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Country of origin, product evaluation, willing to buy and influence of national
images in East Asia
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In this study, we carried out some marketing researches about consideration
factors at the time of the product purchasing of consumers, the product evaluation and purchasing
will that the country of origin was based on, the image of the country, consumers ethnocentrism
about Korea, China, and Japan. We investigated both of members of adult people and young people in
each countries. Likert scales were used. As a result, it was slightly different between them.
However, by the comparison of these four countries, the geographical marks have a near relation; it
became clear that there were big differences between them.
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