AT AR wa} FEel o
2gan AZse AL A AGAL g2 ke ujs AR g
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ool AT AAA meh Fdo| e 4Aste FEE Hgtth
AN H2E FUSHE SGAE TE e ujg LuAd 0P
ool An QaAe we @Eel th2ckn Azee AEE Atk 27b
A9 M2E TUEFE AAA] Y Bl AT V4R gt BE
o) tt2rtn Azse FEE Atk YA Fol 15120029 $/AE o
g g s L4 G HLol 1 AUn AR ot GO
gzt 4zse JEE Wi



< ¥ 16> A7 FAA Bl & A9 A%

A1 2]| AR o] thEEA EA3}po| A2t
E_u]z}-z-ﬂg | mean (S.D) ¢, F- value | | mean (S.D) t, Fv;m;
3 A [3.72 (1.68) 1413 (1.51) |
f‘g QL o 2 [394 (166) | JN'S 4.35 (1.42) N'S__

18 - 214] [3.44 (1.38) b 3.86 (1.28) b
. 22 - 25H  [360 (168) b ., [408 (15D 1
26 - 294] [4.06 (1.67) a 446 (1.50) a
30A1]ow 431 (1.82) a| 463 (142 a|
T = 402 (1.87) a| 436 (1.54) a|
gy tﬂ &} Ag 3.57 (1.48) b| 6.18** [3.93 (1.36) b|12.84***
| WF ol |404 (172) a 4.57 (1.45) a| |
f 8  AI[3.57 (148) b 393 (1.36) b|
| FFH - HARE|3.95 (1.84)ab 4.43 (1.60) a
AW A ) - A9 [4.07 (1.65) a| 4.76*** 470 (1.24) a[7.29%**
| AR A2 (188 a 458 (1.73) a| |
|F Hl444 (176)a| 466 (103)a| |
q 2 i 3 F [4.41 (1.68) a| 4.67 (1.35) a| |
8 A B9 (1540 .. 426 (13D B
;AZ GREANT B (170 b| O |01 (153 bl
l_“‘ A @ AR B4 ATD b 4.02 (1.54) b
q 2 ukglol3} [3.46 (1.63) c 393 (1.56) ¢
E_— 2-3 %8 P79 (16D b, .., 1427 (3DDb| o,
. 3.4 9k [430 (1.73) a 444 (1.42) b)
L 49t o] 454 (159)a| 491 (1.33) a
T 1005+ o] 3 [3.89 (1.80) a 4.18 (1.50)ab
g 101-1509HY  [4.10 (1.55) a | 4.48 (137) a
AER 151-200%H [3.26 (1.56) b| 6.48*** |3.88 (1.55) b| 3.97**
r“"" 200-3009+Y) [3.83 (1.65) a 421 (1.37)ab| |
| 3019kleold M4.18 (1.72) a .4.50 (1.48) a|

*P<005 **P <001
¥ N.S : not significant
a, b,

- 49

*** P < (0.001

. P < 0.052 Duncan test®] A}EZHA (a>b > ¢)



< ¥ 17 > A MAAUEsE ‘RFRAANGEMFAATY’, GRX] /M
FEAZLY, AAAEMANGY, FAAAY) FEAALGR, 7HgR
Agm7tanzge g FEEAULY. F Likert 7HYI=ZE FAHI AAE
4008 71222 3§19 400013 ¥ A2, 4007 XGYOoR UF
Aotk AR = vR{BX|AYo] B, Z7HFAURAI Eoh= H]|7}
ATIZA Yol B W, v AR YFE Y= ALY Wk, ¥|FAAZ
gEde EAXAYo] BT FEAZY I v FEAAH LS S AHo)7)
At o] RS £ A7V 20300 Fi BEREAS HA2E 31 3o
o2 olg9 /Aol yehd Aoz Hiln.

< ¥ 17 > 7“"‘3‘53'1‘ =4

i3 | ‘H —r | 7738 (%)
SR Z}% 39.4
v -f- X2ty | 396 60.4
| L ] 4 | 0.6
A | )2} g ] 347 49.7 l
v AR 2] 2} g 306 49.2
e | { 7 | 1.1 |
A7 351 52.8
v] A} Al 7} 303 46.3
T3H 6 09 |
- P A 416 63.0
v F2A X4y 240 36.4
. FEH | 4 0.6
7} 49173 315 47.4
v 7} ALy 341 52.0 |
S ah | 4 0.6
L y.| | 660 100 l




< ¥ 18 >olME EHEK S40) o KEmel ¥ LT B33
oA ztol tol7t YAEAE LASAT. FEko U WO SHHRRY
N RGYE AT e ZE &Md) wel zfolsl AT E F
HolAzte BE %Mol wa Holst YU F AAYe wAZYno
meEsel e Bbol L, FiEmol mel fEol tady Azse 3
T Fo.

< & 18 > W4E4+H S0l BE Q¥A N

QA X2t | QAR o] i ¥gA F A 2}o| X 2%
7N A 4 mean (S.D) T- value | mean (S.D) T-value
- .
Q2] 2] 2} 8 4.35 (1.55) 6 car 476 (1.26) —
v]-&-89 28 | 349 (1.55) 391 (1.49)
| __ - R R -
Q}Ez?z}q 424 (1.64) 6 Taren 462 (1.33) 7 1k
| B AR A2} | 3.39 (1.61) | 383 (1.49)
2} A17} 83 4.14 (1.69) vey | 466 (1.35) e
8] R} Al 7} 8 3.49 (1.59) >-08 | 3.75 (1.45) 8.23
L XAy 4.32 (l.67)| A 471 (1.37) A
H| 52Xy | 338 (1.56) 3.82 (1.43)]
L ]L SN e e
| @
vd ¥=heiFag-: 392 (1.61) NS 4.36 (1.47). ——
v 7} A3 | 3.67 (1.78) 403 (1.46)

*P > 005 ** P > 0.01 *** P > 0.001
% N.S : not significant
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2. KFEmme H&ES FE#C A HEREY] RE

) EEN FEHI] HEFH

BFBAE HET FEmTo) ATREHNH, ELAHES At A}
ez AmFERd A FEAY AAE Lot BuA ‘U o] AH
g 23] JAt’E AR 2 F £30] Qvn @3 Ffe AA
9 54%%3, 23] fivtn ¥ B 914%Aon, HFolzln &3
A¥E 27%8 1, -89l 05%A wetd 4B AAE nnF A
Sz AA4Y £ U

< & 19 >= @A FEMIT L8RS REGEB7E 7HAAZ, Fof
Sx)ol bR FYE AR Aotk JHAI JAA He HEfEA
TAsle A& FTARBE BESNE 39 AEIGY. we 71A s}
HAkA| el MEEHC EAITA U= HAE Part fich o] 48
PRS2 ZAcEE BEST A JIFH IS A + 7] g &
ojc}.

<E 19 >& EW EEVTAA 71FF Q42 el HEER YElY
A gken ERI RESE AR4EFY FAXY, HAAL, prods
AM M2 QS PIRA] Rele Aoz B = A By AN s
el IF2 % B3, o] 2ED EBHS 247 XS 3943 Main
Effect= < & 19 >4 BXo] Hitpez FES Aoz Yelgo #Hig
o REME e J§o2 Hy I 2§ #BEHEAXZ, s
Z, Feje )] #AI7 DAY RS UE 4+ Q7] R o] £
Thoid & MBS AY 3.
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< ¥ 19 > 7133 |4A9 9%

@ | Main Effect | 713 A3 | f4AAY| F334
Bk F-value F-value | F-value | F-value |
Z 2 )2} 5.40°** | NS 7.44%%% N.S
A2 | 29.20%% 55.80%** | 1027%** |  N.S
=X R 7.16%** BA2H | 657 N.S

*P<005 *P<001 ***P < (.00l
# N.S : not significant

2) B 8

E#sol HE(EANS, AL, T E)e] plAE JFE AL
3] ANOVA(Y 9 )2 MELITE 3T < ¥ 20 >& WA ¥3
Azt A EE HEE AR R Yooz, @ EAAZL
J 4Y& tlAA ok B AR PeYEddME FAHCD
FESGOES, EEL ALY Tl Te] g vk AYdT
= 2R A Higol 83 dAet= 7 (Valenzi & Andrew 1971)
b Qe e, EJEY Faiol ARHL AFHIE FAEEM olhe
A:(Szybillo & Jacoby 1974 ; A% 1988)E itk & ATFE A4F A
Zng AWt AY HR7] BB Eigol EAAZ] FP& vlxX]
ATt EMECH @A 245 By BB Eisol oEa}
A @1 A2 BEY 4+ UNE Holth B AALEL YiiE e
®igol mel EAo] 2olr} Qiokm AZEE gwAQd EEEac 383

§) 7 AL < ¥ 9 >3 < E 10 > 2 Ak M2 ARl
A %e 4 Qi



A #3%& T UG-

< ¥ 20 > 7}Fo] viAE 9% N
712 A 7} 2 712 17+

%87t mean (S.D) | mean (S.D) | mean (S.D)

%-%M?r-} 442 (1.07)14.63  (1.12)|4.43 (1.19) N.S
7421212t 14.18 (1.40) a (3.37 (1.48) b|2.71 (1.44) c| 55.80***
Zojelx  3.14 (1.73) a{3.04 (1.43) a|259 (1.50) b| 8.42%**

#

F-value

*P<005 **P<001 ***P<000l]
# N.S : not significant
a, b, ¢ : P < 0052 Duncan test®] AlFZHH (a > b > ¢)

3) EEHmS] FE

FErt EEAX, 7tAAZL, Fejdr)d s ¥ A
7] 913} ANOVA(Y{uix¥h)2 BEHHE 3 < & 21 >& BV F
2ol EAXZ, 71X AZ, FelgxoA FAXHLE FESIAY. FEMT
ZAA2, AR Z, iz 9% v Aot HE=Ud FIO
U FAIZZ AERTD dHo B3 F Aoz I3 oy e} A=x
QA T AFL U =A Hkde Rz JEt. FAAGH 7HRAZ
AAE olefd ¢t FFE 7MY AL, FuldxdME olHgF 71
A3 A |

M A FEme] tid A4l Aol Agell ot ¥y & U
(Nagashima 1971 ; White 1979)2 ¥}3jx tt. oz =29 U] =
oA HA FAuAES AFAFC AP HEx MY 5 2E=,
A3 e ANt whgo] I A7 AEHooF ¥ Aolh.



< E 21 > 4A7 nA = 9% i - - B

A ol Eff ¢ | F O BAZZ - |
-value

b2 _7]; mean (S.D) ‘|mean (S.D) |mean (S.D) |mean (S.D)

Z A2} |4.77 (1.10) a |4.61 (1.08)ab [4.36 (1.06)bc=|:20 (1.27) | 7.44%%s

A 22} [3.75 (1.57) a {3.69 (1.55) a|3.16 (1.42) b[2.95 (1.57) b|10.27***
2ojel = 1334 (1.63) a [2.92 (1.55) b[2.85 (1.50)bc [2.55 (1.55) c‘ 6.57%%*]

|
f .

I

*P<005 *P<001 **P<(00l]
% N.S : not significant
a, b, ¢ : P < 0052 Duncan test®] Al¥HA (a > b > ¢)

EEwrt AETPrE R FoigEe F%L njAds AFH A3
Schooler(1965)o] &3] A3t o] B AdA REHSEZ SHIA el
olth. BUYNME EEmst AFHPridl d%g HATGE AE YT
B3 ATHEAS- 1986 ; WAT 1994). APATE AFSHo) wie} FiE
# #EZF t2cin win Qed, dFAFIMT FER HRA A
ATAF7} dBHo|AE ). FEMHIL A FAF Hrld I%E 9
= FA%°(Neuhauser & Morganosky 1994 ; Yu & Fairhurst 1994 )7} e %t
H, JFAF Hrld 94%E& v|XA G=U(Bergeron & Carver 1988 ; -t
A 1996 IdTE Ut B dFdAc E2 28U H2& 4§ AF
B2 3o EE#M HE 4EFEH S wAAW, #3738(199%6)2
AL AE ASER o FEEHm ZR 8GR ¥ I e
Ao}, o] Aol AFaolatn ¥ FE YA, REMKH 2HololA ]
AFtn J|oETt FHAAY AdF= AYAAA A5 HAEQD WY F&
A2 o]&IFAUTE HUlFE AR 2U|ANA AT FEA7] o Eo
ANAEL FE#HY J4%& A ¢ AXFEMRS F7ME  U/UE A
olt}. 3 3t Au|Ao A BHELL Y53 GAolxgl, FEEMe s



3 9A7) olYr] HEY £k gl 8 dFdME AL BHe @iEs A
AEQ 7 dEe) EET FEEMmAC T8 AL REE ©l18E T /UM
t}. & ZWERTETAA AAHE @A F/ et AFfd] 2pol7t 3
& A

3. HEE frEd ©WE FEM ZOR

AgATAA AT ALY 2 R APEAFH S REH KR
Jee nlAE W4 ASEo FEEM R 47 % 23& A9
ATt B AFAME AT FALAH B 2 AYAFH SAd BE K
M BUES Xold BASIUTH Aujxte] B¢ wal xtolrt oA [
H HBEE JABAE aMEA Add ma Aold dF& A £ 3
t} A7 EASH =R g, 9%, 1%, A, ddy hdE, qg
Ao] AZYE, M2T74RL, M27Y7E, 44502 TESAT MAHE
42 B4L ‘f9AZYm SR, AEAZLYMFERGD, A4
AEM AR, SAANGAMEAAZLY, ARG AN Y S
2 PR3Y

< § 2 >= EAXZ, 7AAAL, Pl EolA - o3be] FEm HE
ol AolB A olth. FAAZ, SAAZNME & - e 2pels}
ARA g, T EAME & - A Aolrt YTk FAXZAH JAA
oA £FEe BFRY 24 JeERh



< E 2> Yol BE 94 A3

{7} AR AR EXE
fek: ean (S.D) t-value |mean (S.D) t-value |mean (S.D) t-value
3 2} | 428 (1.14) 328 (1.52) 2.89 (1.58)
4.92%** 2.15% N.
o = | 471 (1.08)] 7 E.sct (1.58) | 297 (1.57) >
! - el —

*P <005 ** P<001 **P <000l
¥ N.S : not significant
< ¥ 23 >2 FAAZ, 7RG, Pl Epol I8 FEH %
Roll 2ol ZAR Aold. FAAZ, 7tAAANNE o) o H}o
7t (IRNA R, Frjo ol dFd @& 2to)7} AUt Fuje Eo| g
dHo| =E4F A JEixt

< ¥ 23 > dF gE A4A 2

Z 2 2]z} 7} 2] x] 2} | ?HHQJE__'
mean (S.D)F-value imean (S.D) F-value/mean (S.D) F-value
4.54 (1.03) 347 (1.48) | | 262 (L.30)b
22-25M] | 434 (1.21)| N.S | 3.23 (1.51) | N.S | 2.67 (1.50)b (8.58***
26-294] | 4.56 (1.13) 3.47 (1.65) 3.18 (1.70)a |
4.57 (1.1 352 (158) |  |335 (1.67a |

*P <005 ** P < 0.01 *** P < 0.001
# N.S : not significant

a, b : P < 0.058 Duncan test®] A} A (a > b))

< ¥ 24 > FAAZ, NMAANZ, Tl EolM Bio] WE EEH K
Roll olgd =AM} Aotk FAXZ, FujoxoME 8t 2o)7}
URA|RY, 7R Z A= 2Fel7t Qi AwtH oz YiAlo] i A
oll vl FdiH oz WA Jehgo)
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< ¥ 24 > o] }E PAA &3 |
T4 7}2) X2} Fuj o &
-1d=% mean (S.D) F—value.mean(S:D)F-value mean (S.D) F-value
7 = [451 (1.14)ab 364 (1.65)] [3.31 (1.79)a)
a8 1434 (1.14) b[.79%* | 332 (1.49)| N.S[2.50 (1.41)b|12.29%*>
W&ol Ala6s (110) a| | 334 (1.55)]  [3.09 (1.53)a

i S ﬂ

* P < 0.05 ** P < 0.01 *** P < 0.001
# N.S : not significant
a, b: P < 0052 Duncan test2] A}¥ZHAH (a>b)

< ® 25 >= FEAZ, 71AA A, Tl oA B W& FHEMH XX
Foj zolE ARG Aeolnt. FAAZ, 7HAA Y, Frje A AP o
gk apo|7F AU MubHo g FRG A - AP FASE SHEA
ol O & g v ddHez A JENT

< ¥ 25 > Ao & 4] A —
Z A7)z} 7k 2] 2 T =

mean(S.D) F-value mean(S.D)F-value| mean(S.D) F-value

=

&  Al4.34(1.14) b 3.32(1.49)b 2.60(1.42)b
229 - 3 AL 14.35(1.08) b 3.17(1.55)b 2.90(1.53)b
At - AFE Y 14.54(1.22)ab 2.52* (3.90(1.71)a [2.41* |3.55(1.71)a |6.7 1 ***
A B 7 3[4.40(1.12) b 3.26(1.49)b 2.87(1.72)b

= X.14.86(0.96) a 13.60(1.47)b 3.52(1.68)a

i

* P <005 ** P < 0.01 *** P < (0.001
% N.S : not significant
a, b: P < 0052 Duncan test®] A}EZHAH (a>b)

< ¥ 26 > FHAH, 712, P o H2FAF 4L ©E F
EH BRA 2el& AR Aot FAAZ, 7tx)A)2Z, Fuj oA A



27440 get Aozt QT ZE W5NM WPIH H2E T
st ATl ThE Il vs FiHes wA vt

7} 2] 2] 2} Frlgs |
mean(S. D) F- value mean(S.D) F-value
o5 AR720i0a] 399 (1.47a) 339(1.570a] |
a3 H4.47(0.99)b [2.96* [3.32 (1.52)b[9.30*** [2.88(1.49)b|5.87***
o] % &2 ol 14.39(1.19)b | 3.14 (1.53)b 2.77(1.6T)b |
2 2 Al A 14.38(1.25)b 13.22 (1.58)b] 2.69(1.51)b}

*P <005 ** P < 001 *** P < 0.001
% N.S : not significant
a, b: P < 0.052 Duncan test®] Al¥Z% (a>b)

< ¥ 27 >& EAAZ, 7tAAY, FodEdA M2 FU7IFH @&
Eah R xpolg AR Aol FAAZ, 7FAAZ, FrjeEddA
M= 271 Ad ual xbolzb YU BE WM 1rtHCE MXE
T4l FEALTE A el

< § 27 >H2 UMl e A4 A%

E4A7 AXNAZ [ Fulds |
| mean(S.D) F-value mean(S.D)  F-valuejmean(S.D) F-value|
2019 o] 3} [4.27(1.16) ¢ 3.04(1.51)c 2.60(1.43)b |
|2 - 39k [4.55(1.07) b|7.17*** |3.53(1.62)b|13.24*** 3.17(1.71)a (6.98*** |
3 - 49+9) [4.59(1.11)ab 3.42(1.45)b 3.0001.6Da] |
4791 o] 4} 14.87(1.13) a| - 14.18(1.30)a] 3.25(1.45)a

* P < 005 ** P < 0.01 *** P < 0.001
% N.S : not significant
a, b : P < 0.052 Duncan test®] AFFHAE (a>b)
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< ¥ 28 >& EAAZ, 7tAAZY, Tz Y4£F WE REM
sBo] 3pol2 ZANE Aolth RE WFdA YA K wE FEMI B
7hell o)zt UATH WAS @& ole rg FE F7F UM

< ® 28 >44S0] e 94 A

zaxz | AR ool =
mean(S.D) F-value mean(S.D)  F-value mean(S.D) F-value
1005+ o] 3F [4.41(1.08)bc | 3.03(1.44) b| _ 2.72(149) b|
101-150%+4] 14.45(1.11)be 3.64(1.44) a 3.26(1.62) a
151-2009H%] 14.26(1.15) ¢ |3.82** 3.04(1.47) b|6.07*** 2.62(1.45) b|3.79**
201-300%H4H 14.56(1.08)ab 3.40(1.57)ab 2.93(1.64)ab
3012H¢ 0] 4} [4.78(1.20) a| 3.79(1.70) a|  [3.13(1.55)ab )

* P < 0.05 ** P < 0.01 **% P < 0.001
# N.S : not significant
a, b, c : P < 0052 Duncant test®} A¥ZHE (a>b>c)

< ¥ 29 > EAAZ, 7R, Fujl A JfAdRF] ©HE FEM
BE 2polF FAMRE Aotk ZHANRF I 7R UR P LA = [REH
gEo] Aol7t AT tE MAguFdME DY FEM FR 2o
7b AT BE WA v ZEEY A4Ye] A YERT.



< ® 29 > AHWS] e gAA £

_ — _—
=32 742122} Foj ol
7R A &= mean (S.D) T-value mean (S. D) T- value mea.n (S. D) T-value
= —— —— _ — X ‘1--—_1
R A2H 1476 (1.16) § 05+ +3 70 (1 52) 3.84% 4+ 324 (1 62) 4,00 %
v 88 X] 2} ¥ 14.31 (1.08) 3.22 (1.55) 2.73 (1.52)
+ ' + - t
Z 458 (1.11 3. 1.59 15 (1.
B A F X213 14.41 (1.15) 3.25 (1.51) 2.71 (1.53)
i - — | 'r . —
A} Al Z 4.71 (1.09 3.59 (1.52 3.04 (1.58
Hlz ( )5.21*** ( )3.10** (1.58) N.S
H]| X} A1 7} _ 4.25 (1.15) 3.2} (1.58)l J 2.81 (1.57)
7} 2wl 4.54 (109 3.35 (1.53 2.95 (1.55
FARAY Wsa (109 | o B35 S| o p95 (|
8] 7} A7 213 14.39 (1..19)L 3.49 (1.58) 2.88 (1.61)
- - - o — l <4 PR —
ZFAXNZG3 14.69 (1.08) 4,41+ 3.63 (1.57) - 3.15 (1.66) 3 45k
H] & 2 X]1Z}8 4.30 (}.15) B _3.1? (1.52) L _2.72 (1_.47)___ B
*P < 005 ** P < 0.01 *** P < (.01
# N.S : not significant

2 7}

S0 & FEM R dvulg 2%3d g3 2.

REH HRAM FE, I3, T8, AP T2 A7 FANA W o
S E Zol7F UNAIRE, AT, H2FUF4A, H23U7HA, MAdES9)
22 TR Mo @& Aol EHEINL o] Ae nAES &
A LEM 2 A" 7 AEZ A|AF3H
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1. 8 #J
B el A2 goksid thea g
) KEHmY FEMm 3 HRESY 2

(1) SFFolAl, €48, TR, SH, dolA HAY, @K, BEL, 7
AW E, AZE e ZN 2o Azee FETAE 2ARATA
A5 A A SAM(EKE, HEL, FYFE, AP YhHRO WA GA
(4, DA, BE, JoAN HAME o Fasd A Aoz v
ok, ShA T MAH BMQ SE, oA e wEo] 4x ¥ ¢
Molmaz, lAlA @AM 7hd, AEW, 47 te] H52 2Y £
gle Aoz AztE} o] BME FolM FEEHE 2454 @ WA=
gAs Qi 1 ol AAZ FEH HKE F43A @A Az
7] HEY £ U1, £UYF7 ©YBA GrtEA ot oL ¢
Axlo] e EakiEo] meksly] MEY £E e Rez Azdd.

@) SFAEZS PAA U BES AU QA ) i B
L PAAE By 2EHe AT 4+ JeA, 28T FEEmd w4
£ Q(ERK, UAQY, £, SH, vt=A)ol oyt Yotz AzaEte
Ag AN Rolth 2 AT WaAd] U FAL BE NG ¥ 43
OJUAT, PAAE B L ARY & oty Azse Yo 4
Ao} we}l 2t FESA QA Hol7l Qtn AZEE FEE ¥R B
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bz ¥ 5 Aot = gFAE] AzxE FEEM wel FEFESMH 20
7h Qokn AZEgenz FREMAHET ARIFTHE oj8E T e
Rog Hrl

AT BALH B4 9 MAAEFH B4 o0& |40 i WML
zAzlo|A g £ Aol E&4E GAA tE Lol X
QAR o] uet EAo] dt2tda ALse X G, d}EL o E A
ol ula PArR o] dF F.Lol AR FEs et FA nENX
Aztale ARE Wtk AWM M2Eg FYde EEES TE F
chofl vl3f fALAd did Lol 713 o REw gt FFol °dEn
I AZEle AR Ao 27MEe 2§ FAESFF 44 i R
o] AT QAR g FFo] tatn Azsie =X FHH H45
o] 151-2005+g Q) ¢€AE o & Fddl vl iz i Lol A
I QArR)o] mat FEe] tdaudn AZde F=E FUT. ARP2 F
MEFET 9k g3 Wbl A FE#d wet Fdol nEnx
AZste ATE Fo.

2) XEAMHS ERI FEd 3 HERE RE RE

() FAAZY, ARNAZ, FRASAN EES FEH o) MEER
& zAAAT. EAAL, ANAZL, TeIE REUslN R FE
w 7re) MEMAC YA WA AR AT RGBS EAA
2, AAA 2, TSN A2 FBE BNA BRI ¥ 4 Qo

@ Mmigol IRNEY EAAZL, AXNAZL, TR nAE 9
4g ZASYT. 1 A% EEL EAAZ L nXA @A,



ARzt FodEdE 9FL uAE Aoz JYEHEY. AVMAYTS
AR A2tz Foj et FolAe ALz JVENT

3) EE#st AF3EY FAAZ, AAAL, Fuizd A= B
ka2 AT 2 AR FEEme FAAL, 7HAA L, Foielzd] B
ske ma):= Aoz ekt HREQY FIold FAZT ZFERT I
Ao ©E 3 £EEoz g3 oY ARY I FFL T© =4
Hrtste A2 YERH-

4) WEEe #ad U FEH 4RE ARINUC

JAFTYA, Auztel FEE# MR Aolg ZABIG. I B AT
2A%A =49 Ad, a3, Y, A, A2TURE, A2TUTHE,
A2 So) wel FEEH KR AoVt gl Aoz veigth E JHAA™US
A BAHA 7AAREE AT FAAAYMRBANAE, FEAGT/
N AR A4S, FAZEANRY, FAAGYMFAAABA T2t R
FEH BER Xol7t e A2E URKH.

2. 1

il

E dA7Ee 4R, B3] 20300 BLBBEEE WE2E 3 FEN
E Aoty A I FHE#M HEN d 977 dHEEH o F
Ry, FUdME AZ AFZGo] WA FHEH HRA ot
ool AFERR, 2 T4 FUAFY ARl ZA] GfenE AT
tiAto] x| E3YPet wEtAd B A7 A {FAAEFY FEEH FRA A3



NxATEH EH ooyt g ALeR ¥ & 47 VIEER, AR
Agpel sl wE RE# R B FAH 77 AL HoF ¥ R
o]}

B HRe BAM 2 #52 o7 Ao

1) GaMAgEdA AFHE S FH U el dFgnd
a}ol7l UL F Uerg, o] A9 ZHI}E thE AFIAME HEAT
= AL A HAF 4 Uk AA AuRe Fo] FHE PFE 53}
7] SIS E Bk FRHo|m AP A7 83 B

2) Ad AdPoME FF AvAEC] BESET ABEEMSE ¢ A5
g g JAATH B dFoME FuidzdA gt oy FFERGY
Z AEL =4 Bz, FAALAT SHRAXGAM = olHE FFH
2 AEL FUHA HisAT £THRAAS Aol Agd =}
LA o] tig Aol W ¥ F AT AT AR BES ol
ol A U AN AES] HEAR e e HEY g JeEE,
Aglsle ARt ¥hgo] T3 AF7E JPFHo ol F Aol

3) B dFE 20300 Fi HERES dAdez 3} dFoln. A% sl
ma} Auat e HEd Aol FAU ¥ F ULER dRFE &
3l A3 Bevl o Eo.

4) B QFNAME vzy APAe H2E FBWE AIUY. A F
AE o] Fxo) ulel Y40 dF AuAe WL BES Aolr)t UF
s glemz o A7el AHE UL YRYES FLE —ML AR
2 EAZ oo 24

5 EhlrEol A% FHE AgMg o]FojFoEz HHT R
Holal ¥ 4 gith 3x4 factorial design® 2 2} oo R 7} 407




AEReB2 EREAE Z7|d FEA Z¥ 9371 4

6) EAHEE XA Agslglenz BKHAHSY AzAHolu B3
Ao A BEEZ dFAY JEF ¢ % v AE WAE 5 8l
t}.



2 % R

1. 58 B X WK

2T 2}(1989), AZH7}2}HoA Country-of-Origin®] 48z} of-§-A ko]
T3 A - ‘Made in Korea’ o|v|z] B4 E FHEZ -, A
St ik AALRS =&,

FT97(1990), 28] et Al A48 MegsgFo] #3 AFH A+ -
53 MEAGAFT dEAde AF{FHAIE AZHHE T4
o2 -, AU Y HAEY=E.

T453(1990), ¥4tx] &Az}o| dAJF FA|vlolAY Mo BI A,
A&t Y HALES =R,

28 4(1988), AFFHHE 714, 94x 28la EAF A7t AFEH7L
of HAl= Y% SHE, IR Y HARA=E,

A0 g(1989), 4E ¥4 {¥I B PririFEd @I A7, ALY
o Y ALY =R

A TH(1988), X o} AL 7F Av|Rte] A|FHILo] njA = FYof T
3 AT, dA tidtn it A =g

A49(1990), AFoln o] HHATF, HEhetT ot HALBS =g,

7412)(1989), ZAFEY} oA MIEd BI AT, AEULm
thate HAE S =R , |

HLF(1986), AnjRte] AZFE AF ojv|Alo] | A3, Agdittn
ety ALY =E.

P =(1983), 71Fo] iy AR ¥hg A1), AR n WA A
MEdT4s =3, 13,
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2aid (1992), Az=3 AR} A6 AFF7M] A= % &
8 A7 AL (AT BF-, AEUGZ i HA}
=
¥l =(1989), A WA vEAE GMst AEFFGI viAle I
A7 -2z aAE FAo=. nHUYdR Y HAY
Ae=i.
ulA F(1988), AlEo] Hrie]l JgL maE 714, Y4x aZa 23
A EA, ity e MAY=E.
e AJ(1995), “WTO/WCO YAATFAR ARYG FI8%Y 3 3
4y Foqild, 276%.
AF39(1992), M QAR BRI} AujAe AFHI nRe I -
ZZAANEL FALZ-, dguittn Y HA=E.
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ABSTRACT

The Effect of Price and the Country - of - Origin on

the Evaluation of Apparel Products

Min, Sin (n
Dept. of Clothing and Textiles
Graduate School of

Hansung University

This thesis is to study about the effect of price and the

country - of - origin on the Evaluation of Apparel Products.

The subjects were the male and the female consumers aged

between 20s and 30s (total 660). The study included the
review of published article chosen and survey of apparel
product. The actual example of 'Polo - style knit shirt’ were as
stimuli. The price and country - of - origin were exposed to the

respondents. The levels of price were 14,000won for low,

39.000won for moderate and 64,000won for high level. The
[Labels of country-of-origin were "Made i1n Italy” for

developed country, "Made in China” for undérdeveloped and
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"Made in Korea”. The data were analyzed through the SPSS
(reliability test, frequency test, t-test, F-testt and ANOVA).

The results analyzed from the data are as follows:

1. Recognition tendency of the consumers on the country -

of - onngin of Apparel Products.

1) They regarded the intrinsic cues of clothing such as
color, design, quality and comfort more important than the
extrinsic cues of clothing such as price, a brand name, a store,
and manufacturing country. ’'Among these information cues’,

the country of origin was regarded as not important one.

2) The country - of - origin of the apparel could be used as

a proxy indicator of quality evaluation. The amounts of

interest on country - of - origin were different according to
consumer characteristics. The older were the subjects, the
more they were interested in the country - of - origin of the
apparel and the greater they thought that the quality of the
apparel could be different by the country - of - origin. On the
other hand, university students were not interested in the
country - of - origin and casually thought that the quality of the

apparel might be different by the country - of - origin compare



to other groups. However, the respondents who purchased
shirts at the department stores were more interested in the
country - of - origin and thought more seriously that the quality
of the apparel might be different by the country - of - onigin.
The higher price of shirts the respondents purchased, the more
they were interested in the country - of - origin and the greater
they thought that the quality of the apparel might be different
by the country - of - origin. The respondents whose income
was between 151 and 2 million won per month were less
interested in the country - of -origin and the less important
they thought that the quality of the apparel might be different
by the country - of - origin. The thoughtful respondents were

more interested in the country - of - origin and thought greater

that the quality of the apparel might be different by the

country - of - origin than the thoughtless respondents.

2. The attitude of consumers over price and the country - of

- onigin_of apparel products.

1) the survey found that there was no interaction between
price and the country - of -origin 1In perceived quality,
perceived value and the purchase intention. Therefore i1t could

be presumed that price and the country - of - origin don’t effect

each other.



2) The survey found that price didn't effect on the
perceived quality but had significant effect on perceived value
and purchase intention. The lower the price, the higher

perceived value and the purchase intention were showed.

3) The survey found that the country - of - origin effected
on the products. The made in Italy and Korea fashion were

perceived as better quality and value than those made in

China.

3. The effect of the country-of-origin by the

characteristics of consumers.

The survey found that the effect of the country - of - origin
could be different by sex, age, education, occupation, stores
where they purchase shirts, purchasing price and monthly
income. It was also confirmed that the effect of origin could
have differences by Fashion - conscious type/non-Fashion
conscious type, Brand loyal type/non-Brand loyal type,

Confident type/non-Confident type and Quality - concious

type/non—-Quality concious type.
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