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ABSTRACT

Country image, brand image, and warranty knowledge are essential for evaluation and
decision-making. This study examines the effects of these three variables on the
purchase intentions of a car as a high-involvement product with high-risk attributes.
This study investigates the role of consumer knowledge of essential product external
cues, namely product warranty, which is relevant mainly for risk-averse consumers.
Specifically, the present research tests the moderating effects of two categories of
product warranty knowledge, subjective and objective, on the relationship between
country image and brand image on purchase intentions in two different consumption
situations: personal and business. The current study applies a quantitative approach
and collected data through a survey of 386 respondents who are the owners and
managers of car rental service providers in Central Java, Indonesia. The hypothesis was
tested using structural equation modeling, and the findings indicate the significant
effects of country image and brand image on purchase intentions in personal and
business settings. Further tests demonstrate that only subjective warranty knowledge
moderates the relationship between country image and purchase intentions but not
the relationship between brand image and purchase intentions in personal and business
backgrounds. This study offers several managerial implications for future research,
particularly when comparing the models of individual and business consumers.
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Introduction

The automotive industry has made a significant direct and indirect contribution to the Indonesian econ-
omy, creating five million jobs and contributing 20% of non-oil and gas sector revenue (Kiki, 2022).
Accordingly, to revitalize the automotive industry due to the COVID-19 pandemic, the government pro-
vides incentives through sales tax exemption on luxury goods for automotive sales (Kusumastuti, 2022).
Price and other factors undoubtedly influence car purchasing decisions, including the country of origin
(Han, 2020). The country-of-origin effect serves as an indicator of product quality for consumers with
limited product knowledge (i.e. halo effect) and also for consumers who use the country of origin as a
cue that summarizes their knowledge and experience of using products from a particular country (i.e.
summary effect) (Knight & Calantone, 2000). The international business literature has focused on evalu-
ating the significance of the country of origin’s effect on the purchase decisions for tangible products
such as cars (Bartikowski et al., 2019), cosmetics (Hsu et al.,, 2017), food (Jin et al., 2020), and services
such as medical tourism (Schmerler, 2019).

Compared to other countries, Japanese car manufacturers dominate car sales in Indonesia (Negara &
Hidayat, 2021). The dominance of Japanese vehicles corresponds with reliability, fuel efficiency, and low
costs of repair and maintenance associated with Japanese cars (Allcot, 2024). Alongside the dominance
of Japanese vehicles, only one Chinese car brand can rank among the top 10 car brands with the highest
sales in Indonesia in 2023 (The Association of Indonesia Automotive Industry, 2024). However, market
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players continue to harbor doubts regarding Chinese car brands, which are considered to have several
deficiencies concerning engine durability, spare part availability, and service quality (Wahyu, 2018).
Therefore, a Chinese car manufacturer implemented a long-term product warranty to mitigate the per-
ception of high risk associated with its products (Tolok, 2019).

A product warranty is a mechanism to mitigate the risks associated with product purchases, particu-
larly for Asian consumers with a propensity for risk aversion and increased sensitivity to loss (Han & Kim,
2017). It is a cognitive signal that signifies a company’s commitment to fulfilling consumers’ expectations
(Martin et al., 2011). The absence of a product warranty may deter consumers from purchasing products,
especially when the products are expensive and require direct inspections (Clemes et al., 2014). In this
respect, car purchases highly involve consumers’ decision-making (Dahiya, 2018) because of the amount
of committed financial resources, potential performance, and technological and physical risks. Therefore,
consumers’ product knowledge, including product warranty knowledge, is essential in car buying deci-
sions. Product warranties reduce risks, especially when consumers’ decisions likely lead to unfavorable
consequences. Product warranty knowledge is particularly critical in evaluating products with unfavor-
able country image.

Situational factors affect consumers’ decision-making (Filiatrault & Ritchie, 1988). Situational factors
include purchasing, consumption, and communication (Liang & Yeh, 2009). End consumers may develop
risk perceptions due to situational factors (Ramtiyal et al, 2022). Consumers prioritize or evaluate risk
factors, especially when they are highly involved in decision-making (Mitchell, 1998). Consumers evaluate
high-involvement products when the products are considered critical, such as expensive products, those
associated with performance risks, complex products, and products associated with consumer ego
(Assael, 2005). Consumer behavior varies when goods are acquired for personal use. To illustrate,
gift-giving circumstances elicit distinct purchasing behaviors and product preferences compared to per-
sonal use (Dominici et al., 2021).

The current study utilizes the psychology theory perspective, particularly cognitive theory (i.e. infor-
mation processing theory), as the theoretical foundation (Tybout et al., 1981). Consumers acquire pro-
cess, learn, and use information for decision-making. The consumer Information Processing System
(CIPS) framework establishes the three phases through which consumers develop: system inputs,
information processing, and system output (Chestnut & Jacoby, 1977). The framework aligns with the
stimulus-organism-response paradigm (Kotler & Levy, 1969). Information regarding objects, situations,
or behavior in a particular situation is derived from internal stimuli (e.g. prior experience) and external
stimuli (e.g. marketing efforts). Aside from country image and brand image, which function as exter-
nal stimuli, knowledge of warranty serves as an internal stimulus that significantly affects behavioral
variables.

Image constructs, consumption situations, and warranty knowledge are associated with risk attributes
in consumer decision-making, particularly among Asian consumers (Han & Kim, 2017). Nevertheless, pre-
vious studies mainly investigate the role of the constructs within the context of individual consumers,
with a lack of studies focusing on the setting of business or organization consumers. Accordingly, the
current study aims to fill the gap by examining the effects of image constructs (i.e. country image and
brand image) on car purchase intentions from the perspective of business consumers (i.e. car rental
service providers). The business owners or managers evaluate and demonstrate their likelihood to pur-
chase a car for two different consumption situations (business vs. personal).

Furthermore, the current study breaks down the analysis by examining the role of warranty knowl-
edge (subjective vs. objective) in enhancing the effects of country and brand image on car purchase
intentions for each type of consumption situation. Therefore, the current study proposes the following
research questions: First, do country image and brand image affect car purchase intentions based on
types of consumption situations? Second, does warranty knowledge moderate the effect of image con-
structs (i.e. county and brand image) on car purchase intentions based on consumption situations? The
research object was Wuling, a Chinese automotive brand that has been present in the Indonesian market
since 2017 (Wuling, 2023), which encountered the following challenges: (1) becoming an emerging brand
that competes with well-established car brands, especially those from Japan, (2) confronting the stereo-
types associated with a negative country image that is linked to a brand (On Marketing, 2015), despite
efforts to enhance the reputation of Chinese products (Shepard, 2016).
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Literature review and hypotheses development

Various theoretical backgrounds have been used to understand consumer behavior. Scholars utilize sev-
eral perspectives, such as rational, behavioral, cognitive, motivational, personality, attitudinal, and situa-
tional (Pachauri, 2001). The cognitive perspective, as one of the perspectives, assumes that consumers
function as ‘information processors’ (Bray, 2008). Cognitive perspective-based information processing the-
ory explains how consumers seek, perceive, learn, remember, and develop purchase or preference deci-
sions regarding products and brands. The Consumer Information Processing Model (CIPS) (Figure 1)
illustrates the sequence of processes (Chestnut & Jacoby, 1977), and the model corresponds with the
Stimulus-Organism-Response (S-O-R), which was initially proposed as the paradigm in consumer behavior
research by Kotler and Levy (1969).

The theoretical foundation of the present study is established on a cognitive perspective, with infor-
mation processing theory serving as the foundation for the proposed research model (Shao et al., 2021).
Internal signals manifest as product attributes and specifications (Choi et al., 2018). External cues are
expressed as country of origin, brand, price, and warranty (Lee & Lee, 2009). Two image constructs (i.e.
country and brand image) serve as stimuli that consumers receive and process to form an expected
response (i.e. purchase intentions). The current study considers several factors that potentially intervene
the information processing, such as consumer ability to retain information (i.e. consumer knowledge of
warranty), the nature of product involvement (i.e. car as a high involvement product associated with
high risks), and situational factors (i.e. consumption situation: personal vs business use). Such factors
potentially moderate the influences of country and brand image on purchase intentions. The interaction
of such constructs indicates the complexity of decision-making.

Consumption situation in decision-making

Environmental factors may influence consumer behavior, and the situationist paradigm explains that con-
sumer behavior is a response function determined by circumstances, contexts, or use situations (Arndt,
1986). One situational variable is the context of use (Ramtiyal et al., 2022) and purchase and communi-
cation situations (Assael, 2005). The context of use refers to *... the very concrete environment in which
a technology is going to be used! (van de Wijngaert & Bouwman, 2009). The context of using different
products determines exposure to risks and uncertainties that can influence consumer decisions (Ramtiyal
et al, 2022). The consumption situation may moderate extrinsic cues’ impact on consumers’ risk assess-
ment (Aqueveque, 2006). Consumers frequently experience situational effects when confronted with
opportunities, time constraints, and tasks (Ramtiyal et al, 2022). For instance, purchasing and using a
high-involvement product for personal instead of business use signifies a different level of complexity in
the decision-making process. Purchasing a product for another individual is typically more intricate than
doing so for one’s personal use. Given the importance of usage situations in brand choice, marketers

[ System input j (Information Processing) [ System Output ]
4 N N\
Characteristic responses | Outcome (choice) or
Information "] of individuals to ]ﬂ statement of desired
information input preferences
- / j
Considerations
4 A ]
e Nature of e Types of processing
information strategies e Types of
e Information e Factors affecting outcomes
L complexity ) choice strategies.

Figure 1. Consumer Information Processing System.
Source: Chestnut and Jacoby (1977).
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must incorporate a situation variable (i.e. consumption situation) when developing marketing strategies
(Assael, 2005).

Country image and brand image on purchase intentions

The country of origin affects consumers’ general perception of product quality and the characters of
people from a particular country (Knight & Calantone, 2000). Schooler (1965) introduced the term coun-
try of origin as a signal for evaluating products. Along with international business development, the
country of origin has evolved from a single cue to multiple signals, including the country of design and
assembly (d’Astous & Ahmed, 1999), country of manufacturing, and brand origin (Usunier, 2011). The
different terms in the literature used to indicate the role of country of origin in product evaluation and
consumer decision-making are country image, product-country image, country equity, made-in-country
image, and origin country image (Kleppe et al.,, 2002). Despite a multitude of related terms, scholars can
analyze the role of the country-of-origin effect at the country and product levels (Knight & Calantone,
2000; Parameswaran & Pisharodi, 1994). The current study utilizes a country image to describe the effect
of country information on consumer evaluation and decisions.

Country image is essential for consumers, especially those with limited product knowledge because it
can provide a shortcut in information search and product evaluation (Lee & Lee, 2009). The halo model
explains that country image offers a halo effect for consumers with limited knowledge to develop certain
beliefs or stereotypes about a product. In contrast, the summary construct model posits that the country
image summarizes beliefs regarding product attributes based on consumer knowledge or experience
(Cilingir & Basfirinci, 2014). Other theories explain the influence of a country image on consumer evalu-
ation and decision-making. The cue theory identifies country image as an extrinsic signal influencing
product evaluation by conveying product quality information without product information (Jin et al,
2020). The signaling theory views consumers subconsciously evaluating brands by using information
called signals, such as the Kaizen culture, as a signal of the quality of Toyota products from Japan
(Miyamoto et al., 2023). Furthermore, the attribution theory establishes that consumers’ cognitive and
affective reactions to particular unexpected events or behaviors vary based on their perception of the
underlying cause; for instance, Japanese brands are commonly associated with high prices as an attribute
of quality (Miyamoto et al., 2023).

The current study analyzes country image conducted at the product level, specifically for automotive
products categorized as high-involvement products. Country image affects attitudes, preferences, pur-
chase intentions, and willingness to pay (Luis-Alberto et al., 2021). Previous studies have consistently
demonstrated that country image affects consumer behavior (e.g. Diamantopoulos et al., 2011; Godey
et al, 2012; Wang & Yang, 2008; Yu et al., 2013). However, previous studies have not explicitly examined
the role of situational influences (i.e. consumption situations) in intervening in the impact of a country
image on consumer decision-making. Therefore, the following hypothesis H1 is proposed:

H1: Country image affects purchase intentions based on consumption situations

Furthermore, several studies juxtapose country and brand image as predictors of product evaluation
and behavioral intentions (Diamantopoulos et al., 2011; Yu et al., 2013). In line with a cue utilization
theory (Olson, 1972), a brand is an essential product element, as it serves as an extrinsic product cue
(Jin et al,, 2020). Consumers utilize a brand to capture, select, organize, and interpret product evaluation
and purchase decisions (Ahmed et al., 2004). Brand image is '.... The associations’ external target groups
have in their minds about brands’ (Burmann et al., 2008), and companies seek to communicate brand
image positively to improve brand positioning better than competing product brands (Gémez-Rico et al.,
2023). Prior studies support these arguments by demonstrating that brand image affects product evalu-
ation and purchase intentions (Bian & Moutinho, 2011; Diamantopoulos et al., 2011; Godey et al., 2012;
Kim & Chao, 2019; Lien et al., 2015). As the signaling theory suggests, brand image infers product quality
and value (Karanges et al,, 2018). In line with the halo theory, consumers utilize brand image to infer
products’ unknown attributes (Woo, 2019). The summary construct model also explains that brand image
retrieves from memory all product attributes that customers may consult when assessing the product for
purchase decisions (Park et al., 2011). Therefore, brand image becomes a pivotal factor in improving
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business performance, prompting marketers to invest significant efforts in preserving and strengthening
their well-established brand image (Hamin et al., 2014). Based on the arguments, the following hypoth-
esis H2 is proposed:

H2: Brand image affects purchase intentions based on the consumption situation

Warranty knowledge in decision-making

Consumer knowledge is essential for decision-making (Kang et al., 2013) because it represents memory
and the information-search activities required before product evaluation and purchase decisions.
Consumer knowledge can be classified into three categories: subjective knowledge (i.e. consumers’ sub-
jective evaluation of their understanding of product or service-related matters), objective knowledge (i.e.
consumers’ actual understanding of the factual and accurate product or service conditions), and prior
experience (i.e. consumers’ factual experience when buying or consuming the products or services)
(Brucks, 1985). Consumers who are highly involved in the products are more interested in product-associated
information. The elaboration likelihood model explains that consumers activate central information pro-
cessing (high elaboration) for high-involvement products and peripheral information processing (low
elaboration) for low-involvement products (Petty & Cacioppo, 1986). Consumer knowledge is the output
of memory and the results of information-search activities.

Following the cue utilization theory (Olson, 1972), products consist of internal and external cues.
Internal cues are realized in product features and specifications (Choi et al., 2018), while external cues
are expressed as country of origin, brand, price, and warranty (Lee & Lee, 2009). Warranty is a critical
extrinsic cue for consumers to evaluate a company’s commitment to meeting consumer expectations
(Martin et al, 2011). Companies’ commitment becomes even more necessary when consumers purchase
high-involvement products - i.e. those considered essential because they are associated with self-image,
symbolic in nature, and expensive (Assael, 2005). For instance, a car is considered a high-involvement
product (Dahiya, 2018). The absence or lack of a product warranty that guarantees product quality is a
factor that prevents consumers from buying products (Clemes et al, 2014). Product warranties are
increasingly relevant, especially for risk-averse consumers who are loss-sensitive like Asians; therefore,
product warranty availability can attract Asian consumers (Han & Kim, 2017). A product warranty is a
strategy for reducing risk (Mansour & Ali, 2009). Risk-reduction strategies increase certainty and reduce
unexpected consequences of human actions (Lo et al., 2011). A product warranty reduces risk perception
(Mahmoodi & Heydari, 2021), protects consumers from the negative consequences of product failure, and
signals quality (H. Huang et al, 2021). In addition, product warranties provide consumers with greater
assurance in dealing with uncertainty related to the performance of new products and serve as a signal
of product quality (Murthy & Djamaludin, 2002).

It has been demonstrated that risk knowledge reduces risk perceptions (Zhu & Deng, 2020). Featherman
et al. (2021) establish that strong beliefs about product warranty will protect consumers regardless of
whether they rely on research (i.e. objective knowledge) or intuition (i.e. subjective knowledge). In this
sense, beliefs regarding product warranty are the function of product warranty knowledge, encompass-
ing both actual knowledge (i.e. objective warranty knowledge) and perceived knowledge (i.e. subjective
warranty knowledge). Product warranty knowledge as an external cue is particularly relevant for
risk-averse consumers confronted with high-involvement purchasing decision-making situations. Previous
studies have examined the role of consumer knowledge in decision-making but rarely discuss
warranty-specific consumer knowledge. Awareness of product-warranty existence is critical, especially
when consumer decision-making for high-involvement products has a higher potential risk than for
low-involvement products. Moreover, the complexity of decision-making is compounded by the situa-
tional influences that consumers encounter, leading to greater risk levels.

Previous studies have investigated the relationship between objective and subjective knowledge.
However, the findings have indicated that such a relationship is weak (Hadar et al., 2013), likely because
consumers tend to be overconfident, which causes subjective knowledge to be more prevalent than
objective knowledge (Pieniak et al., 2010). Hoque and Alam (2020) posit that subjective knowledge sig-
nificantly affects purchase intentions, whereas objective knowledge yields similar results. Consistent with
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Featherman et al. (2021), this study specifically examines the role of objective and subjective consumer
product knowledge, especially in strengthening the effect of country and brand image on behavioral
intention. Considering that the current study is conducted among Asians (i.e. Indonesians), who are argu-
ably more risk-averse, the present study formulates the following hypotheses:

H3a: Subjective warranty knowledge moderates the relationship between product-country image and pur-
chase intentions for personal use

H3b: Subjective warranty knowledge moderates the relationship between brand image and purchase inten-
tions for business use.

H4a: Objective warranty knowledge moderates the relationship between product-country image and purchase
intentions for personal use.

H4b: Objective warranty knowledge moderates the relationship between brand image and purchase intentions
for business use.

Research methods
Sampling and data collection

The current study is explanatory research to test the effects of the independent and moderating vari-
ables on the dependent variables in the proposed research model. The owners or managers of car rental
providers in Central Java, Indonesia, were selected as the research respondents based on the
non-probability sampling method of purposive sampling technique. Questionnaires were distributed to
potential respondents individually and through car rental provider forums on social media (WhatsApp
and Facebook), and the respondents filled out a form to confirm their consent to participate in the cur-
rent study. Those who submitted their consent completed the questionnaire independently and submit-
ted their responses through a Google form. Data collection was conducted from July to August 2020.

Measurement

The research instrument utilized questions about the respondents’ demographic profiles (gender and
age) and business profiles (number of employees and car fleets). Furthermore, the research instrument
comprised questions that measured the following concepts: country image, brand image, consumer
knowledge (i.e. subjective and objective), and purchase intentions. The present study modified the mea-
surement items used in previous studies. Consecutively, the current study used five question items to
measure country image (Knight & Calantone, 2000), nine-question items for brand image (Driesener &
Romaniuk, 2006), two question items to measure subjective warranty knowledge (Brucks, 1985), and four
question items for purchase intentions (Huang et al., 2014; Jalilvand & Samiei, 2012)—see Appendix 1 for
consulting a complete questionnaire. All the question items for the four variables were measured using
a Likert scale.

In contrast, objective warranty knowledge was measured using a ratio scale. Participants responded to five
guestions to evaluate the degree to which they possessed factual knowledge of the Wuling automobile prod-
uct warranties. The sum of correct answers determines the level of objective warranty knowledge. The current
study transformed the warranty knowledge score measured by interval scale into a standardized value. It then
calculated its mean value as a cut-off to establish two levels of warranty knowledge: high and low. This pro-
cess uses multi-group analysis to test the moderating effects of subjective and objective warranty knowledge.

Data analysis

Before analyzing the data, the data screening stage was carried out by identifying and addressing issues
such as missing data, unengaged responses, and data normality. A disengagement response occurs when
the variation of respondents’ answers is low, as indicated by the standard deviation value of less than
0.5 for all responses (Steyn, 2017). Data normality was indicated when the skewness and kurtosis values
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for every variable question item fell from -1 to 1 (Ramos et al.,, 2018). Furthermore, the validity and reli-
ability tests used factor analysis with a minimum factor loading of 0.5 (Hair et al., 2010) and the Cronbach
a test with a minimum score of 0.6, respectively (Hair et al., 2018). After the data were deemed valid
and reliable, further analysis was performed using a structural equation modeling to obtain the proposed
hypothesis testing results. A structural equation modeling was conducted using SmartPLS 4 with a copy-
right license for this study.

Findings

Data collection yielded a total of 386 respondents without missing data. In general, the data did not
suggest unengaged responses, as indicated by the magnitude of the variation in the answers to all vari-
able items in the research model (i.e. > 0.5 standard deviations), except for two responses whose stan-
dard deviation values were within an acceptable range (approximately 0.5 standard deviations). Examining
the skewness and kurtosis values for each variable question item reveals that the data are normally
distributed, as both measures remain within the range of -1 to 1. Once the data screening process was
complete, the subsequent phase involved assessing the validity and reliability of the data. Table 1 pres-
ents the final results of the validity and reliability tests. All variable measurement items were valid and
reliable, except for three items measuring brand image (BIW5, BIW8, and BIW9), which were invalid
because the loading factors were below 0.5.

Respondent profiles

Table 1 demonstrates respondents’ demographic and business profiles. The demographic profile revealed
that most respondents were male (90.7%) and belonged to the age groups of > 20-30years (59.1%) and
> 30-40years (27.5%). Further, most respondents were owner-managers (46.6%). Car providers with no
more than five employees dominated the respondents (65.5%), followed by those with > 5-10 employ-
ees (19.9%). Meanwhile, most respondents had a maximum of five operational vehicles (56.5%), followed
by those with car ownership > 5-10 units (23.8%).

Validity and reliability test

The subsequent phase involved the validity and reliability tests before further data analysis using struc-
tural equation modeling. The validity test was carried out using factor analysis because it is considered
the most commonly used method for testing construct validity (H. Kang, 2013). The results of the first
round of data processing with factor analysis showed a KMO value of 0.917, higher than the cut-off value

Table 1. Demographic and business profiles.

No Category Sub-category Frequencies %
1 Gender Male 350 90.7%
Female 36 9.3%
2 Age < 20years 30 7.8%
> 20 - 30years 228 59.1%
> 30 - 40years 106 27.5%
> 40 - 50years 20 5.2%
> 50years 2 0.5%
3 Position Owner 145 37.6%
Manager 61 15.8%
Both the Owner and Manager 180 46.6%
4 Number of employees < 5 employees 253 65.5%
> 5 - 10 employees 77 19.9%
>10 - 15 employees 25 6.5%
>15 - 20 employees 10 2.6%
>20 employees 21 5.4%
5 Number of cars < 5 units 218 56.5%
> 5 - 10 units 92 23.8%
> 10 - 15 units 28 7.3%
> 15 - 20 units 16 4.1%

> 20 units 32 8.3%
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of 0.5 (Yong & Pearce, 2013), indicating the adequacy of the sample used. Consistent with the KMO
results, the Bartlett test of sphericity value of 8,793.374 (p<0.001) demonstrated the adequacy of the
correlation matrix, suggesting that it is feasible to proceed with the factor analysis. Except for BIWS5,
BIWS8, and BIW9, which have factor loading values below 0.5, the rotation factor matrix reveals that the
measurement items for each tested variable (country image, brand image, subjective knowledge, and
purchase intentions) are on their corresponding factors and have factor loadings exceeding 0.5. Therefore,
the second round of the factor analysis was repeated by excluding BIW5, BIW8, and BIW9. The second
round of factor analysis generated a KMO of 0.906 and a Bartlett test of sphericity of 7,709.455 (p<0.001).
The rotated component matrix table indicates that all items measuring the same variable were on the
same factor. Furthermore, the reliability test results showed all variables had a Cronbach a value greater
than 0.6. Therefore, as displayed in Table 2, all measurement items were valid and reliable.

Subsequently, Table 3 demonstrates further validity and reliability tests for all exogenous (i.e. country
and brand image) and endogenous (i.e. purchase intentions) constructs. Following Hair et al. (2022), the
results suggest that all constructs satisfy the requirement for internal consistency reliability as indicated
by composite reliability (CR), convergent validity as indicated by average variance extracted (AVE), and
discriminant validity as evaluated by Fornell-Larcker’s criterion and heterotrait-monotrait ratio (HTMT).
Each construct exhibits composite reliability higher than the treshold level value of 0.6, average variance
extracted (AVE) higher than 0.5, the square root of each construct’s AVE greater than its highest correla-
tion with any other construct, and the heterotrait-monotrait ratio (HTMT) below 0.85.

Hypothesis testing

The hypotheses were empirically tested based on valid and reliable datasets. The current study used
structural equation modeling. Table 4 demonstrates that country image significantly affects purchase
intentions in two different consumption situations: personal use (p<0.001) and business use (p<0.001).
The brand image also significantly influences purchase intentions for personal use (p<0.001) and busi-
ness use (p<0.001). These results indicate that hypotheses H1 and H2 are empirically supported. However,
the impacts of both image constructs on purchase intentions do not differ between the two types of
consumption scenarios (p>0.05).

Table 2. Validity and reliability tests.

Code Item BIW PIN PIC SKG Cronbach a
PCI1 Products made with meticulous workmanship 0.744 0.798
PCI2 Products are distributed worldwide 0.516

PCI3 Products need minimum repair. 0.729

PCl4 Products are long-lasting or durable. 0.819

PCI5 Good after-sales service 0.681

BIW1 Advanced 0.848 0.855
BIW2 Broad distribution 0.553

BIW3 Good value 0.685

BIW4 Safety 0.574

BIW6 Modern 0.821

BIW7 Interesting 0.694

SKG1 General warranty knowledge 0.836 0.859
SKG2 Warranty knowledge compared to peers. 0.799

PIN1 Looking to purchase the brand 0.807 0.894
PIN2 Willingness to recommend the brand 0.774

PIN3 Prioritize the brand 0.807

PIN4 Willingness to preorder the brand 0.778

Table 3. Internal consistency reliability, convergent and discriminant validity.

Fornell-Larcker criterion Heterotrait-monotrait
Purchase
Construct CR AVE Country image  Brand image intentions Correlation HTMT ratio
Country Image 0.813 0.559 0.747 PCl <> BIW 0.582
Brand Image 0.866 0.584 0.489 0.764 BIW < PIN 0.644
Purchase Intentions 0.905 0.761 0.504 0.580 0.873 PIN & PCl 0.595

Note: CR: composite reliability; AVE: average variance extracted; HTMT: heterotrait-monotrait; PCl: country image; BIW: brand image; PIN:
purchase intentions.



COGENT BUSINESS & MANAGEMENT . 9

The next test empirically analyzed the moderating effect of subjective warranty knowledge on the
relationship between the independent variables (country image and brand image) and purchase inten-
tions in personal and business use settings. Table 5 indicates that subjective warranty knowledge in the
personal use setting moderates the relationship between country image and purchase intentions
(B difference=-0.351, p<0.001) and also the relationship between brand image and purchase intentions
(B difference = 0.189, p=0.036)

Furthermore, Table 5 presents information regarding the presence or absence of the moderating effect
of subjective warranty knowledge on the relationship between two image constructs and purchase
intentions in the business use setting. A structural equation modeling test reveals a significant modera-
tion effect of subjective warranty knowledge on the relationship between country image and purchase
intentions for business purposes (3 difference=-0.286, p=0.012). However, in the business setting, sub-
jective warranty knowledge does not moderate the effect of brand image on purchase intentions
(B difference = 0.081, p=0.349). Therefore, the findings from Table 5 support hypothesis H3a and partially
support hypothesis H3b.

The findings based on a structural equation modeling analysis demonstrate the role of objective war-
ranty knowledge in the relationship between image constructs (i.e. country image and brand image) and
purchase intentions for personal and business use. Table 6 indicates that objective warranty knowledge
does not have a moderation effect on the relationship between country image and purchase intentions
(B difference = 0.030, p=0.763), also the relationship between brand image and purchase intentions (3
difference=-0.099, p=0.302), both for personal use. The same pattern applies to business use settings
where objective warranty knowledge does not moderate the effect of country image on purchase inten-
tions (B difference=-0.132, p=0.194) and the impact of brand image on purchase intentions (3 difference
= 0.008, p=0.917). The results from Table 6 indicate that hypotheses H4a and H4b are not empirically
supported.

Table 4. The effect of image constructs on purchase intentions (personal vs business).

Difference (Personal vs

Personal Business Business)
Path B t-Value p-Value B t-Value p-Value B p-Value
PCI->PIN 0.294 6.060 < 0.001 0.288 6.045 < 0.001 0.006 0914
BIW->PIN 0.464 10.453 < 0.001 0.419 9.592 < 0.001 0.045 0.482

Note: BIW: brand image; PCl: country image; PIN: purchase intentions; SKG: subjective knowledge.

Table 5. The moderation effect of subjective warranty knowledge.

Personal use

Low SKG High SKG Difference
Path B t-Value p-Value B t-Value p-Value B p-Value
PCl - PIN 0.016 0.162 0.872 0.367 6.662 < 0.001 —0.351 < 0.001
BIW-> PIN 0.570 8.337 < 0.001 0.382 6.984 < 0.001 0.189 0.036
Business Use
Path Low SKG High SKG Difference
B t-value p-value B t-value p-value B p-value
PCl - PIN 0.059 0.553 0.580 0.345 6.299 < 0.001 —0.286 0.012
BIW-> PIN 0.450 6.371 < 0.001 0.369 6.917 < 0.001 0.081 0.349

Note: BIW: brand image; PCl: country image; PIN: purchase intentions; SKG: subjective knowledge.

Table 6. The moderation effect of objective warranty knowledge.
Personal use

Low OKG High OKG Difference
Path B t-Value p-Value B t-Value p-Value B p-Value
PCl - PIN 0317 3.805 < 0.001 0.287 4.889 < 0.001 0.030 0.763
BIW-> PIN 0.397 4.932 < 0.001 0.496 9.347 < 0.001 —0.099 0.302
Business use
Path Low OKG High OKG Difference
B t-value p-value B t-value p-value B p-value
PCl - PIN 0.205 2.540 0.011 0.336 5.574 < 0.001 —-0.132 0.194
BIW-> PIN 0.423 5.755 < 0.001 0.415 7.857 < 0.001 0.008 0.917

Note: BIW: brand image; PCl: country image; PIN: purchase intentions; OKG: objective knowledge.
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Discussions

The findings indicate that country and brand image positively affect purchase intentions in both per-
sonal and business situations. Nevertheless, the effects of country and brand image remain the same
across consumption situations (i.e. personal and business use). The findings are consistent with the cue
utilization theory, arguing that consumers activate external cues as information sources for product eval-
uation. In general, considering that both image constructs directly influence purchase intentions, it is
likely that country image and brand image create a halo effect, assuming that the respondents were not
familiar with the product (i.e. Chinese car brand).

However, when evaluating more established products, such as Japanese car brands, the respondents
might regard country and brand image as summary effects. The findings also suggest that respondents
considered country and brand images essential information sources irrespective of the consumption context.
As car rental business owners with knowledge and experience in evaluating, purchasing, and utilizing auto-
mobiles, the respondents consider brand and country image influential factors in their car purchase deci-
sions. However, the results indicate that the respondents tend to emphasize brand image more than country
image as an information source. Regardless of the roles of country image and brand image (i.e. halo or
summary effect), the respondents considered country image and brand image vital in purchasing decisions.

Subjective warranty knowledge significantly moderates the effect of country image on purchase inten-
tions for personal and business use. Enhanced subjective knowledge arguably strengthens the impact of
a country image on purchase intentions. Subjective warranty knowledge boosts consumers’ confidence,
which enables them to anticipate potential risks, particularly when purchasing products from countries
whose reputations have evolved from inferior to better image, such as Chinese products. Given the prod-
uct’s characteristics (i.e. cars as high-involvement products) and the assumption that most Asian consum-
ers are risk-averse, they are more likely to reduce unexpected product failure through product warranties.
Following the elaboration likelihood model, respondents conducted an intensive information search
about product offerings, including product warranties.

In contrast, subjective warranty knowledge moderates the relationship between brand image and pur-
chase intentions only for personal use, not business use. Interestingly, subjective warranty knowledge
weakens the effect of brand image on purchase intentions for personal use. This result might occur when
respondents depend on external cues, such as product warranties, to compensate for perceived high
risks associated with a newcomer brand. Subjective warranty knowledge is irrelevant in the relationship
between brand image and purchase intentions for business use. Given the higher complexity of con-
sumption situation for business use than personal use, respondents likely lack confidence in new brands
due to limited references to obtain accurate information about the new brand’s success for business use
through mainly word-of-mouth communication. Therefore, subjective warranty knowledge is insufficient
to elevate the brand image effect on purchase intentions for business use, given that respondents might
still ‘wait and see’ new car brands’ performance history. In contrast, Japanese car brands are more estab-
lished and dominate the Indonesian car market (The Association of Indonesia Automotive Industry, 2024).

Subjective warranty knowledge has a more pronounced role than objective warranty knowledge in
moderating the effect of country image on purchase intentions. Objective warranty knowledge does
not moderate the relationship between the two external cues (i.e. country and brand image) on car
purchase intentions for personal and business use. Consistent with Pieniak et al. (2010), it is likely that
the respondents are highly self-confident and thus rely more on subjective warranty knowledge than
objective warranty knowledge, which causes subjective warranty knowledge to be more relevant for
respondents than objective warranty knowledge. Respondents’ backgrounds as owners or managers of
car rental providers arguably explain their greater confidence in their subjective knowledge than relying
on objective warranty knowledge when evaluating and making decisions.

Conclusions

The findings partially lend support to all hypotheses proposed in the current study. For the hypothesized
main effects of country and brand image on purchase intentions, the results indicate that country and
brand images are essential external cues in consumers’ decision-making processes in personal and
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business use contexts. The respondents consistently utilize the effects of both image constructs on pur-
chase intentions irrespective of the two consumption situations. The impact of brand image is greater
than a country image, indicating that specific external cues such as brand image are more prominent
than general external cues such as a country image on consumer decision-making.

Subjective warranty knowledge strengthens the effect of country image on purchase intentions for per-
sonal and business use. Given that respondents are mostly business consumers, they are highly confident
due to greater subjective warranty knowledge to anticipate the potential risks associated with the ‘made-in’
products from ‘unfavorable country image! However, subjective knowledge only substantiates the effect of
brand image on purchase intentions when respondents purchase a car for personal use instead of business
use. Purchasing a car can be considered a high-involvement decision despite a continuum of purchase
involvement following the consumption situations (i.e. personal vs business use). The nature of newcomer
brands and high-involvement purchases, which increase uncertainty and complexity, are more likely to
attenuate the effect of brand image on purchase intentions, particularly for business use.

Objective warranty knowledge significantly moderates the effect of country and brand image on pur-
chase intentions for personal and business use. Subjective warranty knowledge outperforms objective
warranty knowledge in strengthening or attenuating the impacts of country and brand image on pur-
chase intentions. The results correspond with the respondent’s profile as business consumers, leading to
greater confidence in their subjective product warranty knowledge. Respondents rely more on subjective
than objective warranty knowledge when evaluating and making purchase decisions. Confidence bias
creates an inconsistency/gap regarding the effects of warranty knowledge on purchase intentions.
Subjective warranty knowledge does not necessarily reflect objective warranty knowledge regarding its
weight and significance and vice versa.

Managerial and theoretical implications

Brand cars from a country of origin with an ‘unfavorable image’ encounter challenges in attracting con-
sumers to purchase their products. Wuling may focus on boosting its product/brand image among image
constructs because its effect on purchase intentions is greater than country image. Additionally, it is
more difficult to intervene country image. The outcomes of brand image measurements indicate specific
issues that Wuling should address. Specifically, Wuling must handle the stereotype that Chinese brands
are less durable and frequently require maintenance through intensive marketing communications and
services that might reduce risk perceptions, including by providing reliable after-sales services through
the availability of extensive workshop services and spare parts. Besides, Wuling needs to continue its
research and development (R&D) to improve certain aspects of its product, such as product quality and
durability.

The role of subjective warranty knowledge is relevant in influencing product evaluation and purchase
intentions. Wuling could communicate its product warranty policy to potential consumers through vari-
ous channels to enhance their perception of product warranties. Additionally, Wuling must provide con-
venient access to information regarding warranty. For instance, each promotion staff incorporates product
warranty information into the promotion materials delivered during direct marketing activities.
Furthermore, the product website must display product warranty information to facilitate consumers’
access to the data more conveniently.

The current study presents empirical evidence that country and brand image consistently predict pur-
chase intentions in two distinct consumption situations: personal and business use. As with risk knowl-
edge, the status of product warranty knowledge, particularly subjective warranty knowledge, is better
than objective knowledge as risk knowledge. The respondents exhibit a certain degree of confidence
bias due to their profiles, which are highly involved with the product (i.e. car-rental service provid-
ers)-such bias results in a gap between subjective knowledge and objective knowledge.

Research limitations

The primary contribution of the current study is to investigate the effects of consumers’ product war-
ranty knowledge on the evaluation and purchase decisions of high-involvement products (i.e. cars)
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among Asian respondents (i.e. Indonesians) who are arguably more risk-averse. Nevertheless, consumer
knowledge may not only be related to product warranty issues. Consumer knowledge is multidimen-
sional, and each dimension potentially contributes to evaluation and purchase decision-making. The cur-
rent study has not investigated the relative contribution of warranty knowledge across other potential
risk-associated cues, such as price and product information.

Future research

Future research can further investigate the role of product warranty in strengthening or attenuating the
relationship between image constructs and purchase intentions for new and well-established brands. The
current study involves the owners or managers of car rental providers as business consumers to express
their responses in two different consumption situations (personal vs. business use). Subsequent hypoth-
esis testing may involve individual consumers in two other car purchase situations (purchase vs rent) or
comparing two unrelated samples: individual and business consumers. Additionally, subjective knowl-
edge can be expressed in multiple dimensions, such as product features, price, and warranty. Future
research needs to investigate the contribution of warranty knowledge across other internal and external
cues in consumer decision-making.
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Appendix 1. Questionnaires

Country Image*
How would you rate Chinese products compared to Japanese products in the following areas:
PIC1 - Products made with meticulous workmanship.
PIC2 - Products are distributed worldwide.
PIC3 - Products need minimum repair.
PIC4 - Products are long-lasting or durable.
PIC5 - Reliable after-sales service.

Brand Image **
To what extent do you agree that Wuling is an automotive product brand that is:
BIW1 - Advanced.
BIW2 - Broadly distributed.
BIW3 - Possessing good value.

BIW4 - Safe.
BIW5 — Trustworthy.
BIW6 - Modern.

BIW7 - Interesting.
BIW8 - Prestigious.
BIW9 - Responsive.

Purchase intentions**
To what extent do you agree with the following statement:
PIN1 - | will purchase the brand (Wuling) for .... (personal or business use).
PIN2 - | am willing to recommend others to purchase the brand (Wuling) for .... (personal or business use).
PIN3 - | will make the brand (Wuling) my priority when purchasing a car for ... (personal or business use).
PIN4 - | am willing to wait for a car indent if the brand (Wuling) that | want for ... (personal or business use) is
not yet available.

Subjective warranty knowledge***
SKG1 - To what extent is your knowledge of the terms and conditions governing Wuling car warranty?
SKG2 - How would you rate your knowledge of Wuling car warranty terms and conditions compared to your
peers?

Objective warranty knowledge****
1. Wuling Motors provides a general warranty for five years or 100,000 km.
2. Wuling Motors provides engine and transmission main components with a warranty of three years or 100,000 km.
3. Wuling Motors provides a warranty on spare parts and installation for one year or 20,000 km.
4. Wuling Motors provides a warranty of free periodic service fees for up to 4years or 50,000 km.
5. The warranty remains in effect when the vehicle ownership is transferred.

* 5-point scale (inferior/superior)

** 5-point Likert scale (strongly disagree/strongly agree)
*** 5-point scale (very low/very high)

**** Binomial scale (Yes/No).
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