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Abstract

Purpose — This study aims to suggest strategies for Korean
enterprises advancing into the Vietham bakery market by ana-
lyzing the effects of perceived values on brand preference and
purchase intention among Korean and Vietnamese consumers.

Research design, data, and methodology — The perceived
value model designed includes functional (price, quality), emo-
tional, and social values. The survey collected data from 500
consumers in Seoul (Korea) and HoChiMinh (Vietnam). The
SPSS 18.0 package was used for analysis.

Results — First, among Vietnamese consumers, perceived val-
ue had a positive (+) effect on global brand preference in the
order of functional value of quality, social value, and the func-
tional value of price. However, from an ethnocentric trend and
brand image origin, emotional value had a negative effect on
global brand preference. In contrast, among Korean consumers,
perceived value had a positive (+) effect on global brand prefer-
ence in the order of functional value of quality, the functional
value of price, and the social value. However, emotional value
had no effect on global brand preference. Second, for both
Korean and Vietnamese consumers, perceived value had a sig-
nificant positive effect on purchase intention. Third, unlike the
Korean consumer, for the Vietnamese consumer, global brand
preference had a significant effect on purchase intention.

Conclusions — The study implies the following. First, the
Vietnamese bakery market has a high proportion of middle-aged
customers in their 40s (64%). In terms of monthly income, there
was a large proportion (40%) of high-income earners (over
$325). Therefore, bakery consumption can be seen as con-
centrated among middle-aged and high-income consumers.
Based on this, bakery strategies should include efforts to in-
crease purchase prices as well as ways to attract local consum-
ers (large cities). Second, unlike Korean consumers, among
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Vietnamese consumers, the resistance to a global brand based
on emotional value (the ethnocentric tendency and brand image
origin) can be seen as relatively low. Thus, in the case of the
Vietnam bakery market, to increase a global brand’s preference,
the company should develop a differentiated strategy so that
Vietnamese consumers can recognize it better, focusing on
product quality, good service quality, and price in the local envi-
ronment and on social value for social development. Third, in
the case of the Vietnamese customer, we found that social val-
ue exerts the greatest influence on purchase intention.
Therefore, a brand that engenders an image of building the lo-
cal Viethamese community can achieve a higher social value
and influence purchase intention. In addition, although
Vietnamese consumers have ethnocentric tendencies in terms of
products, we found that if it is a preferred global brand then
there are intentions to purchase. Fourth, in the case of Vietnam,
if the preference for global brands is formed, consumer aware-
ness may be connected to purchase intention. Therefore, global
brands operating in Vietnam should pay attention to how to im-
prove consumer preferences for global brands in order to in-
crease purchase intention.

Keywords: Bakery, Perceived Value, Global Brand Preference,
Global Brand Purchase Intention.
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20| M2}, 3 FALE YoM FAFH 422 71T o
AHXE HE SEY AHEE 450 AHAS/HUE/HE
S5F & Ao 25 o7 o|0jol| M-S JtS5tn UCEH O] A
HXH= 229 O[0|X|e] EHMEE FUHCEN =2H NS
o] MES ZSIA|IF, X|AlQl(knowledgeable), 2 E(modern), A|A|
Z=0|(cosmopolitan)?} Z+2 O|O|X|E 1E°| Afof O|O|X|HH Y
M1V BiCH(Friedman, 1990). o=t HIEHE Z2H&Ql ZH
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HIAl= =28 220 et SEXNE
= 0] M2 CHE Z=fEER 7HK2 SEo Cigh
O|ZA AH|MEE 7HX|1 JASE £ 5 UCKChen & Kim, 2008)

HIEE A2 20000 S0 S| OiM dM7|X|2 F5t
TN Ch=H 7ol FXtet e, 22Y 2UE9 F™ATZO| &
ACt S2YEUEE FUEELHD 22 FEIF ALHX|0|0]X|
£ 7D 710, MBR AMRX|PE SAlSks HIEHRS| Atz
=8 SEQF WED WE {2 A A0AES St SAT
(Kim, 2004). Choi and Duong(2014)0f (2™ HEL FEA|IES
20073 WTO 7tlE A7|2, =2 #HZt 7% e X|&X X
g0 2t &5 J7t 2|0 S48 AR K8, 00| =
2 W2 S 2H|Q S, on4HEE Fo| Q17 Sz 2 g5
S| 98 HHo|H, ol met o= /FS7|Y0| TESHHM o
CHAQl StO|EOMZIOIL; CHYOIE S At REYS SH2ZE /RS
AIgol g40| &= A0, HEHY FRE M22 HEiel 7&
2 H|S0| 2020EH7X| 60%=2 2iE A2 Of|Fstn QAckn of
QACE. Olof 2k AIF7HY 7|0 TEDH =Y MetroE HIRT,
ROOE S o= 7&7IY, EOEMZ 2 {8719 22
1 HEH I 78719 el X[E%t ZHO| ok ALHChoi
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& Duong, 2014). 53|, HIEH A|Z0| M= Tzct J7t=2/0]=/
2= S FegME AN 20iZO0N 2 BEME X[Eel F
MHE A=sd 2|0 ik ok DtELQRe| HHEA SO
HEH7I2(ER)E 28t 7Y TS oEA ot ALk

HIEH AF2 oF 30 WE et=71Y¥2l o|0|X| M1, o=
o+ HEFS| FTA M2 2|2 &= 7t ZHgE 2 s2= T
E0H0] 2|t A=O|CKChoi & Duong, 2014). }X|2H AJEM
H 2uE Fal7| fBiMe 7HaE AUSS] IS HEE =2
27t Aen|, 20t HANY OAHEHEES HE2Z of AIFT
= =0l Zast2|2t =Lt
= g7e o= HEHS| 23 Xtojof| wat, AH|AF| =7
FREEHE oSt FOjo|et SREMSE 7HO| X[O|FHO
off HlW AFSEAR; Stof HX, & Li2te| Alel2etY O|Z2dE
orel =t MIEE AH|IAPE KBt 22 2 2EEMES Xt
HEHERN O Me5heX], O PO 2l=s OHX|E Hudt
At otch. W, SEERMX|L MET 2|0 CHYXI| m2h A
TZIk= XO|7H AS 4= UL 0[0f, oh=it HIEE AH|XO| Hi
oj7{2| ZZHEIME Cieh FOjo|eet S2EM2ES| AAAS
2oz ot ATt 2o

HEZAlTof Se =L ZAX0|= HAE= 1 of= f 2L}
A&Hel d8Tss 2720 ULk 53] 3¢ IW ZXO|
ZAE 8 = S MY 22 SSdd Bzt S
ghdgolets 8N oStolM 2Eo] dYO| Etxn ULt et
M = ZEXO|= 7|2 TE 7hstt diel SMAIEe E=at
=22 LiEst EHE TXo] A4S SFAI7| UCKChen &
Hwang, 2014). & S Sof U H[0[7{2] S 24 ZzHX}o|
= MYl & T2 flt shTlE oHIETELz | A=
AAFEE HMAISHOL, 3ol ZAXIO|=AIFS| FYRAE +=0t=
o &2 =85 FOA

Bl H1oN 2

2. MR &
21, HEH Ho|H2| A[Y S X HY

HIAEZHEQX/ZZAH 0|2 St 22 28| F717F WE H|1t

e ME22 HEY Fo EAXY AHXIA §© o WHX| @
o, FAt =7t F75ta ULt HEHOAM EOjk|l= B O|FHE
ME2 =2 RFESQ St AErYE FA HEHS| F2 MOiet
XS0 HFSHe AHIXMO|A X2EE FHAM =27t SII5}
o QUCH =Y FH Moo MEM 2012 oF 450 &
2o| HIEE Hutri AR ¢ Bat HEE 48%E OFA[OF A[E
oM HHE HZES 20|11 QJUCHKOTRA, 2012b).

Hlo|AH2|ojE2 FE HEH =AM U220, K TIA0=
1000 71 O|&e| =Liel HAME O§F0| ULt 0|2 F8 HEE
I ASFE/AO|/ZE| Wo R CHASH ZFO| WM EQIX/AEHK|A
0|3 & AM3H MES dASIH, 70 W 7142 CHEF 5000~1¢t
S(250~5003) =FO|Ct. OfY OfF MitE|l= CHFEES| HE2 O
£ OFEAIZIRl 6~TA| ALO|QF =2 2FQl 16~17A| AfO[of| Tt
e 4H|7} O|ROX| T, MMEl MBS YU 4N YKoz 29
|3 QUCH20154 78 J|E B8 M8 : 12E= 2018015, 19 =
19.273).

FQ H[RIO| o 70%E APRE T SH440|0 KOTRA Xi
12 ZAK20122)0] 2R, AHIX} 71Z0| 30% HE 0|7} Lf
Ci2t=(g, Aol HItE| w2t 7t Xto|7t 30%), SHoj| 2t
TOfo|Ek0| RUCHD it =X ARREQ| ZHHDE AME £=8&
L4Bt[= =AM 0|0, oo a2t B2 T|0| Ho|AHzl Al &
OS5tz SO|Ct XY H|o[A2| DY HAI2 Ched| H|o[AH2Z|E ®
OiSHs OiE dAoM S22t MES 0iE WolM SMez E7|
= gAoE Hoistn QUn, o|zfsh OfE HAlo| Hat= E3| A
2 MCHol| 2 =8 21 UL

Fa HEH dX| H|ojAHz2| YHE Hm{ETH, CHE22| H[o|H
2| OHEOFCE 100~2007f &2l Hotdis TofsiH = XE
MAtar MRS o] ZHAE £ RUCE Duc Phat(SE) H|O|
7i2l= Z2iA, MEQX[Pt FH HFO|H LIS ZFO| W Mt
of 382 F1 JUAN[ETXNE724:5000~7000 S(250~350)0]Af
A2}, Duc Phat HZE2Ct Cta HWM 7tA9| Kinh Do(7lE) A&
2 1007 &F O|AQ| A|atNwo| o, Phaner Bakery= X7}
T W Z2A ME S g W o] SE2 5o UCH

HEF 24X 15 HO[AHZ| Y2 FE AW SH7t E= o
AX| Yo Ao, ofojd, Wn= T, XN HY HH| A|HS
2%, U2 OIF2 SAH ADS 242 HElE Fotn ULk
=0 HEY 18 Ho|7e| EMEZE= Kinh Do(7Ik), Hy Lam
Mon(s|2H2), Phaner(it'd), Pioneer, Nhu Lan(L|2&h, Bao
Ngoc(Ht@ &<=), ABC, Duc Phat(5%h), Pata Chou(ttt &),
Givral, Maxim’s, Huu Nghi(&2 879]), Brodard S0| QIC}.

bt HEY H|0|7{2] EE= Big C bread, Metro bread,
Ngoc Anh(&=29}), Tuan Phat(5SQ1 &), Nghiem(S35|), Nguyen
Son(82 &), Dai Cat(0F0| 7Z), Dao Nguyen(0f2 <o),
Mesa, Gia Hien(X|O} &|2ll), Donkey 50| RAC}. O|=9| Fo XM=
2 HIHE Wo=2M X7te| 4H|E 0|83l 50005(2508) +=F2| X

ot 7HACIE ol Rlen, it HEY H|o[72] EM=E H
2 Fadat M3t JHHez MASE =27t &2 0|F0| UCt

ESH AR B2 QIR W02 BAMET} HEL AR XS
[, o|F2 Ctst MEL MHIAE HEE AH|XHES AHO|0f[A
OI7|2 Z1 ULt Fo 2= EIMEE= B. Bang, Love Bread
(Singapore),  Onore/Panjer(France), Tours Les Jours/Paris
Baguette(Korea), Schneider Finest (Germany) S0| QUSM, O|&
HZQ| 7t7e HX| EMEHC} 5M~10F Z(250~5008) HE =
2 #=F2| 7HAE gdstn Qct olof w2t =H|o|H2| M
O FR AH[Xtz IAS ABO|H, O|F U2 FE AU &4
7ot &dME, OrEo| f/X|5tn UCH
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<Table 1> Consumption Scale & Outlook in Vietnam Bakery Market

(Unit: billion dong)

year 05 07 09 10 12 13 14 “15(E)
Unpackaged bread 2,121.3 2,601.6 3,190.8 3,541.8 3,775.8 3,926.8 4,123.1 4,370.5
Unpackaged cakes 62.3 84.1 113.7 131.9 154.6 166.1 177.8 189.3
Unpackaged pastries 8.9 13.3 19.3 23.4 285 31.2 34.0 36.9

Source : “Baked Goods Vietnam - 2010" - EuroMonitor International

20094 Kinh Do(?ZIk) bakery, Nhu Lan(L|22}), Duc Phat(%
T 202 AES MRS USS U 4 9o, 201040=
Kinh DoAte| MQE0| 7t = LtEHHCE Kinh Do(71k) bakery
L HEY HoFARS MRS BHca HIxol Zugt 2
E SHE 8¢ HEY AH[XOA ARAS LACH, X|HHQl K|
S/HLnt 22 S0 & L3St SO0 KD HIEH A0

2 fede =Estn ok x 2= et £X 2 3
HE H glelt HEH Ho[HZAIZ MEZI0| [MEH, Kinh Do
bakeryZt 7}&t =11, 0|0 EE2|F2, Hy Lam Mon(5|&&) =2 =2
HOICHKOTRA, 2012b).

HEE Ho[72| AH F2 & MY <table 1>1t ZCt 2010
= HEHS DCRHEYE W ME2 AHol3et mjAF| HEo H|
of =2 T HE2 AX[stn QUCh O|=F ol mojSak2 25
OH700E, FUOZ = 315418 Z(L1A70052F EHE| =F)0=2
2009 7| CHH| 22 5.03%, 11% F7SHRICE Oj=% A o2
o= 2,1005/1,3199 Z(2f 6330 HEp)oz2 ®MH F7|0jH| &
oA 16% B7tE|n, mjAzE| XE TOj= 800E/2349 T
(2F 11201 =)o 2 2009 Z7| CHH| 21% S 7tz A}CH2012H
62 U2 7|F =g HME: 1€HE= 2018285). 2010 HEH
A W EON(EE, O|ZF)= 6233509 =(2f 3244160 EHeq)/33
T9100= Q. 0|y who| THOfERE FX| wWo| Tofo| HiS &
£ZOIN 7511 %, 2UOM 55.91%= XIX|St= HOE LIE(G:
O, 2010 =7t do| moj2ke 2 X 79329 =/80H4500= O
CHKOTRA, 2012b).

2015 H|EA|Z D)7 do] AL 4337059 Z(2F 294984
oOF SF2{)/3306600EC 2 O A E|H, Ol= 2010H0| H|s 32% &
715t X|SEoE H|O|HE| AIFON M =2 HReS 2Y
AoE OfdECh DOZE Ho|3& 1893%Y F(f 909%H &
2)/3000E ~FOZ 2010 CHH| SMUO|A 43.5% O 7+
ZAo|n, mAFE|Ql AR 369Y F(AU177E H)/1,300E2=
2010'" CHH| ZFHOIN 51.8% F7tE A= HICh

2.2. X|Zt=l ZtX|(perceived value)

JHX[ZE 74 ofH] EES 2o, S20s 2= H 714 &
HHE, AAMH|2)S =St N, 2H|Xhs 7[Y0] diksta
EMStE MZFQ 7HKIE X|Zotn eigsts| 20| TONetCt
(Gale, 1994)T1 = 4 QICh NAJIKE YutHoz QuT BuH
Ol MEo| X|ZtEl HST HOo| BS Y HORA, FH|SM
& Yol X2 TEE 4= ACH, F= NMIIK|| ot Y 5
e HOUASETAHIAILY S| ZBOZ LIEHTHKotler &
Keller, 2009; Jeon, 2012, Yang & Shim, 2013). &, 1ZJ{X|=
‘K27t tH| 4E222H A2 5 U= sEe vz Folk
7|= $tCHYang & Shim, 2013). McDougall and Levesque(2000)
£ R|2HE JIXZ X|2712S e H HIS0| g 20| #zt
O|Sat Zut2td go| stAe, X[ZEl 7HK|2] 7HE2 =3t 24H|

AR 2| AlZtof mp2p ch27|0) FEEe ez BI|= itk
(Parasuraman, 1997). $HH, Zeithaml(1988)2 X|Zt=l  7iX|

(perceived value)E AHQ| X|=Z7t40]| CHH| MEDH Z2& ORE
LOICIL EQton, 'AH|X7F X[ =0t Rolnt f2 FA0)| Chist X
22 J|x=2 Fofet MEZ0l| Chet MH|AZEe| MME HoF 2t
HOISHRUCt X|ZE 7HXE 2 O|F(SE)of Cisl o &del= 0
o "WIIet MIE 2| X2t CHARte] BE H|EZHe| X|o
(Kotler & Keller, 2007)2 H& 743z QICt Oo|Mdo=z HEH X|Zt
El IHK|gh Kok AH8)a 22 A(HA) Atole| Xjof 2t H
ofgt = U, F ALLH g2 0| HE Ijf X|ZE 7K &Lt
1 = %= QICKCho, 2013).

Z4TEK|0f Ciet =Rl Hete Ch=o| OHAE XS0 25y
7|80 HOtSte BE-XIATIK|-AAANZ-HEO|E 5O H=2
T2 AFEn QOO(Cronin, Brady, Hult & Tomas, 2000;
Bendall-Lyon & Powers, 2004; Lee, Lee & Shin, 2007; Lee,
2010; Jeong & Park, 2012), MYH+E EEZ 310 7HK|E AH|
X7t X Zdte HEEMQ| XZ7HK 2 B Z™0| Ci=E O|2LC

X2l JHX|e] #7380 2ot M <table 2>QF ZCh &
W, Zz2|0/Y JtAo| 43t EHE M3dte A, g2 7HHo| 2
2 FFo 22 MIdte A, 22|12 7HK| HEE s 7t
ol 8% BEES Madte A & 37HX|2Q| 7{E3KBojanic,
1996)0|Ct. =M, X|Z4E 7HX|E MES AH[SHs AR|AIE ©C
of AT MR 7HK|, MEQ| MH|A, EEIHO|s1 20| =
215l 7|53t 2EE 7|sH JHK|, ME Ao S-EAZ} 2HH
ElQIMA THK|, MEZQ| AH[o| Qs B ks SEX 4E FY
oF BHEE FME JHK] S22 21, 0| 47kX| FEK|7 AIEHIELO|
=235 d2Q02loZ(Dodds & Monroe, 1985) &+ ZiO|Ct AR,
Aol MENSHFO| O|X|= AH|ZIXE 7|8X ZHX|(&&E2 7t/
Wdr deld 22 2218 £-40M 22 = As), 488 71K
(SZLH G0t 22 Z2EA ghg/ofd S etetnp 22 AojE of
oS3t ), AIR|H JHEX|(At2]E FEHOILE XE7|O0|0|X|QE 22
A2l EHE X Qeb 23), THE ZHR|(= 7| /A7 [ X| A0 T
g S 20| MER 4 Sa o), 4 JHK|AHEdE
AIoME S Z2 EF3H HEi ) S 57hK|Z(Sheth,
Newman & Gross, 1991) 2= ZO|C}. UIW, 7tX| X|Zo| 1HLe
25 0|8 7H/24 JHX/=S JHX/AH2] 7K & 47tX|2 HA|SH
1, O|87HX|Qt E&7HKl= FOf 20| SF3istA LtEtLtn, 25Tt
Kot Hef7tKl= FOoistks Qo HXMSHA| LIEfHCtD HiE
(Parasuraman & Grewal, 2000) ZdO|Ct. CtAM, X|Zt=l 7HX|E
MY sH@EEE, WO, SM)I 7lsd SH(ER], M2, 7t

A, MH|A Z2E)o =2 1E(Cengiz & Kirkbir, 2007) 3}7| = SiCL

1o ok
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<Table 2> Prior research on the perceived value measurement dimension

Scholars

Variables

Dodds & Monroe(1985)

Functional value, social value, emotional value, cognitive value

Sheth et al.(1991) value

Functional value, social value, emotional value, cognitive value, rarity value, situational value, self-expression

Parasuraman & Grewal(2000)

earned value, transaction value, use value, compensation value

Sweeney & Souter(2001)

Functional value(performance, price), social value, emotional value

Cengiz & Kirkbir(2007)

emotional value (pleasure, novelty, control)
functional Value (installation, service quality, price, professionalism)

Source: researcher rearranged

<Table 3> Value dimension of Sweeney & Souter

Emotional Value

Usefulness of some products that occurs from the feeling or emotional state.

Social Value

Usefulness that occurs from the ability of the product to improve the social self-concept.

Functional Value
(price/worth)

Usefulness of short and long-term costs that be perceived by the cost savings

Functional Value
(performance/worth)

Usefulness of product that occurs from perceived quality and expected performance

Source: Sweeney & Soutar(2001)

K| Zt=l 74X[Q] EHUXIR =™-utto 2= Zeithaml(1988)2| X|Zt
=l JEKI7HEo| 245H0] Fornell, Michael, Anderson, Cha and
Barbara(1996)7} A|E3t ' Z{u} A2 Z{4o| XI0| '2 &EHSI=
HE#HO| Qlon, CiXIel HHO 2= Sweeney and Souter(2001)7t

g OIX-EMA, dEld §d s MR 248 7450
= 20| QlCHtable 3 £HX). Sweeney and Soutar(2001)
IR T+ JHEo B AR M/ZEE/I|sH(EE, 714) 7t
47HX| XHEZ JHHStSE, 2 AFoMe H|O[FHZ|AIE O
80| X|ZEl JpXK|E Sweeney and Soutar(2001)2| At
LIS o] 1o R g ol

o

% > J% i
rot Y}
HU L) oO¢

o
ne
mjo

23. 2= E M3 (global brand preference)

SEYHHHC = LEIJTH} X0 IotX| A0 ™ MAE
oo 2 E8L|l= B2 E o|0|sICHKapferer, 1995)1 & ==
Ch. U2ty ZZYEMEE 20| OfO|HIE|E|/Z M/ XM/
7| X720 a2l =72 S0 U0 oz Li2to] Z2X |FARH
22 K| HHERN, 7|2Ho2 M NAHECE St 2
CHE A8SIH, AH|XOA AZ|ZE F4, CHE Lt AH|XGO
HE Ze ZERYeHCS O|0|X|2 NEdt= EaH=(Levitt, 1983)
g2kn g 5= QUCk

Mz AH[XRZE MH|ALE 4E9| CHot A=t Hjwsto] M
SoE HEE on3il, Mze= He o022 2Meo| thet 4
X di280b ofLl2t WEH o2 A Mo| E £ UCKChen &
Kim, 2008). 3}H, HaE MBS 0| CHsH Jacoby(1971)= AH|Xt
o OIZH0AM EF E-ME0| CHSE 9| E= OfXte| Y E LiE}
W= XEEA CHE MEQ CiotSh} HinE I Mixoz £3
BHMEE O Mz5H El= Z278A EjzOo|H, CHE CHoHY EfE
HO} EF BEHMEE OF Mzstu O 0| Fojstais MHekolzt
1 SIRACE F, AH|XPVF £ EHE0| of%E 20, AX| FOjof
Qof, O EMEE Qo] FOfst= A2 2|O|BHCHChen & Kim,
= QUCh Ol HelstH EMEMTEE Y EUE

2008)1 st 2 9
Of Cigt HSH ohS(EHE FONEEE ofL2t Z-A HHZ(=olH

Eie) 2 A Hol& = RUCKHChen & Hwang, 2014).
24, ZEHEE 09| (global brand purchase Intention)

O|E(intention)Zt 7H210| Of7|=l = AH=E O2f dSS 2|0
Ste Ae2 EfEet AHE0| ez FAE =ZEO|H(Engel,
Blackwell & Miniardel, 1986), F10§f °|E= AH|X}O| OZfHESS
o|0jste AC2 AHEo| BVt WESo= O|F0E JtsMolzt
(Aaker, 1997)g == ULt &, 70§ o= FUHSCE HZEE|=
O™ CHAZEAM AH|Ate| Bt FOCIEE A- A= aflojz2t =
£ 1, FOie|=E o|85IH X FijHsS 0=t A= 7t
SSIC}H(Assael, 1998).

UHtdo 2 sliE BEHMEQS| £40| Cigt 2o|XQl Ef=7 ¥
0 HO 52 F0je|=rt ddEn ANEo R dso=2 0|0fH
7tsd0| EOtEICt D & £ o, A= AH|Xe| HijdSS 7t
EH ool F= FOf olees AlRlE Pt HEO|L EMEE
TOfs] 2 7Y ARo| St ANEMN, AH[XF JHIHQIel Mt
A ol 7|FN Q0lo dyg '=Ctn g 4= RUCKZhao, Lim
& Chui, 2011).

3. A A
31 BEMY Ol Xtz2ef

ALEHS ol ZHE2 =AY 374E O|L{0|| BakeryS &
=ota, 7o BHO| U= AFTS 2= 510 ESIAULE. M
21t XY AE FHCE AFSHe U SU(F /i),
2ol HYoS Yoz, =A: 2015E 48 1522H 63 29
LNHX| HASIALE. AR F2 X[ZHE 7HK|(22 &), EMEMS
=571 &=), Foi =6/ gF), 0|8 YE SEEN g5 §
E 35 iz FIOIRACE F82 2FE 57 HER St ME
A SX|TAOM Zt2 25052 HEXE BiZESHO] 24 462%F

E
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FEOIRLE SEO| 827t gl= 22X
[5t, & 4497(89.8%)E AT =0 AHSSIRALE

-1 1 O

= HFZEHM F B EE2 O 20k X2E 7=
Sweeney and Soutar (2001), Holbrook(2006), Lee (2010), Yang
and Shim(2013)0| Mglolqojs 28t MEeye oex|

A 8310 22742

=R MGotint. 2REEMES] M

S &= Kim(2015), Nagashima(1970) S9| H0|A 7St =4
S ARK} MR 50| HeRgoz, F2ULUC Fojo
LE =HSH7| 8l Aaker(1997), Kim and Oh(2012) £°| ¢4

M olgst

Moosto
MEEES

AFRZL Mget S7iel EdE 2FHE

(Likert) 58 XMz 2 =HSIQCHtable 4 itX).

stol A

2 7158 7HXICHA)MA Cg2lH 7t ZtACH|
B, XS AlEMHE|A FHA0| §85t= of
=0 st =5 Fotet 2tz YAt
of sty HEFS 4F FF 52 3 ¢

L o& oTr

50| ZHSIACE 2™ 7HK| HfE2E O™, EHS, XHUF
ST g & 67 F=0f st =8 Horet 22 £}
RACE ALRIR ZHK| B=2E "XDAREH| 7|0, 2/ERLX]
O|OIX|" & 67 &S0 CHs(5E: of CH 138 My X
SICHE TS ZIt2 SHSIQCE 22YEME MSE2E 'S
o S2Y EUCEMES JECL F LT 22YH HHMEE A
HCF & 57 &=0| CHoH(5H: oj< O ZCh 18: M5 2K @
Ch) EHofsh ZAno|H, 22YHEUE JFOjoE H2E 'FE2YHE
fE 70§ 7ts 0| =Lk 7k Oj2io 222 2/MCEE o
Zolcy & 571 =0 CHsi(5H: oje ICH 13, M5 OEX|
S4ChH HoKst Z1t0|CHtable 4 £HX).

2 Ao 21 EE2 e M8 &
o, ATLSHSE EHE mesty|
=R, tHd XRId2 AE57| o, Efgdar MEI=E AH-SIR
Ct EfZFHASS Qo EMAN QQ12MZ MAGIRID, AEHS
UI}A a=(cronbach's a)E AHESIY MEB|ZE SFSIACEL AR,
Hlo[7{2| o|8no| X|Z=l JHKX|Zt FOjel: O2|ln S2HEM
Eof oKl S 252 Qs CrE2HeM2 =Hstd
SEYEHE ML F0ie|=of O/X|l= de ATS 28 2H
242 MA[SIQICt ol2{st 2M2 2510] SPSS 18.0 SAZE1
2 O|83}gict.

E

113

<Table 4> Operational definitions and metrics according to the constructs of the variable

Variables \ Operational definitions Items Sources
Evaluating the effectiveness of the product in according to the consumer's give and take(exchange behavior)
Providing the benefits corresponding to prices
. Usefulness that occurs from short and Providing a good product for the price
Functional ) . ) .
long-term cost savings that caused through Kindness & discounts services
value . . :
(price) the products and services offered in the Reasonable price
P market. Convenient services such as parking, credit cards
Right price Holbrook
Functional Usefulness that occurs from perceived quality (2006),
and expected performance that caused Adequate product type Sweeney &
value . . : .
(quality) through the products and services offered in | Quality of appropriate goods Souter
Perceived the market. (2001),
value Attractive YLQG%OLO&'
. Usefulness that occurs from the feeling or Pleasure ang im
Emotional - (2013)
value emotional state Crush Chen &
that caused through the products and Stability Ki 92% 07
services offered in the market. Ethnocentric trends(his nationalism) im( )
Origin Brand Image
Usefulness that occurs from the ability of Abo_u t t_he use of acquaintances
. . . Social image
Saocial the product to improve the social self-concept ; .
A good impression to others
value that caused through the products and - .
. : Contribute to community development
services offered in the market. . .
Conspicuous consumption
Always look for a global brand products.
Consumers are more inclined to buy than | want to buy a well-known global brands. Nagashima
Global Brand . . A
Preference other brands favored by sticking to a specific | If the product is S|mllar to, buy a global brand. .(1970)
brand The color and design of a global brand products better. Kim(2015)
If possible, prefer a global brand products.
More likely to buy a global brand. Aaker
The concept with the consumer for the There is the idea of buying a global brand.
Global Brand . . h (1997)
) assessment of interest and purchase It will buy a global brand in the near future. )
Purchase Intention A, ) ) Kim &
possibilities for global brands If circumstances require, buy the global brands
. Oh(2012)
They are more likely to purchase a global brand
Demographic Characteristics : Gender, Age, The average monthly income
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34. BT @EI It

AFRY2 (figure DI ZO0| ZFSHUL). 2 Aol BY2
= ZEXOI=MYNN  FFHES BN A= HO[FHZ| IS &
T2z AEULy. Ol= Mol X|ZtE ZHEK|7h FOjel=ot
REEUE M0 Jgs OjXls 3= 27| ?F 7HEH
=AM AOICE. #o|H2[oHE olgnzel X[ZtE MK S
2 28510 47K 74K X2z 2ottt ofo ojel=ot
SRUEUES SRR S50 ZAIRACE

34.1. X|Z=l 7iX|et 22YH H=E M (brand preference)
Qfol A

oixf 22 A B0 Mo AH|XF S REHEMEE
oiX| HHEHCH O MZSH= O|fE FAQTMO| CHs ™ A
1274 =27}, 1,8008Ho| AH|XIE CHAMCZE 228 A|RIZALZ|EHO!
2| MKl QIE LM H(Research International)0| AlA|SH ‘ZE2HEZH
£ A0, 2H[APL S EHEHEES MZ5H= 27HK| O|RFE &
e, A 9 o|fF= AHXHE SEHEUEE 2F9| 'O|4H
X2 QIASED Qe ZAo|1, & B O|lfEs EEQ EEo=
AHXHe 22Y HHEE HBE I FARCHE BE = U= 2
HZ M2Zsict= Z40[CHChen & Kim, 2008). CHA|
=E2Y EWCE F0YP 2N, =72t HE 0 M
EM ‘MACIoI2t= SEE' S A ElCHPark, 2005).

Aol &

[Perceived Value]

Functional _
Value(Price) Global Brand
Functional | | Preference
Value(Quality) l
Emoitional | |
Value Purchase
Social Intention
Value

<Figure 1> Research Model

MUATLE MIHEH, Kotler(1985)= EHEMD 0| LS XIS
[ FORXYEOREAR E4 & Yl 71X @Ea0l2 HMASIRACE O]
FOAM MEEG0E MBS ESE/ZHA/AE ST HA/C|RHRIa A
0| ZBEICtD SIQJACEL 2= EME FE0| oM AH|XIO|A|
MRS & 2 Qooz MBEQ JIf & MHELE =0 & 5
UCHHwang, 2013). 5t AH|XPF £ HME0]| il =2/ &l
O|OIXIE X2 e ZF HE 0 Al =Xl HILE L
I gy HHEE MEGtoZN EHME Ciet 22 H M=,
Jd2|n Foje|= 7t HAME|o| RICKAlreck & Settle, 1999; Ogba &
Tan, 2009). Q2= =0| LSt AHXFSO| 0|28t =Y AlAb
(A=HMEO cist AHXFEO| P EO|LE HA)R =HME =
= HES| 8o 2EZ MAetE CHEA QAlstD TTHSHA o)
o QmEHE = XEO0| Cigt Ho7tet FOjo| F&2 O/XH 2
A2 EItet Fojof FEISHALE E2|5HAH AESHC= 20| 3
EXO| Z3|0|CHAnderson & William, 1972). 0|9} CE0f
Cho(2013)= FLOHCIAL ZFIPFE0A EMEE HX QlAIGEY| )
=0 EMELL ®=o| £Mof W2 Oo|0|X|of A SESHA EICt

QL HHHO| Chen & Kim(2007)2 o+& AH|ALE H|w 24
TOIA Mz==el EEEO|O[X|E HEHQ HFU=E0 S
OX|X| SEX|2H K AES 422 (ethnocentric) &2 2/=E
M=o Ol 0| Ci=fks AS(RH=E-0I(H Y, &
gf) 2QISHRACt FLUQ MAAFE HFge= ohgar 20| A
2o

N g o

0 HJ 0%k rot kI
0

N
nx
mjo

<H 1> X[ZtE 7kK7t 2 R2HEWE Moo OXl= gg2
o=t HIEE AH|XHOA Ch2A| LIEHE ZHO|C.

<H1-1a>: gt= &H|RE 27 718H 7HK|(7H)s 2REE
HE M=o F(+)2f S 0jE Aol

<H1-1b>: HIEH 2H|XPZF 2ole 718 7H(7HE)= 222
HEE MSEof F+)el &S 0IE Aok

<H1-2a>: gt= &H[APE 27| 718H 7H(ER)s 22EE
HE M=o F(+)ef S 0jE Ao|ct

<H1-2b>: HIEH 2B} Lol 7|5 7HI(ER)E =22
HEE MSEof F(+)el &S 0/E Aot

<H1-3a>: o= &H|APL Lil= HE8H JHKs 22EEUE
M2 =0 2(-)2 &2 b2 Ho|ct.

<H1-3b>: HIEE 2H|AZF Z7l= 278N 7H| 2REEHE
M2 =0 £(-)2 Ygs ojE Aol

<H1-4a>: ot= &H[APL Lole MelH JHKE 2REEHE
220 F(+)2| Ygs ojE Aol

<H1-4b>: HIEE 2H|XZF Z7l= A=Y 7HK|= 2282
E dzEof F+el S 0E Aot

3.4.2. X|Zt=l 71K 2RYHIE 0 9| (purchase intention)
Qto| A

E3 Mol Cisf H|=o|Mo|AL =o|Mel Ef=E LIEH=
Mz 0§ oLt FofdESe]| YEst &2 0|FCH= 7HEE2
Ao Efgtt AoR OAZICL MzEdt AH|XPL XU e 3
Baico CHot ofjftel F=akn BHCHH, AH|X(C| Di2fHSS 9
O3t Ae2 AEo| Ej=7t S22 O|F0H JtsdE2 Foiel
2} SICHAaker, 1997). stH, O EfE=E 7}X|1 QUCH= AMAME
S0l olof efsff FEE A0|ZH= AES 2OlStH, AH|XH= S
Ol 7% ZO0it= HBOIL EMEE FOi5HA ElCHReidstein,
1978) 0 FESIV|= oiCh  Eot MH|A EF, X|[ZE 74X 02
dEe 7|9HE =0l & 27t Aen, X|ZHE JHK| 7t
nZ4o| Fof™ MEH HFZgEOt ofL|zl, PO THE, FHoE, X
O o= SO ¥&S O|XICHParasuraman & Grewal, 2000).
Lot IENME 3T MHAE o 232 7HKE M3
N2 1 7|YgE o Ho| Agsta, O 7|¥S CHE AHEOIA =
HMGI7tHE ZEO0SHCHHu, Kandampully & Juwaheer, 2009). HHO||
MEel BEHERLX| O|0[X|7} AH[Xte| FOfEHEO| FgkE O[X|

x| 9= {2 #ol(Chen & Kim, 2007)3t FRZIE QICt [f2}
N 2 gns MEUITE Higoz C121 20| ARIEE A%
ST

<H 2> X|ZtEl JiK|7} 22¥eac A0jo|zo| D)kl YEe
sh=t HIE R AHKO|A CH2A| LIERS Zo|Ch
<H2-1a>: 3K AHIXPZ} 7l 715E JHK(71Z)s 2aYs
2e qofo|wof H(+e| @2 0" ook
<H2-1b>: HIEE AH[XIZL ol J1SH K1) 22
s Pojolz0) H(+)o P&k A ZHojct.
<H2-2a>: 342 AHIXIZ} Lol 715E JHX(ER)E 2=Ys
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e Pojolzof H(+e| ¥ake 0ja Zo|ck

<H2-2b>: HIEL AH|RIZL LIE J1SH J|(ER)E 22Y
sAC Aojolzof H+el FeS 0jA Zolrt.

<H2-3a>: SHRAH[RDL Sole 2EE JKe Zedsc
Tojolzof H()o| dake 0j" Ho|c

<H2-3b>: HIELAH[RL Sals ZEE T Zedsc
ojolzof H()o| gake 0| Holct

<H2-da>: SHEAHIXPE Sole ARRIH JiXe ZEdsdc
Fojol o) F(+)o| FEFS A Zo|c.

<H2-4b>; HELAHRIL Sale AR|R 7| 2ed¥ssc
ool 0| F(+)o| FEFS A Zo|c.

343 SRHEIUE HS-of PO =ot0| A0 2kt dAAT

nzol Fof o= FIELL HE0| CHst HH-20|Ly Xirof Tt
Sd0| JAAL} EEs CHE AIRESA 0|82 KXoz MY
7tsd0| &2 AE olofsti. 1Zio| ol oAt BE H|=L|A
oF Bl 71E Z=Q3t ZO0|CHD'Souza & Weun, 1977). tESH
nA2 o™ T|oiK|t AES FOistn A% 2O FdE|n
X|ZtEl 4EdE Hlu, EItsto] Foj&E0| it 20H=a oS
S HM3BIA EICKShin, Suk & Choi, 2010). &, AH|At= 1E£0|
& Eotst= EEL MES TOiStA =lCHReidstein, 1978).
HH o|f E7HE=0o| JiM Qolof wat Foje|=o| Xto|7h LiEfLL
=(Ko & Youn, 2004) HAZut: Q) A=, AH|XIQ| HIHEM
LIt 228 FOQEE =O0tEE & 5= UCh MHAHTE v}
BIOE ChEat 20| g77tdE St

OF

ror N

<H 3> FRYEME Mz LI S 2HEME JO0fO|= 0l O|X|
£ G2 st=a HEY AH|XO|A Ch2A| Lierd
Z40|Ct.

<H3a>: Ph=AH|XIS| FEHHUE Moo FRLEEME 7
OHe|=0f g(+)el &= 0|
<H3b> H|EGAH|XIS| S 2HEH
Toiel=of F(+)el deks 0IE AOICh

2 dF0ME o=(ME)0t HEZ(SX|D) 2H|XE 2F 2500]
A 2E2XE HiIFSIASH, HEE AH[RF 2323, St= AH|R
217F2| AI2E AESHAULE. EEX|0| SEet SHHER AH[XS|
532 Offfi<table 5>9f 20| F2|SIRACt. HA CHYAO
oY, A55E, JEHO| Wt QNS HAR ATSA
HHEH Chat 20k ME3X|99| AH|XF 1123(51.6%)O0|
255 Hoto| ok, XU X9 AH|[R} 93F(40.1%)
O J?ASE Toto| KAL) SES5E2, oh=[=it 853
(39.2%), X} 132%(60.8%)], HIEH[EA 93H(43.9%), OiX} 139
Y(59.9%) 22 FEE|QICE HY S4= EH o= Z2 10C)
36(16.6%), 20C 573H(26.3%), 30CH 833H(38.3%), 40CH O
41(18.9%)22 20~30CH7} 64.6%2 F NHZS O|F1 QICk
30|, HIEHO| ZS 10CH 18%(7.8%), 20CH 27(28%), 30CH
383(16.4%), 40CH O|A 149%(64.2%) S22 40CH O|AQ| A4
30| 71 =2 HE2 MA5tn U=, Ol ASOHH| 2H|RE
o] ¥AS0H LSE UASS OFMH = =+ ALk =it HEH

T
—

0X 0X T.
> jo mjo 1%

ol Jim Jm e

0

o &5X017t A, HEF o= 2H[XO| 7t FEmE+Y
z JYSRAct. sh=E27HH 283 S8 - SITTEH50
A 0|%), ST (200~5002H2 0|2, SH|EEH2002H OJ2t
oz 4%- 20079 SAEE, £25ASE /M X HEY
B=[7H] 8z S+Y @ SIIZTH(150 2 0|2, S
(150~325 EH2f 0|2, T EHB25 =2 0|Y) - 2010d, =X|Q
SA= ZAH.

oft

raro

~

42 Ha=o| M2 Gl Bl AT

Efghdar M2ld 2AM0] A, 2F Q19| =0 CHs{ MEHA,
Hezx A, SEMdE EBSIRICE 2 AF0ME O = &
=g THStn Mzo| ME|Mut EtEEEZ =olsty| sy
Gerbing and Anderson(1988)0| X|Ctst HXtof w2f, £ ALY
ZSE 2t 2019| oteH==0f CHSH EHY XY OfEE TS|
PIsiA ErME QOIEAMZ MAlSt Al 1{X|(eigen value)7t
1.0 o|&0l 20150| MEEZE st¥ol, 201 Hxf 7+2 0.40|
HO|H [olt Aoz ZHFESHFCHKIm, 2004).

XZ= 7KK 58859 MMt EtEhd AT2 2o, =2
B2MoZ QOIME|ZEME SIACEL KMO Z+2 0.843, Bartlett Z
"X 3014742 LIE(LL QOIEMO| 227t gictn £Ct
Cronbach’'s a Z}2 0.602 25 A3st0 HaE= 2| AMz|d
O] Y= HOZ ECHtable 6 AXE). 2 012 AIZH/7|SH/ZAY
A K2 YYE|RJUCEL SEYEHE M d=9| Efghdat A
Eld 452 57| Rl eel2Mnt MEE 2ME HAISHGICE

<Table 5> General Characteristics of sample

Korea Vietnam
Category - -
Freq.=217 | Weight(%) | Freq.=232 | Weight(%)
Male 85 39.2 93 40.1
Gender
Female 132 60.8 139 59.9
under 20 36 16.6 18 7.8
twenties 57 26.3 27 11.6
Age -

thirties 83 38.3 38 16.4
over 40 41 18.9 149 64.2
Monthly upper 46 21.2 93 40.1
average middle 112 51.6 84 36.2
income lower 59 27.2 55 23.7

Vietnam National Statistics Office(2011), TNS Vietnam
Kotra(2013), Vietnam, Market Characteristics
Kotra(2014), Increasing income growing to spending

KMO Zf2 0.871, Bartlett A=At 70|XM&3t 2123.32(p<
0012, 2QI2M0| o|0|7t A LIEIRCE M5 £HZ 2/t 5
i 2&o| DXl 1 oj4el 17 folo2 FCH EfgMut AE|
H(HEA 62,423, Cronbach’'s o : 0.60 O|AH)O|= F2|7f giCt
SEYEHE Moz FHHLJACL FOjelzol QOolFAMmt AE|
E2M ZAnl, KMO ZY2 0.817, Bartlett A=A 710|M|&4)
884.45(p< .001)2 HO QPIZAMQo| oO0|7f =2 A= LIE(RICE
TOjol= HHE {8t 574 2-¢0| n{X| 1 o[&el 174 gele=z
SQLCt Cronbach’'s o= 0.6 O|AtS 2 AMZ|MH0| LSEAD, X
=4t 69.530 2 H|WA =A LEIR7| IEO| EtfEdoe & F2
7t 9 AoE LERCEL SEHEME FOiol=2 HHE|QUCK
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<Table 6> Results of Measurement of Variables and Reliability Analysis

Cronbach’s a
Initial Items after_ Korea | Vietnam
Items | factor analysis
Perceived Functional
Value Value(quality) 7 7 0.845 0.857
Functional 3 2 0817 | 0.803
Value(price)
Emotional 6 6 0.745 | 0.808
Value
Social Value | ¢ 5 0811 | 0843
(image)
Global
Brand Preference 5 5 0.821 0.852
Global Brand. Purchase 5 5 0.838 0.847
Intention

lJ

=4S dAlet 2t 3t 7”3 o=2, 2
X

o
LIEtGt D, S2YEHES| Moot 7|“’H 7MI(7+ A, “"'), Ar=|
N JHK| ZHoAME S™E AMRIR(H7F 2 S CHtable 7).

<Table 7> Results of correlation (Korea; N=217)
Variables 1 2 3 4 5 6

1. Functional Value(price) | 1.00

2. Functional Value(quality) |.343**| 1.00

3. Emotional Value .281** | .434**| 1.00

4. Social Value 443**| .426** |-.188**| 1.00

5. Brand Preference .380** | .364** | .348** | .354** | 1.00
6

. Brand Purchase Intention |.295** | .415** | .405**|.427**| .103 | 1.00
* p<.05, ** p<.001

H-||E'—*E | %l_?_’ :I.EI:HI:{EHI:O' A-|252|- 7+X-IX-I 7|-X| 7|-o|
FEH JRBA)7E LIERD, S2HEME) ’.‘JEEQF 71X
7HI(7f 4, 23), 2RYEUE M3 Et ARH ZHK| 7HoME
S8 YA (+)7t LIEHHCH(table 8).

<Table 8> Results of correlation (Vietham; N=232)
Variables 1 2 3 4 5 6

1. Functional Value(price) | 1.00

2. Functional Value(quality) |.375**| 1.00

3. Emotional Value .102 | 116 | 1.00

4. Social Value .581**| .593** |-.298**| 1.00

5. Brand Preference .597** | .647** |-.302**| .536™* | 1.00
6

. Brand Purchase Intention |.367**|.632** | .195" |.494™* |.541** | 1.00

* p<.05, ** p<.001

44. M8 A=

441. 7p4 1 &

A4S 1 01812l X|ZtEl 7HK|7t BEEEMS =0
OXl= 3

% Ol

o

o7 <7H 1>2 Ho|{EIZ 0|8t HIRIS| X2t THKI7t
22¢ scol HeE0) DXl FFTAS Helsk| 9] £
M3l A= <table 959 ZIT 32D} HEL AH|XIO| A 2
o] M 247t 31.6%305% 0|1, DHO| EfHS NS

A% Fgt 41.618(p<.001) / 37.691(p<.001)2 2|7} §{0f KOICt
HESHd 2F dat SACAIE 04 0|golh, F4tEEall

(VIF)O| 10&LCt "*Of CtaaM g0 ExsHX| &EeLts 7P30] &
ZL|QUCE AH|XFC| X|ZE 7IX|Qt SERYHEMHE Mo Cfst
FoME AHEEH, o= HEO %4$ 2H|XEO| 7|18H™ THKI(E
), A=A 71K, 7I“7‘* HK[(71E) oM SANLE |FOISHA Lt
EtSCE 7|[SH(EE, 714) 7HK= S2YEHE M0 F(+)el
Qsks 0|k QT 7|SE(74Z) 7HK Q| tZhS 6.689 2A{ 0.000
o =F0|M R2| StF2M(H1a X|X|), 7|&H 7HX|(EE)2 2|4
HA0| CHSH tZfE 8.638 2A 0.000 O £&FO|M 29| BIICH
(H2a X|X]). Z#EA 71X 3| A0 CHt tgt2 0.030 L2 A
FOISIX| RAUSH(H3a 7(2), At2|E 7HK[Q| 2| HAH4=0] CHS tf
© 4373 ©FZA 0.000 O 2-Z0fAf %%r ICHH4a X|X]). Ol
ﬁ—’v‘— | BEEAFPE HTEH B 2 7188 7PXI(%§)
0435, 7|55 JHK|(742) 0.394, AF3|H 7+x| 0.2520| &0z A
Y Feso| 2 Ao = mpetm| ALt

HEY HEZ9| 22, AH|XIR| 7|8 JHK|(EE, 7t4), Atz|&/
L8 JHK7F SAECE 25 R[OS LIEHHCE 7|SEH(EE,
7t4) 7K SEYEME M0 H(+)9| a2 0|X|1 Lt
7188 (7tE) 7HX|Q| tgt2 4.560 22X 0.000 2 +=FEoA F2
SICm(H1b X[X|), 7|s& ZIX|(BE)Q| 2|HA =0l Cigt tgt2
7.757 2M 0.000 ©| £Z0|AM 20| BIXCHH2b X|X[). ZHEE I}
KXo S| A =0l CHSE t7He -2.874 2AM H(-)Q| Wigtoz TS
OX2M(H3b X[X|), At=|® ZHK[Q| 3| HA|=0f CHSH tgf2 6.252
EXM 0.000 o =FEO|M FLISIFCHH4Ab X|X|). OlF WHF9| BE
2 A=PRE HmEH, B 20| 7[E8E THK(EE) 0411, AlR|E
7tX| 0.357, 7|&H 7HI(7F71) 0.2612 =2 = HIH& FHO|
2 AS= met| ALt

<Table 9> Results of multiple regression between perceived value and
brand preference

Brand Preference(Korea) |Brand Preference(Vietnam)

Perceived Values ¢ Potency ¢ Potency
B Ranking B Ranking
Functional(quality) | .435  8.638** 1 411 7.757* 1
Social 252 4.373* 3 357  6.252* 2
Emotional -004 .030 4 -198 -2.874* 4
Functional(price) | .394  6.689** 2 261 4.560* 3

R’=.338 (Aj. R?=.316) | R2=.329 (Aj. R%=.305)
F(p) = 41.618 (0.000)™ | F(p) = 37.691 (0.000)*
VIF = 1.000 VIF = 1.000

* p< .01, *p<.001, B = standardized coefficients

metA eh=ah HEE HOIHEAIZoA AH[Xte| 22HEHM
E d==E 07| RiEiME, &= 2F 7I8H 7HIEER)E %
PUMoz eoof oLt Of=2| HEH H0|HE| AIFO|ME
IHAMH| F2 J&F 59l 7ISH(H) 7t EOf K[GALR 2T
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710f 22 ARBISTN} O QABtS o 4 QIrk 50| HIEH 2]
A BREHE M0 glojd XESFO| HHOIL}
x| olojx|et 22 ZE JHRlof olgt X +

—_—
09!
o

bl
oo
mjo

[e]

442 7Md2 AZ : DMo| X|ZtEl Jpk|7F 22
&0 ojXl= S

ol <JHY 2>& H{0|7{2|5 0|83l 4H|Rte| X|ZHEl 7|7t
Tojolzof DXl FTBAS olsly| fBlo] BB Zate
<table 10>T} ZCh. $=T} HEL AH[KIS| L Dol MHE
e 7+7+ 31.9% / 29.8% o|—| Eéﬂo| E|.EI—A-IO 74Ii§74|at Fgt
43 096(p< 001) / 36.396(p<.001)= Z2|7} Qi0f EOICt CtEaM
4 438 21 SAHAZE 0.1 0|o|n, 2AHEE K QI(VIF)O| 10£
Ct 2ot CHS34° 0| EMSHA| == 70| SFEIRUACH
2H|RE| X|ZHE JHK|e S 2EEME OO0 CHTh /2|l
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<Table 10> Results of multiple regression between perceived value
and purchase intention

Purchase intention(Korea) | Purchase intention(Vietnam)

B ¢ Potency 8 t Potency

Ranking Ranking
Functional(quality) | .415  7.368** 1 327 6.522* 2
Functional(price) | .345 5.920** 3 299 5748 3
Emotional 235 3.737* 4 241 4.650** 4
Social 369  6.198* 2 398  7.577* 1

R2=34.8 (Aj. R?=31.9) | R?=.31.7 (Aj. R?=.29.8)
F(p) = 43.096 (0.000)* | F(p) = 36.396 (0.000)**
VIF = 1.045 VIF = 1.107

* p< .01, **p< .001, B : standardized coefficients
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<Table 11> Results of regression between purchase intention and
brand preference

Brand Preference(Korea) Brand Preference(Vietnam)

Brand B t p B t p
purchase
126 0.68 .238 |rejected| .314 6.225 .000** |accepted

intention
R2=314 (Aj. R*=.291) R?=.392 (Aj. R?=.363)
F(p) = 30.148 (0.000)** F(p) = 38.339 (0.000)**
VIF = 1.214 VIF = 1.044

* p<.01, **p<.001, B : standardized coefficients
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