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Abstract

Purpose — The aims of this study are follows. We investigated to find out how country image and brand image affect the
consumer perceived value, consumer attitude, and purchase intention of foreign infant foods in China. Especially, we focused
on investigate for the moderating role of consumer knowledge between national image, brand image and consumer perceived
value of foreign infant foods in China.

Research design, data, and methodology — This study analyzed the effect of national image and brand image on purchase
intention through consumer perceived value and consumer attitude. This study collected data for empirical analysis of
Chinese consumers who have been purchase experience infant foods in China. 256 copies of questionnaire data were used
for substantial analysis. Before testing the hypothesis, factor analysis was conducted to test the construct validity of
measurement items. Hypotheses about effects between variables were verified using structural equation modeling analysis
and hierarchical regression analysis.

Results — First, the country image had a positive effect on consumer perceived value of foreign infant foods. Second, the
brand image had a positive effect on consumer perceived value of foreign infant foods. Third, the consumer perceived value
had a positive effect on consumer attitude. Fourth, the consumer attitude had a positive effect on purchase intention. Fifth,
the consumer knowledge was moderating roles between brand image and consumer perceived value of foreign infant foods.
However, the consumer knowledge did not effect of moderating between country image and perceived value of consumers.
Conclusions — First, the impact of country image and brand image on consumer perceived value of foreign infant foods in
China can be seen as a universal psychology of consumers who trust pure foreign products such as high quality,
technology, etc. Second, consumer perceived value of foreign infant foods has a positive effect on consumer attitude, and
this attitude is leading to purchase intention. Third, the consumer knowledge between brand image and perceived value acts
as a moderating variable. It means that the consumer's knowledge can shape the perception of the brand image more
strongly.
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2.2. 2 E0|0|X|(Brand Image)
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i ¢2 7td2 4dsiQict

<H5-1> QIZA QOMAE AH|Xte| K|AlSZEES 27to|n|x|et
R|2bEl 7HK| Afoloj M ZHE ofare & Zo|c

<H5-2> 9|24t QOMAIE AH|Xie| K|AlLZS H=0|OJX]
oF XIZHEl 74| AtOoj M T ofgg B oItk
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<Table 1> Questionnaire Items

2H 2016 68 222UNX| EfY D|EZ0LE(EHHT), 2HHOIE
(1EEBX), HOLE(GA/RID), MOLE(LMEH)0| A= HIEZE(Cow &
Gate), O|=(Wyeth), 22| A(Nestle), st=(Maeil), ZZrA(Lactl),
S F(Devondale), =¢!(Oldenburger), FZAZHE(Anchor), =
(meij) 52| FOMAIFS FOict A4S Yz HBEZAE
HABIRACH, & 25682 HEX|7t 2FEALE. AFSAH
EMNS <Table 1>1} ZC}.
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Variables Items
1. | think that the country of origin of infant food that | purchase frequently is economically developed.
2. | think that the country of origin of infant food that | buy frequently is high living standards.
Country 3. | think that the country of origin of infant food that | buy frequently has high science and technology.
Image 4. | think that the country of origin of infant food that | buy frequently has high democratic system.
5. | think that the country of origin of infant food that | buy frequently is high social welfare.
6. | think that the country of origin of infant food that | buy frequently has a mature sense of citizenship.
Brand 1. I can trust the brand of foreign infant foods that | purchase frequently.
Image 2. The design of foreign infant food brand | purchase frequently is excellent.
3. | think that foreign infant food brand that | purchase frequently has social responsibility.
1. | think that the price of foreign infant food brand that | purchase frequently is reasonable.
Perceived 2. | think the quality of the foreign infant food brand that | purchase frequently is excellent.
Value 3. | think it is worth purchasing foreign infant brand that purchase frequently.
4. | am generally satisfied with the foreign infant food brand | purchase frequently.
1. | trust in the quality of foreign infant foods brand | purchase frequently.
2. | have a positive attitude toward foreign infant food brands that | purchase frequently.
Consumer L
Attitude 3.1 ha_we a _crus_h on foreign |nfa_nt food brand that | purchase frequently.
4. | think it is wise to purchase infant food brand that | purchase frequently.
5. | prefer foreign brand when purchasing infant foods compared to domestic brand.
1. | am willing to buy a foreign infant food brand.
Purchase 2. | will recommend foreign _infant food to others. _ _
Intention 3. If 1 do not have any foreign infant food brand that | want, | will postpone the purchase or purchase it through
overseas direct.
4. 1 am more likely to buy foreign infant food than domestic ones.
1. 1 am well know of foreign infant food brand.
Knowledge 2. | have a _weal_th of knowledge_apout infan_t fooc_js.
Level 3. | can distinguish the characteristics of various infant foods.
4. Others frequently ask for my advice before buy infant foods.
5. 1 know a lot about foreign infant food brands compared to others.
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<Table 2> Respondent Demographics

Demographics N % Demographics N %
20-29 years old 134 52.3 once a week 107 41.8
Age 30-39 years old 81 31.6 Purchase once a month 66 25.8
40-49 years old 36 14.1 Frequency 3 months 45 17.6
50-59 years old 5 2.0 5 months 38 14.8
Middle School 3 1.2 ~3,000 13 5.1
_ High school 20 7.8 Famil 3,000~5,000 117 457
Ed:g/aetl'O” University 200 | 781 il 5,000~10,000 66 25.8
school(Master) 27 10.5 (Yuan, monthly) 10,000~30,000 36 14.1
Graduate school(Ph.D.) 6 2.3 30,000~50,000 13 5.1
Student 13 5.1 5‘1’238” ;; g'g
Office worker 96 375 nfant 500~1,000 31 12.1
Specialized job 61 23.8 food 1,000~2,000 90 350
Occupation Self employed 29 11.3 products 2,000~3,000 67 26.2
Public official 30 11.7 consumption 3,000~4,000 24 9.4
Housewife 7 27 (Yuan, monthly) 5,000~5,000 12 47
etc. 20 7.8 5,000~ 9 3.5
Total 256 100.0
<Table 3> EFA Results
) Initial Eigenvalues
Constructs Items Factor Loadings : : Cronbach's «
Total % of Variance Cumulative %
Cci 0.763
ClI2 0.785
Country o3 0.753 10.531 39.003 39.003 0.912
Image Cl4 0.785
CI5 0.798
Clé 0.733
BI1 0.759
5;2212 BI2 0.758 1.226 4.541 43544 0.830
BI3 0.817
PVA1 0.839
Perceived PV2 0.770 1,699 6.294 49.837 0915
Value PV3 0.781
PV4 0.813
CA1 0.831
CA2 0.790
Czﬂizg‘eer CA3 0.751 1.980 7.332 57.169 0.935
CA4 0.795
CA5 0.837
PI1 0.825
Purchase P12 0.764
Intention P 0818 1.550 5.742 62.911 0.917
P14 0.786
KL1 0.916
KL2 0.889
K”‘E‘;"\'/zfge KL3 0.896 4.054 15.015 77.926 0.939
KL4 0.903
KL5 0.870

Notes 1: KMO=0.927, Bartlett=5524.596(p=0.000), df=351.
Notes 2: Extraction Method: Principal Component Analysis.

Notes 3: Rotation Method: Varimax with Kaiser Normalization.
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FIMEE 7|HERULEE EFAE RRTH A2 THLY
Y of 78%2 H|@E £ LEGCL E8 @
Cronbach’s o= 0.8 O|ACZ 1R =2 MZMHE
T meEic

CtgO2 EFAQ| Zutof 2} CFAS Mme0 ZMoyo
Hoes 25 JIEXE 426t A2z LiEY 2EH
b StHE|QICE ESH EfStHEM e RIZE[CHM ) Tt
ez FM4Z HABIRIC ""‘Ef%”gﬁ HED QOHTY
2, J|EAIZ|=(composit reliability) X HWHEAMEEX|
(average variance extracted)S 2+OI5I A CHSteenkamp & Van
Trijp, 1991). O|& Aoz MmEM, CFAS QIMI|z
D& 0.7 O|A0|11 t-ZXCR: critical ratio) 25 0.7 O|MS E
0|1 UAX|TH HHMEO|O|X|(BNE HPt B H4E2| AVEY
2 05 0|2 = LIEPRICE YHEOZ AVEZO| 2% 05 0|
M° HO0{0f 3}X|QH EHC0|0[X|(BI)Q| AVEZLS 04972

<Table 4> Measurement Model Results

AX|Q O 24T
wES AI-2|O|.I:I =

AOlE E0|1 U2
AN E HSELE *01| =H7

OF TEIGCH<Table 3>).
wo| Wojof QIojA TBEIAEO OfLl2t BAEIME
Sasich BEEEYS 2 w50 HjUHoR PRO| e

X|o] RS TRt

Z0[Ck. = Ao

, CHE s
t

e

=
[

 F

o
=
(o]

HA

S8t H4S0]

Mz 20| 7I58HK|el O|fE o= Wyoz 2 Ao
XM= Fornell and Larcker(1981)7f X|otSt MR EAMEES

(average variance extracted: AVE) Z/0| 7|

HE 7h Al

Oo=2 - O

o| MEak(2*)2 d2lst=X|el 0fFE Sl AESIIUCHYoon,
2016). O|0j| CHdt ZIb= <Table 4>0iAf H= Hi9} 20| R

us-Eol AVEZ} Waziel @'urt 2 Zlo
2GR0 dE s 2uRE0l B Tesio

2 LIERYY| Mg

Constructs tems  Eetimlon. SE vk Relibities AVE
ci 0.742 - -
cl2 0.867 0.082 14.114
ci3 0.756 0.090 12.163
Clr%lgg;y Cl4 0.826 0.093 13.389 0857 0502
cl5 0.838 0.079 13.606
cl6 0.756 0.081 12.150
BI1 0.790 - -
IE;: 2;2 BI2 0.777 0.076 12.133 0.748 0.497
BI3 0.808 0.069 12.527
PV1 0.884 - -
- PV2 0.812 0.054 16.847
Pei;:?l:\éed PV3 0.809 0.053 16.765 0870 0626
PV4 0.913 0.049 20.922
CA1 0.906 - -
CA2 0.777 0.053 16.421
CZR;:Q“:r CA3 0.884 0.045 21.476 0.895 0.632
CA4 0.839 0.048 19.122
CA5 0.899 0.045 22.359
PI1 0.907 - -
PI2 0.817 0.045 17.660
Fl)rlljtf:t?osr? PI3 0.859 0.048 19.474 0894 0679
Pl4 0.854 0.050 19.253
KL1 0.91 - -
KL2 0.858 0.045 20.135
K”t‘g\'gljge KL3 0.859 0.047 20.203 0.892 0.624
KL4 0.888 0.043 21.814
KL5 0.831 0.047 18.809

Model fit: x*(p)=398.810(0.000), x*/df=1.291, GFI=0.900, AGFI=0.877, NFI=0.931, CFI=0.983, RMSEA=0.334.
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<Table 5> Correlations Among Latent Variables and AVEs

Correlations
Constructs AVE Country Brand Perceived Consumer Purchase Knowledge
Image Image Value Attitude Intention Level
Country 0.502 1.000
Image
Brand 0.507
Image 0.497 (0.257)
Perceived 0.581 0.501
Value 0.626 (0.338) (0.251)
Consumer 0.632 0.581 0.589 0.597
Attitude ) (0.338) (0.347) (0.356)
Purchase 0.679 0.588 0.597 0.537 0.586
Intention ' (0.346) (0.356) (0.288) (0.343)
Knowledge 0.624 0.115 -0.003 0.123 0.023 0.075 1.000
Level (0.013) (0.000) (0.015) (0.001) (0.006)

Note: () squared Correlation.

4.3. 7tdo| A=

2 97= S30IM =4 FOorAlFEe|l =7t0|0|X|et 2
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o ZtdQl Z7tolOjx|et B EO0|O|X| B X|ZHEl ZFX] AtO|of|
M AH|XE X|M=Fo| dstof CisiM e ZERIE 24517
28l AN z|HEMZ HAISIX} SHRACE

ATZHo| CHeh FREFA FHotz X|+=E AnEH
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\* (p)=384.919(0.000), df=204, */df=1.887, GFI=0.888, CFI=0.958, NFI=0.915, TLI=0.952 RMSEA=.059

<Figure 2> Results of Structural Equation Model
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<Table 6> Structural Model Results

57

Hypothesized Path Estimate S.E. CR. R?
Unstandardized Standardized
H1: Country Image — Perceived Value 0.529*** 0.450*** 0.084 6.305 0,428
H2: Brand Image — Perceived Value 0.316*** 0.300*** 0.074 4.244
H3: Perceived Value — Consumer Attitude 0.645*** 0.631*** 0.062 10.479 0.399
H4: Consumer Attitude — Purchase Intention 0.557*** 0.598*** 0.056 9.966 0.357
Note: * p<0.1, ** p<0.05, *** p<0.01.
<Table 7> Hierarchical Regression Analysis Results
Perceived Value
step 1 step 2 step 3
B | VIF B K VIF B | VIF
Independent Variables
Cl 0.434** 7.642 1.242 0.424** 7.434 1.260 0.440*** 7.667 1.283
BI 0.245*** 4.315 1.242 0.250*** 4.402 1.246 0.239** 4.198 1.267
Moderator
KL 0.074 1.453 1.014 0.075 1.454 1.031
Interaction
CIxKL -0.070 -1.173 1.384
BIxKL 0.124* 2.093 1.368
adj-R? 0.337 0.340 0.346
Aadj-R? - 0.003 0.006
F 65.914*** 44.840** 28.040***

Dependent Variable: Perceived Value
Notes: *p<0.1, **p<0.05, ***p<0.01
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QEFME FOMMZFO| s =AMY| 20| 0l &= HA<
ABLR 2ifsts A2 M7 /g2 =+ AL MEtM g2
AFOM= B=o| X|HH ZZE0| Cieh CHYgol 12{k|0{of
g Aolct. =M, = A= MY FORAFO Cs ZAS
TSI W20 22t HEF =R(E S0 ddorel o
YEHADO et Beo| e = Uths "E 1250 &
A7t Eadihh MR, 2 7= = RFOMMEF0 oieh &
NE Yoz ZAeh Z40[7| 20 7|¥S0| oAEe] ae
20l= =30 2 + AN, 2Ot Z2H22 IIAY
TYHEOILt ZYHEF SaF 20| Tl HYel AT 7Y
Hefg Jejot A77F ERoICh OfX|9te = AH|Xto| XA
=0| & AFOM ATt BS AO|OMe]l =EH A0
Chsh =&sts A7t 2Rstet.
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