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2003; Ozsomer and Altaras, 2008; Holt et al., 2@0den et al., 1999; Kapferer 1997)
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itk | 3 & F (Perceived quality) - Alder) = 3 = & F (Perceived quality) — Ger,
& et al., 1999; Batra et al., 2000; Holteff ~ 1999; Ozsomer, 2012; Shuiling et al., 2004

al, 2004; Kapferer, 1992; Steenkamp et
al., 2003; Strizhakova et al., 2011,
* B4 ¢ 7 iz (Social responsibility)- | « & f 2 it if & 44- Dimofte et al., 2008,;

Ozsomer and Altaras, 2008 Ger, 1999; Kapferer, 2005; Shuiling et al.,
2004;
et | o % a0f 2% (Perceived prestige/Sociale % % &% (Perceived prestige/Social
s L[S status) - Alden et al., 1999; Steenkamp status) - Shuiling et al., 2004
et al. 2003

e B &M >z F (Perceived brand | o 3 54 b (% (Perceived local
globalness, PBG)- Alden et al., 1999; Iconness, PBL)- Dimofte et al. 2008; Ger

Holt et al., 2004; Kapferer 1997; (1999); Ozsomer and Altaras, 2008;
Ozsomer and Altaras, 2008;Steenkamp Ozsomer, 2012
et al. 2003
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SRR 2ok s R R LY (VA BRI B RR TR T S e AT S
B SRt Y R A R F R A E 2 BRRML > D H VI REE TR By
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S

.
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(COCHa st 2 b e 418 % o AT L 305 2 b M B s (78 5 LRI & ) § B %D

B 7{Unfavorable COQF - " & #ij § B =7) g oL s Lo - BRI | F 6 e HZ s s
2 F (PBG) FRFy € Flhdk S AR ARER A B EH Ft it 132505 Ar
e % o @ L H R E S AR B (PBL) e R M FR TR A F A ALRE G WA %

B 7{Favorable COQ¥F - i # % FI5 #f R A 2 w5 f 6> TR AZFFRIFHE RS
FF

P LIRS 2 83

AR

TR HE PR T LI AR RS 2
A (PBG) > 2 7 3 & I Gt 2o (PBL) » Bt 0 AT BT B
B ~(He) - A gk FHFEL AR R(FRR) 2 LR (28 f Gy 7R M1 T =
FRERS Tk QAT LY 2T 2 F F(Perceived
COC->PBG) ; (b) 7' BJ7; # v o $f5-4f s #4042 F g Perceived COC->PBL) - 47
RUBHEFFFSL aRE §F R BT % 8 f(Unfavorable COC) » 4% # 3 /7 5
2 BREZ G BT % B f{Favorable COC)a# » j' # # c7j it B 7 % 3 (Perceived
COQ) ' 7 # crusth 2 3¢ (£ (PBC) £ 5t ot (2 (PBL) 2 2 6 HFR A o f /3 2
BAEFFFL LRY G F R R AB R J § 3 o1l § B % 4 ff (Perceived COC)
YR e 2w (PBG) £ 5 a4 (- ff(PBLYZ i - 5 7 R4 7
FFL aREZGYFAVRPRS) - A LBF i HRY G

R Ay pea@ Bl ML 2P 7 FHEr™ R/

PBL
(Perceived Bran
Localness)

Perceived
Quality

Perceived COC
(Perceived Country
of Consumption
Imaae)

PBG
(Perceived Bran
Globalness)

M- - *F 5 % HW

3. Bmpti

AT 3P § Bk - (quasi-experimental desigig)ie B % 3 & #3103 WA % o
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(Perceived COC) +4rir 1% iF &1 > 2k 4 % (Perceived brand globalness, PBGY-1% 3 (45§
(Perceived local iconness, PBLR 8 549 < & F (Perceived qualityy =5 % (Perceived
prestigey # =] L4 4 § & o8] gt & i § B(Favorable COCF # f # i # Bl(Unfavorable
COC)i%"a‘iﬁ’%‘fﬁ % PBGE PBL 8 #2448 a2 LB ] > 5 AT ARG TR
AL R B SR IR W R R FI A R

T
HECERP R AP 2R ER DY F F-E2 L HETATER RO AEL L 2 5 F
and

O

A b 2 2L PP R F #¥(Douglas a raig, 2011; Strizhakova et al., 20+ #= 7 &

FAORIEE RS EB 20/ 0 A U .

3.1 % ip|(Pretest)
B fpcds (Stimuli):E 4 @ B 5 ¢ G BlREan s (Stimuli)~ 5 = f& 0 & % 54 (Local
iconic brand¥ 1p $+ & ~ £ & i ¥ B (Favorable/Unfavorable COG)
BL1:ESE N4 50
EHEF SRR Dar SRR - C (1) &0 &R - i (Generalizability) &

ﬂd\

WA SATu L JE ¢ § it (utilitarian)gr 4F # 2 (hedonic)s 3 & 415 ¢3 A R4 (2)&
W F R R E P2 R - RARRRR R A

TR TEmE R A RPRET EREMP R 2 B EH L R
24 Ay A Mg S A4 181 S 0 125 L % D RUE- e

o

s
i

N EA R ENELRE NN LG BAR AEA RN
BI2FRE ~ Lo P A
A BE D2 2 A AR (70~ ) 3 ®(Favorable/Unfavorable country of
CONSUMPpLIONJE # 22 Rl3# o F L - {22 L % (948 ¢~ 14 7)) eFmRuP o &
HEBRBESRENE LD B 2 PR 2o 2o - BRRe 2 RFxH@
ENnhd SRR [ E- B RRHIT LT (I é’élb‘_17€q)—*ﬁféﬁ§
g

/P Fé‘ d ’# I—LL ’ ﬁ"é , J W#E’Aﬁ‘f@im—'— > - 1\:”’».? \‘F\: ‘lam/?]vé‘

POTERME, AHRRH R AR Y RESWN A4 0 20114 1 2013 chutit T A T L 438 9
(p.52-61) ~ % 4504 (p.46-55)2 % 4624 (p.40-49) -

S 18 F A Ii?if%}%iZ‘LaNeWE*—‘ SRR BREEED S DHYFHTC 4~ - f Rl - =
AR 2 A~ 24 CRTEMARE S ERL AT 2 mE ;vgv’lx‘%?}ﬁh'%lzﬁ’% ek S IEE
AL LIS O l‘ﬁi%%"i ke



QRN S B

2z sy RAPEEgT PR

WA | ARRE | BMLE | 2 %ﬁWé A | HTC £
T % 3 =8 i

AR | Aaf | Aal | WEE | SR | sisg | sang
#HE | 242

EHFRE | s PAo| ®RE | &R | ¥R | £R
padgm | R | s * =8 SR | e

321 X3
AR ZASZMp 5o M HERE AL L A RPN E A IR B
B E R AR T TR AT 2K L R AR A LR S S P AL T

BA K G R d o MIANERREYRES R L DM ER LY 13 2 LR H AN A
+-

FATERDR R EATE R RO RIS BB (e B BRI T WA R F T
RANES AL A2 AR BRASTR > A5 - KF R P RHFAST LORR) 52 R

e o B ARFERENBREE LT L 2R 5 F Y L F (Perceived quality & Perceived
prestige): # 3 # =~ PBG & PBL ~ i}’ § B+rif 7 % (Perceived COC) % = 3% i» & ¥4 % 8k ~ <P
HRATREYR ﬁ%ﬂﬂi"ﬂﬁﬂfﬁf?ﬁ’w

Fla AFTENL S BRRESPEF EPEG -0 ~ L) F RPF2Ea > < E5 45 18

FEOX2)AN 5 I % o BN F L - 2 B b o

43 RERA
g T % chd & HEE R F g - B2 R E 4 (Likert scale 7 pointg¥ iF & £ % - g
£ # (Semantic differential scale 7 pointsgr® - i & ##% $#? > wESF - =K % - &

Wrzkp s B Ak Baefe $8 FEIELRRLEGF > wARF T wiFes (back
translation) - 2 & € ¥~ T2 KA - FEHALFE S > FE L 4w o

iw A RGREEALE A KR
FEREAE L KR g A PEE IR,

¥ &% (Perceived 1. X g R M2t F R AN
quality) : Steenkamp, Batra ¥ 2c B4
and Alden, 2003; Keller | 2. X

%fs ) :}fs

"F“L r%%&fﬁi rr"?ﬁ—’f@_'j—_ 5
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and Aaker, 1992 e
¥ +4% (Perceived 1 X &g ferdch— 47 f4%chi | F L 45
prestige) : Steenkamp, Moo 2L R ¥ £
Batra and Alden, 2003; 2. X & g2ty 5 —2t¥ 2 B
Han and Terpstra, 1988; (CECA= gkt B
Xie, Batra and Peng, 2015
g rpesf (PBG): |1 Ham g » XA - B2z eg- | Fok- 8
Swoboda, Pennemann ang2. #§4p e i f H 3 g EX & | T REZ
Taube, 2012 e
3. Xizh&Me hiwt B &
S artef (PBL): |1 XiEB&EW ¢RAMEBIAET 28 | 208
Swoboda, Pennemann and  § M ¥ 4 o CRE#
Taube, 2012 2. AL X TR & Wﬁ} JR AN
el
3. ¥Rk X BB &0 o =z
N ?M?fi °
W EREE % #5 - : Macro-market A= 13
(Perceived COC image, |1. Y REAFELRAEF o RREE A
Perceived COC) Adapted | 2. Y BE - B 7 3 FRHRk < R
from Huang and Chiang, oo
2013 3. Y Benft g ko ia(F I AT) o
4. Y FEES Ok LR -
5. Y W FiEE FEAEAS
6. Y B A} FAnb i RehaaT ) R K
A
#& = : People
7. Y R R o
8. YRR «mfpl"é A M (F IR -
9. Y MR ER & g o
10. ﬁi\ A5 Y RIE A ARt B i B R
BMACRE o
11. Y ﬂﬂ*\m‘* PRCAR U 0 S A
12.Y BE & g7 4 F o
#® = : Product
13.Y W A & &2 & fjlsg o
14.Y W= ¢ A A & 5 5 B A &
S. Y FEY 4 5P 3 ki
4 pig 2 £ 42 Huang and Chiang (2018)8 # £ 8 > 2 24T ta. %R Countryt & (8 4%) » 12 # = Macro-market

4 (242)  b.ATH Peopledit (717> 4278 % f & % 2 Country#f & )(6 4%) ; c. #-Productif& ¢ 84%i2:x 5 347 5 d.
& Consumption Culture(3g) a4F # % -
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T g
= # & = * Consumption culture
16. AL Y Weh2 L Ap AR R o
172 FWEY B A A &5+
FoApiAERF o
18. 5 M Y W A &2 &hig * § K
FoApiAERF o

FARADFE NS L AT F-RAIREHE 0 THFRFEHEXX (A& Ef) fir 2
PR R R F ’% é« /ﬂ a’!"&flﬁ”:‘:" P EEEEN %‘3\' 57,4 °—5)-5E']'?1zi;§—:§’$%%¥"%’>_ﬁa
BTG AE o H D KA E - AR S B RBA)EH T AE LT S D

e ) Bk RARR | FLEFE -

35 FHEE S B A

FTHEE N IS EFEFFTR B NP R E o2 CREFEFRPRAE S B LY
BAEES B B M- SN R REEY R ENREAT W B0 A TR

4 o $2fY SRR %ﬁéﬁ’#ﬁS%aw%ﬁ’@ﬁﬁw%ﬁﬁ%?’ﬂ%gﬁW%ﬁﬁﬁé’#
357 4454

a7

B

4
—=\

*—'ﬂ%

B g iFis gt ot (B x913%)-
FARFRADA T B AT FRACT DT M) 52% o ) 48% = F A E - X o &
R Y oG 20~445% R (F 86%) Iy kB A RN (ZFALAT) F 85%e B F 0 BEA
FELEFETHE R AR AR SR DF R R T iR A2 4T S R T &

7 o

27~ ponfk A AT AR T
Bul | % [:231(48%); 7 1£:214(52%)

X 20~24# :159(36%); 25~34k :122(27%);35~44% :102(23%); 45~55
#: 59(13%); 55% 2+ 1 3(1%)

KToRE | WY 2 0T 11(2%); % ¢ ():58(13%); < £ (% ):320(72%); 7 %
1% 11 1+ :56(13%)

4 FTHM AR
7 7 $% P~ partial least squares (PLS)z (Hair, Hult, Ringle and Marko, 2014)i * SmartPLS

321w~z #2747 o PLS & B4 421555 (structural equation modelling, SER)*
15



PE 2 - c ASEMAYTEY » FFBFRE I ZAOAR VAL A - S A RELAH
(covariance-basedi» CB-SEM (Joreskog, 1978; 1993} ¥ % :& * LISREL &* AMOS 4 47 #it %8 <
y-plimz g L A7 (Variance-basedy PLS-SEM( Lohmoller, 1989; Wold, 1982, 1985)5—1
hiF4EB et 500 CB-SEM 5 4 > 237 # kK F] 5 PLS-SEM A i@ * "4 F f 5 B &L it 2
4 % CB-SEM3: » ¥ S Fjircns tgi e » & * j Poig B 4o o p 2000# 12 % 0 fp TR R (T AV AE P
R LAY o 5 g RG FOFF Y PLS-SEM 2 i 7 7R 4 47 (Hair, Sarstedt and Ringle,
2011); @ AREFHAEE Y > @ PLS-SEMAi3t 2 2 > 103 o2 0 & R RETER TR E A FH

% € # ~ & 37 (Multigroup analysis¥ # (Henseler, Ringle and Sinkovics, 2009)

AR R S A S i § B % o (COC) e i 548 549 2 3 {2404 (PBG)
£t s AL (PBL) B g o R R MG s - AT RN LHEL 0
B R R PELE Y N R R G R e L AP S ER A R R R

10 “FIEE & 1 PLS-SEMsLt = & i 7 F o A 47 (Tsang, 2002) 447 3 i 5 v d 3 e il § W)

fo o 175 2IR M Ak 50 o 1503 (Ozsomer, 2012; Steenkamp, Batra and Alden, 20G3)] -
e WA i R R b (- HRGEA R F R (B 6 REf 6 k2
W7 R)ETE 48 COCH PBGE PBL 258 > i3t 4 30t & (Group comparison) * if # *
PLS-SEM#t3t 2 452 o gt ¢h s AT A T £ 4455 (2 o of 7 W:i225% 5 f & i) 7 F:220% ) >

d AR A o P R EAER ARSI &t * CB-SEM# > PLS-SEM § £k
¥ ek 47 2 iE # (Acedo and Jones, 2007)

4.1 HAK L
57403k T_» P& P& Hair, Ringle and Sarstedt(2011)£ :%+4-~ : Data metric (M=0, S=1); Initial

weight (1); Minimum number of irritation (5000); &t criterion (7); Weighting scheme (pathif 3 4+ ~

FreTie ek Al 4454 5 30 70 (RSN 27 G5B (2*10) 0+ £ 710-times rule’ B > &oE TR
A RRAL o ASS R Y Btk =0 AT 4 SPSS For Windows 100 15 0 & % #F I F A2
i S (skewnessk #c @ 4+ & - >t 30 2 # B K(kurtosis) #c 8 4+ & > 10> ge Ay 2 FAL# &
¥ A fe ik (Kline, 1998)-

v ¢ > Perceived COG# B AR P vE- ) _é_ﬁ‘pi ﬁ;g(Multidimensional construct)
COC 3 = I # 4 (Higher second-order construct)fl # & 7 w i - f§ 45 (First-order dimension) 4,

HBrEAEIE A 184L - ptw B - s & 4 5 AP FiE e (Macro-market)(62) ~ ® % 4% (People)(6

16



1) ~ A &5 (Product)(33) ~ i} § * i # % (Consumption culture) (3) - = 7 & & Flz fE o B
FlHTE R0 B P LB @ i3 2 hip 2 ik iE(Hair, Hult, Ringle and Marko, 2014y 12 2 4 344
RRl> A SRRES FF BB SIS ARGV R TR L St 4 175 > 4 Perceived COGE
Aol Lt ST A T30 E s §iTE E(5 %% Steenkamp, Batra and Alden, 2003;

Zeugner-Roth, Zabkar, and Diamantopoulos, 2015 COC% % 2 78 3878 5w 38 » A 8] 5 & = H#

m (- P e )2 78 AT enT 32> 4 BB £ 5 IMarcro-market, People, Product, Consumption culture

% EH# A #3445 % % (Full-sample model results)
4.2. 1478 #-57% ~ +7(Measurement model analysis)
4.2.1.1p 3% - 473 & (Internal consistence reliability):
# * Composite reliability?2 Cronbach alphagk z_- % % #2. Composite reliability® + >+ %
3> 0.72. 1% > @ Cronbach alph@] s + ** 0.8 &l P "- RPH T (-84 )o

# = ~ Composite reliability:
Original | Sample | Standard
Statistics | Means Errors

T Statistics P Values

coc 0.882 0877 | 0019|  45.445 0.000
PBG 0.944 0944 | 0006| 161.472 0.000
PLI 0.936 0936 | 0.007| 136.092 0.000
e 0.946 0.946 | 0.005| 174.094 0.000
Prestige

el 0.958 0958 | 0.005| 198.980 0.000
Quality

# = ~ Cronbach alpha:

Original | Sample | Standard
Statistics | Means Errors

T Statistics P Values

coc 0.831 0831 | 0014| 59.462 0.000
PBG 0.912 0912 | 0010| 93.161 0.000
PLI 0.898 0.898 | 0012 76.915 0.000
el 0.886 0.886 | 0.012 73.043 0.000
Prestige

el 0.912 0.912 | 0.010 87.158 0.000
Quality

4.2.1.24 #% % A& (Indicator reliability):

> LaRd b4 RGP A COCH B 0 4 Perceived COG {8 i &~ 4748 % @ edf & » % 12 COC # % Perceived

17



#* outer loadingt € - *7F %€ 45 %2 outer loadingsy + ** 0.7> & 4 112 A #k T( %

/\)c

# ~ ~ Outer loadings

Original | Sample| Standar T P Values
Statistics| Means | d Errors| Statistics
Perceived Quality#1 0.962 | 0.962| 0.004| 224.371 0.000
Perceived Quality# 2 0.955 0.955 0.006 168.315 0.000
Perceived Prestige#1 | 0.948 0.948 0.006 165.083 0.000
Perceived Prestige#2 | 0.948 0.948 0.006 157.247 0.000
PBG#1 0.936 0.936 0.006 165.16§ 0.000
PBG#2 0.923 0.924 0.010 94.110 0.00(
PBG#3 0.906 0.906 0.016 57.504 0.00(
PLI#1 0.859 0.860 0.019 46.060 0.00(
PLI#2 0.942 0.941 0.008 115.58¢ 0.000
PLI#3 0.930 0.930 0.008 116.568 0.000
Consumption 0.735 0.744 0.058 12.646 0.00d
Culture—COC
Marco-marke&~COC 0.823 0.811 0.052 15.967 0.00(
People—COC 0.827 0.816 0.052 15.899 0.00(
Product—COC 0.840 0.828 0.044 18.964 0.00(

4.2.1.345 & »x & (Convergent validity):
% T 3o% B 5 B (Average variance extracted, AB)Z_- #73 % ¥z AVE ¥~ 0.5 ¥

WiE ek T (& 1)

%4 ~ AVE

Or'g.'n".’ll SEMPE | SENRET T Statistics P Values

Statistics | Means Errors
coc 0.652 0.643 | 0.038 17.295 0.000
PBG 0.850 0.850 | 0.014 60.099 0.000
PLI 0.830 0.830 | 0.016 51.614 0.000
el 0.898 0.898 | 0.010 91.759 0.000
Prestige
el 0.919 0919 | 0.009| 103.913 0.000
Quality

4.2.1.47% %) »x & (Discriminant validity):

$# * Fornell-Larcker criterioni& z_(Fornell and Larcker, 1988 Cross-loadings& = (Chin,

R Al R TR A PR - LT > 2 RN A W D AERT > R AR
18



1998)c # R k4T & (ZL#A Lo ) § P ERE KB R

# -+ ~ Fornell-Larcker criteriort& z_

coc | poo | pu | e | e
coc 0.807
PBG 0.240 | 0922
PLI 0235 | 0.399 | 0911
gféggg’:d 0196 | 0480 | 0524 0948
gigi;;’ed 0208 | 0434 | 0503 0.853 0.959
# -+ - ~ Cross-loadings$s #_:
Perceived| Perceive
coc PBG PLI Prestige | d Quality
Perceived Quality#1 0.194] 0435 0498  080{ 0962
Perceived Quality# 2 0206] 0395 0465 082 0955
Perceived Prestige#1 0185 0484 04 0948 0.803
Perceived Prestige#2 0186 0446 05 0948 0.813
PBG#1 0205 | 0936 | 0.397 | 0.497 0.437
PBG#2 0223 | 0923 | 0363 | 0422 0.392
PBG#3 0.238 | 0906 | 0.339 | 0.402 0.365
PLI#1 0198 | 0.323] 0859 | 0.413 0.390
PLI#2 0220 | 0.343| 0942 | 0.450 0.450
PLI#3 0222 | 0.414| 0930 | 0552 0.520
Consumption 0.735 0.326 0.184 0.202 0.216
Culture—COC
Marco-market-COC 0823 | 0.095 | 0212| 0.159 0.165
People—COC 0827 | 0.121 | 0201 0.140 0.147
Product—COC 0840 | 0.126 | 0.146| 0.083 0.092

4.2.2 #1554 7 (Structural model analysis)
4.2.2. 1875 tx fc~ 17 (Path coefficient):
d 22 FRo AFT P TERR2ZHLE H7BZ > &%) % 5 28 @ SRR > £ 97

4 tid < 258> p &g 2t 0.01 (@=0.01/F % T) > s AATT B M2 Bk HLI H7 % 2 o

L SRR
Original | Sample | Standard T
Statistics | Means Errors Statistics £ EnEs
COC—PBG 0.240 0.247 0.041 5.897 0.000

19




COC—PLI 0.148 0.146 0.042 3.484 0.001
PBG—PLI 0.363 0.365 0.047 7.762 0.000
PBG—Perceived 0.323 0.323 0.043 7.455 0.000
Prestige

PBG—Perceived 0.277 0.277 0.047 5.941 0.000
Quality

PLI— Perceived 0.395 0.397 0.043 9.132 0.000
Prestige

PLI— Perceived 0.392 0.393 0.045 8.738 0.000
Quality

4.2.2.2f 32 ook A 4T

d 3t PLS-SEMfs 3+ ) % 2_ g j % c(Path coefficientsy 5 &8 i {4 fhfic ted Bg F sk 2 thdkc

Bt L SRR - R B AP ST R B - HHE B
g P e E A (A tzgd e ).

& COC#f PBG# PBL# %+ 1 » ¥R 51

Bock (BEAT2%) €115 COC¥ PBG
8 55(0.240) ~ 4 PBL #78: 45(0.148) A F it~ # L i 2x % » B3 I COC ¥ PBL ¢ % »

FArt Bk (COC# ¥ PBGA 8258 PBL s s ) Bl 1] 0.235¢dkc B > &2 4 PBG e 5F

(0.240)% & 3 A $F 5 -

~

1Lz Rk

Orlglngl SEIEE) SIEfeEe T Statistics| P Values
Statistics; Means | Errors

COC—PBG

COC—PLI 0.087 0.090 0.019 4,505 0.000
COC—Perceived Prestige 0.170 0.174 0.026 6.536 0.000
COC—Perceived Qualityy 0.159 0.162 0.025 6.312 0.000

PBG—PLI
PBG—Perceived Prestige 0.144 0.145 0.023 6.235 0.000
PBG—Perceived Quality] 0.143 0.143 0.023 6.071 0.000
PLI—Perceived Prestige
PLI—Perceived Quality

L Bk
Ongmgl SEUUZS BSIEEl T Statistics | P Values
Statistics| Means Errors

COC—PBG 0.240 0.247 0.041 5.897 0.000
COC—-PLI 0.235 0.237 0.041 5.723 0.00¢
GOSN 0170 | 0174 0.026 6.536 0.000
Prestige
GUGERC AN 0159 | 0.162| 0.025 6.312 0.000
Quality
PBG—PLI 0.363 0.365 0.047 7.762 0.00¢
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S~ pErTEE 0.466 | 0467| 0.039 11.854 0.004
Prestige

PBG-Perceived Quality 0420 | 0420 0.043 9.664 0.004
PLI—Perceived Prestige 0.395 0.397 0.043 9.132 0.00G
PLI—~Perceived Quality| 0.392| 0393  0.045 8.738 0.0¢

A2 3HAFER A A4
4.23.1R a#

%+ 3

PRI AR

Lo PBL 5 0.1882 ¢ #:i7 0.2k % -

TR G S BT AL D ORF R
COC# PBG ¥ PBL e & 7 7

COC#t PBG¥ PBL A% 7

A BT A4 » B ¥ o B2 PBGE PBL Fl & i

- 'ﬂ R? 4 #cii 4 R 7] » /Fﬂ"'ﬂia.z?lfﬁ

st ¢ PBG2 R i #icit 0.057> 4pt i 3 % 7 5 ¢33 8 #2#(0.2)3
¥ 128 PBG # PBL

_%?:S’J‘j&_ﬁ\

®o ¥ - BT PEFTAE T (Data heterogeneily #7ig & » s 30> #M 5 F A HER AL 477 3
-
2171 "R
Original Sample Standard T
Statistics| Means Errors Statistics P Values
PBG 0.057 0.063 0.020 2.868 0.004
PLI 0.180 0.185 0.036 4.953 0.000
Perceived Prestige 0.362 0.367 0.039 9.312 0.000
Perceived Quality 0.318 0.322 0.039 8.067 0.00(

4.2.3.2 Effect Size¥ & # i

#;4¢ (£ -+ = )COC# PBG, COC#t PBL, PBG#t Perceived quality, PB&t Perceived prestige

¥ » Weak effect m PBG 4} PBL, PBL %+ Perceived quality, PBEf Perceived prestigg = Moderate

Weak- ##m 2 o Bu o4 BaREREETREON 2 B Rl FE 3 RES -
4 L > . Effect size £
Original | Sample | Standard T P
Statistics| Means Errors Statistics | Values
COC—PBG 0.061 | 0.067 0.023 2.647 0.008
COC—PLI 0.025 | 0.027 0.015 1.640 0.10p
PBG—PLI 0.152 | 0.157 0.046 3.274 0.001L
PEC—Peeeer 0.137 | 0.142 0.042 3.298 0.001
Prestige
PEC—Peeeer 0.095 | 0.098 0.035 2.734 0.006
Quality
L e 0.206 | 0.213 0.055 3.725 0.000
Prestige
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PLI—Perceived

: 0.190 0.196 0.052 3.622 0.000
Quality

4.2.3.3 @ statistic
AP e BN A AR ﬂth By x3 0 RARAEIERA o 2L F F’BGFﬂQ2 B
0.048 X # Ap ¥ 2 &} 4 Stdicr PBG ik 5FiplAc 4 o AR HHHC] o 0t B % 215 i R2 @Il % 5T 0L
VRV SEY R

+

# -+ = ~ Construct Crossvalidated Redundancy

SSO SSE Q*(=1-SSE/SSO
coc 1,780,000 1.780.000
PBG 1,335,000 1,271,268 0.048
PLI 1.335.000 1.142 269 0.144
Perceived 890,000 604,863 0.320
Prestige
e 890,000 636,288 0.285
Quality

4.3 & # ¥ > {3 4 7.5 % (Multi-sample modé results)

mAHERAZEA A o d R ALY P s R R RES (TFERE) S #
#(Categorical variable) 7= % 7 & * PLS-MGA % 47 ;% (Hair, Hult, Ringle and Marko, 2014) ~ # 3
BRI FRAES DRATHERBFE - (o P RAKIHRIAZFE - -
4.3. 15 FH » 7 #5447 (Multi-sample measurement model analysis)

BEF O HRAVRLA T LHERALFEGTRY fgf Wz ot e

™

o2 g

BN AT R T

4.3.1.1p 37— 425 & (Internal consistence reliability)# e — &3l = ¥7ig * 2 45 4 - &
Composite reliability ' < *> 0.7 # £ &% ; & Cronbach alphg 3 ** 0.7 - “,f 1ORTE E iﬁ&,ﬁ
COC ( Group =0.753;Group 2=0.792)< 7t » H3+ 4 & % <>+ 0.8°

4.3.1.245 #% % /& (Indicator liability) : # * outer loading* ** 0.7 2 & %> # 2 -

B B R
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4.3.1.3i5 £ »< & (Convergent validity)+x * T 355 B 3 B~(Average variance extracted, AVE):* 0.5

¥ o - B - i aE L RE o

4.4.1.47% %) »x & (Discriminant validity): # * Fornell-Larcker criteriori& Z_(Fornell and Larcker,

1981)2 Cross-loadings# @ (Chin, 1998) ¥ e - B3 e - Wil i - 22 &% o

4.3. 2845 T dgevt s 47
AF7 Y sk i ek B L i ¢ (1)COC->PBG (3%~ (8)); (2)COC->PBLE .~ (b)) - #
AR SRS L AR

s S ER AR RO s 11

BT Groupl (2@ ¥ 2 H)|Group2(f s i# 2 R) | BEGEKLI BT
(N=225) (N=220)

COC->PBG 0.435%* -0.213 0.648%*
(0.051) (0.230) t=2.218
t=8.573 t=0.925

COC->PBL 0.199** 0.295** 0.096
(0.072) (0.135) t=0.609
t=2.187 t=2.187

o~ 4 p<0.01; ** % p<0.05
Bk BB~ fF R A DD RS AR A o AT IR A COCH PBG 8
WG EFLR GEAL A ) F A REER LD a3 B COCH PBG g B il b

0.435(p<0.01) @ & ;4 *h 43 (78 5 f & i) % B » COC ¥ PBG engs B 4 5 -0.213( B %) o

- B - REGERARE TR FRLE E L 0.648(p<0.01) &1 ~ f i} 7 B¥ COC->PBG
A Rk o Ak G P BT COCHPBGHEEitw P ¥ s f o if 7 K

FimT s COC¥ PBGeg & » R f B> 2 2 8F o F]pt » B ~@QEFLHF o

4 COCHPBLES! » AL HFR-HEABMFTLE c LA 7R FEAHFL ol 6 &
f % i) % BIEE COC 4 PBG e % i dic i 0.435(p<0.01) @ 4 /4 *F 336 (785 5 § & 3f 3 B> COC
HPBLARES 2 F AR o Fot > B AND)RAEEF L4 o
S HHmE R

Steenkamp, Batra and Alden(2000, 2003) - 4% 11 7 549 2 s aodf & &g ey (e
(PBG/PBLY &1 PR RAFPR 2~ BT - @ ) 3 F 23k /ey &K aF g o

é”.%‘i’j RliE— ) Rz 2B fRae 5 2af/ e B A Sk K7 g (Ozsomer 2012; Steenkamp and
23



Jong, 2010; Strizhakova and Coulter, 2015; Xier8ahd Peng, 2015)% ##7 5 % iu 3 &4 23k P

F(PBG): 23k mM x4 cnE R L AR 37ED B iﬂ’%’f‘ﬁ%}_lﬂ:’r‘%’#ﬂ TR G pE RS s

2z R T S AATED B3

Bt enmWmE - Ra o ir k&g frg 3 PBG

]
A

PR2REABERHE ORI AT AR AR H ROk ER o2 TR B

P B o AT - Ay AR e T § M is(COC effects) 2% > & 13 3 K

e
)

25 % =4 (Perceived country of consumption image, PerceMef): #3 5% PBG/PBLz & & §2 5°
FlE o orut i ow i B pEE R RR % 1 (Steenkamp, Batra and Alden, 2000, 2003; OzsomaR)20+ #
TLE- HERNERFLL AL A AH L REE A TER (P RN R BB
Perceived COG+ PBG ¥ PBL % 42 & o

AFEF L % WA, 4 ok (Perceived COG) PBG #2 PBL e 84 » #5 ipl3# Perceived COC

fﬂm

FToaow L W Flo Y Y Bk AR as 5 E 2 & Perceived COGY &t & PR
L

T W F ' H ¥ PBG ¢ PBL el 4% 0 Fle#EF 0 Perceived COG: PBL &2 PBG i 5] o 7 %
b g ena RS FE L A A HER R R EERZE ORI R F RS
EHIZLRE S 2R BRI ZEY D2 b e o A8 8- # #7534 Perceived

COC#t PBG £ PBL i w| F: 484 » /68 Bk BB » -l & fh i 4 4 97 3t cni) % B2 %
o PBG e 584 (0.240) % PBL @2 584 (0.148)s » 7~ T4F g # #rc %k > 00 5 23k
FRALA > REREY RFRcEEE 2% > B3 R Perceived COGt - —‘k 2 Mac & B4 4p
% (PBG:0.240; PBL:0.235)
B F & A AR A “ﬁf TR L EMARAg iR R
Flot ARG LSRR T ot d e e o X 0 B A
PoEATR o SFE P i F -ﬁﬁ*&_% Mth PR R E e A b (TR R R g BT
ATED Bk SR IR AR A o HATED B § T 0 2B Ak R A BT AT T
S APE o Rt BPE T I pn it B R a e 75 k5 R & (Blend/Hybrid)t ¢
Bofoo F A TRFES FEFFR YR AR B BRASEAR F R - Bk
% iR & (Hybridization)j % =i 42 (Ozsomer, 2012; Zhou, Yang and Hui, 2010)
F 4P s R (PBL ¥ R A g eng i o el b2 PRy > AFE T

CAEE (FTEFH) BRALSET PBL%&@%?&??%? LRF LR BT o AFTHER

BELFEFR- Ko f R R AESYPBLARR Aol s TR SR £ 43 -
dothp NARERE AR )R FRREEY RV UFE R R R A SR
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%0 B % 3 R o 5 (Ger, 1999; Kapferer, 2005; Ozsomer, 2012; Shuiingl., 2004y ¥ # >
HF P a3 REDPBLAT SPE M 2 b4~ 2 AR BRE G R 55
PR EHEZEM LG RPRE G g B ESHh i B FI RS T gl 1Y
(Ger, 1999; Ozsomer, 2012; Shuiling et al., 2004)

B R R IR (PBG ik % A S chs o BT e L2 BB AR
T H TFTET Fen oo 49 ;ﬁ d &4 S PBG I 4 2 5l Ao n«%‘r(Ozsomer 2012; Xie et al.,
2015) *FF 7 FIWMF b A A M PBG 4 4 ® BRECAZRER SRS L ﬁ B o B2 IR
F o %Jﬁ*ﬁ PBG # &% % & 5 & o # 54 4752 (e.9., Schuiling and Kapferer 2004}k ~# 7 & %

o

=1

BFORIFEMOPBGEF > MR FREMERR R~ RO A

Ay =
SR e F RS R F s g L (Alden et al., 1999; Ozsomer and Altaras, 2008;
Steenkamp et al. 2003)

PEF R 2R AR (PBG S id v (PBL)S L > 247§ g g 1

Ozsomer(2012) 3 » § f3* S s R FH LML > 2 B2 H 2okt > R e

N

r‘%’#ﬂm’éfﬂﬂ%w}“i’f“?"?iﬂ'%'f‘ﬁilﬁ/é_'/w FH L AR - o Fp o AT LR BB

e

;>~_

L XBEFTRS AR E IR IATER RO RE ST AR FERI SN T 7R
vs 2.~ (Ozsomer, 2012) ¥ *F > i3 77§ stdg &) PBLE PBGH A R @ L5 1 » 35
g H o H 2 ARHEF Rot e BT § F Xieetal (20158 ¢ B § F #rieh- Y o
FRPBGH ML o &8 LY 5 HiErnk e PBLIEHE 27 5 &2 7% > ool &R

AMEFRE AT RENEA > PBLH &R 5 F 8ol ¢ Y hB B i 4 A gi;(g;g;o,sgs VS,

£%:0.392) $* 2.2 Xie etal. (201537 5 H 7 b o AR BT A R T2 - ¢ ¢ W e
BATED HRTO LAY Y MR AE P Y RS- Bk HAS

SR AN FFE R LR R H AR AR )Y B Y R
SRR ATIRe T - B RFD R G VA £ 5 Xieetal (2015)2 A7 F R S R A S S (S
RAlo A ATEASERHERGFRE(FFESLBEEREL FHrEMNH S
TR oA B EFA TS S RAY A ER RG22 SAEY 0 T EELE Y
FEBELY YR i FEHE ST sag (Ozsomer, 2012; Schuiling et al., 2004; Zhou
and Belk, 2004) *7 & F4F N E R L BTN AT 853 R T2 - o F 44 PBGH R £
e S W R R S ) ROt RO B I PBGH AT £ Y R At B (5 F:0.277

vS. %% :0.323) 2L Xie et al. (20159 - Ik » TRTE D R RS 0 53 PBG T 4
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SR LR LK S LRI L RE LR AR SR E RS G EHEREA
FHv des PBL ik k o Aol LY S S ok ok R FEHE Y &2 PBG R0 -
Pl L a2 o € ﬁi«’rrﬁfg;%frﬁﬂ 4 2o

F 4 ¥ - B P A 4F # B(Country of consumptiod)F 3 PBG/PBL .60+ 4 % #ico
B LR 1 A S s o i 55 4 B enivd] ) % (Perceived COGH 1 PBG ¥ i1 » £i¥
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