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Explanatory Mediating Objective
Variables (X) Variable(M) Variable (Y)

Purchase
intention

Functional
image

k 4

Region-
of-origin
(ROO)

Emotional
image

(E1)

Regional
Brand Loyalty
(RBL)

1 : ROO 73 HEH OREEEATINC B 2 5 2 5 BN OGEE T v

AWFFETIX, AT OREREAZRMA L, BMZEEZERL, 1 ¥ —%y FEICL>TTF—#
ZUVEE U7z, WgEEIE, SPSS 27.0 8L UVAMOS 23.0 VY 7 by = 7 & FWT, MERE LAF5EET L
DA 2 fREE LTz, BREORHE (NAHEIFRVEMZRS) 13 6 BRSO U > — FRE (1= 78
KEIBDBRV] ~6= THRSZ - ) ZHWTHE L, 7T—XI3A & —F v AL - TR
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Bitkzas Ulc, £72, HEOREOE 7 v a T, ANAMEFER (M. Fl, ZIEEK. £ oft
DR ZUE LTz, FAEORER. AARNLHME 524 N (52.4%), &t 476 A (47.6%). FE NS
PE194 A (38.8%). %t 306 N (61.2%). MEEANILHME 261 A (52.0%), £k 241 A (48.0%) T
HoTl,

ZOMETHW G REL, AT G Lz, #EERIA A — (Functional Image: FI), &
F&H)A A — (Emotional Image: EI) [l E & [X| (Purchase Intention: PI) {%, Diamantopoulos & (2007)
DPAFE LI RE % AW CHIE L7z, ROO IZ Bruwer and Johnson (2010)A3BA%& L 7= R E %2 FH W CHIE
L7z, B4 YU T ¢ OBEEIE, Oliver (199912 X - THIZ SN REZ HWTHIE LT,

213, WEET VOB L IR A EOFER R Th 5, FRFOEFEMEIL, 7ar Ny 7 Da
() LHEAEEME (CR) ZHWCEHMEL, o« =.70 (Hair et al., 2014), CR=.70 (Bagozzi & Yi.
1988) &l & LTz, &K1 DU Z S PRI A /0 (AVE) 2 VTRl L, 25 fiiX AVE>.50
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Construct ndicators Questionnaire .| a AVE CR

FI1 | evaluate the region of ceramics by Material/Ingredient.

FI2 | evaluate the region of ceramics by dye
Functicnal Image . . . . -
D FI3 | evaluate the region of ceramics by functionality. 0.87 052 081
Fl2 | evaluate the region of ceramics by ease of use.

FIg | evaluate the region of ceramics by safety.

Emcticnal image  El1 | evaluate the region of ceramics by the image of brand.

) . 0.70 050 0.80
(ED ElZ | evaluate the region of ceramics by luxury.
Purchase P11 lwould like to buy a product from the region of ceramics.
intention would like to give my friend a product from the region of | 0.82 0.70 0.82
P— P2 .
(PI) Ceramics.
The brand of the kiln and manufacturer is important to
BL1 . . .
Brar:: L-?-,-art-,- the region of crlgn‘. of ceramics. 085 074 0.95
(BL) When | buy ceramics, | am aware of the brand of the
BL2

kiln/manufacturer.

Region-of-crigin evaluate the region of ceramics by the quality of their
) ) ROO . . . - - -
(ROO) producing region image.

Fegiocnal Brand . .
evaluate the region of ceramics by the name of the

Loyalty RBL . ¢ oo - - -
P . region of orgin.
(RBL)

#a=Cronbach's o, AVE=Average Variance Extracted, CR=Composite Reliability

[ 2 BAERAE A OEHEME & 224 P

FI AT, AT ORI E 7 A DRI S LT D038 9 AR Lz, ST Ofs 3,
UL, x A 5719.079 (p <.001). GFI 73.876. CFI 73.911., RMSEA 73.026. SRMR 73.255 T,
EWHEHIICA BB S EA RO Z E RS, x "MEDFERITAE T (p>.05). GFI & CFI (1.80
VL EMHER 417z (Bagozzi & Yi, 1988), RMSEA 13.05 Kiii & 72> 7= (Browne & Cudeck 1993),

wiz, ERIE: SEM E7 LV OMGEAIT 272, SHTHER A 3 1237, 3 DOLEOFERAHER I
7z : (1) ROO |% PI X RBL (ZIZE#FE L2 s, FIR EI 20 U CRERAKICEET 5, (20 ROO
XTI RCOETELCEELY 525, Q) FLIZTXTOETPLIZEET S,

5T, ERIOEND 3 sifER S, (DPEA L #E AL ROO S FLICHEELY 5.2 508, HARAN
THEVEEL G220, @RS, TEAE#E AT FI 20 RBLICREZ 52 505, HARNTRE
7, (3) HARMNZELI 206 PLICHRELE 5.2 20, HELA & &@EANTEN D0,



lapan D.46%* Purchase
A China 0.87** intention
Japan0.37-* FU_nCtlDﬂEI Korea 0.64** {pll
China 0.87=* Image Japan0.1l=*
Korea 0.70*~ (F1) i -

lapan-0.04 n.s.

China 0.69**
Korea 0.35**

China-0.16**
Korea 0.06 n.s.

Region-
of-origin

(ROO) lapan0.33**

lapan0.20**
China 0.64**

Korea 0.21**

China0.03 n.s.
Korea 0.33**= lapan0.26=*
Japan 0.54** China 0.10**
f e o Korea 0.07**
Emotional |Ninal.13
lapan 0.60"* ~ imagze Korea0.30* . I
China 0.87°* E R Regiona
Korea 0.75** [Ell apaEnt. Erand LU‘,I’EIW
' China 0.13** I:RBL]
Korea 0.30**

£ (#X38) 3—3

The goodness of fit of the model is ¥*=5719.079, p=.001, GF| = .876,
CFl=.911, EMSEA = .026, SEMR = .225.
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