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Consumers’ Need for Uniqueness and Social Distance of Korean Young Generation 

as an Antecedent to the Purchase Intention of Japan Corporate Brand

Kang, Tae-Chung

This study aims to identify the predictors of the formation of the purchase intention of Japan corporate brand. It presents 
consumers’need for uniqueness and the social distance as theoretical frameworks and important influence variables. The results 
show several critical facts. Specifically, only the social distance of korean young generation has significantly positive influence 
on the formation of the purchase intention. Moreover, there was significant difference in the relationship between the visiting
and non-visiting group of Japan.     




