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The purposes of the research “Measurement of Perceived Quality in Korean and
Japanese Brands” were to : 1) study perceived quality of Korean and Japanese brands
in audio visual products, that is, television sets and DVD players, 2) compare the
perceived quality between the two country brands, and 3) measure the relationship
between perceived quaiity and consumer behavior regarding the two country brands.
One - shot survey research method was conducted with 420 samples in Bangkok

The components of perceived quality measured were performance, features,
reliability, conformance, durability, serviceability, westhetics, and perceived quality. The
results showed that consumer perceived the quality of both Korean and Japanese
brands positively. However, the level of perceived quality in Japanese brands was
higher than that in Korean brands.

In addition, the finding indicated that perceived quality were positively correlated
with consumer behavior, both Korean and Japanese brands, in terms of brand
extensions, price premium, store image, brand preference, advertising attitude, brand

intention, and ccuntry of origin.





