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Abstract 

preference for domestic products mainly in terms of attitudinal dispositions, such as 

consumer ethnocentrism, economic nationalism, consumer patriotism and the like. In 

contrast, this study explores the impacts of susceptibility to interpersonal influence 

consisting of susceptibility to informational influence (SII) and susceptibility to 

 

The interviews were conducted in Seoul, Korea, where 200 questionnaires were 

completed and then analyzed using structural equation modeling [Amos 16], in order 

to test five hypotheses and three structural models. 

preference for domestic cars, whereas SNI does not. Furthermore, it is found that SII 

and SNI are discriminant and at the same time exert reciprocally positive influence, 

consequently revealing that SNI is completely mediated by SII in the impact on 

preference for domestic cars. Based on these findings, the concluding section discusses 

academic and managerial implications. 
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Model      
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