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Abstract

To infer the true state of a regional product's attributes, consumers use the image they have of the product's
region of origin; however, products may have multiple countries of origin in their design, branding, sourcing
and manufacturing becuase more products are increasingly a result of multi-firm and multi-country efforts. We
examined how the country-of-origin image (country image and product image) affect international consumers'
perceived value (function value and symbolic value) and purchase intentions of made-in China goods by extending
and deepening the flexible model. Second, to investigate the differences of COO effects according to different types
of country-of-origin we divided the traditional country-of-origin into two components: country-of-manufacture
(COM) and country-of-brand (COB). We then explore how the impact of China's country image on consumers'
perceived value and purchase intentions varies when China is the COM or COB of the same product. Six hypotheses
were proposed to test our anticipations. We recruited 800 Korean adult consumers who previously purchased
made-in China products to participate in the online investigation. Data analyses were conducted with confirmatory
factor analysis and structural equation modeling using SPSS and AMOS. The main results are discussed as follows.
First, the effects of China's COO image on Korean consumers' perceived value and purchase intentions vary when
China is the COM or COB of a product. Second, a positive effect of the function value and symbolic value on the
purchase intentions was found. Literature and practical implications of findings are discussed and suggested in the

conclusion.
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Figure 1. Research model.

A2 5] AT 71X 2| Zo] el el o el ek u XS

BB s}, A17HE 1A} S8 Aol diet ool

7} S0k Zoleian algalolrt. by cheat e e

= HA5kAT}

A7 4, 2ake] ol diek A2kl kA7) pfelwe]
(+)&] FaF& v Zlofo)

AP 4-1. 7152 747k elie] Y(+)2] B v)2l
Ao,

Qb 4-2, AH 747t pufelme] Y+ BFE 01
Zlolct,

Al B §e) A FaAhs Prst ens
3t 7Pk Ehehs Q1 o] chaul alape] AEE7leh
Fell vAl= G vkl UeERdt), Chao [3)= 94MA19]
ol wheh AmlA} A5Re] Eol| tiet B7) Adelshy 4k
FES FEstojof shofal 2 & FASILE Hustvedt, Ahn
and Emmel [26]9] SRl Al= @AHA] 3ol whe aBlAp7t 4
F9) 714, Mmot sl ojg @Ast Aol ugich
3} Sinrungtam [54]12] GGtAte] o)EFH APk 7L AFEe]
2|2k 71R|9F Jrifjole]] EkS vl AN Hal s IAkR] = ofF
= HA] 1?&%‘:& R b v el L B e e L P e e [
H|2}o] ARZE 7o) Tish Euls Alolsloa AREo] .84 = A

ol tet 71X A2 ekl Aolelar ket 4 glck kb %
o] AZEYAA L HREARA Y A9o] wpeh LA ETto] 3}
01 SI017] 915101 R 3 2 A7 PAlsE WAL,
A7 5. ol AlEAAIY Bl =4 A A-9-of whet

www.fer.or.kr

/’-’-:mnu[ac ture/

|Ho-2

Country-of-

R e S Ll P gt B S et [ e B B o s R B
B Aol7k 9l Aotk

A7 51, Fato] ARYAU BalE ¢al| Q] 7ol ut
g} =7to|u) | 7E 754 7Fxo)| vl A= o
Aot}

o7l 59, Zato] A% %_ Auf BENE AR 79l uh
2} =7tolu] 2|7} A A ZRaef w9

Z1o]e},

QA7 53, ko] A|ZYA|L HEElakx] el oo w}
2t AsgolmA7E 71s A 7Ol viAls G Aot &
Zo|c},

o A 5—4, F5to] A% %_ A HelEeibx Y 9ol w)
2h AsgolmAI7E A 7ol vAl= G Aot &
Z1o]e},

AdRYIH10, 17]0] o5k =7} Hidshs diatx]e
off wiet =7teulA|e} AgFoln|A7E Az 7Fx]ef wAl=
o thE7] wizel, AmfAte] s Aoohs et uskr] ¢
aff A= 7Fset melo] thEA vkt wiebA 9 =7 Al
PP HRlE kA 7d-9-of] mhet kx| ko) Ajol7) gle.
] ZgsEel] wieh Azt ZHERE ohet Sl efteo] mlAl= ek
e ohE Aofehar ol 4= 9o thadt 2 v Hee U
sl
A7k 6. T=rol ARUAY BBtk 4o whef

bAoA 7} An|Rf] Aol High Sl o] ol vlAl=
G Apol7E e Aol

IFL

\Vol.55, No.5, October 2017: 507-526 | 513



Z|F - o5
fer Family and Environment Research
Table 1. Main Variables
Variable Factor No. of item Type Reference
Country image Economic image 8 Likert 5 [9, 15, 16, 36
Politic image 5 Likert 5
People image 4 Likert 5
International relationship image 3 Likert 5
Product image 14 Likert 5 [10, 22]
Perceived value Function value 9 Likert 5 [5, 61, 65]
Symbolic value 8 Likert 5
Purchase intention 3 Likert 5 [12, 41]
AF7Hd 6-1. F=ro] Al Ay BRAE=IA Y 7ol it ARl Aol Al AlATskle), dalae A5l oA, b4, o
w7folufA|7} St Qo] wjR= G Zol7f QS Aofty, AEdlo], @A, T1Elal 7EAS] S Wk VEAQl JEE
A7 6-2. F=ro] Al A BRHE=UIAY 7ol whet setstolnh, TRl Alditx|oF BHEMAE FEs)7] $is)
grroulA7E g efteo] vjx)= GRS Aol ) Alolnk. o At AR BalEe MR Akl e, a4
s RS 2t S o A7E 4 E0] AlEdAbA|eL BRHEANMA] ) S7HE tha A 2Akekelal
HIALS] Aol thel AJ2he 71| il oleo] vl RS ' WAl B K AARE UEom HASIeIT vt B
Ash=t] S Ale AL RS mEskgltH(Figure 1), s 5ot A2 B7Fshes 3ol 2lal fAbA|omA| = <l
oF A RIS 29 4= Qlo] A e] HEE B UL
57d0] 71 el 71E)1+H43, 575 arste] HY AR
LA BRSO 2A GIWE HHsIAch, AL Ao
L AT 27101 e AEC] ARl GIWHAS -
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=

251 [56],
SOl oAPA S shE= Bk
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Table 2. Verifying Convergent Validity and Reliability of Variables
Model Factor Item no. B CR AVE o ¥’ (df) ¥’ [df TLI CFl  RMSEA
7017 -
Country image 4 820" .858 .603 .854 605.369 (366)  2.474 968 971 043
. 728"
Product image 13 s 959 641 958
-.841
. . 763"
Perceived value Function value 4 _e3™ 882 653 881
755"
Symbolic val 5 e 912 676 909
ymbolic value o8
L 858"
Purchase intention 3 . 923 799 921
-920

B: Standardized estimate; TLI: Tucker-Lewis index; CFl: Comparative fit index; RMSEA: Root mean square error of approximation; CR: Construct reliability; AVE:

Average variance extracted; oi: Cronbach's o
‘p<.05, p<.01, p<.001
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w, #z5} Eﬁlfﬂ 0,78 717 0.8 Aol A (pro08 A7),

Az 7} (fv01, vO7, £v07, £v08, £v09, sv05, sv07, sv08 A
AR ERE AT T AT AFeRE wol, eyl
wE o) ﬁ@vﬂiﬁ]f@) ?%“il 4(CR), Batrss

THAVE)T WE H3he 2|4 W% 94eap] Uep yido) E}%

Jo] L= Ak Table 2).

= Ao ST AlEAE 1Sl sl HiEAaaE
WA dwA 71520 wh Cronbach’s o A4S E-gato] ¥
=9 Cronbach’'s o 4k2] 19171 0.854-0,958=2 0, 70402

UER} S 0] A= A5okoirH48].

npRjako 2 Ba=o] AaA| Al ghel 9171 0.162-0.548
B H50] PEASS Fho] 0.597-0,799Kth 2| vl =
*7P **olﬂ 7H%§% SAR = o) Gict, whabA] Aot =8

7. BAIHARIC| QITEAEE
ZAlRte] QPEAREA BAe gl gk AEe it
Isto !

7} 51.0%3 ©12H49.0%)°]| ©

J)|
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X

Table 3. Verifying Discriminant Validity of Variables

40M|0]H 40t7} 28, 3% 714 Wkal, 71 TS 30t(25.5%),
50tH(25.3%), 20TH(21.0%)2] 4= & Vet At v
2 A= Hat 15o]glon, skl gt £Yo] 53.0%%
7P worar, argshal &9 olslrt 39.4%, ik &4 ool
7.6%2) =0 & JERgT) 9429l0] Wt oF 4187FY0]9lo

400-599710] 41 3%= 71 Weoral, theo 2 200-3997F
A(31.4%), 6005+ ©]AH(17.4%), 0—1999H1(10.0%)2] <=0 &
vrebton, el o= m&(35.4%)°l Hlste] 71&(64.4%)
o] =2 HIES et AFxe] S OJ@/%WFJ}

30.3%% 717 wkom, th3& AL(20.5%), FAY At dd
(16.3%), H+/785(10.0%), th/545:=(9.8%), F5/*dete
(9.5%), 7R/ AFE(3.8%)] $=0.2 reRyitt, 4?;01]&1‘— ETR=)

Y/ARRA] 48,0% 71 W, THEoRE A
HI222)(20,0%), M7\ H(12.5%), F
TR EQ)/SE2RA (7. 8%) 0. Uep,

ARIAS, SRIERIAS K S 2 0030

A/~ / A
FE(11.8%), oY, &4,

QRIEEY dvky B4 gtk £ A=

Ak, ARl (2,.31)0] v]ste] 7to]u] |7}
5% UWOﬂ 2,615 O QAN B W2 0 B YT,
AR 712)(2.7T)HT}F 7152 712)7F 31302 ¢ =7 ERd
O, o) ieis 2,955 o7 Whe- 4220 & Lyt

Variable Mean (SD) 1 2 3 4 5
1. Country image 2.61(.63) 597 554 162 223 147
2. Product image 231(73) 744 631 A7 265 180
3. Function value 3.13(.72) 403" 4147 652 524 484
4. Symbolic value 2.77(.78) 472" 515 724" 675 548
5. Purchase intention 295(91) 384" 424" 696" 740" 799

Full score is 5.

On the diagonal are the average variances of the extracted values of variables; below the diagonal are the correlation values; and above the diagonal are the squares

of the correlation values.
“0<01
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i
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El

She K57} o?=1431,153(df=732, p<.001) 0.2 -oJn|3}%A]
b o2/df Fko) 1,955, TLI ko] 0.959, CFI gto] 0,963, L&)
RMSEA %to] 0,035 <=3t 23z 4228 2k,

<. 00D)o=& fFojuatlct. =
(D] Gape om 7M1 A=,
ESF YARR]olu] R 7} A 21 7] o)

Table 4. Regression Weights of Structure Equation Model
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-~

77} 7¥o) w3} AR A7) 0,549(p<.001), 0.445(p<.001)
B fomlsielt, &, w7tolu| A7} 2|21 7152 71| 2F A7 A
710 B ()] ke Fro] 7Md2—13} 2—-2= A= Yl
EA, AdFomXIeE 7154 7R, A 71 Z82F 7he) wlaEsE
3} ARAG7E fFoqustA] efot 7HH2-31) 2—4+= 7|21 Rl
wleba] 7R 2= FE A= gl

HAkrjolu] 2] 7} SLufof ol kS mx|=A] o] tisf
T Ak w7Rolu|R|, AR A|e} Jtul o Tho ] EED} 7
BAG7F FofulstA] ghob m7tolu)x|e} AEolu| A7} Sl o]
of AR Fake A Gholet. 1y, 7oA 7} 754
7Hx|e} A TR E Foto] ol IR A o R JRks
o] & @17} 0.365(p<.01)R S-2u|aFHTable 5), =, =7}
o] 2|7} | o] teof] 215 0 & JeRs A AN T A

o o) ZPa3-1 AEw gL, 7leln|A|7} ool e

of
o2l
o

GRS 74 o} /H3-2k Z|ZEgie), uehy ZpE3e Y
e oiet,

Country-of-Manufacture

Country-of-Brand

Route

B Std.Error t B Std.Error t
Countryimage ~ —  product image 1.110 070 15.933" 1.107 076 14.482"
Country image —  function value 549 137 4016 064 7 .549
Countryimage ~ —  symbolic value 445 139 3.205" 200 136 1470
Product image —  function value -.053 .098 -.542 426 .086 4939"
Product image —  symbolic value .168 101 1.654 514 100 5151
Country image —  purchase intention -.092 137 -.674 -.089 15 -775
Product image —  purchase intention 116 097 1.190 087 086 1013
Functionvalue ~ —  purchase intention 572 096 5954 374 100 3.755
Symbolicvalue ~ —  purchase intention 522 087 5995 653 086 7.623"
{3: Standardized estimate; Std.Error: Standard error.
p<.001
Table 5. Variables Effects and Hypotheses Confirming Results of COM Model
Hypothesis Route Direct effect Indirect effect Total effect Result
1 Countryimage ~ —  product image 849 - 849 Accepted
2-1 Country image ~ —  symbolic value 507 0 507 Accepted
2-2 Countryimage  —  function value 368 0 368 Accepted
2-3 Productimage ~ —  symbolic value 0 - 0 Denied
2-4 Productimage ~ —  function value 0 - 0 Denied
3-1 Countryimage ~ —  purchase intention 0 .365 .365 Accepted
3-2 Productimage ~ —  purchase intention 0 0 0 Denied
4-1 Symbolic value ~ —  purchase intention M4 = M4 Accepted
4-2 Functionvalue ~ —  purchase intention 421 - 42 Accepted
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747+ 7k0) v s} fgiﬁlﬂ} 0.426(p<.001), 0.514(p<.001)
=2 TO,—QJU]E ATt & AlEo|m = A7k 7154 712t A
T 7(1)2] Pk F=o] 7237 2—4= AHE 3]
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A *10111]%17}%11145011 FaFE WA=A] ool el A%
A= w7to|u]A], Aderoln|x|ef St o] e 7to) v} A=A
F7F FremlskA] o2 P0111 = 7polu|A| e} AdEolm| |7} Sl ol
of 274421 °§T‘ﬁ‘~$ | 8oket, LU, AdsrolvlA7E 71s A 7t

= Foto] Frjejieof 7Aoo ks 5
T 27E0.423(p<.01)lem 7Fd3-2+= A=) = 7to]
2|7} A 71554 7HxeE A TS Fske] Sfe]

ol 7P oR ke o] & Jul} 0,339(p< .01)0]9om
7hd3-1-2 A= IeKTable 6). wheba] 7R3 2= ik

upReto & AZbE ZpR|7F o) eo] PREE wlR=A] o
of thell A5 Aik= 7154 71, A ZRx|er SRl of e 71e)

H] 323} AEAS ZH2ko] 0,374(p<.001), 0.653(p<.001) &

Frofulskaiet, A1 71eA 7R eF A A A7 E B el o]
Ieofl A9 Fafe ol 7413t 4-2= A= Qleh, whebA
7 4= AE = ]l

B = 9IAkA] Zeho] JLzHpA 4]
= s Ho}oq aEE Sel AR A, (P A, e
R Aik= thE Table 67 A}, 941, 4bA]o]n]

JEoul Aol +)

L

FolmlA,

Kl

el A% Auks F uagte] vimEst A=A L1070 & G0 A
Table 6. Variables Effects and Hypotheses Confirming Results of COB Model
Hypothesis Route Direct effect Indirect effect Total effect Result
1 Country image ~ —  product image 822 - 822 Accepted

2-1 Countryimage ~ —  symbolic value 0 404 404 Accepted
2-2 Countryimage ~ —  function value 0 394 394 Accepted
2-3 Productimage ~ —  symbolic value 492 - 492 Accepted
2-4 Productimage ~ —  function value 479 - 479 Accepted
B Countryimage ~ —  purchase intention 0 339 339 Accepted
3-2 Productimage ~ —  purchase intention 0 423 423 Accepted
4-1 Symbolic value ~ —  purchase intention 270 = 270 Accepted
4-2 Functionvalue ~ —  purchase intention 584 - 584 Accepted
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Figure 2. Results of COM structure equation model.
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Figure 3. Results of COB structure equation model.
“p<.001, Standard regression weights

#o] 319189101 SH7folu] Al AREolm| Kol 2|7 H2] daket
olon] % fubrh 0,822 Lkt ko]l 7k 22 74
ot FhE A m, AkKo]ulA|] 51918210l AFEolu] |
7 Vs xR AP Zpel AR dake ol 242

aI7E 0,492, 0.4798 Urepdch, hkx|olu] x| 9] & shte] st
L1131 =7tou] A7} Adsroln|AE Fote] 7 A o2 Y
& Fon Z1zke] & A} 0,404, 0,394 UERITE QAR
oful x|} 2|71l 7FA|7} tufolo] gt AvkE W, 4k|o]
u] %] 2] 51912131 = 7olu|#| 912, 71554 7HA2F A4
2 7WAE Sato] 1A gt Fol F Akt 0,339 UL
wth, AdRRoulA= 7164 7H9F A 7S Este] e
Lol A o8 Jiks o F avlr)0.4230. % UEhith
apRako g 715%] px|et A ZEx] 7 o] eof 2154491 <
FREFelom Zi7ke] F a7t 0,270, 0,584% YRt

L ST
’C‘/\o}—%o

www.fer.or.kr

5, M=t B EIMX|of| 2 2IMX[S 12| XIO]

S0 m7oln|R| e} Aol A 7L 715 A] 7HA], A 71
oF Jrufejieo] mAli= FFS WAHA] Fol wt 2ol & Bl
Avt= oS Figure 2, Figure 33 2t} 37, Z=to] A=Y
A|2F HeHE kA 7390l whet ibx]olu] 2|7} 2|2} 712]of
G AfolE AR Avp= vheat gt F=o] Al
A 7ol =7relul A7} A28 7R (752 7], A A )

=
oz o

>

fud

-
fu

]3]
A =
e Lot AFoln|Al: fejujet o

o=
BRI 14142 73 9-0]

— —

Frr

A]

F= o wEbA F=ro] AlmdAtA]

Vol.55, No.5, October 2017: 507-526 | 519



b
0%
°
s

fer Family and Environment Research

1 [1A7E 2|7 ZhA el ]
Tl e o,

oARFE Aol

A, A % of whel elrkA|o|u A7} S o] o] v =
FFe Holg A, F=o] AxUAAL ol =7tolv]

el 7405 %_s}o% o] o gk éai

Zi
lo
il
-
=2
1o
H1
2
of
oo“
o
4>«
2,
lo
k) r[r

o} A2t AR Folol ogm =
CloA} el A e A2k R T
sh= R0 % 22l 490 F7bol]
A SISO M=) Aol 2 Aolul Aok A
ofm|A|7} mE ool izel oJaES FoUTHs Hell A XfolF R
ong 4613t 6-2 AEEech webs Fo] A=A
ALt BAEQAA| 7490 wpel 2AkK|o]u] 7} T of e ]
A= oJaEe Hjol7h 91 Hlolehs 7Ha6e: Aeiw gl

Z2E

A Ete] Aol ulas) 1
Slule} Apgolul o] 5 A 241
3k )24 R 715 ZExet A .

o] AuE Aok PAMOR 10l EESH the
a} e,

A, g 2H)R7E QIAGE S PAR| o] 2| o] =2 Ak
oju| X Hrt m7tolu]X| 7} A 08 = ANE A A o7 &5 uf
VR PR UL S G S G
AFS) A 7PIE B W Azt Ao R ek, & 5
HAEo| o) sle] SSstelekE B Anle] Ael - A
B4 A 8 FHAIH BHOR S5 HASE YE)
Q) 7Rl Hhe) o 402 wejsk Wt ek
23l F= Aol gk P& w7 WA VR gkt AsnjRE 5

= S o)ako] whS- S oF 4= QT
Aot oAl 5-2f Ato] = I8l AH|A} B0 i
7d, =Rle] AehAlof tisl] @hxs] ofalfslr] 7} of -

4
o
n{f
-
=
r°1'

520 | Vol.55, No.5, October 2017: 507-526

297} u7) whitel, akke] alxlet Aol wrtolnlA|E
A1) AR ofaEe 23 ol g w71e] Stoln] 42 A
517 $18) ARESE 4= Gl Sto] AlelHolx] gk e wE
A4, A7V ulgo] a1, 50], e Ft she] 24

solglel Qlsfe] g Aol A 5 ARl ARds] wol £
ol QA Bkt AMIARSS S5 Aol Tt S
214j0] ofu] GAjElo] glof F5 Ao TiE g 4Iel o)X
ol A4 A0 S A0 AEl] FEe
A1 MAlsHee] e ool AwEhe o 4= 9l
kol Al

e el s
SECREEE

HHL r] 25}
4

oY X

i

. OHH Fi
E%

O

ofeit o]

=}

——\é
_g

= 51}
et Zepshzr] 9ol
3o sl % oleHs, 18], 7ol
ulxjol] w5t 54 47} olich ofu] FAH o FAE of
H2|9] Q1S S71e] ofn| X Xpge fw Qlek. FaHe] Al
Aol x|} ZARlo]u| A7} A om e ol gikA|o]
R R R o B PR B R
gloll 245131, o] 2 Balo] A}tk elo] o]n| 2 FFAlY|
= LS Aol e,
S, Fro] AHEO] AP0} HASYAIY
Fholn|x|7} i AREolu] Aol 2|0l Gk
deul o] 5t 7ol Tt Bl B Aol
Ol ol A2 F2 9SSl st 33 4 A
o) 744, B4, A% 50 Smut ofje} Aulxis 5 o
it ol Sl ol Foto] 55 AHE-S B/ASA Hlo]
& 45 SjelelAiz QI el gel W o
shdct. Srtoln] o} Ao nl Al AR 534
oAt A A5 2 9 b olul A
AAJIm|A), H|olu] ), Stlolux|e} SAlA o] 4|
2 o)t Aulahe] Aol it BlwE A 4 9L
Aoz AmEch
AU, Qo] A7} Aul k] 4 % | cigt 2|7}
e e e = SR X =
Seof et omsLJ llek el el o
Uehdt) = Zola) =
io] LS HAEFIAAS] Aol wfel 2ol o]
Foln|x7} 2|7t 7hx)ef Juelze] vjH|i= alake] Hjolt
orE ik galo] Amlxe] oApAAol Fash HalS
2%t RoIeHT, 8],
ol QAR Elol] Bt Q1 olA TAA] Qi) gl
whe} o] 50| Qs AukE mE 4 olrks FS Bolth

7
o]
X
3

2
e 4

T on
o M o
©

u
ot
o
H
fl

ot
ox

1

K

iLJ

Ay

A

i éﬂ’ e HO
Erﬂi

)"_u H

]

¥

™
O 30 o ol X on

www.fer.or.kr



S EMX0|0[X|o]| HE = AH|XI| X[ZHE ZHX|2t FOHQlE=: ME H HAME K| &1

3 UkAoln| A2 SrtolmlAILt AEoln A2 FUAlsH 4,
50 St7lolu] Aol AFEolmI A Shbe] WoLo & sk A1

oF =7teu|A|ef ARrolulAlE A= Eaﬂolfﬂ “’e‘@ﬁ& J&r?ﬂﬂ%

el o o] 5 xw% FAal shTL A ol Al e
S A 5 QIohs 4 AR,

Ao R AR, Fato] AR HAELIAA L H9o|
AyEolu| 2|7} 2|ZRe 71A]o] ke Zo] o

o ke Folon] Fjolulxi AEoln| g Fate] YA
A7 Uerdan, StolulAlo] ulste] AEolu] A7} o e o
oo 2 ok, 5, 2ulAls BAEs} &5 Sle] ofuly

OF 71 w7te] ARolnAE Adsto] S ISk tlol Slo]

=7tolulA|of vfste] AsEolu| A7) ¥ Sa%t =

S &5 olnh, aHER S5 7|HES AE G RS AlE

v]z2lo] 2hA o] il A W-5-S w]af7l= tiokS AAlsHH

o 0] ojufA] o]l whE v AR HERE = sof

e skA] s sfjof gtk T3 mAp], Ah A
H

o ot > b o
B

. F[F

)

I
(o
2t
e
5 <
o ©

4
N
~
S
=
>
2
i=)
N
Ir T

[e}
ogﬁ‘o 71—/\/\]71 2~ 0] o
A

Lo oL Hr rle
fol |z
~|

i
oY oF
B ox
L
Noox 1
[

ok

r_g o
o ©

e

1z

rE
=

Hd
©
S
[0}
T
10
2
BN
_\-B
27
>
ne
oY,
o
S~
O
R
©
=
N
Ir
N
N
N

o i
2 N
zop :
F®

il
HN g oy
=)
1o
H
2
o
oOlu
Mo
IN T
N
52
22
|
v
H1
~
o
=
>
rir
ox
iy

AOR Verdth, S 2H|A S-S Ayt 3o
o WoKak ), o] StolulA| EE o] Qake woy
o] ke Fol o Eato] TujelE} oS
O SRR AR T R A AR Hl
slo] 71’54 7plol] )3l o] o A vebteh,

719150] 7PAZE Slto] Arhee ke AIAE of

ox.
Fl
fllo

o o
E%H rir
lo
N
)
R

2

ABHE 2 AZUAR] F7toln|A|7} 2ulao] nlx|t g
TRk FolA] B v A o Aeto] ofd i glrks Al
S A1 NS, S9] HAAE e 7] deeto] 3 7

%5 A4 A, LED V)2 490 Azib1)2] S7jo]u)x
7} Zsrlape] A2kl ) ZhRe] B 2 dake Fan Qleks A
& gofsfolo} g}, wak Brje] FAAAO] AwFlow Qs
of o} 7115 0] FolA] AHES Al2sHe 797} thiol Xt

www.fer.or.kr

Family and Environment Research fer

20074 P%'—Ei CRbha °J7}7} g
]E_ b]—ﬂuﬁl—7] /\]xl—s} A]x%o]_g

=

o) Tefelo °J*H1

ol zﬂi%l wu o

u 2o} ;Luwa

r\l

o] UH7HE 195 w_ “puje]szo] 42
o 715 M

v o

r e gapele] 7
7Ho] vstol

AFA) 2] 7}7(]4 oJgFHo] ] 37 L}FALH:}
SoolA S Alxshe S=olu &7

|27} EH\_ ks s A2 %é‘, 7]

A, SHIAE A -

2l

o
ofy

N
10
ol

{

o

K ofn
N

-

I ofr
o
A =2
JP)
O_L,
[e)

-

ne

(a8
=R
el

o

—L

N

-

ol
o,

=

O

14
oN,
)

N

N

o
)
2
r
o4

Nl
]

H

o

N
30

H
|z

2
(n

oo i
ox
oN
iy

N .
N
N

N
N
~
B
1o

;

N
%

Iri
o b o
o
]

©
Lo

i

o

-4

> e

lo X
0.

ox

o &

N
fu
)

BN

PN
ol

2]

A L
bl Zhx9} o) eo
Za} pels Qi

el 4] it A
| etk 92 Z7RRe oA A
§9) Sk F419] Ak ek
5}: slol %

o 6} | Sl
SR Bt Ao T
) 90 ek 241
S7joln|A|e} AEolu] 47} Zmlzpe] 7
7}%1 of mlX|= o] ThEEE Y

-

Vol.55, No.5, October 2017: 507-526 | 521



b
0%
°
s

fer Family and Environment Research

AR Efo] Hjsf oJsfishe 22 Wsl=t 71tk

.‘

ARA) BN B A kST B ANEE AT
o, AL 915 /4SS FolH AL Azt o) St vie ¢l
Aol ) 7 i~ L Ba7k slen, 488 K Bus

ol
A F3to] AZPARAILE HHELAQ 70 wheh 2lkA|
of Aol gha - ulwsher] Glof 912 WISe] gk Ha

A
S17] 9lsh A A4 A, 2R HAES) O YRIE A
Shgick, TTeiuh A1) AulEol Xﬂi%*ﬁl% S QA7
Al Al R4 A
ek e Bl RS 3 mawngaaa Avw

zﬂ/\]a}ﬂ 7]

e R b}E}”O BA OHA A= HWXI%A
A om| A7} A= axBjAt A vl A= el A-8-sh=t] 9
7} glek. 7] AR v it olw] Al of WA WAE 2E
i glon s ot A Rl=e] AL Fae] YE &
Al A e glom o] ol PAkA|on] A 8] A7) o
27 vehg e vk whebs 5 dtollA] AR =71
WARHLES JLefste] & Ao Aufel vlugiehd, o] it
Aofu] ] faks o Aets| wpee 4= k& Aot

O R L tof A o] Al SRR ARk It
e o] garEol thiet ol e, A8 Al9] ol
A S pEdE e 58 atEstel A7) i
Q1 LED TVE AASHArE. o AJs5e] 5550l whet =
o] Tkl A50] ALfE HAER Qlel] anlarE B4
off Higt Aot e e Lo, AJEEmoll whet At
71t el o e i QIoH60]. wheba] 2 ko] A
ST A ol AlR|2AlRlel 2881710 ool Q)
P Frole Tt s 52 Ahdslste] dard
A7} Qlok, ER gt old Al WitAel v S b
g 7o AES Eete] 24 o SvlEal A8

[N

Ao A

1o ox
o,

H

)=

> o~
o

}=

o
I o
oﬁ‘

H
r
r—r‘

F

522 | Vol.55, No.5, October 2017: 507-526

Declaration of Conflicting Interests

The authors declared that they had no conflicts of interest with
respect to their authorship or the publication of this article.

References

—

.Ahmed, S. A, d'Astous, A., & Adraoui, M. E. (1994). Country-of-
origin effects on purchasing managers' product perceptions.
Industrial Marketing Management, 23(4), 323-332. https://doi.
0rg/10.1016/0019-8501(94)90048-5

.Alvarez, M. D., & Campo, S. (2014). The influence of political
conflicts on country image and intention to visit: A study of israel's
image. Tourism Management, 40, 70-78. https://doi.org/10.1016/
j.tourman.2013.05.009

3. Chao, P. (1993). Partitioning country of origin effects: Consumer

N

evaluations of a hybrid product. Journal of International Business
Studlies, 24(2), 291-306.
4. Chen, H. L. (2009). Effects of country variables on young generation's
attitude towards American products: A multi-attribute perspective.
The Journal of Consumer Marketing, 26(3), 143-154. https://doi.
0rg/10.1108/07363760910954082
Chen, P. T, & Hu, H. H. (2010). The effect of relational benefits on
perceived value in relation to customer loyalty: An empirical study

o

in the australian coffee outlets industry. /nternational Journal of
Hospitality Management, 29(3), 405-412. https:/[doi.org/10.1016/
j.ijhm.2009.09.006
6.Cho, Y. J., Lee, Y. R,, & Kim, H. Y. (2009). The effects of country image,
attitudes toward a country, and purchase emotion on purchase
intention of fashion products with a Korean images: Focusing on
Korean female consumers. The Journal of the Korean Society of
Costume, 59(10), 111-123.
. Choi, S. S. (2012). The tourism destination image and perceived value

~

impact on behavioral intentions : Focusing on Chinese tourists.
Journal of Tourism Management Research, 16(2), 267-284.

8. Cicia, G., Cembalo, L., Del Giudice, T., & Scarpa, R. (2013). Country-of-
origin effects on Russian wine consumers. Journal of Food Products
Marketing, 19(4), 247-260. http://dx.doi.org/10.1080/10454446.2013
724369

9. Cui, M., & Lee, S. S. (2013). The effects of China's country image on
Korean consumers' product evaluations and purchase intentions.
Family and Environment Research, 51(4), 455-472. https://doi.
org/10.6115/fer.2013.51.4.455

10. de Moura Engracia Giraldi, J., lkeda, A. A, & Campomar, M. C. (2011).

www.fer.or.kr



&= 2LX|o|O|X|of 2 §h= AH|XIQ| X[ZHEl 7kR|Qt FOHe|E: MIZE X HME YMK| S0 H|w f
Family and Environment Research er
Reasons for country image evaluation: A study on China image from 24.Hong, S. H., Malik, M. L., & Lee, M. K. (2003). Testing configural,

1

=

12.

13.

14.

15.

1

1

~

18.

19.

20.

2

—_

22.

23.

sz

a Brazilian perspective. Journal of Database Marketing & Customer
Strategy Management, 18(2), 97-107. https:/[doi.org/10.1057/
dbm.2011.10

. Dichter, E. (1962). The world customer. Thunderbird International

Business Review, 4(4), 25-27. https:/[doi.org/10.1002/tie.5060040415
Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995). Consumer
behavior. New York: Dryden Press.

Fishbein, M., & Ajzen, . (1975). Belief, attitude, intention, and
behavior: An introduction to theory and research. United States:
Addison-Wesley Pub. Co.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation
models with unobservable variables and measurement error. Journal
of Marketing Research, 18(1), 39-50.

Gao, J., & Peng, H. X. (2009). Ingredient brand's country-of-origin
image, brand equity and consumer willingness to buy. Journal of
Audit & Economics, 24(5), 106-112.

GfK. (2013). The Anholt-GfK Roper nation brands index™ 2013
report. New York: GfK Roper Public Affairs & Media.

.Ha-Brookshire, J. E. (2012). Country of parts, country of

manufacturing, and country of origin: Consumer purchase
preferences and the impact of perceived prices. Clothing and Textiles
Research Journal, 30(1), 19-34.

Ha, D. Y., & Chen, H. B. (2011). The influence of country and
brand image on purchasing behavior of consumers: in special
reference to Chinese mobile phone market. Journal of Aacademia-
Industrial Technology, 12(8), 3439-3445. http://dx.doi.org/10.5762/
KAIS.2011.12.8.3439

Ha, S. K., & Shin, C. H. (2011). The effect of country image on product
attitude: The moderating effect of country of brand. /nternational
Business Review, 15(1), 147-170. http://dx.doi.org/10.21739/
IBR.2011.03.15.1.147

Hamzaoui, L., & Merunka, D. (2006). The impact of country of
design and country of manufacture on consumer perceptions of bi-
national products' quality: An empirical model based on the concept
of fit. The Journal of Consumer Marketing, 23(3), 145-155.

.Han, C. M. (1989). Country image: Halo or summary construct?

Journal of Marketing Research, 26(2), 222-229. http:/[dx.doi.
0rg/10.2307/3172608

Heslop, L. A, Lu, I. R, & Cray, D. (2008). Modeling country image
effects through an international crisis. International Marketing
Review, 25(4), 354-378. http://dx.doi.org/10.1108/02651330810887440
Holbrook, M. B. (2005). Customer value and autoethnography:
Subjective personal introspection and the meanings of a photograph
collection. Journal of Business Research, 58(1), 45-61. https://doi.
0rg/10.1016/S0148-2963(03)00079-1

www.fer.or.kr

25.

26.

27.

28.

29.

30.

3

=

32.

33.

34.

35.

36.

metric, scalar, and latent mean invariance across genders in
sociotropy and autonomy using non-western sample. £ducational
and Psychology Measurement, 63(4), 636-654.

Hong, S. J. (2011). A study on the impact of national image and
corporation brand image on product Image and customer's
purchasing intention. Korea Safety Management & Science, 13(3),
169-174.

Hustvedt, G., Ahn, M., & Emmel, J. (2013). The adoption of
sustainable laundry technologies by US consumers. /nternational
Journal of Consumer Studies, 37(3), 291-298. https://doi.org/10.1111/
jjcs. 12007

Hustvedt, G., Carroll, K. A., & Bernard, J. C. (2013). Consumer
ethnocentricity and preferences for wool products by country of
origin and manufacture. /nternational Journal of Consumer Studies,
37(5), 498-506. https://doi.org/10.1111/ijcs.12015

Hwang, B. I. (1999). Effects of country-of-origin dimension on
product evaluation and buying intention. The Korean Journal of
Advertising, 10(1), 135-153.

Hwang, B. I, & Kim, B. J. (2002). The impact of congruity between
country-of -origin of brand and country-of-origin of production on
consumers' product preference. Korean Business Review, 15, 133-
152.

IMF. (2013). People's Republic of China and the IMF. Retrieved June 1,
2016, from http://www.imf.org/external/index.htm

.Insch, G. S., McBride, J. B. (1998). Decomposing the country-of-

origin construct. Journal of International Consumer Marketing,
70(4), 69-91. http://dx.doi.org/10.1300/J046v10n04_05

Insch, G. S., & McBride, J. B. (2004). The impact of country-of-origin
cues on consumer perceptions of product quality: A binational
test of the decomposed country-of-origin construct. Journal of
Business Research, 57(3), 256-265. https://doi.org/10.1016/S0148-
2963(02)00323-5

Jeon, H. Y. (2012). Exploratory study of country image as host
country for studying abroad-cultural semiotic analysis of Korean
students' perception about 5 countries' image. Korea Humanities
Content Society, 24, 89-123.

Kim, S. H., & Park, H. J. (2010). Effects of country of manufacture and
country of brand on consumers’ quality perception and purchase
intention. Korea Marketing Review, 25(2), 19-40.

Knight, G. A, & Calantone, R. J. (2000). A flexible model of consumer
country-of-origin perceptions a cross-cultural investigation.
International Marketing Review, 17(2), 127-145. https://doi.
0rg/10.1108/02651330010322615

Laroche, M., Papadopoulos, N., Heslop, L. A., & Mourali, M. (2005).
The influence of country image structure on consumer evaluations

Vol.55, No.5, October 2017: 507-526 | 523



b
[ol°]
0
:

3

fer Family and Environment Research

37.

38.

39.

40.

4

AN

42.

43.

44,

4

4

4

~

48.
49.

50.

o

=i

of foreign products. /nternational Marketing Review, 22(1), 96-115.
https://doi.org/10.1108/02651330510581190

Lee, B. S. (2009). A study on the impact of country image on
selection of goods and the moderating effect of brand personality.
Korea Trade Review, 34(2), 73-90.

Lee, C. W,, Suh, Y. G., & Moon, B. J. (2001). Product-country images:
The roles of country-of-origin and country-of-target in consumers'
prototype product evaluations. Journal of International Consumer
Marketing, 13(3), 47-62. http://dx.doi.org/10.1300/J046v13n03_04
Lee, D. J., & Brinberg, D. (1995). The effect of the perception
of process technology and country-of-manufacture (COM)
favorableness on consumers' overall brand evaluation. Advances in
Consumer Research, 22(1), 286-291.

Lee, H. S., Ahn, K. H., Ha, Y. W. (2010). Consumer behavior. Seoul:
Bobmunsa.

.Li, D.J., Ahn, J. S, Zhou, R. H., & Wu, B. (2008). A study on the impact

of country image on purchase intention of customers based on
Fishbein's model of reasoned action: The country images of America,
Germany, Japan and Korea. Nankai Business Review, 11(5), 40-49.

Li, G., & Park, S. T. (2012). A study on the effect of social media
on country image and purchasing intention: Focused on Chinese
consumers. The Journal of Digital Policy & Management, 10(4), 119-
128.

Li, Z. G, Murray, L. W., & Scott, D. (2000). Global sourcing, multiple
country-of-origin facets, and consumer reactions. Journal of
Business Research, 47(2), 121-133. https:/[doi.org/10.1016/S0148-
2963(98)00061-7

Martin, I. M., & Eroglu, S. (1993). Measuring a multi-dimensional
construct: Country image. Journal of Business Research, 28(3), 191-
210. https://doi.org/10.1016/0148-2963(93)90047-S

Meyers-Levy, J., & Tybout, A. M. (1989). Schema congruity as a basis
for product evaluation. Journal of Consumer Research, 16(1), 39-54.
https://doi.org/10.1086/209192

Mockaitis, A. I., Salciuviene, L, & Ghauri, P. N. (2013). On what do
consumer product preferences depend? Determining domestic
versus foreign product preferences in an emerging economy market.
Journal of International Consumer Marketing, 25(3), 166-180. http://
dx.doi.org/10.1080/08961530.2013.780456

. Morrison, D. G. (1979). Purchase intentions and purchase behavior.

Journal of Marketing, 43(2), 65-74.

Nunnally, J. C. (1978). Psychometric theory. New York: McGraw-Hill.
Olson, W. P. (1997). Lessons from the new institutional economics.
The Electricity Journal, 10(5), 46-60. https://doi.org/10.1016/51040-
6190(97)80529-5

Papadopoulos, N., & Heslop, L. (2002). Country equity and country
branding: Problems and prospects. Journal of Brand Management,

524 | Vol.55, No.5, October 2017: 507-526

51.

52.

53.

54.

55.

56.

57.

58.

59.

60

61.

62.

63.

64.

9(4), 294-314. https://doi.org/10.1057/palgrave.bm.2540079
Parameswaran, R., & Pisharodi, R. M. (2002). Assimilation effects in
country image research. International Marketing Review, 19(3), 259-
278. https://doi.org/10.1108/02651330210430695

Roth, K. P, & Diamantopoulos, A. (2009). Advancing the country
image construct. Journal of Business Research, 62(7), 726-740.
https://doi.org/10.1016/j.,jousres.2008.05.014

Sheth, J. N. (1983). Patronage behavior and retail management. New
York: Elsevier Science Publishing Company.

Sinrungtam, W. (2013). Impact of country of origin dimensions on
purchase intention of eco car. International Journal of Business &
Management, 8(11), 51-62. http://dx.doi.org/10.5539/ijom.v8n11p51
Sweeney, J. C, Soutar, G. N., & Johnson, L. W. (1997). Retail service
quality and perceived value: A comparison of two models. Journal
of Retailing and Consumer Services, 4(1), 39-48. https://doi.
0rg/10.1016/S0969-6989(96)00017-3

Tellis, G. J., & Wernerfelt, B. (1987). Competitive price and quality
under asymmetric information. Marketing Science, 6(3), 240-253.
https://doi.org/10.1287/mksc.6.3.240

Tse, D. K., & Lee, W. N. (1993). Removing negative country images:
Effects of decomposition, branding, and product experience. Journal
of International Marketing, 1(4), 25-48.

Tsiotsu, R. (2006). The role of perceived product quality and overall
satisfaction on purchase intentions. /nternational Journal of
Consumer Studies, 20(2), 207-217. https:/[doi.org/10.1111/].1470-
6431.2005.00477 x

Van Ittersum, K., Candel, M. J., Meulenberg, M. T. (2003). The
influence of the image of a product's region of origin on product
evaluation. Journal of Business Research, 56(3), 215-226. https://doi.
0rg/10.1016/S0148-2963(01)00223-5

. Verlegh, P. W., Steenkamp, J. B. E. (1999). A review and meta-analysis

of country-of-origin research. Journal of Economic Psychology,
20(5), 521-546. https:/[doi.org/10.1016/S0167-4870(99)00023-9
Wang, C. L, Li, D., Barnes, B. R., & Ahn, J. (2012). Country image,
product image and consumer purchase intention: Evidence from an
emerging economy. /nternational Business Review, 21(6), 1041-1051.
https://doi.org/10.1016/j.ibusrev.2011.11.010

Wang, H. Z. (2002). Consumer ethnocentrism.: An emprical study
in China and its marketing management implications. Beijing:
Economy & Management Publishing House.

WPP. (2013). 2013 brandz top 100 most valuable global brands.
Retrieved June 1, 2015, from http://www.wpp.com/wpp/marketing/
brandz/brandz-2013/

Xiong, J. Y., Wu, Y. Y., & Kim, W. K. (2010). Relationshios among
the country image, product image and purchase intention. 7he
Korea Contents Society, 10(12), 267-273. https://doi.org/10.5392/

www.fer.or.kr



B3 BEMx|o|ofX|of| w2 B AHIXIC| X|ZHE! JHX|t FOHQE: MIE 3 HME MK SUkE H|w
Family and Environment Research fer
JKCA.2010.10.12.267 66. Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and
65. Yoon, S. H. (2006). A study on the Korean consumer's selection of value: A means-end model and synthesis of evidence. Journal of
Chinese refrigerators. Journal of Beijing City University, 2006(2), 67- Marketing, 52(3), 2-22. http://dx.doi.org/10.2307/1251446
73.
Appendix 1. Main Variables' ltem
Variable Factor Label Item
Country image Economic image ecoi01 China has a high level of industrialization.
ecoi02 China's industrial production is very high
ecoi03 China is a country with good economic development
ecoi04 China has high technology.
ecoi05 China contributes to science and technology innovation.
ecoi06 China's economic enviroment is stable.
ecoi07 China is a modern country.
ecoi08 China is a rich country
Politic image poli01 China is a democratic country
polio2 China respects the rights of its citizens and treats them with fairness
poli03 Chinese public opinions and actions are free.
polio4 China's president has strong political power. (reversed scale)
polio5 China has centralization of authority in political circles. (reversed scale)
People image peoi01 Chinese are kind
peoi02 Chinese are honest
peoi03 Chinese are friendly to foreigners
peoi04 Chinese are hard working
International relationship image intio1 China is a globalized nation.
inti0o2 China has a friendly relationship with other countries.
intio3 China strives to maintain international peace and stability.
Product image pro01 Made-in China products are cost-effectiveness
pro02 Good quality
pro03 Good level
pro04 Delicate and meticulous.
pro05 Excellent technology
pro06 Durable and made of good raw materials.
pro07 Good reputation
pro08 Highly advertised
pro09 Good branding
pro10 Goood after-sale serivice
prol Good design
pro12 Highly innovative in design
pro13 There are some products | like made-in China.
prol4 Feel satisfied with the made-in China products overall
Perceived value Function value fv01 The price of an LED TV above is reasonable.
fv02 Good quality.
fv03 Cost-effectiveness
fv04 High technology
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Variable Factor Label Item
fv05 Work fine
fv06 Attractive design.
fv07 A creativity product of design.
fv08 Good after-sale service (A/S).
fv09 Easy to find replacement parts.
Symbolic value sv01 Display my image.

sv02 Show my personality.
sv03 Show who | am.
sv04 Symbolize high status.
sv05 | feel proud when | usean LED TV.
sv06 | will feel comfortable in your life when | use an LED TV.
sv07 The LED TV will give me comfort in my life.
sv08 The LED TV will make your life more enjoyable.

Purchase intention pi01 | may consider to buy the LED TV
pi02 | probably buy the LED TV
pi03 | may want the LED TV
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