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Abstract

An extensive body of research on the effects of country-of-origin has emerged in the international
marketing and business literature streams. Nonetheless, extant studies do not satisfactorily demonstrate
whether and how a foreign firm’s choice of market entry mode influences consumers’ purchase intentions
of its product in country-related affect contexts. Using a survey and an experimental design, we aimed
to provide evidence of the effects of the choice on consumers’ evaluation and attitude of its product in
an animosity context and in a national image context. Through the survey, we collected data regarding
consumer animosity, national image, product evaluation, and product attitude from 185 university students
and tested the hypotheses that consumer animosity and national image have effects on foreign product
evaluation and attitude. The results of the survey research show that personal animosity has a negative
effect on consumers’ evaluation of foreign products and that a country’s image regarding economics has
positive effects on consumers’ attitude toward foreign products as well as consumers’ evaluation of
foreign products. In the experimental design, we divided subjects into four groups and exposed them to
several descriptions of hypothetical purchase situations. Conducting a 2 (market entry modes) x 2
(country-of-origin) ANOVA, we tested the hypothesis that a market entry mode influences foreign
product evaluation and attitude. The results of the experimental study reveal that in a high country-related
product association (Germany), market entry modes have insignificant effects on foreign product
evaluation and attitude. In addition, in a low country-related product association (China), international
partnership has more positive effects on foreign product evaluation and attitude than does exporting.
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1. WeRe] A=A epal z3fo] ZAwig5o] sesekel a9l 4a)xef
Cronbach’s a, 12|11 BH-EAE=Z(AVE) 7F
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279 wig5o ofe) Al=|gat el Aol AT} 7t SAASES TSN 4
TRyl SR HEErd/d(conver- H50] o a9l A= B 0.55 A
Table 1. Measurement Validity and Reliability
Contructs Items Estimate  Reliability = AVE
The country is threatening my country. 781 .801 516
The country politically affects my
612
Country country.
Animosity The country tries to economically 605
control my country. ’
The country exploits other countries. 601
Consumer :;(:]uivte unpleasantly been in the 615 869 530
Animosity Y- ,
| have unpleasantly been in the 636
. country. ’
Inqlwdqal | have a hatred for the country
Animosity \ .683
people's sense of value.
| get angry whenever | feel the 853
country.
Individually, | dislike the country, .898
The country is rich. .685 815 .588
The country is economically advanced. 693
Economic The country people' standard of living 765
Country Image is high. '
Image The country is technologically
778
advanced.
Relationship  The country labors for peace. 871 635 570
Image The country is friendly with my country. .785
The product quality is satisfactory for 700 810 511
the price.
The product can be sold all around the
650
world.
Product Evaluation The product looks technically good. 737
The product's breakdown does not
734
happen.
The product design looks good. 714
People want to have the product. .756
The product is good. .828 .890 .564
L rt:(ljsctan interest in having the 783
Product Attitude | would prefer the product to others
" .710
under the same conditions.
| would buy the product in the future. 792
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Table 2. Correlation Coefficients and Discriminant Validity
Mean (1) @) @) (4) (5) (6)
(1) Country Animosity 3.776 1.000**
(2) Individual Animosity 2.350 540 1.000**
(3) Economic Image 4.755 -477 -430  1.000*
(4) Relationship Image 3.951 -419*~  -336*™* 450  1.000**
(5) Product Attitude 4.236 -371 -379* 510%™ .254*  1.000**
(6) Product Evaluation 4.365 -257* 248" 412% 207 781" 1.000**
Note: ** indicates significance at the 1% level.
Table 3. Results of Regression Analyses
Coefficient S. E. t-Value R?
Country Animosity =077 .060 -1.291 .298
) Individual Animosity -118 .057 -2.058*
Product Evaluation .
Economic Image 325 .062 5.274**
Relationship Image -.021 .068 -.316
Country Animosity -.050 .090 -.551 78
) Individual Animosity -.071 .087 -812
Product Attitude )
Economic Image 405 .083 4.347*
Relationship Image .003 102 .034
Note: * and ** indicate significance at the 5% and 1% level, respectively.
3J8kaL QlaL, Cronbach's agt 94 0.6 A e s gHskl Q= Zow ket 4
)5} %l‘?i@‘ﬂ TS 50k Ales Utk HpEe] AatAlel e d HE
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871241 0.55 Aok Q= Aer yeht
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7F e RISk ARt HSATR=
(Table 1ol AA=0] et M1, 2, 3, 49 fAEe qRA
Lo H oilofAi ZAHMSEE 719 (regression analysis)S 3l ©|F A} 39
EJ-%E} }A (discriminant validity)-2 21¢15}7] FAe 94T SEHao] ofE GRS )
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sl /e o,

w4 At 7H 209} 71 3ale 217 59
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Table 4. Results of ANOVA on Consumers' Animosity and Country Image Dimensions

Germany(N=89) China(N=96)
Mean S. D. Mean S. D. t-Value
o Country Animosity 2.803 .926 4.677 877 -14.133**
Consumer Animosity . .
Individual Animosity 1.618 782 3.029 1.289 -9.074**
Economic Image 5.593 .981 3.979 .788 12.377*
Country Image ) .
Relationship Image 4.408 .852 4.076 713 2.878**
Note: ** indicates significance at the 1% level.
Table 5. Country-of-Origin Effects on Consumers' Purchase Behaviors
Germany(Mercedes-Benz) China(Zangsang Car)
N=89 N=96
Mean S. D. Mean S. D. t-Value
Product Evaluation 4.820 799 3.943 915 6.962*
Product Attitude 4.230 1.358 3.323 1.193 4.836**
Note: ** indicates significance at the 1% level.
Table 6. Effects of Market Entry Modes on Consumers' Purchase Behaviors
Germany(Mercedes-Benz) China(Zangsang Car)
Exporting Partnership Exporting Partnership
(N=48) (N=41) (N=52) (N=44)
Mean S. D. Mean S. D. tValue Mean S. D. Mean S. D. t-Value
podit 4800 703 4833 907 142 3965 778 4417 1063 -2300"
POl 4260 1403 4195 1320 225 3317 1062 3830 1344 -2085"
Note: ** indicates significance at the 1% level.
olFAE A, =7 TRl Als Qe ayt 1904 A=A, =, = ek 1F B=to] 2|
5 A5e] el St ol gk kA o] foldor sedon § Al
oz, 7HQl ATz, Al olu|#], A ojw|A] ol Al maprt St oo GRS wiA
5 =7 A olufA] 5 ul Gl & L Sl Alo] =k AAIRE A A=
olE 5otk AS Ai vl 9 nF & (Table 5)of A|A]=Slck.
Ofjt ato|7} ARG, of2fet Avke =7t 7Hd 69 HEe SHiEE T-d52 sl
o Al el avks Bl H4Ssh] ffel ofF Rt A1, = 79| sfeIA; KU
=Y ApsAt Bl (Mercedes-Benz)2t = P S WA e ZolE HSet 4
As At BRHECdARS AN 7E AR Ao mA A7 AR e B HlRef ARl Zle.
o] Fode AAIAL Sk ofgh W8-S =2 =Rk
(Table 4) ol A|A|=]$Ict, ey S 7199 siad Al
7Hd 5a%}F sboll tigt #H5 A4 folase S AHAF P ofie 2folE 5T At A
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