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Abstract

This study examined the effects of the cognitive and affective country image of Korea on product evaluation and
purchase intention for Korean products. The research model was developed from relevant literature based on the
halo effect model and data was collected using a self-administered online survey of 772 Southeast Asian consumers
from Vietnam, Indonesia, and Malaysia. The major findings are as follows. First, analysis of variance revealed
that Vietnam consumers have a significantly positive perception compared to Indonesia and Malaysia, regarding
the affective country image and purchase intention towards Korean products. Second, results from structural
equation model showed that the affective country image has significantly positive effects on product evaluation
and purchase intention, which means the affective country image is directly and indirectly connected to purchase
intention towards Korean products. However, cognitive country image only has an indirect effect on purchase
intention. Third, the results of comparing path coefficient among three countries showed that the direct effect is
more effective for consumers in Indonesia and Malaysia, whereas indirect effect has a stronger effect on consumers
in Vietnam. Academically, this study contributes to an expansion of understanding the effects of country image by
empirically proving the different roles of cognitive and affective dimensions for country image. This study provides
practical implications for developing marketing communication strategies for businesses that hope to penetrate

Southeast Asian countries.
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Table 1. Device Types for Online Shopping

Device Korea Vietnam Indonesia Malaysia
Desktop 127 (50.6) 78 (33.3) 63 (28.4) 103 (45.8)
Laptop 38 (15.1) 68 (29.1) 55 (24.8) 49 (21.8)
Smartphone 86 (34.3) 55 (23.5) 78 (35.1) 50 (22.2)
Tablet 0 12 (5.1) 15 (6.8) 16 (7.1)
Others 0 21(9.0) 11 (5.0) 7(3.1)
Total 255 (100.0) 253 (100.0) 258 (100.0) 261 (100.0)

Values are presented number (9%).
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o] gt ofulE, olujo] ejuiate] gt AR w7} 7H
2 Ao vlaf, Fdobalor 37 epAttt, AbEet 5 FiEobAlo}
A9 AMOR §F 2eplig o] it QAR LT} v 2 7
O F JeRgt) ESE ofulE, ofujo] rajupule] ot Q1A
HlaA] =okom ) ghat fgie] theh QA oFA] 7] o
Ao R et olefgh Axli= Fiobalof Anlape] x4t
5ol ob] 27] TAlERs g oulgitt, | gkt oAt 74EH
HOJ 75,9%(20161 1471 712)5 AASh= S0 ARIE Hl&
o] JAA[22], gHel S AR el 7140 Shake B F
ol Anjrte] 2tg SUAI 4= Gl 18] aclog 2hgd)
4= Q7] wiiel, 27) Ao Ak At Gt st S
nhgo] B Fashtal sk,
SO, SO oF AnAEY gt w7to|u] ] ghiAlE

of tigt 7} 9 pufel o] kA gkl 37H= AnRRE =9

4ol gt Q1A Aol & AR Y] ffal] URAREAS 4235}
ek, EA A= Table 30l AlA=]o] 9

E-commerce site Korea Vietnam Indonesia Malaysia
Global Amazon 205 (80.4) 160 (62.7) 157 (61.6) 153 (60.0)
eBay 168 (65.9) 162 (63.5) 168 (65.9) 164 (64.3)
Alibaba 137 (53.7) 90 (35.3) 118 (46.3) 130 (51.0)
AliExpress 31(12.2) 20 (7.8) 65 (25.5) 63 (24.7)
Taobao 33 (12.9) 53 (20.8) 13(5.1) 51(20.0)
Rakuten 38 (14.9) 13 (5.1) 90 (35.3) 82(32.2)
Lazada 4(1.6) 183 (71.8) 211 (82.7) 224(87.8)
Zalora 1(4) 115 (45.1) 164 (64.3) 189 (74.1)
Qo010 10 (3.9) 6(2.4) 87 (34.1) 80 (31.4)
Korea Gmarket 255 (100.0) 42 (16.5) 57(22.4) 20(7.8)
1st 255 (100.0) 16 (6.3) 1 (4.3) 46 (18.0)
Auction 248 (97.3) 17 (6.7) 23 (9.0) 11 (4.3)
Total 255 (100.0) 253 (100.0) 258 (100.0) 261 (100.0)
Values are presented number (%).
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Table 3. Analysis of Variance Results

Variable Total Vietnam Indonesia Malaysia F
Cognitive Cl 533(1.32) 5.41(1.23) 5.31(1.36) 5.26 (1.36) 93
Affective Cl 4.84 (1.48) 539(1.18)° 4.57 (1.54)° 4.56 (1.54)° 27.60"
Product evaluation 5.18 (1.28) 5.30 (1.14) 5.22(1.33) 5.03 (1.35) 297
Purchase intention 4.94 (1.50) 532 (1.26)° 4.75 (1.62)° 4.78 (1.54)° 12,00

Values are presented as M (SD).
Scheffe's post-hoc test: a<b.
“p<.001.

Table 4. Confirmatory Factor Analysis Results for Vietnam Consumers

Construct Item Standard loading SE t p-value CR AVE

Cognitive Cl COGC1 90 - - - 98 81
C0GC2 91 04 21.78 <.001
COGC3 90 05 21.56 <.001

Affective Cl AFFC1 .86 - - - 97 77
AFFC2 92 .05 19.51 <.001
AFFC3 .86 .05 17.59 <.001

Product evaluation EVAL1 82 - - - 97 .69
EVAL2 .88 .06 16.40 <.001
EVAL3 81 .07 14.61 <.001

Purchase intention PI1 87 - - - 97 78
PI2 .87 .05 18.48 <.001
PI3 91 .05 20.01 <.001

Model fit ¥’ (@A=113.63 (45), p<.001; GFI=.93, AGFI=.89, NFI=.96, RMR=.05, RMSEA=.08

CR, composite reliability; AVE, average variance extracted; GFI, goodness fit index; AGFI, adjusted GFI; NFI, normed fit index; RMR, root mean square
residual; RMSEA, root mean square error of approximation.

Table 5. Confirmatory Factor Analysis Results for Indonesia Consumers

Construct Item Standard loading SE t p-value CR AVE
Cognitive Cl COGC1 95 - - - 98 .86
C0GC2 94 .03 28.74 <.001
C0GC3 90 04 25.22 <.001
Affective Cl AFFC1 90 - - - 96 76
AFFC2 92 07 14.52 <.001
AFFC3 .96 .07 14.97 <.001
Product evaluation EVAL1 92 - - - 98 83
EVAL2 195 04 27.78 <.001
EVAL3 .88 04 22.36 <.001
Purchase intention Pl .96 - - - 98 .87
PI2 92 .03 29.18 <.001
PI3 91 .03 33.28 <.001
Model fit XZ (df)=106.15 (45), p<.001; GFI=.94, AGFI=.89, NFI=.97, RMR=.06, RMSEA=.07

CR, composite reliability; AVE, average variance extracted; GFI, goodness fit index; AGFI, adjusted GFI; NFI, normed fit index; RMR, root mean square
residual; RMSEA, root mean square error of approximation.
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Table 6. Confirmatory Factor Analysis Results for Malaysia Consumers

Construct Item Standard loading SE t p-value CR AVE
Cognitive Cl COGC1 96 - - - 98 88
C0GC2 94 .03 31.28 <.001
C0OGC3 94 .03 31.47 <.001
Affective Cl AFFC1 85 - - - 97 80
AFFC2 93 .05 20.59 <.001
AFFC3 91 .05 19.81 <.001
Product evaluation EVAL1 94 - - - 98 87
EVAL2 97 03 33.89 <.001
EVAL3 .89 04 25.20 <.001
Purchase intention Pl 92 - - - 98 .87
P12 94 04 27.84 <.001
PI3 91 04 28.36 <.001

Model fit

Xz (0f)=105.12 (45), p<.001; GFI=.94, AGFI=.90, NFI=.97, RMR=.05, RMSEA=.07

CR, composite reliability; AVE, average variance extracted; GFI, goodness fit index; AGFI, adjusted GFI; NFI, normed fit index; RMR, root mean square

residual; RMSEA, root mean square error of approximation.
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Table 7. Squared Correlations and AVE of Constructs

1 2 3 4
1. Cognitive Cl .86
2. Affective Cl 48 79
3. Product evaluation 44 .25 81
4. Purchase intention .57 .64 28 .86

Average variance extracted (AVE) for each construct are displayed on
the diagonal. Numbers below the diagonal are the squared correlation
estimates between the two construct.

[6]. Table 701 AlA1% 3 o] W= Mg k] A g1l
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3, o] AE 47} /1ENE SEek 0% ettt
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Table 8. Structural Equation Modeling Results of Country Image Effects (Vietnam)

Path B t p-value Result
[H1] Cognitive CI — product evaluation i 6.25 <001 Supported
[H2] Affective Cl — product evaluation 52" 7.68 <001 Supported
[H3] Product evaluation — purchase intention 61" 5.76 <.001 Supported
[H4] Cognitive Cl — purchase intention -01 -12 902 Rejected
[H5] Affective Cl — purchase intention 28 3.28 001 Supported

Model fit

¥’ (@A=113.63 (45)”; GFI=93, AGFI=.89, NFI=.96, RMR=.05, RMSEA=.08

GFl, goodness fit index; AGFI, adjusted GFI; NFI, normed fit index; RMR, root mean square residual; RMSEA, root mean square error of approximation.

“p<.01, "p<.001.

Table 9. Structural Equation Modeling Results of Country Image Effects (Indonesia)

Path B t p-value Result
[H1] Cognitive Cl — product evaluation 327 6.40 <001 Supported
[H2] Affective Cl — product evaluation 60" 998 <001 Supported
[H3] Product evaluation — purchase intention 32" 498 <001 Supported
[H4] Cognitive CI — purchase intention -03 -.58 .560 Rejected
[H5] Affective Cl — purchase intention 60" 9.54 <001 Supported

Model fit

¥’ (@A=100.55 (45)"; GFI=94, AGFI=.90, NFI=97, RMR=.06, RMSEA=.07

GFl, goodness fit index; AGFI, adjusted GFI; NFl, normed fit index; RMR, root mean square residual; RMSEA, root mean square error of approximation.

“p<.001.
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Table 10. Structural Equation Modeling Results of Country Image Effects (Malaysia)
Path B t p-value Result
[H1] Cognitive CI — product evaluation 477 9.86 <001 Supported
[H2] Affective Cl — product evaluation 48 9.51 <.001 Supported
[H3] Product evaluation — purchase intention 307 503 <001 Supported
[H4] Cognitive Cl — purchase intention 01 13 900 Rejected
[H5] Affective Cl — purchase intention 68" 1219 <.001 Supported

Model fit

¥’ (@f)=108.05 (45)"; GFI=.94, AGFI=89, NFI=.97, RMR=.05, RMSEA=.07

GFl, goodness fit index; AGFI, adjusted GFI; NFl, normed fit index; RMR, root mean square residual; RMSEA, root mean square error of approximation.

“p<.001.

Table 11. Invariance Tests of Increasingly Constrained Models

Model x df CFI RMSEA Ay (Adf) p-value
Model 1. unconstrained 425.634 144 97 .05 - -
Model 2. measurement weight 448351 160 97 04 22.71 (16) 122
Model 3. structural weight 542.432 180 96 05 94.08 (20) <001

CFl, comparative fit index; RMSEA, root mean square error of approximation.

Table 12. Pairwise Parameter Comparisons

Critical ratios for differences between parameters

Path

Vietnam-Indonesia

Vietnam-Malaysia Indonesia-Malaysia

[H1] Cognitive Cl — product evaluation
[H2] Affective Cl — product evaluation
[H3] Product evaluation — purchase intention
[H4] Cognitive CI — purchase intention
[H5] Affective CI — purchase intention

-97 94 222"
141 -68 -233"
187 -232" -51
-28 17 51
402" 411" -51

<01, p<.05, " p<.001.
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Figure 1. Casual effects among constructs. V, Vietnam; |, Indonesia; M, Malaysia.
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