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Abstract

Purpose - The main purpose of the study is to investigate the antecedents of repurchase intention on foreign brand products
by Chinese and Indian millennial customers. In addition to this, this study also examines mediating effect of ‘CSR’ on the

relationship between the antecedents and repurchase intention.

Research design, data, and methodology — Responses from 202 Chinese university students and 209 Indian university
students were finally analyzed. To test the proposed relationships, path analyses, mediation analyses and multi-group

analysis were conducted.

Results - In China, only brand image had positive effects on repurchase intention. CSR played mediating role between
manufacturer's country image and repurchase intention. In India, comparatively, economic factor, manufacturer's country
image and brand image had positive effects on repurchase intention. CSR played mediating role between all four

antecedents and repurchase intention.

Conclusion — This study showed different results of repurchase intentions of Millennial consumers in China and India
because cultural and political systems of two countries were so different. So foreign firms should apply customized and

differentiated marketing strategies to each country.

Keywords : Repurchase Intention, Foreign Brand Products, India, China, Comparative study.
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217h E|of, ‘BC=YAE Al 0| Q=0 CHoH sHe|7]
A= EX7F 2455t UL SEQHA
o ZNEEES T MAM =8t A
2o Ae2 LCtE0 QUCL BEGDP HHO|AM =z 2X
73591 28 7|E3%10 79E 7|2t /USLKWorld Bank,
2015), &% 6~8%2| MEES |ASCID I 42 of
2035H0]= GDP =TO|A 0O, 30 O[O MAH 39 AlE
o= Bie ZoR FHELL eAE ZHOME Qzs of
29~39 To| JFHFO| EXSt U0 S=ELH AFI7|=
X0 SAES| HRIE AL SojLtn QUof, FOiH ZHO
M QIR AEe ZQdE O ALt SZCE

st =EZHOIM Rz AZO| 3t =E3% F XK|st=
HIE0| 20174 2%E 7|=dtH, +=E&2 79E€ 20| U]
ol AROM= 109 Qo] S0t 58 FET7IE HES
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0|7} Q= AFQIX| =g & == QUCh 2016H = F5=0|
21 4171 22 19|, 917 8X 7,029¢] 22 O|0] &=
2 MK 492 XHX|StD QJUCKWorld Bank, 2016). 22
X 26649 22 5% 12|10 st=22 1X 8,321 22 1598
71835t QUCH

oM 2Hiet Zo| ot YFM S22 0|0 23t Al
Zo|H, 2= A2 T2 AYENHEES 1Y If 53002
(Next China)A|&te2 O§Q JHX|7} QICt M2t =1 ole
AH|XIEO] o7 EHE XNES MO If o AFYRAS
0| Z83t=A] ftHsH= A0 7|Y=2| AEFIXILL AZIHH
A S2| Oe ZHoM o< st

ot 1980EHCHEE 20000 E7HK| EFO{H MCHE LA
LY M= EE7|=0 d=5iH, X7 |77+ &
Of O|XACieH= CHE FONIHEHE HQICID UM U=, §
S| ZHFY MCHE 1990ECH O|= EfO{L LY MOHE2
stAls| L2 EXE HEQICKMadahi & Sukati, 2012; Moore,
2012; Pomarici & Vecchio, 2014; Ordun, 2015).
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Xt ick

AOIEZE AH|XFEQ| X{TOHQ| =0 TS ®T(Shen, 2014;
Zhang, Lim, & Oh, 2015; Goh, Jiang, & Tee, 2016; Kim &
Kim, 2015)= Ct= QUX|TH Q= EMEDNS S ADEE
Ol ofigt A7 X LY MOE M2 S0t 2 AR
OlMe THFOiel: ZAHRQIS Hush Hs 7o 7| ME
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2. O|EH HiE & A77HE
2.1, Mrojelzet 1 ZYa9l

X{TLO§ 2| =(repurchase intention)= ‘E0}5l= X|ZO0|L} A
HIAE CHA| FOiSHH= ol =2 SX'E 2|0|3tCK(Oliver,
1999). &, LAS0| M4EZ TSt = 2es 2ALEO
M A&t o|dE 7| 2leiM= ofF ER5HH, 1Al &
AE AH2HstALE Fofst Z-of Chst BEJRE7t S5 X704
£ dte o=7t 71t M2t 2100|M= ADtEES| XY
TOHQ|=E ‘11Z40| 7|EO0| FO§SIO] AFESHL Us AODIEE
o SYst HEQ| HES CHA| FOist = 22’2 Folstn
At SCHMcdougall & Levesque, 2000). AOFEE X|LOfC|=
oF AHE HTE HT{EM, Choi and KIm(2012)2 =0
HToHe| =0 P2 F= 2RSS &elsto] FOfE (7t
4, 5HE, OjZE{MH|A), AMOE 201(37|, MAL CXHl)
d2|n 7|8 2274, o/ §)0| g2 7|xct =
SIRICE Kim and Cho(2013)= Si=CiStMES MR A4
ot ARE S AOLEEQ| 7|8&IHA|, dNE 7tA| 12|a
4E8E JHX|7F BtEo| 3HA FEE Fof IfFojel=of e
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7b LIEFECE
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ZZ0|0|X[= FOfe|=0| Y-S O/F = RUACHJosiassen &
Assaf, 2010). st EMEQ|OX|T ITHZES| FOjo| HekE
7| XICHBojei & Hoo, 2012). AH|XIO|A| X35t EHEE CHE
B0 Hjgf HoX YSUSID =2 IEEEE JHX|D Y
AH|XQ| I TONE 823817 £lCHNiu & Lee, 2018)

J2|31 Cho(2014)= &= Hx % HEf SO0 AFStn U
= =702 dezE AFE HAISIY AdF-A 7HK|, FHH
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Mt = g2 O/XICKYang & Klm, 2018). Clark(2000)
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2 MHYSIQCL =, 7(ge| ARA M2 ZEFMR, X|YA
2|0 ofL|2t AH[XOAE FE O/E = QUCKPeterson,
2004). m2tA 2200|M= Atzl® Mo st HolE Crafst
O|SHEtAIRISO|AH a2 ZHX|D U= Clark(2000)2] FE0f|
[[f=2 X} st

7189 Atz|H A2 7|0l ofF O|SHEAXIZO|AH =
ojAlg ZEE St QIon, o|et HHE E FIKstn 9
= 0| &A0o|CHHahn & KIim, 2016).

Sen and Bhattachatya(2001)2 7|2Q| AlZ|E #MQ Z2=0|
AH|XECl ME FOHQ|=0f CHsf XAl FgE OX|1, 7|
S ARE Ate|H Ml =2HE2 O FEAQ FOf ok
£ LIEHHCED SHRACH

EESE Maignan and Ferrel(2001)2 7|2 AIZ|A el &=
0| AH|XIE0| &% QAME™EZ St=0 UA0M Fa3zt F0j
7|1=0|2t SIYICE Hendarto(2009)= 7|9 Atz|X Q|
Lotz SYAA OOl AH|XL FO{ol=0f objRUs FE
ZCH SERACE 7ol AlRld MAZE2 AH|XIEE S0
7|0l cisf 28X O|0|X|E A Sta, MEFOof cHet Fof
o|zof= F@S OJFICk

Lee, Kwon, and Xu(2012)= E=AH|XIE CMC=E o A
TOIAM 7ol Atp|H M ZE0| 7|2l o[ojX|of FaE O
K|z, 7|o|0|X|Zt Fojel=0f FeS O|XICtn FESIUCH

M2td MYCITASE ENE Ate[A M2 LY AH|
A=Q| AHFOjel=ote] ZAON Di7fEEE & Aoz &2
s & 4 UCL

210 M= 52 F Qe LY AH[Xpe| HitSE FO7t
UOoILt= QAFEHEXNE F, I ADEES YR &
LY Mool MFofe|=0| S Fe MAQIS mofs
X} SHRUCE O|E ¢l3f MHRlg dXA 2921, 718X 19,
MZ== o|OjX|, d2|1 BEMEgQIo= JLEI0] &AHd =M
OlM OlE9| detE EMSIuX}; SHRALCE EDH Ats|E Mo
Ol MELIET Moo= AtO[ofA OiI/fHEES Sh=X|
THS XL SHQUCE E3| 2014H0) JHEE Eo| T|AHHO|
M2, “7|ge Ate|d ®MA"0| =3AlofAE SIFEe=E
HEE|0gY] ME0 = W SI0M Atz|E Qo] HTto|
CHE oS 2Y AoR 250l Ol ALStXt SHUC.
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<7H2 1> Q=i A0EES FMA 20, 7|8 22 A
Z=0|0|X| 81 EHEO|O|X|E MFO2=0 S
FHel gge & Aot
1-1a ; S0 BHH 2212 M0z =8X2 3
&= o/ Ao|cth
1-2a ; 30N 7|sH 2212 MOz =8X2 3
&= 01 AOoIC
1-3a ; SF0A MEZO0|0[X|= RFOi2l=0] 37852l 3
&= 01 AOo|Ch
1-4a ; S=0|A 200X = RYO42l=0] 3852l S
g2 01" AOoICH
1-1b ; 2I=0fM ZHH 20212 Moz s8H S
&2 O1E AOoICH
1-2b ; QIEOfM 7|54 20212 MFoe=0 852 &

g2 Oj Zolck

13b ; QZO|M HxFoO|KE HRojel=of Sl
@ere 0 ZHo|ct.

14b ; QIZOjM HUEODXE HYROHelE0l FHH
@ere 0 Zo|ct.

I 2> MBlE M2 R Ani=Eo| AW 29
715 29l Mxojnlx] % =A=o|ojx|et
TTofol= AtolofAf oifize & Zolck

2-1a ;

AtOJOf|A OH7HES EZOICY.
; STOIM A=Y M2 7S 2l MTFojel:
AfO[OflA OH7HE S EZOIC.

STOM A=|H M2 ZHH 20 0ol

2-2a

I~

2-3a ; SFOA A=l M2 HMz==0|0|X|et AH-0He|
= AOJofA D7 RS & AOICt

2-4a ; S0 Ar=lH M2 SMEO|O[X|QF A0S
= AO[OAf D7 HerE o ZO|Ct

2-1b ; QIE=OfA Ar|HMI2 FXY ol xjojol=
AtOJOf|A Oi7fSietS HZAO|CY.

2-2b ; QA=O|M Ate|H M2 7|SH 0u MF0je:
Atojof A Oi7feiES 2oLt

2-3b ; QI=OfA Ats|H M2 KN==0|0[X|2b a2
= ALOojAf D7 erS o ZO|Ct

2-4b ; QE=OfA Ats|H M2 2HMEO|D[X|QF ROi2)

= ALO[ojAf D7 HErS o ZO|Ct

<7H2 3> =it AOIEES| FFOHQ|=0| FYE FE 2
2IE(BMH 22l 7|y ¢, M==0|0x|, 2
MEOIOR) 2 S=1t A = 28R 7F 72
gk X017t AS AOICE

= 7t HIE2Z o[of oist T ArRds At
™ <Figure 1> ZC}L
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<Figure 1> Research Model
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o A= SEHAWZF ZEE HEXE Mt F 20258 E X
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71¥ 2018 12REH 28X & F S SHO|t &z
A% YUY MCH CHebdE o= ZIMEQen, 422
Z 30027t HYZE|RUCE O] & HASHH SHOIA| Y2 4=
X9t Q4 EHME ADIEE ARAHO0| Qe SEHAL 8
Bl HEXE HMestn F 20988 ZZEM0| AMBSIRICE &
= BE0| §M2 Lo[7} HIH I3] 1940|AM 2140|H, Xt
7} 89H(44%), OIX}7t 113H(56%)2 LIEFGICE Q=2AH ADLE
E EUELE SH=A 20%, 0|4 60%, L& 3 7|E} 20%Z,
AFE7|ZE2 14 0|3 30%, 1H0|A 2 49%, 31 O|AF 21%
2 L}EPSLC]

Rl HEo| EM2 LIO|7t 190|A 2140| 44%, 2240 A
24410| 56%0| BZE Hm, X} 136H(65%), OAt 73H
(35%)2 LIEIRLCE QT4 ADEE HMEE ot= 40%, 0=
18%, = 40%, 7|E} 20%0|0, AFR7|ZtS 14 O|Dt 18%, 1
HO|AM 2 59%, 33 O|&f 23%= LIEHGCE

&= HES| EMZ HuGEH, FHE2 2k
oAt SEAZ & O BD, Oj=4 EHE HEES Q20| H
off BO| AFESH= Ao 2 =QICt

=2
=
[o]3

% o |A_-|O|_ —= —
0| X3 ZZS Yoo LEIIALL
ADIEE H7ojols MBRoISOl AHA 2974, B2
ZEYIHE, D=2, 7158 22(0E JtHE|s, HiE
2l=3), MZ==0[0|X|(F2 &2 =7t0[0|X|, BHHo=z &

M, 52 [UASE 718 374, EWEO[OX|(EHEF Y, M
#H=l CXol, EA) = MAHFAE(Haverila, 2011; Choi &
Song, 2011; Choi & Kim, 2012; Kim & Nam, 2012; Aaker,
1991; Keller, 2003)2 &HZsI0] 2 A9l 40 HF 2
2 8510 2[FE 58 M2 ZFSIFCE D70l At
ol Me MIMAHIE(Lichtenstein, Drumwright, & Braig,
2004) &xsto] 2Z|HE 51 HEE 37 2E2 2 A0 %
A BHEO ALBSIRICE AMBE 22 ChEat 2Lk ‘a9
UY FES HIGE|SHOE ALE, ‘=99 LBEE Xd3E
Hof AHE”, “=9lo| ULE XPMETHHIQE AASIH AHE” S 371
o FEoE ZHIIILCL

MMFojelE= MAMESS(Rue, Han, & Kim, 2008; Kim &
Lee, 2016) &150] X{LONCIA}, HFFHOIAL, AL
Oigt dE22T2 HMAISD Likert 58 MZE AMESIY 422

2 AFoME 7HdE ABs7(0l oM -l MElY
of EtEEE oSty s dMAE a0l 7leX 29, M=x=
O|0|X|, 2RHE0|OJX| B! Al2|& Holof CHsl 2M2 HAISHA
Cf EfMN QOIRME2 FHEEMEZ 0|831¢d, 20130
= HZi(varimax)2| X2 O|&SIRUCtL 2|1 A=HISH Lmlgf
(cronbach’s alpha)g o Xt=29Q| AMEZ|MHE HESIQCE &=
of olzof CHet Qolo MjEnt =53 H==o| M2|d 2MA
b= <Table 1>0M 2 = JU=0l, 7HHLQ MXZ2 Lt
OZ HotE0|1 /U= 0.5 oMol k2 LIED Y, S=1f
Rz 2Ho| Q0 B EME0| SEE|QICHD THEHE|D, A2
T g EY BE ZHPA0|M 0.6 O|MOR AUl £3
ol Zo= LfEtTY.

<Table 1> Results of Factor and Reliability Analysis

China India
factor - — - —
Loading | Reliability | Loading | Reliability
csr 1 .855 .753
CSR csr 2 .922 .878 751 .729
csr3 .887 .666
bra1 .815 .603
Brand > | 857 765 | 727 | 684
Image
bra3 .785 .694
mak1 .845 .608
M.country = o | 821 708 | 741 665
Image
mak3 .626 .685
) fun1 .804 770
Functional ™ > T 777 707 | 653 | 725
Factor
fun3 719 .685
) ecol 707 .550
Economic oo 828 703 | 811 662
Factor
eco3 795 .667
variance explanation 69 66
power(% accumulate)

J2|3 Si8lo] THURQl ANS S, SYLHTO| 4
T2 HUISIICE 244 =
AO| 204, OlEEES 352 2 LIEIL} SYHEHO|o| EF|
FAMZISER|] e Z[WO=Z  LIESCHPodsakoff, Mackenzie,
Lee, & Podsakoff, 2003).

w3 01T QOIZMS MASHY, MRRo| B EfTH
ot HEBEIEEE ZESIRUCE Ol sl ZHRE=FEY(MLE:
Maximum Likelihood Estimation)2 Al238}QACt HREAEE
ZHAVE)S| =£=X|7} 0.5 O|4, 7HEAIZIE(CCR)S| ==X|7} 0.7
O|&0|H TSEISHO| U= A2 ZHFSiCH.

£33 EE EMZNE Hafs <Table 25 =@ JjEAl2
£ 07 OJ4, AVEZO| 05 0|2 2O TFEIH0| 2]
ol
AN

AL A

N

i

=

2ESYS Sl M= THE HTEs 2 Xo[7F A=RE



Hyun-Chae Park / Journal of Distribution Science 16-10(2018) 47-54 51

LOLERALE. Ol & 470 78 AVEZE o2t

io
2
o

32 Blmets W¥oR, UAYEAo| AVEZO| BTIES 2t A
oS0l MBECH 2 FS BYEILHO| Exfots HO= 2

FOICHAVE>®2). ZHA Qolat 7|sX 2ol 7+ HEtAlgt
(0.33)0] 7t =2 O, O el HMZ24(0.11)2t AVEZH0.5
and 0.6)2 H|uds| = U AVEZ'O| Gl 302 THHEICHMET
gt = ALk

<Table 2> The Results of CFA(China)

standard
Sl | SE | CR | CCR | AVE
" |ecot | 05 0.6 07 | 05
Economic " o T o8 06 | 59
factor
eco3 0.8 04 59
_ fun1 | 06 0.4 08 | 06
Functional "¢ > 07 | 03 | 63
factor
fn3 | 07 03 | 63
mak1 | 0.8 0.2 08 | 06
M.country = o T 07 03 | 64
image
mak3 | 0.6 05 | 63
bral | 0.7 0.4 08 | 06
Brand bra2 058 04 | 77
image
bra3 | 0.7 03 | 76
ol | 09 0.1 09 | 08
CSR csr2 | 08 02 | 134
csr3 | 08 03 | 125

<Table 3> The Results of CFA(India)

(05 and 05)2 H|ms} 2 0 AVEZIO| O So2 THE(CHY
T SHEE|QIC

34. 7|lgsSAE A g2

<Table 4>= ABE B339 7|g&8AEdS EWFH,
<Table 5>9} <Table 6>2 H-E9| MEZAE EHOoyF10 U
Ch. 7[2SAZHME =2 M== O|0|X|, 2ME O|O|X],
71 /20| Q=9 FFELL o7t E2 FYS LIEHHD
UCE SEEAME el 7|5Haolur H==O0[0[X] 2t
Ch H2 SEBAE HUELR AeLh O S4d 2H=
AL gle Aoz =oltt

<Table 4> Descriptive Statistics of Variables

factor China India
mean std. dev. mean std. dev.
CSR 3.53 .75 3.77 72
Brand Image 3.94 .72 3.76 .70
M.country Image 3.91 .63 3.87 .68
Functional Factor 4.15 .61 3.95 .75
Economic Factor 3.18 .79 3.61 .68

<Table 5> Correlation Matrix (China)

1 2 3 4 5

economic factor(1) 1

functional factor(2) | .332** 1

M. country image(3) | .186** | .303** 1

brand image(4) -.003 104 A72¢ 1

csr(5) .020 .001 234 | .099 1

= . p<0.01, * : p<0.05

<Table 6> Correlation Matrix (India)

1 2 3 4 5

economic factor(1) 1

functional factor(2) | .463** 1

m. country image(3)| .416** | .560** 1

brand image(4) 429* | 515* | 525** 1

csr(5) 341 | 501 | 508 | 523" | 1

Z"tz‘;‘;‘g SE | CR | CCR | AVE
. eco 0.8 0.3 0.7 0.5
E]?a";gg'c eco2 | 05 07 | 55
eco3 0.7 04 7.5
_ fanl | 08 03 08 | 05
F;‘;‘g:(')‘?ga' fn2 | 06 06 | 76
fan3 | 07 04 | 96
makl | 06 04 07 | 05
Mi';"a”g”;ry mak2 | 0.6 05 | 7.3
mak3 0.6 0.5 7.0
bral | 06 041 09 | 07
E]:zgg bra2 | 07 01 | 70
bra3 | 07 04 | 79
sl | 06 05 08 | 05
CSR | w2 | 07 04 | 78
o3 | 07 04 | 83
o BHE ZMZANE FElet <Table 3> EH AVEZ(O
B 05 O[AO|H, JHEAZEE BE 07 OJANS] £XI2 &
o BELH0| =HEE|ULCE

THEEIEEe| BR0ls 7IsHa i H==0[0X| Z+ &
A==2x(0.56)0] 7ty =2 O, Of Ztel AM&24(0.31)1h AVEZ:

** 1 p<0.01, * : p<0.05

4. ApUZE

1z

21

=20 BHX BHH 20l(eco), 7[5H K2l(fun), XM=
=0[0|X|(mak) 5! EZHE0|0[X|(bra)t 70| E(rep) 7t
BAE S| fl8 ST B=2E2MS HAISHICL

= Z= <Table 7>1t ZCh 24Z0 Q9| F2= B
HMAHKQl, Mz==0|0]X| & EME0|0[X[7} Toe|=0 373
Mol g2 OjXl= A= LIEfRC BHEHo| S=2| 32+
HHCOIOXIZE AFONel=0f Ropt FeE 0Kl A==
LIEFGACL
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<Table 7> Results of Multi-group Path Analysis (brand image — CSR — Repurchase Intention)
path India o~ China aE offect Boot 95% confidence interval
. . SE

stand. coef. (© value) stand. coef. (© value) LLCI ULCI
eco — rep|  .168 2.47(.014) -.052 -.76(.450) total effect 402 073 257 547
fun — rep -.008 -.10(.918) -.074 -1.03(.305) direct effect .378 .072 .236 .519
mak — rep 273 3.64(.000) .089 1.28(.201) indirect effect  .025 .022 -.009 .081
bra — rep 247 3.38(.000) 355 5.36(.000)

(functional factor - CSR — Repurchase Intention)

T HEeEet B=) ¢ BEXOI7F SAELE RS :

T Hi\= - O o = T [

— - —~ . . " 95% confidence interval
AHET| Q8 CHEAE 2AM(multi-group analysis)S SHRUCE. effect Bsogt LLCI uLCl
HuzZd2 & HHO| HEASE free2 & HINAZH
(unconstrained model)3} & ZE 7b QOIXK|b0| RE EZH total effect -.035 .093 -.218 .148
CHe KM2Ale £ QQIMXYZE A|2AZH (N constrained model) direct effect -.035 .090 -213 142
o|ch. 2MZI UYZ(AIEQ ZI) 7+ H=o| Qo 0|7t indirect effec{  .000 .028 -.054 .060
HSHSED QICHAX?=12.64 (Adf=4) > 9.49 in X*0.05)). 2tA]

o AZ0OM |olst X0|E HO|=X| FIt2 2MBUCt (economic factor — CSR — Repurchase Intention)

A At 74 col|s = o
CR. i)\ol +1.965 O|&Z HO|H Z=7t '|.'r9|°-_|' Xo|E EQ Boot 95% confidence interval
Cto & %= Q=0|(Myers et al., 2000; Hair, 2007), AXE effect SE LLCI ULCH
213k C.R.E{0| -23525 LIEIY &= 2t SAHL=Z {2l
XIO|Z 50| QICh MetM ZREQOI0M XTOHe|E2 7+ t-otal effect -.064 .071 -.205 .077
T @EE OI—|E(V= 168)0"A‘| %7:”&19; 'IC'>|'9|6|'—T'— E_I 7o|.-5|_7_” direct effect -.069 .069 -.205 .067
FIE HO0|T QCtD & 2= QICh CHE LIMX| Z2E k=27t indirect effect .005 017 -.031 .039
oot X0|7F gl= A2 LIEHGCE

CEo2 At2|X Mo DiH= 0] T =4S LASHAC <Table 9>0] QIEHES [fACZ Oj7jEte| Lo/Me A

Mrofole HealS(SHN R:LI, ZI%X—*. 2l Hz==0l =8k AL BA|E|QCE ZHESINO| QolMe A= Am,
0K, 2HHEO0[DIX))O| AM2[H MYS Soff xH-roiel=0f e LLCIZtTt ULCIZIO| 95%2| Al2[HQlolM 09| 72 2Qstn
& DIXl= =S AOp=7] 2Ish SPSS Macro ProcessS  oix| g47| mj2of, Aj7ofelzol RE MHQOIS(HHE @
0|85t0] FEXAE(Bootstrap) EXtE HABIRILE. £EXE o 715X gol, xx=0[0|X| % =2M=0[0|X))Tt KoK
B YA B2 gSEaTT(- o) ZHEenel ey T AMO|OIIA AMS|E HQIO| Df7HZIIE $t= HOZ LIEFSICE
BYZZE 7Y = A7 WEo| 20f HEst Z0E =5
g = Qe HAlo|CHMackinnon, Lockwood, & Williams, <Table 9> Results of Mediating Effect Analysis(India)

2004). EEAEZ(Bootstrap)2 At ZtEZ 0| o/ A

=M= EE 95%9| AlZ|R7t2 #6tm, O] AlZ|77to] 02 (M. country image — CSR — Repurchase Intention)

Eefsin| e F90| 1B2It SAHoE golbficks e ot Lo
g ol0[giC(Hayes, 2013). N LS SE LLCI uLCl

SRS HJOR Ofmatel Rolds 28k 2t total effect | .548 072 406 690
H2ute| 2upA|(Effect Size)= .0710|04, SIEFSHA|(LLCHZL direct effect | .397 081 237 556
1 SehetA|(ULCIZL0] 95%2| AlZ|HRI0lM 02f ZtE =Rt indirect effect | .151 .069 032 302
4 UX| 87| W0 MZ=O0|0[X|t RYTOH2|Z= AFO|OI| A2
AE|H Melo| Op7fEnt7t SAMCR [ROIgt HO= LIEMG (brand image — CSR — Repurchase Intention)

Ch M2t HMZ=0|0|X|= Aleld Mg S xHojel=of .

s ._ L + 95% confidence interval
FS 0K HPELE SHAHOZ Kolsin, HE=0|0jx ofcct | oot S
7 MTofelzof Feke OiXl= AFRrits ROISH| §es8
2 AFOESHS X|X|St= HoZ &2 2 QCt Oz <Table total effect 527 .071 .387 .666
8>0| Oj7fZte] Zat7b LIEFLE QICH. direct effect 372 .081 213 531

indirect effect 155 .062 .052 297

<Table 8> Results of Mediating Effect Analysis (China)

. . (functional factor — CSR — Repurchase Intention)
(M. country image — CSR — Repurchase Intention)

offect Boot 95% confidence interval effect Bsogt 959sztl)nﬁdenoe JTZ:VaI
SE LLCI uLcl
total effect 160 089 015 335 total effect 375 .070 237 512
direct effect| 089 089 ~ 086 264 direct effect|  .195 077 044 346
indirect effect 071 034 .020 161 indirect effect 180 063 078 324
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(economic factor — CSR — Repurchase Intention)

Boot 95% confidence interval
effect SE LLCI ULCI
total effect 449 .075 .301 .597
direct effect .316 .075 167 464
indirect effect] 133 .044 .061 .235

uZEN ZIE HEoR MY ZNE Qo

<Table 10>1 ZCt.

<Table 10> Results of Hypothesis Test

Hypothesis Path Results
bra — rep (China)
1-4a, 1-1b, eco — rep (India) supported
1-3b, 1-4b mak — rep (India) pp
bra — rep (India)
eco — rep (China)
1-1a, 1-2a, fun — rep (China) not
1-3a, 1-2b mak — rep (China) supported
fun — rep (India)
mak — csr — rep (China)
2-3a, 2-1b, eco — csr — rep (India)
2-2b, 2-3Db, fun — csr — rep (India) supported
2-4b mak — csr — rep (India)
bra — csr — rep (India)
2-1a, 2-2a, 6co = csr = rep (Ch_ina) not
243 fun — csr — rep (China) supported
bra — csr — rep (China)
_ " - . partially
3 eco — rep (India) # eco — rep (China) supported

53 U 9T YR A MAADLEZ0IN TKE 2 4o
Ao MFSIYCE Makh 2RoNE U3 AFOIA 9
MBS RF F, AR ADEES (N0 B A8 F
A0l FpE 2 YUY AT S Chaoz [Tl
S¥oISS FFSHL, SN Melo] opfEn fs 25
Staxt SIiCt =8k HANHS 27t M2 CIE F21 o
SOIA OIS FE 7t X027} EXfSH=R| LORE IR SHACY.

2 ool Znts QRAHUC NES YTOIN BofE Y
e, ANTAYHAC| J|EXE2 BAS0 BEY + U7,
MR YUS LSS MBS YIAT HHS A 2
of TR AAES NBE + UCH: ZBOIN AR
olop} It w3t YRUHBALISI YRRl Ao|ojA
Afe]%| MUCSRIO| OIZHSES & 4 UCHs BAE wict
£ HoIM 32N olojg wog 4 9lrt

ol2fgt oM &£ ¢imo] ZIHS Chgmt Zo| Qof 4+ Utk

0, B30 ZS R4 HUCKES YUY A8(xto)
A Bojel Aeke SASol0x| ol TMOF BTk 5, =

WEO|O[X| QOITt0] &= LY AHIR2| X{OHOH| CHoH
gets OXle A= LERRO A=AIEe 32 MY &
o, Mz== o|o[x| 8l E=0[0|X|7t oo =0 S 3%
deks OIX|= A= LIERSCL

=W, Ate[EMo| Oj/jzte| A2, 532 XNZ=0|0|X|
o THTOfe|= Zto| BHAHPHE Oi7iSHe A2 LIEIRICE Qe
o ZR0l= 47tK| 22 TR0 AtzlH Mo| O/ HeE
St A2 LIEHRCE M2t =7 |olAH Aleld Mzts
O HHZz|O U AZAIFOIM 7[Rl Atz|H HMele x|
Ojo|=& T&AIZ| =0l OfF ZRSHCH SHALE

AR, MFoHel=of folst FR¥E O|X|l= MERols 7t
ZEo| Xjo[7t A=7to| SAE2E Folst XAI0|§ HO|l= 4
EE ZHA 2920 xjFoje|zo| P2 0|X|l= ZEZ LiEt
SCL &, dM& 2010 Jeo| FI0ME SAXNSE R9
SHX| X|EH QIEOME SAESE |OSHH =it O A%t
Ao 2 LIEtRCE Ol S=TAIY OfH| = A2 714 ZH
OlA ZHEHI7F 22 HES AR EAsts 20| F5ICH=
AE 2lojiCt.

otm, & 99| A= Ch32at 2Lk

AW, 2 Afs ZChN AHAJl(cross-sectional research)2)
2 HA[SHO] A|7He| Zutof M2 HatEl FEE MI5H7| Bs
C}. w2ty Hag 7He| QINAIE FESH=L| o4 E 7HX|
A0, &= AFAM= B AFE HAES & L7t ULk

=M, MFofels ZEaolnt X{FOfe= AtO|ofjA HTS
E = Y= CrYst ZEH Ol Oj7fH-~E FotLo] O|F2
o b
ol
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