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Abstract. This study is concerned with consumers' brand recognition of Korean 
and Chinese brands. Brand recognition can be explained as perceived brand 
ownership, consumer’s brand susceptibility, and consumer’s need for 
uniqueness. We explored the effects of these variables on brand performance 
variables such as perceived brand globalness, brand attitude, and purchase 
intention. The major findings and their implications are summarized below. 
First, the evaluation of a global brand appeared to differ by country. In other 
words, Chinese consumers highly evaluated Korean brand and were willing to 
buy it. Second, Chinese consumers’ brand susceptibility and need for 
uniqueness were evaluated more highly than Korean consumers’. Third, the 
country-specific assessments of their global brands were similar. In other words, 
despite the evolution of the market to globalization, consumers seem to have a 
high self-esteem for their global brand.  

Keywords: perceived brand ownership, brand susceptibility, uniqueness, 
perceived brand globalness, brand attitude 

1 Introduction 

Recently, in the midst of globalization, there is growing public concern over brand 
globalness. Consumers with the times feel themselves belonging to the global society 
by purchasing global brands. Hence this article is to ascertain how the characteristics 
of Korean and Chinese consumers and brand ownership influence brand globalness as 
well as brand attitude and purchase intention.  

The objective of this study is to explore the effects of these variables on brand 
performance variables such as perceived brand globalness, brand attitude, and 
purchase intention. 
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2 Literature Review and Research Hypotheses 

Brand ownership can be referred to as brand origin. Thus the term perceived brand 
ownership is interpreted as the country that consumers perceive as owning a particular 
brand. Brand ownership affects brand attitude. For instance, consumers in advanced 
countries prefer their own brands, while consumers in developing countries prefer 
foreign brands [1]. Perceived brand globalness represents the extent that consumers 
perceive a brand as being global [2]. A high level of perceived brand globalness 
indicates that the brand is accepted as a globally familiar one to a large degree. 

H1: The greater perceived brand ownership, the greater perceived brand globalness. 
H2: The greater perceived brand ownership, the greater brand attitude. 
Consumer’s brand susceptibility comes from a consumer’s acceptability of culture 

and thus it means the tendency to follow a global consumption trend[3]. Consumer’s 
need for uniqueness means a consumer’s desire for differentness relative to other 
people[4]. A consumer may recognize his or her own personal quality through the 
differentness[5]. In this respect, a consumer recognizes a particular brand on the basis 
of its ability to represent the self. Consumer’s need for uniqueness can be exhibited 
differently according to the relationship between the brand and consumer’s awareness.  

H3: The greater consumer’s brand susceptibility, the greater perceived brand 
globalness. 

H4: The greater consumer’s brand susceptibility, the greater brand attitude. 
H5: The greater consumer’s need for uniqueness, the greater perceived brand 

globalness. 
H6: The greater consumer’s need for uniqueness, the greater brand attitude. 
 
Perceived brand globalness affects the brand evaluation and popularity that a 

consumer perceives. It also forms brand attitude and affects purchase intention [2]. 
H7: The greater perceived brand globalness, the greater brand attitude.  
H8: The greater perceived brand globalness, the greater purchase intention.  
H9: The greater brand attitude, the greater purchase intention. 

3 Sampling and Measures 

Since the purpose of this study is to examine the influences of Korean and Chinese 
consumers’ brand susceptibility and need for uniqueness as well as perceived brand 
ownership on perceived brand globalness and brand attitude, we surveyed in person 
Korean and Chinese consumers aged 20 to 30. We also conducted a preparatory 
survey in order to select an appropriate product type and brands. According to the 
survey, we finally chose a laptop computer for the product type and two well-known 
brands, Samsung and Lenova, which are Korean and Chinese brands, respectively. 

The sample is divided into two subsamples. The Korean subsample has a total of 
196 observations.  

The variables used in this study are perceived brand ownership, consumer’s brand 
susceptibility, consumer’s need for uniqueness, perceived brand globalness, brand 
attitude, and purchase intention. The definitions of the variables follow those in the 
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literature. In detail, perceived brand ownership was adopted from [1], consumer’s 
brand susceptibility from [3], consumer’s need for uniqueness from [4], perceived 
brand globalness from [2], brand attitude and purchase intention from [6]. 

4 Results 

In the analysis of Korean brand, the model fit indexes GFI, AGFI, NFI and CFI are 
above 0.9. At the same time, RMSR is below 0.05. Overall, the fitness of the model is 
relatively high. The hypothesis test results are described in Table 1. 

 
Table 1.  Results of Korean brand 

 

 Hypotheses 
Korean consumer Chinese consumer 
Path 

coefficients t-value Path 
coefficients t-value 

H1 perceived brand ownership → 
perceived brand globalness 0.179 2.7** 0.518 6.7*** 

H2 perceived brand ownership → 
brand attitude 0.087 1.3  0.103 1.1  

H3 consumer’s brand susceptibility 
→ perceived brand globalness 0.312 4.7*** 0.138 1.8 

H4 consumer’s brand susceptibility 
→ brand attitude 0.068 1.0  0.176 2.1* 

H5 consumer’s need for uniqueness 
→ perceived brand globalness -0.195 -3.0** -0.091 -1.2  

H6 consumer’s need for uniqueness 
→ brand attitude 0.134  2.0* 0.156 1.9  

H7 perceived brand globalness → 
brand attitude 0.390 5.4*** 0.325 3.3*** 

H8 perceived brand globalness → 
purchase intention 0.042 1.0 -0.228 -3.6*** 

H9 brand attitude → purchase 
intention 0.830 19.9*** 0.835 13.1*** 

*p<.05, **p<.01, ***p<.001  
 
In the analysis of Chinese brand, the model fit indexes were relatively high as in 

the analysis of Korean brand. The hypothesis test results are described in Table 2. 
 
 

Table 2.  Results of Chinese brand 
 

 Hypotheses 
Korean consumer Chinese consumer 
Path 

coefficients t-value Path 
coefficients t-value 

H1 perceived brand ownership → 0.261 3.8*** 0.525 6.5*** 
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perceived brand globalness 

H2 perceived brand ownership → 
brand attitude 0.145 2.3* -0.015 -0.2 

H3 consumer’s brand susceptibility → 
perceived brand globalness 0.086 1.3 0.033 0.4 

H4 consumer’s brand susceptibility → 
brand attitude 0.083 1.3 0.137 1.8 

H5 consumer’s need for uniqueness → 
perceived brand globalness -0.168 -2.5* -0.101 -1.3 

H6 consumer’s need for uniqueness → 
brand attitude 0.206 3.3*** 0.020 0.3 

H7 perceived brand globalness → 
brand attitude 0.429 6.6*** 0.598 6.9*** 

H8 perceived brand globalness → 
purchase intention -0.076 -1.5 -0.066 -0.8 

H9 brand attitude → purchase intention 0.814 16.3*** 0.737 8.8*** 
*p<.05, **p<.01, ***p<.001 
 
In the results of analyzing Korean consumers for Chinese brand, perceived brand 

ownership influenced perceived brand globalness positively (H1 supported). However, 
consumer’s need for uniqueness influenced it negatively. This result is similar to that 
of analyzing Korean consumers for Korean brand. The effects of perceived brand 
ownership, consumer’s need for uniqueness, and perceived brand globalness on brand 
attitude were positive (H2, H6, H7 supported). Brand attitude influenced purchase 
intention positively (H9 supported). On the other hand, in the results of analyzing 
Chinese consumers, perceived brand ownership influenced perceived brand 
globalness positively (H1 supported). The effect of perceived brand globalness on 
brand attitude was positive (H7 supported). Finally, brand attitude influenced 
purchase intention positively (H9 supported). 
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