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Abstract

The purpose of this study was to investigate how subcategories of the country-specific-
advantage (CSA), which has been discussed in previous studies, affect the buying intention of
Korean rice. After reviewing existing studies and examining research models based on them,
a research model was verified by questionnaires and statistical analysis. The results of the
surveys and statistical analyses reveal that the CSA factors presented in previous studies can
also be applied in the context of Korean rice products. The results show that environmental
resource, cultural resource and visual element factors influenced the buying intention
through perceived quality. In addition, cultural resource perception factors have a direct
effect on buying intention. This is consistent with previous studies showing that emotional
communication approaches are ineffective for products that are perceived to have functional
characteristics. Based on the results of this study, it was confirmed that CSA factors are
suitable for the product and export target area. Strategic implications are suggested in that it
is necessary to build marketing strategies to improve the perceived quality by the four factors.
The theoretical implications are as follows. The sub-factors that constitute COl may have a
negative effect and a positive effect; thus, it is necessary to utilize CSA when considering the
product and country characteristics. The CSA factors revealed in previous studies are also
significant in other regions and products. Finally, the theoretical implication is that consumers
use CSA as a clue to evaluate quality.

Keywords: country-of-origin image (COI), country-specific-advantage (CSA), rice
export, Shanghai rice market
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gt olsliztar & 4= gl ofof utet s o] ol thet i S7ke] 48| o thet B2 dd-Eo] o] RojA gt
o, E5] 223 A1 2ol A YAHR] o] A country-of-origin image, CONO]l that AAG150] th4= o] 2ojth. core
AlFol gt ] 2ke] Q1A ol JRFe w] )= s AlFe] BHEel Rl F 7k A2 OlDl A2 =5, 27170l A
= T2 i 2ol shzhs 7P o= A77E AR E 9l oLt o] % shuke] Al thgt Tkl A, 7, Al

b7} B deba) 1 glo] ofefat Z2o) AlE 2450 UAA| ofn|Kjo] ciek XA JaEol Bt ATSE o]
0] AIEHNam, 2019), COIo) That A5 COIZ TABHE 2Q150] 248 F7e] 4ol QloiA] FHH 3%
2 0jHche 7H 2 hero @ tsie] 197} xighe 218 Al 4 glck Jeiut 7o) ghSol chaiA] U o}
AL u|EA 0 2 F2sh|E steiee], RE cort ol et et Talel=e] 3 Qe nlE 3
2 oheka FatEA 7|92 JES] F2stol QoIA thE AulARSo] AL EC|L HEo hstel 37

A0 = QlAIGH= COIE °lsfistal o] & S & tid =710l thgh npA| ol &-8& B 27} okl 5131 T(Shan and
Hamilton, 1991; Bhaumik et al., 2016; Suter et al. 2018). COIZ} A& of] P2 n|x|= Fef= ArZnic} o2 4] Jepd
o}, wjba] A1l S2Hslo| {lojA AJik=e] o|n| 2| & &-8517] fisiAlE 7129] cort obd AdAk=e] AlE A
At A4 771 B3R o]m|A] X}ﬂ o|sfjsl &85t = 7} Qick
2 A= og] 7} FollA wEA] FAF F0] 7oL L A R E E FTAIES oo = okt A1E,
71 F 3k ko] ofm|R]of] 373 A]I %‘%‘La A x| gh=tol] E31 A4 99 ofm|x]Q] 752349 24=ol
tfsto] Etetala} St A2 3k F 8 wAhEolu AR AT} 2 of 1 Wt 52] o WSl 25k 714 A
O g Qlsto] Aikego] oA 45 5o] 48 FEo] AlFeH otk T2 TR ol =T Id &
2)‘:4 §-ghgo] Hlsl A54eEo] WHA| ol 75| gk ke AH| 5 o] QloH, X {7 s Aol tigh S
FEo| A=A 02 7HsVsi Ktk 274 2]l wioltt o] & flaf 7|E AF-E HESHY, T 1] EA| 5 A5HA
A5 A7goto] AEZALEAS Goto] 4 AfEol thdh dh=2] 77153 A9-9] 84 9 1l oo o] 2= TH
< Bzt ghet 2 Aol|A] AeliA| & S ol f= S 14 TA] SollM % 71 GDP7} =21 (Lee, 2018),
2018 5745 5|3 CCTV2 AL A G ML)l JeiA 14 Al F 1912 A= 5 HEbEQ A5 54
ZoH| 220] ol 7HAH O] Sk AR Lol FEo| 7MY =2 A gL & 4= 17 whEo| .

O

Materials and Methods

271581229

71& AF-EolA A ojn]A|(cone 71U 22 FAH IS nlA= Q] 242 T2 ATFoA
F52 wolgitk. OVt 452 Aol 9T nlAE Ul Hh2 2l JES TRSHE QX4 Tyt
Zof| A 7|1t AB|AE2 TRt A HIF A A] eh=rh sl Aol thisiA] AFilo] 7] 2oL e HE
£ HEoto] 12k -2 s =W, g RV SR 39 AHlo] AL | Ak 57He] EA o= sl AR
EZ-of tigt The Uig]2) 1 517 wiEo]thUlgado and Lee, 1998). 0213t E4 0 & Q1o 7| & SAFE-2 COIZ 7]
Aol BAH| ZAAR FFS = 4 Y= 7HAY 2°l o 7 mhdslal theo] A58 43453t

Suter et al. 2018y TH0] 72 A5 o] 2] ZAiell cort el Jl L nlx): Zozg /bgstn
9le-g HIWSLI gl CORE W2 7|9e] AHo] £go] B 4= 9lovt 719e] ZaEel wgo] w4 gk
B ASS AASHA AibA] ojnfA] 2]150] AALdE HRlE o] 3 ARl o|n|AE & AR dEoly
B o] Aol 3742 FFE & 4 e TSIt 258 F7PHF =71 7142 dEel thsiA 54
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el o|u] A} & 4 ¢ F7tolnlA S 71 79, 7t olmIA| i ol F7tol A4l 71 Aol Fg el o
2 0] 42 7] W] T 7|PES AL 2 F7PL of QA S S AL B2 THE A2k WA T2l
= GHEHCuervo-Cazuma and Ramamur, 2017). L2k 47H 2712k a4 27531349917 25 gl 218 of
oF 33 AL S FZIHe 5219 A%, BEHIotS] Al 5 53] AF Lol glo] AT 1S5S

COl= 320l Sk Q= Zlo] ofd g} B4Rl SR = Qlt}. 1t ol T 245H 7712 7|dolAl &2
Sk ZH2 3 7|de] Bl ojn|z|of g2 o2 2h85H= cole|H, o5 =7H53Hg 222 (country-specific-
advantage, CSA)2H= 7IE 0= ZHZ*EJ%}@E}(Bhaumﬂcetal 2016). CSA= COIE 7] 2] ZAe = o 2 2jsfjAl5}o]
7|4 e] HeHEof Wialiste = gt 7 oletal & 4= Qo). 7| 2] 2= et w2k corrt HARR] 4kA] oju] =], A4t
A 4kA] o] x|, HERE Y14k7] o]n| 7] -0 £3}5}al o] 2|5k FFo] ALk o]t Q1A Ak, A1 A 29l 7]&
2 291,224 99l 2|24 91x] 2jo e g Fof Aot /g =] o] = At S| AF oA 2= 5 Tl w2t
=] 9l =tf|(Bhaumik et al, 2016), CSA= 0|27 TeFsh COIS] QA Zol|A] 7]o] AR & 75}st7] Yate] col
= YRS st B o= UIAE & 4 e 8 4SS FETH Aolgal & 4= Qlk

oL BERiEE < 73*]?4 AEEARI AMZlEH ﬂ%‘# 9}% COL 5 CSAE FH= 212 7| Qol|Al= o

R7] Wzl 7141 TolA] 7]l LHZHEJ
;a EF](Shan and Hamilton, 1991), l QA 7142 AAIZ 02 o]2]5 CSAS 7HES
= 27} lthBamey and Wright, 1998). Suter et al. (2018)2 COIE CSAZ 7Hd5}aL &
A= COIE CSAR HMgslof 32 914]5l W a7} 9l o, o] = 9Jat |4
SAS] 7}x|E 719 9] E&tel Fojujo] Hele ks 43e ) v]24 CSA7} 7199
4= g2 Aokl Qo). 53] AFEe] £ CSAS AFAIA nHAIE 7 283 4
Aol AAAE aetsl7] Rl 54 4R1 BRle BAE S 7HE 4 A=
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o|thBamey et al., 2011).

Suter et al. (2018)2 7|& ATE2 F&5to] 7|0l CSAZ E-83 4 Q= Col 218 IA| AR, 8k,
Z7F 2831 AJZEe & AASHAL QU o] 7|&0] uke ol Aol A =7} o]u] x| S 79A| A o|u| ], x| o]m]A],
AR on)A], 7]&4] oln|z|, =71 o|u]|z] 502 7Fgstal o]2|3t o]n| 2] SHE0] sl =7ke] A E4 o]r]
Z], B = o]n| x| 5o FA A Q) &S m]|XIthal oF 7]&9] =F-5(Oh et al., 2012; Cameiro and Faria, 2016)2} H] 2.5}
o & o2 XFH 0 2 HIsh= Zlojekar & 4= it 7129 core] A Eo] A= d4E felstal A7 =7t
A4-= Bt 24l Qlojeka S, CSAE AL g mot fado] vl A o of Afgolut Ball s o] 71 <l
73Rl Ego] d 4= Sl 7Hx] S Q1 SHoA 2] Z7tol| thgh xfo] Q150 thgh 7|& AAE v o 2 A

Sk Zlo|ct

A WA Q0101 IR L EX 277} 71X 1L = R A Qx| 2 Q1% 7| $2 0] Z.2 P& 2} 59| EAo] 7]
QISh A& o=t AEA 0 4|50 sid 57te] AFolt Bai e o] rto)] W ks nx|= AR
Z2 AU R E 7]]] 2] A ol T2 Q) JFFS F= CSARRL T 4 Q) THThakor, 1996; Lee, 2012). S5}
U] A9 mE AFFoly Bl ol 5USHA A-85]7] Huh= AFoly Bl Eo] E4do) wlet ApA74, 7]+, 2+
S TRt thE 2 R150] AH-83ttal & 4= QU TH(Van-lttersum et al., 2003).

BalAe 54 27he) ot AS] B8t 9152 At g A olA] AT Ak 4 ol o)
A Ul 9.1 Ba1H HESol Lt 5 A BT Bal 4ES0|n] 27} HAE 242 LR AnholGMIO]
A= B5HA 2F2 7R AFdof| A = o9 ZQ 9k 2 Q19) o] A& %] 31 Q1tH Anholt, 2005; Kim and Jang, 2011).
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S 02 LH|RFE0] offeh=t] & Q&S Sh= 2R1o|H, 7| HE2 mi i HEolut
FUAleldE FallA 4% 571e] CSA B4 A4 SA14 082 AH| A=A MEs}
=737t E—}E}a{ leamantopoulos 2003). Suter el al. 2018y o]2]gF 7H2ke- F 2 2712 A5 = 2oto
g5h= 7497 2o A5, 1 AR 2 B2F2 o] Havaianas E2H
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CSA 291 B8 02 WYT 4 9l B2 247} csacl Bestn], Bat @S, UAfo] £ o] F2% o]
DA ARG 27 H AL Q= 2he D o Aol 9loj SRl 24t ke F2dkE A Aslal e e &

Aot 52 SIS sk 3719, 19 o M e okl el A 2 e o2
22}, 13 58 BeH TS 42k @ 4 9100, o|eih Q4 747 R4St bR Bk o B
% 5.2 QAfo|Eut ohjel A1E T4} A9 FUE 5 Tl 12 el 388 4 rksuer ctal, 2018). A1}
X 2452 s Ahe] AR Sl A lolA Al 2 Qe 49, 1ol 52 Wl Ak A9 1 b} ks
RIEKChao etal., 1995). ©| 212 A2 R g3 (Korean Air), F3--419] 22 alixjo] 2e] itk o]
A 33| A (Panda Express), OFH| 2|7 Q] A 3| A 7FE (American Express Credit Cards) 52 © 2 5 4= Qlt}.
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FE FELSE] BYARd 7Isold &2 Y AR, =T 54 5ol ok ARl SH o] FHIH s
E 20 thet 7|thut 22 AH|Re] 2 Sl 7Rkt A Q] FA = e 4 (e and Kim, 2008). A2 &
AL gl iR HREA Rl 9/gdol it An|REe] Fh]Ql tol2ial g ojgt 4= glom, Ziwz| o 2 S
oA Rl S8 3k= 2] ol Aol U= /g3l theh 7|t 22 of A=l thet Rt el efr=o] S0 A3t 7A
Fol2kaL & 4= ATKSnj et al,, 2004; Ju and Ko, 2012). A2 F22 AR Fol| = F 20 et 77t A AU &
2 ob2 52 171e] 71818 7P EA] 23t Aol anjRke] Frufje ol 2 JFE nlA= 242l & 4 =T
(Lee, 2003; Juand Ko, 2012), o]= A 21 F2 0] 204|291 ol ojAbA7] 3ol A 2= thdRt dd S0l iRt A&

|~N

Aot % oFH sl 5ol 7H F5/dol thgh sl Al Q] Waks A7 sk AT 51| uliZo|ThBeneke et al., 2013).
S AREA QI A2 2| 2FE FAof wet s a2 oD, Arht AR EA| & AAstaL T o] B R
AR5 S1A] 257 whizol] thi-e] A zto] QoA kA S o] FA KT 2] 2HE F2 o] AdA o 2 A1 F9]
7} o] 7kx] & o|slioh=t] 2 %SH—E AZ= o] QUrtal & 4= QlTHAgarwal and Teas, 2004).

Tofel = Aujzte] ol Y E-S S 4 Qle T HEE B 7|E AtollA AR E AL Q= R, ot
7HAIE TS A Sk EHEZ*C’I AEFS At ol St o] = AFEe] FLufol] thSt B, S Av|Rte] A
ol g kel oot ujd s *JEH% A= Ao 2 4= Qlo] X2k AT} FALel Boli= SHo| QLOLKCAL
2002), Ulgado and Lee (1998)+= 7|& A-5of| thsh 13 Fol A2 42} ool of tist 57 2 =7} o2
AREE|DL Qlom, St 2|2k X‘J}%LDHAE7 P v|A= A HeSo] T2tk AS A& st = 7le] 7Y
Jo| th5= AAIstaL ok, Tk o] == Frufiel -FAfe Y 4= Lo ohE w4t} Q] =7} Qlojte A
Zﬂ oHCP e Ao R AfE 4= QL= AT ol GIAW, 7HEolu 7 A2 Qlste] Hufd 4= gle A

o] Fofel ofel = FASH 7 o 2 H7] = offdthLimetal, 2010). 53] & ALo] FA|Q1 F=uf A
é-bl oot B H -9 AA| F=tol|A] Skt o] dxf= A o] ] A Q1A For] wiEel] Al e E ot
S ol wiE odstar FLofe] o thsiA] Atehs Zo] A sitar wrke]of Jtuf o] & Atof] QlojA] Y
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A 23} a2 A ato] A FSIITE E3 COILF AR tig e Q115 0] o7} ofd Tojle) w2 Afx)
= 2 A8 ) CSAS ATsHE AgolA] Pollelws alAl ATt AAshs 2
o] &5t &k 4~ ‘,{‘,IE}(Ulgado and Lee, 1998; CAI, 2002).

7he] 47

Kim and Kim (2018)2 A2 F8-2 Z4H2] 1 F2 o] of] il 3=2{Ql S o] 7Jshr| uf ol 2Rl

=7} ol| A AAFSE AEoll thieliA] AH| RS0 A&t 2| Zko] gl 7% alfd = 7tol| thgh thefst o|n| 2|y H HE

AH[AFE0] A Zohs B0 FFE & 5 USS FE2L 4 U Hrt o]2fet =2 = SRk o] 2fgt ol A
CSA 52 CSAE Hd5h= 7124]Q1 eI col 50| A|ZHe F4ol & v AdS o| 2 A S A+E &5
o] Z25}31 QIth(Chong etal., 2011; Kim, 2011; Kim and Jang, 2011).

AT 2| 2 FA k] pAI S AT EH, 54 0 2 AlF Fofof| QlojA] ABjAkE2 A2 o] sl A
of|A] AYAHE sA1Fe] FAol| & JFE rIXIthal Wolgith(Wandel and Bugge, 1997). £5| | Sttt F=42] B2
AH|ZFE0] TS 7HA] AL UL =2 FA0] AlF 0 & 2|17kt Qle RV s AEe] BeE U AAe el 97
< o Hk2 et glom, §7)5 AlFolu f7]s Y EE AHIsH | o= seka XA & 4 A=A
9] 50| IoAlol2tal & 4> T (Shafie and Denise, 2012). ©]213t 7|2 AG15 HIF Q. 2 2 Ato] F:4]|Q] Aof| of
Sk 2|21 52 9] - Aol tiigt 4|2} 2| 7ke] PR AR Wk A o= 29 4= QU

=7ke] ESiAbS 1 =7to] thist f4AkA] ofm| x| T4 3
= 4910, sl Z7tol| A RESoi X A Bl 234

ox,
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Z 9 nAA Hohes 71E o] 20flA 21 o]-f-5 Fok= 4 Ath(Ulgado and Lee, 1998). 5 QIA4] FL74] o] 2 tf
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e n|xIcka ki) St 2 3tol| Tt Bl = AH|RR] B 4ol Y&k Tl
2| =W, o] 7}2] 2|2} e F X[ 2HE FA ol = A1 AQ) ke n|xiths 7]&e] A Aake AmE 4 Q)
THKo and Lee, 2014). ©]2{ gt 7|& A5 v O 2 F3fRMIA| 20| AH|RLe] X ZHe F2lof) 21201 JF2 n| 2

AeFEd 4 Atk

A7y 2R10] 749 ¥ A= ek e Qololekn & 4= Q). AH|RE-2 A Q1 A F Fof| tigh @717} of 2
& 74 R 3 A 2o oJs| A Z2-S TS Limetal,, 2010). A7 thAFQ] 2Ho] 74 Q- T ELEL O] AH|AIEL =
g o 4 AT WS 4= QLo AAl| e Ze|sto] HEo R W= 749 o] Q] A= 2o =4 o
At edu| o] v] g, Z-2 o | =2 S THEQ=A] 5 Tt Q. Qlo] Are] ik F A3t A w2k
Sh= §4d0] Qlo] ARl Ao] FA S AH|RbEo] whsh | = 4A] Btk FA7F Ut FHBRE Fsk=
242 3ol st B2 S 58 o & 2| zbst=t vl F23E 8910 2 Suteretal. (20182 7| o] FalLt YAtol E
5o & ARYACIAS skt QoA F2 3] A4S Foto] CSA T 7S Hgsto] AvR LIRS
F/dstaL A2 Aot et o]t 71E AFE v o 2 722 2| ZbE FAo) A dFS nH Ao
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F284 9k
A7k 2912 Au|xte] QIAjo] g 523 013 Hshs 2910 2 Baler A elow, Bail=o) u A,
) ab) A%  clek 248 Z2eithn © 4 alekios 2010, ol2le A7 2450 kgt g
$-2 21 0.7 Ao Tiek An|A} Efo] 2742]9] L vl 3| =E(Kim and Kang, 2010), T}Fek Ab]2} EfE Foll ]
= AFe) A7ke B4 2910] AHQ) Q5 0]x]7|E Shkpak, 200). ol 21 7|E A7E wio 2 A7t 8¢
2 A7 FAo) 4o Y nld Ao 2284 9ok,

CSA%) 7 2215 0] X2k E o) v 3| ol ot 7| 750l Tie AE W R4S Hlgo R A1 A
Al3toiet

71 1-1. S AR A 2k 2 912 2| ZHE A0l ()] F S n]E Aot
7Hd 12, BSAFA R ZE 2 Q12 A 24 A of] A (+)2] P& n|& Zlo|ct

o}l

(+)_,]01 &FS- )& Zlo|c},

71 13. 7422018 =) Zks &= |
E20) %) & vl 2ol

714 14, 417k 2.012 77}

AL B9 71 E QTS An R oG F7he) ool ot WA Bao] 9168 HobE 4 3lck §7)% o
219} oo] o m x| 2Q15-E BAS Juand Ko 012)2] S04 712, BRIE 4 chepy SHcks 8744
2 2910] o] o] o 2 ke )X 1 Y 2 AbulE 4 9lom, o] JFol chat 7of o] i gkl
U gl A9 B5o 3502 Urhbe @A AS 972 Eoto] Bl glck ofeidt AutE Eato] AE
ofl Qlol A sl AEe] YAkt BAE $Rtelo] Anjate] Tofol ol A AR QIS nIAT PSS F 25 2

S9lek
EapAlee 2R E 1 Qe AA 248 AT E o S S5 EsaR 52 AN R g ojn Be 2 4
HIAHS-2 Sh3to] aRbelol] tih AP o] EAfshetaL B 4 glom, o2l EF AFEo] g o)Al AA
sl kel EaiAle 2ulte] Tofe] ol Y el QFHS mITKRL 3 4 UrhKim and Jang, 2011). 35 £H]
A5 oz 33 Ee] ofnl ol that A7-E HARE Lee etal 2006/ F3 £5} ti] 351 £ 5te] 2P
o] 242 B AR et B 7} 52 4 Stk S5k Ik o2 AT ES FUS 2wl FH A
o) BapAAA|ZHe F2 4u|AH5e] 2 4 Tofel o] o] J3e 0] o s 22 slel B 4 otk

1=2)19) Zrio] AR YA oM} nii7bx| 2 Aol theto] HEls 74AH3l Suie] AR E AEol

U HAES 530 2 AH|xpE0] odffsle R =of= a2 sto] 4xH|te] g3t Bl =5 sl /5ol 374 4]
O & Hpto] = k2 617| & 3HtK(Herz and Diamantopoulos, 2003). Suter et al. (2018)°] A|AIgFCSAS] 72t 2191
=7FE g shs 59| 4% ofwdh o2 B85kl of| Wb AllEe] FHuljo) ol IS nIRIth =AM = 7)E
ATE Sl LA ATk TVE4R 9] Hi7dS2tel thshA 01:r"°]' Lim and Park (2015)2] 04—7—5 A EH goto] %

2 Sof wfabr] AB|RFS0] JLofo] =7 DEf| 11 Q18-S AHE 2= 9t} E5] $Hato] 79 rhofsh Soto] Z AH]
ZolA 2 A Qe VAR = LHIAES A &= 3 OPOIX]E QAIAIRE 4= 3lo], CSAS] WtollA] 742t Q91

Ee)

Eohe o 0to] B2 BRA ER 31 Wl Pl o] A A YRS ) oz 22T 40
AIZH2: QU] W83k 714 HES-S 5 Alo] 2.0 A Eoi| chat =it Pule] o ol QIRHE o x| Au]xt 5]

8 9T alofear & 4= Ath(Kim and Kang, 2010). =7} OlUlZl AFolM e 2ot 27} 5] AIZH 47 ol
oJsliA] o] FoXI oju] x| 7} A z}e] B ot Faf ol ol FRE u)E 4= Qlom, o]2|gt theet o|u] x| o] thaiA]
=7} o|n| A7} & G ks W5kl 22 A4S _7'_9,,111]-(1_/:6 2015). 0|23t 7|2 A7 A= uleo & sh=to] of
SHAIZEA 9l ghatake] ufjol wofl 2] A o & JgFS m]Z Zlolatal 25to] & 4= Qlrt
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30038 oo 2 2AHE AlgeiRlont A tol e A E el 82 Fobel 39l sl
90 SEHHES shgict. ol2|d 4 S Batol ool it o]sit ki
SISO 58 BSich 5 0% F SfLfel ROl ST 5 Al S5 SHE9%E Ao 291

=

9= A
=300

ol $Eg 1A U 714 750l B83ITE AL E AR A 3eAte) QAR 542 Table 17} 2,

Table 1. Characteristics of samples.

Characteristic Ratio (%)
Gender
Male 64.4
Female 35.6
Age
Less than 29 47.4
30s 32.0
More than 40 ~ 21.6
Monthly income
Less than 10,000 CNY 28.2
10,000 CNY ~ 19,999 CNY 30.2
20,000 CNY ~ 29,999 CNY 19.2
30,000 CNY ~ 22.3
Job
Student (undergraduate & raduate) 40.5
Office worker 37.8
Government employee 34
Professional 5.2
Businessperson 4.1
Housewives 4.1
Etc. 4.8

Results and Discussion

AEZRAFHEE A slnt ot A= o] 4l=)/d} efdAd
=} A 221 Y53t S-S Suter et al. (2018)2 Kim
etal. 2013)Q] IG5 Fa1sto] “WYrkgo] R 77HA] AFEtehet] Y= vIx]= AR, 284 2ol tigh 2|2
o2 x2H o= o 'ébi, 4719] 78 A =5 B-gsto] ST B2 Jung etal. (2008)2] A5 Farsto]
‘AAtet A, E3tolle 4ol Tt 212F 0 2 o)l 3719] 74 A =5 E-g-oto] ST T 2EQ A= Suteret
al. (2018)9] -5 6}04 IR HAIE 245E FEehe aetoll tigh A2 o &2 Holskar, 3719 7 HeE
2835l0] 243519tk A2 A S} 2 A= Joe (2010)2) Suter et al. (2018)2] ATLE Z15ko] ‘A=) A2} Ex} EA
; ghgsto] 4|29 719 Lol AlEo] MYstaat shs RS A2 Algtel ZRIA 7 )= g 2|2V 0 & o5t

o, 3719] 74 A & &85t S5t A ZHE FA-2 Lee and Kim (2008)2] 71 2! Snoj et al. (2004)2] A
%‘iﬂofl Y&l gk ARFA Q1 f4~/dof| tigt AB|RE2] ARl I o 2 AoJsiel o 3710) 77 A=
2510 245190k npx| ko 2 JLofo] == Kim and Oh (2002)Q] A2 Fa1sto] Gt & AFE-S Fafjslals 4
H2ke] o) &=’ 2 A olstar 3719] 74 H =5 E-g-oto] ST 712 Q1 578 H = Table 201 AIAISHATE

ok ¥

Korean Journal of Agricultural Science 46(4) December 2019 922



Korean country-spedific-advantage factors on Chinese consumer's buying intention of Korean rice: focus on the Shanghai area

Table 2. Research model components and measures.

Component Measure Reference
Environmental  x1 Korea has excellent rice varieties Kim et al. (2013)
resource x2 Korea has a lot of rice varieties Suter et al. (2018)

x3 Korea has a good environment for rice production
x4 Korea has a good environment for producing organic rice

Cultural resource x5 Korea has various cultures related to rice Chong et al. (2011)
x6 Korea has a variety of rice dishes
x7 Koreans have a variety of ways to eat rice

Sense x8 Korean music helps to remind Korean rice Suter et al. (2018)
x9 Use of Korean music on the Korean rice website helps promote

x10 I think it is positive to use Korean music on Korean rice related
internet site

Visual elements  x11 It is a good idea to have a Korean image on Korean rice packaging Joe (2010)
x12 T would like to have a Korean image on the Korean rice sales counter  Suter etal (2018)
x13 It is good to have a Korean image on rice products

Perceived quality x14 Korea's rice quality is excellent Lee and Kim (2008)
x15 Korean rice boasts excellent quality Snoj et al. (2004)
x16 Korean rice is superior to other countries' rice

Buying intention  x17 I am interested in purchasing Korean rice Kim and Oh (2002)

x18 I invite others to buy Korean rice
x19 T will buy Korean rice if I have a chance

=74 ol cie A2l ot ehage) 7HekA] H912 gisto] A 291 B4 9 AFE RS ANt
2} 291 BAL Varimax WS B8 5to] BHL ANsHoH B sl S 2ukE N gHE Foto] FIstr) B
N7 e QI Aol $9 910 Bojx] e xiThos AIShT AEH BAE AEsigon] 4%
2ol e 2.0l BAIH Al2|E HA]o] Auk Table 37+ 2T Al E 423} AEHb}} B 072 43 9o}
24Hzol NS Srelsiglon, B a91sA] At 89l Arlae] B 072 Y1l 9Lon] Aol AL
67he) AAlA4-o} S Uk RQlo] Lt el AlziAgat 2.910) el g Eelsteict

o] TEER AT 2RO WEES HR15] 9Isko] AMOS 2502 B3to] Q17 29l

AABIAT A AT 2He1A] 9 QlFA] B 5 o] HHEA Q1 A= =, normed x2 (CMIN/DF) = 2.602, goodness-of-fit index
(GFI) = 0.901, adjusted goodness-of fit index (AGFT) = 0.854, normed fit index (NFI) = 0.941, tucker-lewis index (TLI) = 0.951,
comparative fit index (CFI) = 0.962, standardized root mean residual (SRMR) = 0.038, root mean square error of approximation
(RMSEA) = 0.074% L}eh} 2HFZ 0 2 ghsaef @ 42520 2 weds} 9] thBagozzi and Yi, 1988). T3 EFGAJoll hst
of AZaN AT 2R F} AL 7he] BAKE BF <0001 2 H2I51%L20], Table 401 LiEhch e} oo
2|2 F731 291 AR o] Pt E4tEEF (average variance extracted, AVE)S 25 0.5 o[/ 0 =, B3t AlE| e
069102 et WFE o] Qi 7o 2 Wasigick, w3k 7470 7o) ARale) Aol 2 247pg
PP EAFSHAVEYS WA 25H 202 ek et o] Qi 2102 Uk,
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Table 3. Results of exploratory factor analysis and reliability test.

verse POt QI sonse ot Pl AT Gonbaca
x3 0.878 0.127 0.147 0.175 0.229 0.136 0.890
x4 0.851 0.204 0.177 0.144 0.203 0.178
X5 0.135 0.727 0.076 0.226 0.248 0.283 0.868
X6 0.135 0.804 0.212 0.226 0.055 0.246
x7 0.145 0.824 0.186 0.175 0.194 0.187
x8 0.007 0.134 0.872 0.182 0.183 0.083 0.936
x9 0.211 0.143 0.882 0.203 0.056 0.153
x10 0.165 0.150 0.907 0.188 0.058 0.119
x11 0.193 0.256 0.278 0.795 0.217 0.219 0.914
x12 0.142 0.219 0.200 0.845 0.206 0.161
x13 0.118 0.212 0.253 0.761 0.250 0.212
x14 0.257 0.105 0.231 0.268 0.711 0.331 0.892
x15 0.230 0.215 0.141 0.253 0.799 0.272
x16 0.190 0.250 0.027 0.235 0.705 0.370
x17 0.158 0.285 0.131 0.217 0.295 0.794 0.920
x18 0.107 0.334 0.114 0.172 0.360 0.752
x19 0.193 0.239 0.215 0.227 0.260 0.772
Eigen-value 1.923 2.312 2.831 2.539 2.500 2.502
Variance explained (%) 11.310 13.601 16.655 14.933 14.705 14.718
Bold type font: The major variables belong to the factors above.
Table 4. Intercorrelation of variables and average variance extracted (AVE).
Intercorrelation of variables
Latentvariables  Environment  Cultural Sense Visual Perceived _Buying
resource resource elements quality intention
e e - - - -
Lo
Fesouree ooy Lo - - - -
kA LI
e Ner aw -
Visual 0.522%% 0.650%+ 0.557° 1000 ) )
elements (0.048) (0.040) (0.043)
Perqeived 0.637** 0.442%** 0.407* 0.683*** 1.000 _
quality (0.042) (0.052) (0.053) (0.036)
Buying 0.531*** 0.726™** 0.423*** 0.632%** 0.809*** 1.000
Intention (0.048) (0.035) (0.052) (0.040) (0.026)
AVE 0.799 0.689 0.834 0.800 0.743 0.793
Eéﬁ,{’ﬁ’ﬁge 0.969 0.976 0.982 0.981 0.979 0.981

* Means p < 0.05; **, Means p < 0.01; **, Means p < 0.001.
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B0l 20l MRS A1 Aol AL 7] Bael SAHE 2 2590t £4 E7E AMOS
250< o]&5t3l o, 52 0 2 3 W B (structural equation model analysis)= 2H-8-5t0] 7H-& 74553t :rL
2R RS BRI 7P| T Y HeS 2 5 o] BR 9om, SR} SHe TG E B
o HER 29 F S0 310 FER UL Rajol B8 slo] S0l BT 4 A 0315 A A5}l 24
SFo plolct 2, Sl Ui AR AL A] 28] LA Aol SR FAIS] AR F 5 clrd
A 2 YR 225 A|AHAY 2 ax8fsto] 7Hd S S 4 the Zlo] 2 Aol A 83 T2 P24 9]

ZEALRBAS 2GS A} 13 o] ZHEA Q] A5 = CMIN/DF =2.602, GFI=0.901, AGFI = 0.854, NFI = 0.941,

TLI = 0.951, CFI = 0.962, SRMR = 0.038, RMSEA = 0.074% UER} HubA 0 2 ukzAe) @ 420 g wolsilrt
(Bagozzi and Yi, 1988). 713 7% ATH= Table 52+ 201, 0] 2 Z3515}0] Fig, 10]] LFEFH AL

Environment

H1-1: 0.339***
resource 1

H2-1:-0.0

Perceived
quality

Cultural
resource

H1-2: 0.204***

H3: 0.647 ***

y

H1-3: -0.062

Buying
intention

H2-3: 0.033”

Visual

elements H2-4: -0.026

Fig. 1. The results of research model. *, p <0.05; **, p <0.01; ***, p <0.001.

Table 5. The results of hypothesis test.
Standardized Standardized

Hypothesis estimation orTor CR. p-value Results
H1-1 0.339 0.058 5.814 0.000 Supported
H1-2 0.204 0.069 2.967 0.003 Supported
H1-3 -0.062 0.050 -1.236 0.216 Not supported
H1-4 0.424 0.075 5.689 0.000 Supported
H2-1 - 0.056 0.058 -0.970 0.332 Not supported
H2-2 0.400 0.066 6.026 0.000 Supported
H2-3 0.034 0.046 0.752 0.452 Not supported
H2-4 -0.026 0.073 -0.360 0.719 Not supported

H3 0.647 0.076 8.481 0.000 Supported

C.R., critical ratio.
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AR 2 Qlo] x| b E-of| P2 m|Rth= 7H 1-1-2 HZ2A147F0.339 (p < 0.000)2 LR XHEl =] ]
o} 2t 21 ZEe Qo] A2k Fof| J&S nlRth= 71 12 2414710204 (p < 0.003)2 LHERE A EHE] QL
o} 2t aRlo] 2|2 F4ol| 9= Ulﬁdt}% M 132 ZE2AIFTE- 0062 (p > 0.05)= 7125 1Tk A1t Qlo]

] E2A5710.424 (p <0.000)= HERE] T}, 22| 2EQ Rl o] S 4

Tofel ol P n|zIth= 7Hd 2-12 7c:)]§-7:“"l"7]' 0.056 (p > 0.05) 2.2 7]Zt=| ek F3FAtd 2| 2E e Qlo] gh= 4
Fraje] of] FEFe m|zIths 7Hd 2-2= B 2A15710.400 (p < 0.000)- 22 A H=| ek ZH2t} AJZkQ Qlo] Sk 4F
o] of] Pk n|RIth= 71 233k 7 24 ZH 2A157F 22 0.034 (p > 0.05), - 0.026 (p > 0.05) 0.2 2= 7] 2]

oIt} npx|aro & &5 o] x|7ke o] &5 4 ufo) ol Jake mlZIThs 7Hd 32 0,647 (p < 0.000)2 i)
oItk FNFA 0 2 Abmi 2w} F3 AJaiR]of 2| xpe] &4 Tofo) i gkl gk B4Rkl |7} Bakael X2,
A7k 2.910] |7kE B 2912 |2 & Pof o] ol 935S ] X] 31 9 0.1 (Table S HI-1, H1-2, H14, H3), 23
A 2|22 @ Pofo) Zofl A9 Jake x| Y= 210 2 Urehth Table 5 H2-2).

712 71 & A EH 94 H2-1 (Table 5)2] 7 AFAA| Z}o] gk ALafjo) ol 214 Joke mlxiths 7Hd&
712l ek EHRIA @ RIEAS Boto] T AT AT ERIE o 2 F4 0 2 JFkS v x| A] =1t
YR A2 SRR A7k 2 912 Sk Sl o] ol A1 7R m] x| 7| Hik= A1 2HE FAS viZHE shof 9%
2 n]x]7] W9l Ao 2 225t 4 Qlrh Table 5014 BH H1-32H H2-3% 712t=| Q1T o] &= E3] =9 o]n| x| & 4}

A3he K-POPY] 91712 Ql3te] 7422 B9 W0 R EAsH Sof Hplo] dario] Pofol ol Ao
2 g2 )3 Zloletn 2EYY o] MU oke-S oujgitt, ol o] 2 H] Zuie] Aol o A
_]

81 AFol7] mh2ol 7 B WTH= Aol7} QlotH ofefdt ikt EEEgirkn 28] 2 4 Sick. o]

S+ A= Herz and Diamantopoulos (2003)2] ¥4H2] &te] tijgh ﬂ-_rmﬂ*i LFERd HEeE Zho] /g A4 Q1 A2 ¢ 4
321 o] AR UA o] Ao] EipAo|H, 7]554 %l %«l 9 7)%53Q1 EHe] ARFUHA 0| do] ExpAolgtar
SF AT Aol fAlst Aato|tt. &, F= AH|RFE0] S 7 ?_‘ o] AHA7Fobd 75491 SHe] AH|R)
2 QIAIFICHH 7 A Q1 Zr o) 747t 9912 4] —TLUH—JEOH A Z2 A 02w JFe nIAA] Zohe 740]
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Conclusion
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