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ABSTRACT

A Study on Measures of Enhancement for National Brand Image

- Centering on the Country of Origin Effect -

Kim Sung-hwa
Advisor : Prof. Park Ro-kyung Ph.D.
Department of International Trade

Graduate School of Chosun University

Since the successful 2002 Korean and Japanese World-cup game, voices to
emphasize improved national images have been increasing in various fields. Through
the World-cup game, Korea has been recognized as having friendly, creative and
advanced technology as dynamic Korea and Hub of Asia. It was an opportunity to
be out of the previous images such as the country of silent morning, having
exclusive nature, weak citizenship and no definite national image. It was the best
opportunity to improve our national image. Since the game, our national image was
improved and we need further research on what factors influenced formation of
national image, what kind of contribution they made to the formation of national
image, and what we have to do to further improve our image. It is believed that
the results will present various directions for improvement of national image to the
government and business.

Recently, most of the countries have recognized their countries as a brand and
have been planning to conceptualize and improve their national image. Although
Korean products have competitive advantage, they are not properly judged in
overseas markets. So, this study is to find out how to improve our national image

and to prepare effective strategies to reinforce Korean national competitive power.

_iv_



This study defines the concepts of national image, national brand and country of
origin effect based on the results of previous discussions on national images and
country of origin effect. It is to find out components of national images, present
concept models on relations between variables and prepare effective national image
improvement strategy and global brand.

As a strategy to reinforce national image, this study suggests that Korea should
prepare an effective management system through which promotion activities are
operated under the concept of incorporated marketing communication. It is suggested
that internationally we have to prepare Korean image with distinctive concepts and
actively and effectively use MPR, Internet network and online media. This study
suggests joint promotion through strategic cooperation between domestic companies
in overseas markets, and management of national image through strategic
management of international journalists working in Korea. As a method to prepare
global brand which is a distinctive competitive factor, it suggests strategies such as
repetitive advertisement, audio-visualization, and presentation of clues at a point of
sale. Third, it suggests necessity to prepare distinctive strategies according to
nature of products, characteristics of manufacturing countries and customers based
on the concept of country of origin effect and understanding of relations between
products evaluation. It also presents guidelines for counterplot of reputation of
manufacturing countries and global marketing mix strategies to improve our global
brand recognition and to prepare high brand image.

National brand image can not be prepared and improved by temporary policies in
such a short time. However, if we use strategies to improve the national image
effectively and efficiently through establishment of national reliability, development
of leading images, links between national image, enterprises’ images and image of
products, and organized preparation of national image, we can secure continuous
national competitive power and further establish a confirming Korean image in the

world.
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AL BAE e did 4% et AAHEA BAE af9 H{iirt S A
= TAASRE AAsHA Ededvl & F v
Aot 7 o H AN ARd

A g 2 AR AFARA, @it 1 gt nAdA daiA Bliiely A H|
2o o8| AFH= HESE 7HEst

lt\:

rir
pod)
o
fr
o
lo,
o
Rl
%2,
ful

gAacg 2gntagntel ddl = 4 A (Rajendra Srivastava & Allan D. Schocker,

1991)390 o]t HA= ZpE s “HA= Yo} B fHEE WX lon,

37) Peter H. Farquhar, “Managing Brand Equity,” Marketling Research (September 1989),
pp.24-37.

38) David A. Aaker, Managing Brand Equity. Capitalizing on the Value of a Brand Name
(New York : Free Press ; Toronto : Maxwell Macmillan Canada ; New York : Maxwell
Macmillan International, 1991).

39) Rajendra Srivastava & Allan D. Schocker, “Brand Equity: A Perspective on Its Meaning and
Measurement,” Report No. 91-124, Cambridge, MA: Mar#keting Science Institute, (October 1991).
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2493 = (Darling & Wood, 199052 JpEH HCRE Bhnol ApEd BIK e o]
A7b By kel Qe vAsd 2 M dEEY e ST B gl
ad7F st ol ZaF 9 v F38l(Eroglu & Machleit, 1989)53), 9 go]Hd =9} & H
(Wall, Liefield & Heslop, 199142 3% & 7F #5S H7lst=d FEEl7 93S v

A B fo] whel Ae]shs Rolal uhal 3193, wENGupta, 1995)) % J5pE Hy

49) C. M. Han and Vern Terpstra, “Country-of-Origin Effects for Uni-national and
bi-national Products,” Journal/ of International Business Studres, Vol.19 (Summer 1988),
pp.235-255.

50) David K. Tse and Gerald J. Gorn, “An Experiment on the Salience of Country-of-Origin in
the Era of Global Brand,” Jowurnal of International Marketing, Vol.l, No.l (1993), pp.57-76.
51) Johny K. Johansson & Israel D. Nebenzahl, “Multinational Production: Effect on Brand

Value,” Journal of International Business Studies, (Fall 1986), pp.101-126.

) J. R. Darling & V. R. Wood, “A Longitudinal Study Competing Perceptions of U.S. and
Japanese Consumer Product in a Third Neutral Country: Finland 1975 to 1985, Jowrrnal/ of
International Business Studies, Vol.21, No.3 (1990), pp.427-450.

53) S. A. Eroglu & K. A. Machleit, “Effects of Individual and Product-Specific Variables on
Utilizing Country-of-Origin Effects,” Znternational Marketing Feview, 6(1) (1989), pp.85-100.

54) Marjorie Wall, John Liefeld and Louide A. Heslop, “Impact of Country-of-Origin Cue on
Consumer Judgements in Multi-Cue Situations: A Covariance Analysis,” Jowrnal the
Academy of Marketing Science, 19 (1991), pp.105-113.

55) Pola B. Gupta & Kenneth R. Lord, “Product Placement in Movie: The Effect of
prominence and Mode on Audience Recall,” Journal of Current Issues and Research in
Advertising, 20(1) (1998), pp.56-58.
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El=9} 2(Tse & Lee, 199357 B #7F #ins @7 widh ol F% Ak i
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o R 9E A PRAY T A% RE b KR BE A4S A3 P RT

2t 9 (Chao, 1993)58)%= A3 #fgg= TVel thgh tzFQl [ ok i (country-of-design), =
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ol P PrEE B A% U FEm WAt A4e nAS W AA-FA
%

56) C. Wang & C. W. Lamb, “The Impact of Selected Environmental Forces upon Consumers
Willingness to Buy Foreign Products,” Jowurnal of 7The Academy of Markeling Scrence,
Vol.11, No.2 (1983). pp.71-84.

57) D. K. Tse & W. Lee, “Removing Negative County Images: Effect of Decomposition,
Branding: and Product Experience,” Jowurnal of International Marketing, Vol.l, No.4 (1993),
pp.25-48.

58) P. Chao, “Partitioning County-of-Origin Effects: Consumer Evaluations of a Hybrid
Product,” Journal of International Business Studres, Vol.24, No.1 (1993), pp.291-306.
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59) Robert A. Peterson and Alain J. Jolibert, “A Meta-Analysis of Country-of-Origin Effect,”
Journal of International Business Studies, Vol.26, No.4 (1995), pp.883-900.

60) G. Lantz & S. Loeb, “County-of-Origin and Ethnocentrism: An Aanalysis of Canadian
and American Preference Using Social Identity Theory,” Advances in Consumer Research,
23 (1996), pp.374-378.

61) G. Chakraborty, A. T. Allred & T. Bristol, “Exploring Consumer’s Evaluations of
Counterfeits: The Roles of Country-of-Origin and Ethnocentrism,” Advances mn Consumer
LResearch, (1996), pp.379-384.
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s 3 89S
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229 Z1 2 (Roth & Romeo, 1992)% olA7tA 9] H7%E AxE B3 Ax BHEK

62) Philippe Cattin & Alain, Jolibert & Colleen Lohnes, “A Cross—Cultural Study of Made In
Concepts,” Journal of International Business Studres, (Winter 1982), pp.131-141.
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63) E. Kaynak & O. Kucukenmiroglu, “Source of Industrial Products: Regiocentric Orientation
of Chinese Organizational Buyer,” Zuropean Journal of Marketing, 26(5), (1992), pp.36-55.
64) R. Parameswaran & A. Yaprak & M. Pisharodi, “Facets of Country of Origin Image:

Anem-Pirical Assessment,” Journal of Advertising, 23 (March, 1994), pp.43-56.
65) S. Agarwal & S. Sikri, “County Image: Consumer Evaluation of Product Category
Extensions,” Znternational Marketing Review, 13(4), (1996), pp.23-39.
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66) G. M. Erickson, J. K. Johansson & P. Chao, “Image Variables in Multi-Attribute Product
Evaluation: Country-of-Origin Effects,” Jowrnal/ of Consumer Research, 11 (September,
1984), pp.694-699.
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67) Johny Johansson, Susan P. Douglas and Ikujiro Nonaka, “Assessing the Impact of
Country-of-Origin on Product Evaluations: A New Methodological Perspective,” Journal/ of
Marketing Research, 22 (November, 1985), pp.383-396.

68) S. T. Hong & R. S. Wyer, “Effects of Country-of-Origin and Product-Aattribute
Information on Product Evaluation: An Information Processing Perspective,” Journal/ of
Consumer Fesearch, 16 (September, 1989), pp.175-187.
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69) Edwin E. Ghiselli & Clarence W. Brown, ZPersonne/ and Industrial Psychology (New
York: McGraw-Hill. 1955).
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pp.231-259.
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71) Edward L. Thorndike, “A Constant Error in Psychological Ratings,” Jowrnal of Applied
Psychology, Vol4d (1920), pp.25-29.

72) Milton L. Blum & James C. Naylor, Zndustrial Psychology - its Theoretical and Social
Foundations (New York : Harper & Row, 1968).

73) S. E. Asch, “Forming Impressions of Personality,” Jowrna/ of Abnormal and Social
Psychology, Voldl, No.3 (1946), pp.258-290.

74) W. H. Cooper, “Ubiquitous halo,” Psychological Bulletin, Vol.90, No.2 (1981), pp.218-244.

75) S. A. Fisicaro, & C. E. Lance, “Implications of three Causal Methods for the Measurement
of Halo Error,” Applied Psychological Measurement, Vol.14, No.4 (1990), pp.419-429.

76) A. Anastasi, Psychological Testing (New York : Macmillan ; London @ Collier Macmillan, 1988).
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_55_



B
af 2 da JdeowA TRl A THAL e BMRES oot old g

o
ek 712 AR ol A Bkt o] S 71 o AE AFAAFE Ao

oAWR olUe olE9 JFHol B Auel WAA RHES Bss o] puE

4. MPR & W&a ol Bkt B
7. MPR< 28 Gl #ig

MPR (Marketing Public Relation)- 3olv|#] &9 o] vluAdsy FAE @
i 9= PR E#Q % PR(Corporate Public Relation)¥+ &g AHA nf

dot= &EH=ZA PR 7o s TR0

86) Thomas L. Harris, “How MPR Adds Value to Integrated Mareting Communications,”

Public FKelation Quarterlty, 38 (1993). p.14.
87) Allen H. Center and Patrick Jackson, ZPublic Relations Practice: Managerial Case

Studres and Problems (Englewood Cliffs, N.J. : Prentice-Hall, 1990), pp.55-56.

_56_



stodl, LAERE ok HluAESIe] AAE AASA fFASH, Bih, /&, e e

T
At ow viAA s Y 725 SaA de" o AR olH, kol E

Asstal, WEES HHA7IH AHE BESS deo
Friste] TaAoR WiEER S F Mg TFolEA

L l-Oll
-
oo
o
rir
= |
o
folr
2
[40
Me
o

3 MPRE Fdd=d oA 243 Cl(Corporate Identity)= ¥l bzl
feesim, sk, 218l 5ol oJEA AREA YA ol A =it wat L
oA B R tE FEPaFEY vaste] o] v HEE FTEd YA A9A

2
)
H
r[r
N
i
=
é

3t U ¥ & (monitoring) 7] & ] %A ¥ T},

L

oj o} && W&ol B olv A fems AT it 8ol BEF of= o
Al BRGLHRIEE) AA X 2ol A& A Mkl EE Bn H54o
2 FHsoj Aok &7] wEoltt. AT7HA S B Ao, AN FAH R A4 H
of FRHAZ BFKILMIETAAN oAt BUF Aol A &l &5 AZ3] 3ost

SRS RO ARMeR gAer] A A ¢ e o aiikeg vAs
o Mes =dste] o & Aot

MPRE &-8&3to] B olv A shfikhs ¢ K A7 Hites d9EY &
3 ol Aed & Add AA, HFWAES o] &3 ARk AW b =% K F
58 e Eige F8T ¢ A vde s S AU AudS AFs] de 5%
B Y Mk el mpat ddd SAAA EHVE e
HE TVY B e 5 dsiAE T &1 o jEde ddd w288 Awdo

AAGA APl el Y 3RS ZA 2 ¢ Ak S 5o B AddTdlE

88) A&, “miARW PR =z 7]38& 99 Higy B TR R, ¥ (1996), p.185.

_57_



FAT AL 19929 KB RAUEH) 184 TVES 2A% Aol #9% B
HadE A gagnd AR} H/d FRSAT o2 nd vAYHos

A, FPAHI 2A TS Fokol BIEK olv A fEEikigel 28T & A &5 5E M
Tl Al F7HA 9 HiEE Aest= MPRIGEIS T3 fgictaal she @EIe oA
AR E 4 F du. dE 5o, HH IMFE 53 72249 44 At
2 HFol Aa e=d @ dd JdEdlel mpe S5AAE Lfdudrt =
vdd FARA IMF, AR 78 55 JAANATEEZA @I B gl

FoAodE WEEY HHEESANA T Hls AT F don @Y ouAE kK

AR, JEAEAS GHOE & MPRIEBS & 4 th BHEA] dgge o
AE WE BE WERY oEAEAT BAUE Fopo il AEA FomA ¥
QA Aol FAA FAN ov A HEKEE WA & e Aol

& 19 ARUA A Wl & FA

0 BEERESS T &8ss Higoltt. MPRY} Jidi= o oE
M

rt
N
)
o
2
7B
F
[4 o
=
X

o

PR i A+ BAS 7% o, ke MPRE Aol 3
S HA7E gk wAE ARE Fdgstr] YA st IMCEH Aol A MPR2
E]

it FEYE o] F v vAE

of 9% Fe B olwE #Yste VlvxE A F

wo2gkel mho s HIE i g

R ol A fimE A 7IEA) WAAFeRA ZE B A, A Al o

g o] g ofglol Hol W AfxyAeld AR FETIL e AEU, EEuY

_58_



o, CATV, VOD ¥9 22l vt} g ol 44 sl W% olvlA 5% 9% AR
1 WANEE feRe A B,
e @ b EES AASD A AL doB RAsI gt Frideso)

NES) AFA wzvdels WAMAZA #rHD g Aol ohie Az dEuse

#AE Ao IMC BRI Az AR Had ARUAL Fe &
A4 5 90e Aolee Aol

=2 vhod AFUAclHES AR Ax AZAANH, fFHRy A FU Aol
Ao Wi FAZ 2a oA HMEAE & e AR sy, drHel =
ghel mdol= PCEAIF 9IHMY, VODE & & w89 A 5o AFA< 44 dF
o A Corled, #A1, TV, gke Q)ol ool ¢l vitjolzh A5e] vixl= wlefe] Wkl
ZAFUAeld e FE% g

ojgfgh kel wyolEe TAMAL VE wavyolrt s SR W w
S AUl AR, KNS RE, WEE S old3, AT}, hrlbdrel i
of M= MEE vdole T 7= wrefe §§EIE ofFofA 7] wiEold
Lol mgeoj s o] & AxuAdelde 543 F8A4L ted 2ol A9d + Ad

AA, vHAE AruAelde FAZE Ao REE HtEE dHi . 7]E 1

Hojell A = F54d flet vAAY] #8209 i, 22 v AelA

A

mel A 4N BA, &4, 998 2%
Aol shgael ARAg 2 mee] KEE wrh wekd Lot s Aggon
W AFUANA FAAe BRI T, A AL on AR 3

on, Ayl wg i vARE R EEAHE FFEHA dd

89) ol @ %, Al ulel AAA Aol ulg A AU Faush Al A FHow” T
HWtts, A355 (1997), pp.33-54.

_59_



£, AFUANL FAL AFAA, 7% viciolol wa) v 8ol Adsn, A3
na} e G MAAL gl AR WA gow, A A% P Aol Foldt
g0l sdtel w3 Fo
o)A oA 4 2 KPR RO 2

A, e2kel vtelg ogsE F ALEES HH £E ¥ ASFEC ¥n, FA

FgFol], @Y JEFEARM, ARET/ FHT 54T 21 Yuh webA Hi
=
o] BEF WAAS TALRE Fal kFlA FUAL S Y, RS FAT 5 9

whebA] GRS o8 vAe Fuitels wikt, MEAY, A9, il
A, BoFg, Ad4 5o 540w Ad dFUAE o £ wAY nad A
WA E ol gekel WHHE Az Aelo) weh iR A dssts vl s
A7) WEe] olE @ eeal vtelg WS HE oA A4S Ad Agada 4
e 2
Boh HORMOE WK ovAE AT & 9 Aol

Wk AT kel QWS Bakel wANFHA RS dgd, By, $F

rlr

£ Auedw 9st fAAe dudA ddsn vS we 4 gonw

ol

WEEEY B Alo|E7 e BF WK AoEshe] BN BEMke 2
7l A A, o A BUA oA 23 Qlojof Bk A%E A
uAgAe AHU F4aE Gobof el Asd AEY 544 T A Z(nfoseek), oF

% (Yahoo), gFelZ 2~ (Lycos)Z2 AR AUl HAMdRo] A7z My Alo]E HE

) TR pIYes, B3 (1997), pp.83-84.

90) HHg =, “HEwto] kel Far
s J MhAIR” g, 39 E (1996), pp.21-24.

91) olsF, “AtelH Ado] s BT

k)
(o3

o

fd

o

=)

ofl, ol



of AFgEEE, 7 AAdze] PATEE dotsle] Be Molelsh FAE AAAYO

A GFF FAG olHE A SR HEY AOEE PRIES Bri o

o
L
o
=
o
o
-
2
XN,
k1
0
rr
e
o,
=
[
o
fo,
me
flo
o
=
=2
2
lo

WEshe | sFFell 300%F] A
AbolE AHAlol IR olu A& oBE 4 gl Ruy A ZYol2E Kkt WHA
= F7HA7IE kg S AFEE £ dS Aot

=4, Aol /AR Abo]E ] KN %% (content) o] [ ol th ©H3H A Q1 BIZK A it ok
e AFRTE Al A9 #HY(benefit) S AT 4 UEZE AL EV} HERKE o
of @tk HAAR WHEEFEA At ABIAS Afstie dRkdEe &
at7l & o\t webd AP Ao R dxdd fHRES oy FMEE HRE AY

e =S 7lEolof & Zojt
5. LM Z2| Mo Bmtiy fedh

a4, ddl, LG, W%, SK 59 KHMERESR adF-dd3 5 UddGAEe] Wit
wGE S A SwinE R X RN ZEE A% ), 2193 A ouA fEas
A WwH 5o A Lok2 vHo FIHHL A o5 WHS HFE BN At
Frotol] ofFojAa gloy FHAAA L] =] o] F, AT, da T AR 2 A
HUE] T H S A4 F

T AME RS A5 KeZEsoletal stdete it el mlel il
el Slol By @2 =S a6k mpolet= shbe] WMF el mipiiEEol 2l
A= glol BIZ olmAle] ¥ ¥ wol Ten
2 o WiEDS 2Ae ARgs WERALHRSoA ddMe EigH AFE RSoEZA

rlr
rlr

A Zrerstel B oul, WA e



<3
UL}
o
o
:?1:
W
I
)
o
&
o
of
i)
rlr
e,
=
g0
iy
Ju
:?1:
o
o
i)
=Y,
o
g
e
=
¥
=
S
=3
i
=

Fo 249 S 2ES BIHOR BT =] LEHT
g e @ peEel wed FSUY 5L B AABAR o) FoARE A @

A ABEAD S W ol A YA gREA o solg 54 WK E= MK
MRS e Al skl 5 BRI Ao RIS BR ol A AFELLE) el =] 4
l= AAE Higestolop & Aotk o] g WA K 54 BE MESme 17

<
e
8=

Abel A g o AEE des vy wy & ¢ e AVA dAT=
& T8 A PHdE =%l @ Aot

_62_



% AL o]u A ofo]MEE S A4 3
T oo)uA Y YHAL nuE FHE BAT olo]ElE g

®oom
rr
E

(D8 4-3] Bx B 220 JI8 E

Brand Reality

(e aojzel 2 Alx)

Brand Image
(AMZtSe| oteso| B A

Brand Identity
(AHEel oh3%o Ao

oA 7|5 AY

g HER TN, (N 2748 d

_63_



dubdo® B YPHHEKERZ g Tl B Fuljr Fokeo] Bl AN
22 Adstn, HFEHe ey Anzst FESEE okxd o F(name), & °]
(term), 7] 3 (sign), A" (symbol), T #} 2l (design) =& o] ALY zolgta Ao F

Romw zzy BALt o BALsl 9% Aol ERel THHA F1 Al

4

1990 th ol F A &AQl BENYS A Fd, RasAs BN 2285

ol
i
fr
e

Ay A PR WEEE UZ(consumer needs)?] ¥ E 3} gmihie] Wete B
oz wrgojrta glom 9

59
oo e FEW EEENY WAt RE Yuo pEow dolF Al - HESI] 9

[o
*T
T
B[l
fo
o
B
30,
o

A e AANETY % FRISE &

59 2 ¢ BN E HFE REGHS 9908 d BINREER stdg 22
W oEdE [ fyE 73 SEY SN FEE a7 Yded® ojs aftR
HEEse vzs AL uda, gdfAAT 22l FEA43% A (global
commonalities and similarities)o] A& 713817 wjio] 9% @ U3} - A3 HE FEY
el gigitet Adste iy AME S Aststr] e 22 Bdsr 2
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(Englewood Cliffs, N.J. : Prentice Hall, 1994), p.442.
) Jean-Noel, Kapferer, Strategic Brand Management. New Approaches to Creating and
Luvaluating Brand Eqguity (London: Kogan Page, 1995), pp.148-168.
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96) WA, A dE: dAudY olsy (A& 2 AL 1999), p.123.

97) A AAATY, T2 BAs R 8ty (& BUNESIETIZERE, 1999), pp.l-7.
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