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Abstract

The purpose of this study was to establish the causal structural model among brand image and
country image associated with consumers' purchase decision of products. The specific objectives were
1) to analyze the effects of brand image on consumers' purchase decision of products, 2) to analyze
the effects of country image on consumers' purchase decision of products, 3) to analyze the effects
of brand image on country image, 4) to analyze the mediating effects of country image between
brand image and consumers' purchase decision of products.

The conclusions of this study are as follows: First, companies must have an advantage strategy for
brand image along with country image. To this end, a strategy to promote the brand image through
various media is effective. Second, it is necessary to find new transformation through the
establishment of brand identity at the corporate level so that consumers can have a good impression
on the brand image. Third, it is important for companies to make efforts at the level of brand image
and country image to provide consumers with information that can increase expectations and actual
satisfaction and to build product reputation. In addition, it is necessary to embody brand images and
country images into global marketing mix strategies. Fourth, if companies build a brand image that
symbolizes a differentiated culture, the brand image can have a positive effect on consumer purchase
decisions. Along with this, companies can further increase their positive effects by developing representative
brand image contents. Fifth, this study confirmed that the higher the image level of the manufacturing
country in a situation where consumers' preferences are diversifying, the more the brand image leads
to consumers' purchasing decisions. Therefore, brand managers are required to build a country image
suitable for the existing brand image when advertising at the time of product introduction.
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AL Fo thidel Hste] dEHo= 59
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Table 1. Goodness—of-Fit Indices on the Hypothetical Casual Model

G°°d’|‘r‘f§:x°f At Adf)/ol29l2 RMSEA  NNFI NFI GFI RMR

Goodness of Fit  96.69(24)/p¢.001 108 933 918 924 027
Fit Standard p ).05 (.05 %.90 .90 .90 (05

Judgement Result unfit unit fit fit fit fit

Fig. 1. Results of Hypothetical Causal Model Test?
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v, ¢4t 2201 50} 96.69(p¢0.001), RMSEA=0.108, NNFI=0.933,
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Table 2. Effects Among Consumer Purchase Decision Related Variable

e

Brand Image(§ 1) — Purchase Decision(n 1) 0.82* - 0.82*
Brand Image(§ 1) — Country Image(n ») 0.68™ 0.25™ 0.93™
Country Image(n ») — Purchase Decision(n 1) 0.41* - 0.41™

*p<0.05, **p<0.01, **p<0.001

PARE Aow BRH T4 (2)A
%} RMSEA®] 3§ B Q7] £257} 27]
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A org 7R He Ago] gl
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Table 3. Moderation Effect of Country Image between Brand Image and Consumer Purchase

Decision
Dependent ; 2 2 i
Variable Independent Variable R AR AF Sig.F
Surch Brand Image(A), 0,584
urchase Country Image(B) .
Decision g 0.032 40.828 .000
A, B, AXB 0.616

Fig. 2. Moderation Effect of Country Image on Consumer Purchase Decision
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