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[Abstract]

With the continuing development of the global economy, the scale of international production and management
of companies is expanding rapidly nowadays. As a result, it is increasingly important for multinational companies
to establish appropriate marketing strategies for products in order to successfully enter overseas markets. When
consumers evaluate the quality of products from various countries, they depend heavily on the image of the
product as well as the price of the product. Therefore, this study aim to find out how the price, country image,
brand image and country of origin image affect on consumer product evaluation and purchase intention. Based
on these concepts, the significance of this study is helping local companies make more appropriate marketing
strategies by understanding the importance of price and image of a product to companies and knowing more
accurate recognition in Korea and Korean-made products of Chinese consumers. The results of this study which
used AMOS model showed that 1) The country image and country of origin image for a product had a positive
effects on product quality, 2) The price and country image of a product had a positive effects on service quality,
3) And evaluation of product had a positive effects on purchase intention. Based on these results, we made

some proposals and presented the future research directions according to the limitations.

» Key words: Country of origin image, Brand image, Country image, Evaluation of product,
Purchase intention
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I. Introduction
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II. Preliminaries

1. Related works
1.1 Brand Image
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1.3 Country of Origin Image
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1.4 Evaluation of Product
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1.5 Purchase Intention
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2. Research Model
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3. Research Hypothesis
Huber and McCann[11]& QAFK] o]o]X]7t

AEddEo 224 GAE AleE

ERE
2 98e At

oj2{er oJu]x|7t AlEE ol IF= vIM 17K EH£°<§




216  Journal of The Korea Society of Computer and Information

9JTH 18].
FY[4]e YA ofo]x| 2 A|E olu]x|et 27} ofn]
Al £ ALOR Lo} AbEALe} olRo] tidt AEw7tet

GFL AT A, 90N 4L U]

+
%

55l olefst AHA| ojulx|7} Toje]
w0 2R A o) ANsIC) et
m«wzu2 ajz AAIA] AR} 28Rt &

R e N
ajz 419 Kﬂi Bl el g

fol
2

fo
fol
=
i [
o
]
o

m
E
ﬁ
J_
o °
rﬁ

I
%

]
{0
>

T

AL AAJSIAS. =

et &2 St 7}75_] ]‘*O] oJuIRI7t W =7t
oM Azxd FeEbe 25 @2 HHEDYS 7Y

ehe male QAR AEE HEo] At o &
o WIhE ek 212 SIS ureA] S[2512 PC
AEQAE ooz alx] OIUIKIQ} u3e ojujxzt
au]Re] HZ287t0] o]x|= &% Ax HAY
2l B4, Aulro] A Roe Uehgrt
HeA E[271e AmEgao éJ | 27} oju]x|e}
£ o|u]x7} AIEW7I0] 0]A|L Aake Alwe Al A
A =7} olujx|e} e o]ujx|7t AEH7I] Solst
e UjRls Aoe selslyrt. BAMsR Wi AE}
Ao x)7tgl A5} 0] AR FgEL 0jA 4 9lo
o o Uopt Pojelzole @S x4 k3l
ol2iat 7|E0] AFSe YA Futo] AEE 0] Qo
au]Re] HlEo] ojt B7he 9 Atelo] 2iElo] Qlrt
£ Aol Pax aabRel ohjel REO] choRt &

O.

Z A=Z9] 7}74 dl o]o]x] Ao 2L HIIC o]n)
1 27} o]u]], YAkx] ojulx|7} Av|Ate] AEH 7ol
U= 9T, A7l AE8rte AlEsERet opdet

AEAE 2 Fojo] ORI 3% AuAERe &

Tftol Tg} e shEg Agslet

Table 1. Research Hypothesis
Hypqth Content
-esis
H1 The brand image has a positive effect on
product quality.
Ho The country image has a positive effect on
product quality.
H3 The country of origin image has a positive
effect on product quality.
Ha The product price has a positive effect on
product quality.
H5 The brand image has a positive effect on
service quality.

Hé The country image has a positive effect on
service quality.

H7 The country of origin image has a positive
effect on service quality.

H8 The product price has a positive effect on
service quality.
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Table 2. Research Hypothesis

Hypqth Content
-esis
H9 The product quality has a positive effect on
purchase intention.
H10 The service quality has a positive effect on
purchase intention.

ITII. Analysis and Results

1. Sample & Method of Analysis
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Table 4. Reliability and Validity Verification Results
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3. Empirical analysis Servi BL1 0.808
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Table 3. Measurement of Variables
Factor Questionnaire Researcher
Is the price appropriate for the purpose of use
Price Is the price acceptable Knetsch &
¢ Is the price appropriate for quality Thaler (1996)
Is the price reasonable for the cost of the product
Have you ever heard of the brand of a product
Do you know much about the brand of the product Yukyung Jung et
Brand Image -
Is the brand of the product worth purchasing al. (2011)
Is the brand stronger than the product
Do you like the impression of the country of the product
Yuk t
Country Image Would you like to visit the country of the product alu (yzuOrﬁ)Jung €
Is the country of the product politically stable )
Country of Is the level of product in the country of origin high Martin & Eroglu
Origin Image Are you familiar with the products of your country of origin (1993)
Is the quality of the product I purchased reliable Minho Lee
Product Quality Is the quality of the product I bought similar to what I expected (2012)
How much does the product I bought fit my intended use
Satisfaction with the response to complaints Minho Lee
Service Quality | Are you satisfied with the A/S of the product (2012)
Satisfaction with quality assurance service
Purchase Do you talk positively about the products I bought Ashton et al.
Intention Willingness to buy in the future (2010)
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Table 5. Confirmative Factor Analysis Result

Var. Item Est. SITEL S.E. C.R. P

F.L

DP4 1.00 0.71
DP DP3 1.12 0.82 0.09 11.38 0.0
DP2 1.14 0.78 0.10 10.77 0.0
DP1 1.25 0.84 0.10 11.55 0.0

CE4 1.00 0.91
CE CE3 0.89 0.81 0.05 16.35 0.0
CE2 0.94 0.84 0.05 17.42 0.0
CE1 0.94 0.83 0.06 17.11 0.0

PE3 1.00 0.79
PE PE2 1.01 0.79 0.08 12.26 0.0
PE1 1.02 0.86 0.07 13.26 0.0

EE EE2 1.00 0.82
EE1 1.01 0.83 0.10 9.747 0.0

AL3 1.00 0.80
AL AL2 1.13 0.87 0.08 14.46 0.0
AL1 1.09 0.92 0.07 15.03 0.0

BL3 1.00 0.72
BL BL2 1.04 0.87 0.09 11.66 0.0
BL1 1.08 0.85 0.09 11.50 0.0

BVP BVP1 1.00 0.83
BVP2 0.95 0.75 0.13 6.985 0.0

3.2 Hypothesis Test
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Fig. 2. SEM Path Analysis

Table 6. SEM analysis result of research hypothesis

Hypqth Path estimate P
-esis
H1 CE | — | AL -0.066 0.362
H2 PE | — | AL 0.196 0.075
H3 EE | — | AL 0.197 0.025
H4 DP | — | AL 0.134 0.307
H5 CE | — | BL -0.162 0.018
Hé6 PE | — | BL 0.322 0.002
H7 EE | — | BL 0.075 0.350
H8 DP | — | BL 0.381 0.003
H9 AL | —> | BVP 0.250 0.002
H10 BL | — | BVP 0.486 0.000
Model X2=382.84(df=173, p=0.000), GFI=0.882,
Fits AGFI=0.842, NFI=0.891, CFI=0.944,
RMSEA=0.065
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IV. Conclusions
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