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Abstract

As an integral multi-ethnic nation, China’s ethnic minorities, notably the Miao and Tibetan populations,
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have cultivated distinct and efficacious ethnic medicinal systems through their protracted historical
evolution. Nowadays, there has been a profound enhancement in consumers’ comprehension of the
construct of “immunity,” leading to a heightened demand for products associated with Hmong (alter-
natively referred to as Miao) medicine. However, existing research endeavors examining the phenom-
enon of consumer procurement of Hmong medicine remain inadequate, lagging behind the rapid pace
of practical developments. Drawing upon the insights garnered from prior studies, this research paper
delves into the intricate interplay between price, quality and safety, country-of-origin image, reference
groups, health consciousness, perceived value, and consumers’ purchase intentions. Utilizing a ques-
tionnaire survey administered to a sample of 295 consumers of Miao medicinal products, the study
reveals the following pivotal findings: 1) Price, quality and safety, country-of-origin image, reference
groups, and health consciousness positively correlate with perceived value; 2) Perceived value, in turn,
exerts a positive influence on consumers’ willingness to purchase; 3) Additionally, perceived value
serves as a conduit, mediating the relationships between price, quality and safety, country-of-origin
image, reference groups, health consciousness, and ultimately, consumers’ purchase intentions. The
conclusions drawn from this study offer strategic recommendations and valuable marketing insights
for both governmental agencies and Hmong medicine enterprises, aimed at fostering informed deci-
sion-making and enhancing market penetration.
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Cronbach’s « A 0.875, CR {4~ 0.875, AVE {Jy 0.638; &A=& iHf{ Cronbach’s a ¥ 0.860, CR i}
0.860, AVE {E 4 0.673; EAIMMER Cronbach’sa 4 0.844, CR{E 4 0.845, AVE {H’4 0.578; L EE
] Cronbach’s o 5 0.807, CR {E’~4 0.811, AVE {H%~ 0.519. # Cronbach’sa {65 CR {HI KT 0.8, 3FKHf
BRAERIMEE, AVE KT 05, RPLEEE RIFIRESRUE.

TSR . RERIEMIX 73 R T7 1, AL Y6 SPSS26.0 #1147 KMO H1 Bartlett BRJE /5
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Table 1. Results of reliability and validity analysis
# 1 FE. ESHER

A I R FRUELL R 12 a7 KMO Alpha &% CR AVE
Qs1 0.801
FEzaet QSs2 0.832 0.737 0.865 0.866 0.682
Qs3 0.845
P1 0.862
P2 0.842
ihees 0.853 0.910 0.910 0.717
P3 0.833
P4 0.849
0G1 0.791
0G2 0.857
JR 7 L % 0.839 0.888 0.888 0.665
0G3 0.810
0G4 0.802
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RG1 0.751
RG2 0.811
ZHEREE 0.835 0.875 0.875 0.638
RG3 0.803
RG4 0.825
HC1 0.856
eI HC2 0.813 0.734 0.860 0.860 0.673
HC3 0.790
PV1 0.746
PV2 0.776
EAMME 0.791 0.844 0.845 0.578
PV3 0.790
PV4 0.728
PI1 0.627
PI2 0.731
) ST 755 M 0.774 0.807 0.811 0.519
PI3 0.786
Pl4 0.728
Table 2. Discriminant validity
=2 XNWE
R ERmIME RN G ESHER ik J B 22 A
W3R 0720
IRENANE 0.662" 0.760
RN 0.677 0.670™ 0.820
ZHERHE 0.597" 0.584™* 0.628™ 0.799
JFErEiE R 0574 0.507™* 0.560™ 0.459™* 0.815
ik 0.565™ 0.602"* 0.595™* 0.527 0.413"* 0.847
FiEwatt 06687 0.513" 0.583"* 0.471 0.423™ 0.402" 0.826

e MHBCF AR 7 Z R (AVE) P 7 iR ™ id A P < 0.001.
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Figure 1. Standardized path coefficient model diagram
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50%IHTBIME « 11 7 Z K IR T (VIF)HE T 2 ESLRMENNR, Frd VIF X8R T 2.7, RURECRIEE &
LR mZE . BJat a7 AR RUE B DG, 45 5 o A vh G — o A8 o R A7 7 i A DG (r >
0.70), R HABIFFEASAFIE ik 35 1 L 7] 77 V2 22 1) 8
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ERAME(P <0.05, FrREfbigse RECH 0.248), WIF T H2. JF/=Hu GOk R/E A T FIME(P < 0.05, &
AEAL R AT R ECH 0.143), HIE | HA S5 BEAGT G E B 1E 17152 (P < 0.05, bRt 45 240K 0.171),
BGAUE T H5. {8 B R IRHR A B IEF 52 (P <0.01, FrdEfbig12 250 0.283), Wik T H6. &AM
R K BB IE A 2 (P < 0.001, FruEfLERAE RECH 0.752), 6E T HL.

Table 3. Analysis results of the model’s pathways influencing consumer purchase intention towards Miao medicine products

=3 BHTMERENLEREFWERREBRENNER

iz Estimate S.E. CR. PH irfEfbRZ RS 25 ARG
BEIME < FIERAeM 0.143 0.052 2.761  0.006 0.175 vE
B E < ik 0.203 0.052 3.903 o 0.248 B
BaiE < JR 7= 1T 0.128 0.054 2379  0.017 0.143 B
BEIME < ZEE 0.151 0.060 2513 0.012 0.171 vE
BAiNE < e R 0.270 0.083 3273 0.001 0.283 BE
WREE < TSI AEIE 0.603 0.072 8.373 b 0.752 B

e 47 FIR P <0.001.
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Yt — B RAIE T IR BN I SE R SR I R VE A o DA F 08 S 5 TR R s e WL | F 98 K 22 AR 652
FERNF[28] [29], ZMs T FNOMELLEH P28 OB P AR AR, ASSCIAE 1 iE %At SRS
B, A, BB T R E K A s N R BRJERR T R ROR S S Y

DOI: 10.12677/ecl.2024.1341573 3708 TR 4TS


https://doi.org/10.12677/ecl.2024.1341573

T

43

G IRAHE AR . BEE T O R ROR AN TG 58, I B A RS2 B, T 9 BRI dh ThE
WAE, a0 ] G5 DR 3O B B S AR R S8, ASCMZ AR R RAE 155, 5
TIRAE AR AT ST o
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