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(International
Trade) 

 
. . 2003 

14,831 7,274 
7,557 . .

2002 16 (World Trade Organization, 2004)

 

(NAFTA), (AFTA), -
(TAFTA), (EU) 

    

  

 

(E-commerce) 

      



2

(Albaum, Stranskov, & Duerr, 2002)

 
(Mohamad, Ahmed, Honeycutt, & Tyebkhan, 2002) 

     

(J. Wild, K. Wild, & Han, 2003)

 

1) 

  

2) 

3) 

 

4) 
(

, 2547 ) 
1.1

 

(Country Image) 
  



3

 
(Bilkey & Nes, 1982; Chao, 1993; Onkvisit & Shaw, 1997;

Roth & Romeo, 1992) 
(Extrinsic Cue) (Han & Terpstra,
1988; Kotabe & Helsen, 2001; Onkvisit & Shaw, 1997) 

(Parameswaran & Pisharodi, 1994)

1.1 : . . 2541-2546

                          
                              ( )                     ( )                            ( )

        2541              4,022,155.8                 2,248,089.4                     1,774,066.4
        2542              4,121,639.3                 2,214,248.7                     1,907,390.6
        2543              5,262,197.9                 2,768,064.8                     2,494,133.1
        2544              5,640,010.8                 2,884,702.7                     2,755,308.1
        2545              5,727,456.3                 2,952,066.9                     2,775,389.4
        2546              6,472,023.8                 3,333,928.6                     3,138,095.2

 

: , . (2547 ). 
        2535-2547 ( . .- . .). Retrieved 22   2547,
          http://www.ops.moc.go.th/meeting/eibthai.xls

  

(Globalization) 
(Papadopoulos, 1993, as

cited in Kotabe & Helsen, 2001)  

 

(Symbol of Excellence) 



4

Its very well made in Taiwan 
( The New

Zealand Way(NZW) Brand) . . 1991 

(Keller, 1998)

. . 2542 
(Thailands Brand) 

  
(Product Logo) 

Thailand : Diversity & Refinement 

 

1,204 21 

  

, 
, , , ,

, , , , 
, , , , , 

, , , , , ,

 

( , 2546)  
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(Consumer Ethnocentrism) (Onkvisit & Shaw, 1997)

  
(Shimp & Sharma, 1987) 

   

(Cateora & Graham, 1999)  

   

(Good & Huddleston, 1995; Huddleston, Good, & Stoel, 2001; Klein, Ettenson, & Morris,
1998; Knight, 1999; Shimp &  Sharma, 1987) 
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1.

2.

3.

4.

1.



7

2.

3.

4.

   
25-59 

 
. .2548 

  

3 1. 2. 3. 

3 

 

4 

 

1. 2. 3. 

 

4. 

. . 2546 1) 42,064.4 2) 
33,594.2 

 

3) 27,913.7 
( , 2547 )

(Consumer Ethnocentrism) 
Shimp



8

Sharma (1987) 

  
(Demographic Characteristics) 

  
  

(Country-of-Origin) 

  
4 , , 

, 

(Country Image) 

  

4 (Innovative) (Design) (Prestige)
(Workmanship)  Roth Romeo (1992)

(Perceived Product Quality) 

 

Bhuian (1997)

(Purchase Intention) 

  

Kim Pysarchik (2000)

1.

 



9

2.

 
3.



2 

1. (Consumer Ethnocentrism)
2. (Country Image)
3. (Perceived Product Quality)
4. (Attitude and

Consumer Decision-Making Process)

1. (Concept of Consumer Ethnocentrism)

  

(Albaum, Stranskov, & Duerr, 2000)

(Consumer Ethnocentrism)
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(Moven & Minor, 1998;

Onkvisit & Shaw, 1997; Shimp & Sharma, 1987) 

(Caruana, 1996; Good & Huddleston, 1995; Huddleston,
Good, & Stoel, 2001; Luque-Martinez, Ibanez-Zapata, & Barrio-Garcia, 2000;
Netemeyer, Durvasula, & Lichtenstein, 1991)

Cateora Graham (1999) 

    

Shimp 
Sharma . .1987 

(Shimp & Sharma, 1987) 
Festervand Sokoya (1994) 

Huddleston et al. (2001) 



12

Kaynak Kara (2002) 

Onkvisit 
Shaw (1997) 

(Domestic Products)
(Foreign Products) Solomon

(2002) 

Shimp Sharma (1987) 

William Graham Sumner . .1906
(Curry, Jiobu, & Schwirian, 1997) Sumner (1906, as cited in Caruana, 1996) 
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(Ethnocentrism) 

Worchel 
Cooper (1979) 

Levine Campbell (1972, as cited in Shimp & Sharma, 1987) 

 
(In-groups) (Out-groups) 

Glynn (1996) 
(Feeling) (Beliefs) 

Conklin (1987) 

 

Horton Hunt (1984) 

  

Farley
(1990) 

(2540) 
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Keller (1998) 
(Country-of-origin) 

(Buy American Campaign) 

 
(Jo, 1998; Usunier,

1996)

(Ethnocentrism) 

(Brinkerhoff & White, 1988) 

(Social Control) 
(Eshleman, Cashion, & Basirico, 1988)  

 

(Doob, 1997)



15

(Curry et al.,
1997)

Brinkerhoff 

 
White (1988) 

 
Glyn (1996) 

(Prejudice) (Discrimination) 

 

(2540) 

  

Conklin (1987) 
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W. Lee, Hong, S. Lee (2003) 

(Nationalism) 

  

Conklin (1987) 

 

(2540) 

Klein Ettenson (1999) 
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(Cultural Openness) 

Thomas Hill (1999) 

 
(Societal

Culture) 

(Cultural Distance) 

 

(Inter-cultural Knowledge) 
Bush Ingram (1996, as cited in Thomas & Hill, 1999) 

  

(Stereotypes) 

Cashdan (2001) 

Jo (1998) 
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6.82 
4.85 
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Hawkins, Best, Coney (1998) (Culture)

Assael (1998) 

 
(Achievement)  

Schiffman Kanuk (2000) 

Sheth, Mittal, Newman (1999) 

(2540) 
2 1) (Material

Culture) 

2) (Non-material Culture) 

 

Schiffman Kanuk
(2000) 3 

 

(Culture Satisfies Needs) 
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(Culture

is Learned) 
(Enculturation) (Acculturation) 

 
(Culture is

Dynamic) 

Hawkins et al. (1998) 

 
2.1

2.1: 

: Hawkins, D. I., Best, R. J., & Coney, K. J. (1998). Consumer behavior: Building
        marketing strategy (7th ed.). Boston, MA: McGraw-Hill, p. 40.

Language

Demographic

Values

Nonverbal
Communications

Consumer
Behavior

Marketing
Strategy
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2.1 Hawkins et al. (1998) 

4 
(Language) (Demographic Characteristics) (Values) 

(Nonverbal Communication) 

  

(Cross-cultural Analysis) 

Moven Minor (1998) 

 

7 
1) 2) 

3) 
4) 

5) (Social Mobility) 
(Status System) (Authority Structures) 6) 

7) (Philosophical Systems) 
(Sacred Objects) (Rituals) 

7 
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Engel, Blackwell, Miniard (1995) 

G. Belch M. Belch (2004) 
4

 
2.2

2.2: 

 

: Adapted from Belch, G. E., & Belch, M. A. (2004). Advertising and promotion: An
        integrated marketing communications perspective (6th ed.). New York: McGraw-
          Hill/Irwin, p. 662.

2.2 
1) (Economic Environment) 

2) (Cultural Environment) 

Economic Environment

Demographic Environment

Cultural Environment

Political/Legal Environment

International Marketing and Promotions Decisions
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3) (Demographic
Environment) 

4) 
(Political/Legal Environment) 

 
G. Belch M. Belch (2004) 

  

Jain (1996) 

 

 (Lifestyle) (Behavior
Patterns)  (Actions in the Marketplace)

 (Impact on Firms Marketing
Decisions) 

( 2.3)

Assael (1998) 
4 1) 

P&G 

2) 

Gillette Trac II 

 

Trac 
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(Fragile) 3) (Symbols) 

   
2 

4) 

2.3: 

: Jain, S. C. (1996). International marketing management (5th ed.). Cincinnati, OH:
          South-Western, p. 223.

Customers Culture

Lifestyle Behavior Patterns

Actions in the
Marketplace

Impact on Firms
Marketing Decisions
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(Cultural Values) 

 
(Nicosia & Mayer, 1976) Hoyer MacInnis (2001) 

 

(2540) 

(2540) 

Macionis (1997) 
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Schiffman Kanuk (2000) 
1) 2) 

3) 
4) 

Assael (1998) 
4 

(Youthfulness) (Individuality) 
(Conformity to the

group) (Respect to seniority) 

Hawkins et al. (1998) 

(Norms) 
(Sanctions) 

(Consumption
Patterns) 

 

( 2.4)
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2.4: 

: Hawkins, D. I., Best, R. J., & Coney, K. J. (1998). Consumer behavior: Building
        marketing strategy (7th ed.). Boston, MA: McGraw-Hill, p. 43.

(Reference Groups) 

Schiffman Kanuk (2000) 

 

Solomon (2002) 

Assael (1998) 
Hawkins et al. (1998) 

Cultural Values

Norms
Specify range of
appropriate  behavior

Sanctions
Penalties for
violating  norms

Consumption
Pattern
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Kotler (2000) 

(Engel et al., 1995)

Schiffman Kanuk (2000) 2 1) 
(Normative Reference Group) 

 

2) 
(Comparative Reference Group) 

 

Assael (1998) 4 
1) 

(Membership) 2) (Aspiration
Group) 

3) (Disclaimant Group) 

 

4) 
(Dissociative Group) 

2.5
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2.5: 

                                       Membership                             Nonmembership

   Positive Attitude                   Membership Group                    Aspiration Group
   Negative Attitude                 Disclaimant Group                     Dissociative Group

: Assael, H. (1998). Consumer behavior and marketing action (6th ed.). Cincinnati,
         OH: South-Western College, p. 529.

Assael (1998) 
(Membership Group) 4 

1) (Informal) 
(Primary) 

 

2) (Formal) 
(Primary) 

3) (Informal) 
(Secondary) 

  

4) (Formal) 
(Secondary) 
(Aspiration Group) 2 1) (Anticipatory Group)

  

2) (Symbolic Group) 
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(Norms) (Value) (Roles) (Status) 

(Socialization) 
(Power) 

3 

 
(Expert Power) 

 
(Referent Power) 

(Reward Power) 

(Assael,
1998)

Solomon (2002) 2

 

(Information Power)

(Coercive Power) 

Assael (1998)  3 1) 
(Informational Influence) 

 

2)
(Comparative Influence) 

 

(Associating) 
(Dissociating) 
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3) (Normative Influence) 

Sheth et al. (1999) 

 
(Conformity) 

Assael (1998) 
2 

 

(Social Multiplier Effect) 

(Reactance) 

Solomon (2002) (Conformity) 

5 (Cultural Pressures) 
(Fear of Deviance) 

  

(Commitment) 

  

(Group Unanimity, Size, and Expertise) 
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(Susceptibility to
Interpersonal Influence) 

  

Sharma, Shimp Shin (1995) 

   

Ozsomer Cavusgil (1991, as cited in Huddleston
et al., 2001) 
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Huddleston et al. (2001) 

 
Shimp 

Sharma (1987) 

Watson Wright (2000) 

Klein, Ettenson,
Morris (1998) 

Good
Huddleston (1995) 
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Huddleston et al. (2001) 

Herche (1992) 

Festervand Sokoya (1994) 

 

(Cateora, 1997) Netemeyer et al. (1991) 

Conrad Chakrabarty (1994, as cited in
Cateora & Graham, 1999) 

  

(Festervand & Sokoya, 1994) 
Knight (1999) 
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Cateora 
Graham (1999) 

Supphellen Gronhaug (2001) 

(Top-down Manner) 

 
(General Attitudes toward

Imported Products) (Attitude towards Foreign
Products) (Attributes of Foreign
Brands) 

Levis 

Levis 
Levis 

(Bottom-up Manner) 
(Attributes of Foreign Brands) 

(Attitude towards Foreign Products) 
(General Attitudes toward Imported Products)

2.6
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2.6: 

                 High-ethnocentric Consumers

                                                              Low-ethnocentric Consumers

: Supphellen, M., & Gronhaug, K. (2003). Building foreign brand personalities in
         Russia: The moderating effect of consumer ethnocentrism. International Journal of
       Advertising, 22(2), p. 209.

Terpstra Sarathy (2000) 

Moven Minor (1998) 
(Cross-cultural Problem Area) 

General Attitudes toward Imported Products

Attitudes toward Foreign Products

Attitudes toward Foreign Brands
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G. Belch M. Belch (2004) 

 
Jo (1998) 

 

  
(Domestic Products) 

(Foreign Products) 

(Non-Western Countries) (Eastern European Countries)
(Western

Products) (Supphellen & Rittenburg, 2001) 
Papadopoulos, Heslop, Beracs (1990, as cited in Supphellen &
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Gronhaug, 2003) 

  
Supphellen Rittenburg (2001) 

 
Supphellen Rittenburg (2001) 

 

(Sanction) 
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 (Market Segmentation) 

  
(Schiffman & Kanuk, 2000) Solomon (2002) 

Kotler (2000) 

Moven Minor (1998) 

Watson Wright (2000) 
  

Klein Ettenson (1999) 

Shimp (1984, as cited in Luque-Martinez
et al., 2000) 

Shimp Sharma
(1987) (Upper-Lower Class) 
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(Lower-Middle Class)
(Upper-Middle Class) 

Caruana (1996) 

 
Mclain Sternquist (1991) 

Good Huddleston (1995) 

W. Lee
et al. (2003) 

11 . .2001 

Schiffman Kanuk (2000) 

Made in America Made in France
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Solomon (2002) 

Buying American 

   

. .1987 Shimp Sharma 
CETSCALE (Consumers Ethnocentric Tendencies Scale)

CETSCALE 

( 2.1)
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2.1 : 

 
(CETSCALE)

 
1.

  2.
  3.
  4.
  5.
  6.
  7.
  8.
      
  9.
  10.

 
  11.
      
  12.
  13.
  14.
  15.
        
  16.
  17.

: Shimp, T., & Sharma S. (1987). Consumer ethnocentrism: Construction and
          validation of  the CETSCALE. Journal of Marketing Research, 24(3), p. 282.

2.1 CETSCALE 17 
7-point Likert Scale 7 

1 17
119 CETSCALE 

0.95 
5 Detroit, Denver, Los Angeles North

Carolina South Carolina CETSCALE 

(Shimp & Sharma, 1987) Netemeyer et al. (1991) 
(Reliability) (Validity) CETSCALE 
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4 
CETSCALE (Reliability) 

(Validity) 

 
CETSCALE 

 
OCass Lim (2002) CETSCALE 

2.25 

 
( 2.2)

Luque-Martinez et al. (2000) 
(Reliability) (Validity)  CETSCALE 

CETSCALE 
CETSCALE 

 

(Shimp & Sharma, 1987)

Kaynak Kara (2002) CETSCALE 

 

CETSCALE 
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2.2 : 

CETSCALE
Nationalities of Consumer   Sample Characteristics           Mean    Std. Deviation     N      Year of
                                                                              Score                                Publication
Gold Coast, Australia            University Students                    6.82                na              117        1998
Yehrevan, Soviet Armania    Representative of Capital City    5.10              1.40             276        1999
India                                      University Students                    4.85                na              121        1998
Poland                                  University Students                     4.70                na              265        1997
Detroit, USA                         Representative of Capital City     4.03              1.52             322        1987
Carolinas, USA                    Representative of Capital City     3.60              1.44             575        1987
Denver, USA                        Representative of Capital City     3.40             1.54             323        1987
Malta                                    Representative of Capital City     3.34             1.07             131        1996
Los Angeles, USA                Representative of Capital City     3.33             1.55             315        1987
Moscow, Russia                   Representative of Capital City     3.04              na               313        1995
Singapore                             University Students                     2.25             0.82             459        1999

: OCass, A., & Lim, K. (2002). Understanding the younger Singaporean consumers
          views  of western and eastern brands. Asia Pacific Journal of Marketing and
        Logistics, 14(4),  p. 68.

Hult Keillor (1994, as cited in Kaynak & Kara, 2002) CETSCALE
CETSCALE

  

CETSCALE 
(Domestic Products) 

(Foreign Products) CETSCALE 

(Usunier, 1996) 
(Non-Western countries) 

Kaynak Kara (2002) 
0.93 

CETSCALE 



45

 
Festervand Sokoya (1994) 

Supphellen Rittenburg (2001) CETSCALE 

CETSCALE 

 

CETSCALE 

 

CETSCALE 

  

Supphellen Rittenburg (2001) 

Kaynak Kara (2002) 

 

CETSCALE 
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2. (Concept of Country Image)

(Country Image) 

(Han & Terpstra, 1988; Onkvisit & Shaw, 1997; Teas & Agarwal, 2000) 

 

(Bilkey & Nes, 1982; Roth & Romeo, 1992; Sheth et al., 1999)

Al-Sulaiti Baker (1998) 
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(Image) 

( , 2536) (2532) 

Jefkins (1982) 

Kotler (2000) (Image) 

Lewison (1997) (Mental
Image) 

 

Assael (1998) 
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Boulding (1975) 

(Subjective Knowledge) 

Boorstin (1973) 
(Pseudo Event) 

 
6 

 

2 
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(
, 2536) Boulding (1975) 

(2537) 
4 

(Event and Environment) 
(Communication Channel) 

(Personal Elements) 

 

(Perception and Impression) 
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      Perception

      Impression

 
(

, 2537) 2.7

2.7: (Image) 

                                                                Environment
Events                                                        Hearing                                           Events
                                                           Communication Skill
                                     Seeing                                                              Smelling
                                          Knowledge                                          Attitude

                                                        Social System     Culture
                                                      Touching                    Tasting
Events                                                    Environment                                        Events

: . (2537). : .
         : , 
        131.

1) (Multiple
Image) 

IMAGE
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2) (Current Image) 
3) 

(Mirror Image) 

4) 
(Wish Image) 5) 
(Optimum Image) 

6) 
(Correct and Incorrect Image) 

7) (Product and Service Image) 

8) 
(Brand Image) 

9) (Corporate Image) 

10) (Institutional Image) 

(
, 2537)

(2537) 

 

( 2.8)
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( , 2537)

2.8: 

: . (2537). : .
         : , 
        126.

Mirror Image Current  Image Wish Image

Product  Image

Brand  Image

Corporate Image

Institutional Image

Current  Image

Optimum
Image

Multiple Image

Incorrect Image
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Marconi (1996) 7 
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Nagashima (1970) 
(Country Image) (Picture) (Reputation) 

(Stereotype) 

Narayana (1981) 

Bilkey Nes (1982) 

(Agbonifoh & Elimimian, 1999; Bilkey & Nes, 1982; Han, 1990; Han
& Terpstra, 1988) Nebenzahl, Jaffe, Lampert (1997) 

Skaggs, Falk, Almonte, Cardenas
(1996) (Extrinsic Cue) 

Roth Romeo (1992) 
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Ozsomer Cavusgil (1991, as cited in
Ahmed & dAstous, 1995) 

Samiee (1994) 

Toyota 

Bilkey Nes (1982) 

  
Al-Sulaiti Baker (1998) 

Sony 

  

(Multidimensional
Construct) (Cattin, Jaffe, & Nebenzahl, 1994; Han & Terpstra, 1988; Jaffe & Nebenzahl,
1984) Parameswaran Pisharodi (1994) 

Roth Romeo (1992)
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Roth Romeo (1992) 

 
(Cattin, Jolibert, &

Lohnes, 1982; Han & Terpstra, 1988; Jaffe & Nebenzahl, 1984; Johansson & Nebenzahl,
1986; Nagashima, 1970, 1977; Narayana, 1981; White, 1979) 

4 
(Innovation) 

(Design) 

(Prestige) 
(Workmanship) 

(Roth & Romeo, 1992)

Roth Romeo (1992) 
4 

 

4 

4 
4 

 

(Reliability) 4 
3 

  

Cronbachs Alpha 0.82, 0.90,
0.84 

 

4 (Albaum et al., 2002) 2.3



57

2.3: 

Study                  Country Image Dimensions        Production & Marketing Image Dimension
Nagashima(1970,1977)     Price & Value
                                          Service & Engineering                                  Innovation
                                          Advertising & Reputation                              Prestige
                                          Design & Style                                              Design                                          

Consumers Profile
White(1979)                      Expensive & Price
                                          Technicality                                                 Innovation
                                          Quality
                                          Workmanship                                             Workmanship
                                          Inventiveness                                             Innovation
                                          Selection & Serviceability
                                          Advertising & Durability & Reliability
                                          Brand recognition                                       Prestige
Narayana(1981)                 Quality                                                       Workmanship
                                           Recognition
                                           Prestige                                                     Prestige
                                           Production Form                                       Innovation
                                           Expensiveness & Popularity
                                           Functionality                                             Design
Cattin,Jolibert, & Lohnes(1982)  Pricing & Reliability
                                           Workmanship                                           Workmanship
                                           Technicality                                              Innovation
                                           Performance
Jaffe&Nebenzahl(1984)     Product-technology                                 Innovation
                                           Marketing                                                Prestige
                                           Price
Johansson&Nebenzahl (1986)   Economy
                                           Status                                                        Prestige
Han &Terpstra(1988)         Technical Advancements                         Innovation
                                           Prestige                                                    Prestige
                                           Workmanship                                           Workmanship
                                           Economy & Serviceability

: Roth, M. S., & Romeo, J. B. (1992). Matching product category and country image
          perceptions: A framework  for managing country-of-origin effects. Journal of
         International Business Studies, 23(3), p. 481 
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Mohamad, Ahmed, Honeycutt, Tyebkhan (2000)

Roth Romeo (1992) 
4 

(Innovation) 

 
(Design) 

(Prestige) (Workmanship) 

Han Terpstra (1988) 

 

(Product Category) 

 

Peterson Jolibert (1995) 
(Product Category) 

 

(Roth & Romeo, 1992) ( 2.4)

Nebenzahl et al. (1997) 

  

(Kaynak &
Cavusgil, 1983, as cited in Roth & Romeo, 1992)
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2.4: 

                     Product                                                Country                

Mens clothes                                            Italy
                Television                                                  Japan
                Cars                                                          Germany
                Washing machines                                   Germany
                Cosmetics                                                 France
                Photographic film                                      Japan
                Sports equipment                                     United States

: Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995). Consumer behavior (8th
          ed.). Forth Worth, TX: Dryden Press, p. 108.

Han 

 

Terpstra (1988) 
4 
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Han (1990) 
Agbonifoh Elimimian (1999) 

Onkvisit Shaw (1997) 

Cateora Graham (1999) 

 

(Consumer Ethnocentrism) 
(Shimp & Sharma, 1987;

Skaggs et al., 1996) Papadopoulos, Heslop, Graby, Avlonitis (1987,
as cited in Albaum et al., 2002) 

Cateora Graham (1999) 

Renault  Toyota 
Hyundai Volkswagen Fiat 

(Hulland, Todino, & Lecraw, 1996, as cited in Kotabe
& Helsen, 2001)
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Bilkey Nes (1982) 

Cordell (1992) 

Iyer Kalita (1997, as cited in Cateora & Graham, 1999) 

(Onkvisit & Shaw, 1997)

 

(Cateora & Graham, 1999) 
Agbonifoh Elimimian (1999) 

2 

2 

Schutte Ciarlante (1998) 
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Krishnakumar (1974, as cited in Al-Sulaiti & Baker, 1998) 
(Developing Countries) 

 
(Degree

of Economic Development) 

Johansson (1997) 

(Made-in Label) 

Kotabe Helsen (2001) 
5 

 

(Changeable) 

 

Darling Arnold (1988) 

3 

 

. .1975, . .1980 

 

. .1985  
3 

5 
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Darling Wood
(1990) 

10 

 
. . 1975 

 
. . 1985 

2 

(Country of
Design) 

 
(Country of Assemble) 

Toyota 
Camry (The best car built

in America) (Demographic Characteristics) 

(Shimp & Sharma, 1987) 

 

(Maheswaran, 1994, as cited in Kotabe & Helsen, 2001)

(Cordell, 1992) 
Al-Sulaiti Baker (1998) 
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(Kotabe & Helsen, 2001)

Samli, Still, Hill (1993) 
(

2.9) 

 
4 

 
(Physical

Product) 
(Packaging) 

  

(Services) 

(Country-of-origin) 

(Samli et al., 1993)
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2.9: 

: Samli, A. C., Still, R., & Hill, J. S. (1993). International marketing: Planning and
        practice. New York: MacMillan, p. 228.

 

(Cateora & Graham, 1999)  
(Extrinsic Cues) 

Country-of origin

Services

Package

Physical
product
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(Han & Terpstra, 1988; Katabe & Helsen, 2001;
Onkvisit & Shaw, 1997) 

(Parameswaran &
Pisharodi,1994)

Papadopoulos (1993, as cited in Kotabe & Helsen, 2001) 
(Globalization) 

3 

 

(Hawkins et al., 1998)

Johansson (1997) 
(Perceived Product Quality) 

Okechuku (1994) 

Jain
(1996) 
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Chao (1993) 

Skaggs et al. (1996) 

Teas Agarwal (2000) 

Han (1989) 
(Country Image) (Beliefs) 

(Brand Attitude) 2 Halo Model (
2.10) 

(Country Image) (Beliefs) 
(Brand Attitude) 

(Skaggs et al., 1996)
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2.10: Halo Model

: Han, C. M. (1989). Country image: Halo or summary construct?. Journal of
        Marketing Research, 26(2), p. 224.

Summary Construct  Model
( 2.11) 

(Country Image) 
(Beliefs) (B1-B5) 

 

(Brand Attitude) 

(Han, 1989)

Erickson, Johansson, Chao (1984) 

(

 

2.12) 

(True Levels) 

Country
Image

Beliefs Brand
Attitude

B1 B2 B3 B4 B5
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(Objective Familiarity) 
(Subjective Familiarity) 

Erickson et al. (1984) 

2.11: Summary Construct Model

: Adapted from Han, C. M. (1989). Country image: Halo or summary construct?.
       Journal of Marketing Research, 26(2), p. 224.

Johansson, Douglas, Nonaka (1985) 
(

2.13) (Experience with the product)
(Products Country of Origin) 

(Perceptual Belief Score) (Attitude Rating) 
(Perceptual Belief Score) (Attitude Rating) 

(Demographics) 
(Importance Weights) 

( Forward Linkage)  
( Halo Feedback) 

Beliefs Country
Image

B1

B2

B3

B4

B5

Brand
Attitude
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(True Attribute Score) (Perceptual
Belief Score) 

2.12: 
                          

: Erickson, G. M., Johansson, J. K., & Chao, P. (1984). Image variables in multi-
         attribute product evaluations: Country-of-origin effects. Journal of Consumer
       Research, 11(2), p. 696.

  

(Bilkey & Nes, 1982; Roth & Romeo,
1992; Sheth et al., 1999) Erickson et al. (1984) 

 

Lin
Kao (2004) 

Lim, Darley, Summers (1994, as cited in
Kaynak & Kara, 2002) 

 
IMAGE  VARIABLES

Belief

Attitude

TRUE LEVELS

SUBJECTIVE  &
OBJECTIVE  FAMILIARITY
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Darling Arnold (1988) 

2.13: 
                         

 : Johansson, J. K., Douglas, S. P., & Nonaka, I. (1985). Assessing the impact of
          country of origin on product evaluations: A new methodological perspective.
        Journal of Marketing Research, 22(4), p. 390.

True attribute
scores

Perceptual
belief scores

Importance
Weight

Attitude rating

Demographic
(including nationality)

Products country of
origin

Experience with the
product

Halo  feedback

Forward

  

linkage
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Onkvisit Shaw (1997) 

Yaprak (1978, as cited in Bilkey & Nes, 1982) 

 
(Bilkey & Nes, 1982; Nebenzahl et al., 1997; Onkvisit & Shaw, 1997;

Parameswaran & Pisharodi, 1994) Peterson Jolibert (1995) 
52 

(Single-Cue Studies) 

(Multiple-Cue Studies) 
Peterson Jolibert (1995) 

 

Agarwal Sikri (1996) 

Lin
Kao (2004) 
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(Brand

Equity) 

 
2.14

2.14: 

: Lin, C. H., & Kao, D. T. (2004). The impacts of country-of-origin on brand equity.
        Journal of American Academy of Business, 5(1), p. 39.

2.14 

 

(Information Accessibility) 

(Product Familiarity) 

(Affective Prejudice) 

(Product Importance) 

Country-of-Origin Consumer Perception Purchase  Action Brand Equity

Moderators
1.Information Accessibility
2.Product Familiarity
3.Affective Prejudice
4.Product Importance
5.Product Complexity
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(Product Complexity) 

(2545)

  

(2545) 

Terpstra Sarathy (1997) 

Terpstra Sarathy (1997) 

2.15
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2.15: 

   Segment         Market/Customer-Level Consideration
Identification                                                                                

CorporateLevel Consideration

: Terpstra, V., & Sarathy, R. (1997). International marketing (7th ed.). Forth Worth,
         TX: Dryden Press, p. 318.

Country of
Origin/
Manufacture
Awareness
And Saliency

Individual Factors

Brand Familiarity
Level of Involvement in

Purchase Decisions
Ethnocentrism/Patriotism

Product-Market Factors

Product Type, Characteristics,
and Attributes
Brand Image

Reputation of Intermediaries
Labeling Requirements

Market Demand

Environmental Factors

Global Markets
Level of Economic

Development
Political, Social, and Cultural

Influences

Country-
Stereotyping

Effect
Other

Influences

Purchase

Brand
Profitability

Program Standardization
Product Image and

Positioning
Plant Location Decisions
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2.15 

  
3 
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(Hooley, Shipley, & Krieger, 1988, as cited in
Parameswaran & Pisharodi, 1994) 

Albaum et al. (2002) 

Schutte Ciarlante (1998) 

(Jain, 1996; Onkvisit & Shaw, 1997) 

Kotabe Helsen (2001) 

Kotabe Helsen (2001) 
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(Product Policy) 

Giordano 
Bossini  Matsui 

(Sheth et al., 1999) 

(Leclerc, Schamitt, & Dube, 1994, as cited
in Kotabe & Helsen, 2001)

(Pricing) 

(Distribution) 

2
1) 

  

2) 

(Kotabe & Helsen, 2001)

Onkvisit Shaw (1997) 

Yugo 
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Cateora Graham (1999) 

Mohamad et al. (2000) 

2.5

2.5: 

                                                                             Country Image
Marketing Mix                                           Positive                             Negative
Product                                             Emphasize Made In       Emphasize Brand Name
Price                                                 Premium Price                   Low Price to Attract Value Conscious
Place                                                 Exclusive Location            Establish Supply Chain Partners
Promotion                                         Country Image                   Brand Image
                                                         * Nation Sponsored            * Manufacturer Sponsored

: Mohamad, O., Ahmed, Z. U., Honeycutt, E. D., & Tyebkhan, T. H. (2000). Does        
made in matter to consumers?: A Malaysian study of country of origin effect.

        Multinational Business Review, 8(2), p. 73.

2.5 Mohamad et al. (2000) 
(Positive) 
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(Premium Price) 

 
(Selective Distribution) 

(Negative)  

Sohail (2003) 

  

/ /
4 

Maesincee, Nuttavutthisit, Ayawongs, 
Phasukavanich (2003) 

/
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(Diversity) 
/

(Tourism Capital of Asia), 
(Kitchen of the World), 

(Fashion City of Asia) 

3. (Concept of Perceived Product Quality)

(Perceived Product Quality) 

(Perceived Quality) 
(Market Share) 

(Profitability) (Garvin, 1984; Jacobson
& Aaker, 1987) 
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(Country of origin) 

 
(Consumer Perception) 

Schiffman Kanuk (2000) 
(Selection)  (Organization) 

(Interpretation) (Stimuli) (Meaningful
Pictures) 

(Needs) 
(Values) (Expectations) Fill (1995) 

Kotler (2000) 

Solomon (2002) 

Assael (1998) 
(Marketing Stimuli) 

(Environmental Stimuli) 
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Wilkie (1990) 

(Sensation) (Selection) 
(Interpretation) Wells Prensky (1996)

Walters(1978) 

 

2 
(Stimulus Characteristics) 

2 
(Sensory Elements) 
(Structural Elements) 

(Consumer
Characteristics) 

2 
(Stimulus Discrimination) 
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(Stimulus

Generalization) 

  

(Line Extensions) 

Private Brand 

Private Brand 

 

(Assael, 1998)
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Assael (1998) 
3   

2.16

2.16: (The Perceptual Process)

SELECTION

ORGANIZATION

INTERPRETATION

: Assael, H. (1998). Consumer behavior and marketing action (6th ed.). Cincinnati,
         OH: South-Western College, p.197.

2.16 
(Selection) 

(Exposure) (Attention)

Assael (1998) (Selective
Perception) 

EXPOSURE

ATTENTION
ATTENTIO

CATEGORIZATION

INFERENCE
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(Perceptual Vigilance) 
(Perceptual Defense) 

Schiffman Kanuk (2000) 

(Organization) 

(Integration) 

 

Gestalt Psychology 

(Assael, 1998)

Schiffman Kanuk (2000) 3 
(Figure and Ground)  

(Grouping) (Closure) 
(Figure) 

(Ground) 
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Assael (1998)
(Proximity)  

(Similarity) (Continuity) 
(Closure) 

 
(Interpretation)

2 
(Categorization)  

(Inference) 
2 

Rolex 
(Assael, 1998)

Schiffman Kanuk (2000) 

  

(Physical Appearance) 

 

(Stereotype)  
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(Irrelevant Cues) 

  
(First Impressions) 

  

(Jumping to Conclusions) 

 

(Halo Effect) 
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(Perceived Quality) 

(Aaker, 1991) Zeithaml (1988) 

Aaker Joachimsthaler (2000) 

(Profitability) 

Lin Kao (2004) 
(Subjective) 

Aaker (1991) 
(Actual Quality) (Objective Quality) 
(Manufacturing Quality)  (Intangible)

(Reliability) 
(Performance) 

(Chaudhuri, 2002) 

(Morton, 1994, as cited in Lin & Kao, 2004) 
(Aaker & Jacobson, 1987; Dodds, Monroe, & Grewal, 1991; Teas &

Agarwal, 2000; Woodside & Taylor, 1978) 
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Stobart (1994) 

Randall (1997) 
The Profit Impact of

Market Strategy (PIMS) Database 
Marketing Science Institute Strategic Planning Institute 

2.17

2.17: 

Return on
sales(%)

                              Inferior                   Superior
                              Market-perceived quality score

: Stobart, P. (1994). Brand power. London: MacMillan, p. 66.

Stobart (1994) 
4 

(Understanding Customers Needs) 
(Effective Design & Quality Control) 

0

2

4

6

8

10

12

-1.5 -0.5 0.5 1.5

3
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(Superior Quality) 

(Low Cost of Quality) 
(Market-Perceived Quality) 

(Exceptional Customer Value) 
(Brand Power and Dominant Market

Share) Toyota 

(Integrated Marketing Communications)

(Stobart, 1994) (
2.18)

Aaker (1991) (Perceived Quality) 
(Brand Equity) 

2.19  (Brand
Equity) 5 1) (Brand Loyalty) 

2) (Name Awareness)
(Recognition) (Recall) 

3) (Perceived Quality) 
4) (Brand

Associations) 

 

5) 
(Other Proprietary Brand Assets) 
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2.18: 

: Stobart, P. (1994). Brand power. London: Macmillan, p. 69. 

2 

  

Aaker (1991) 

UNDERSTANDING
CUSTOMERS NEEDS

EFFECTIVE  DESIGN &
QUALITY

SUPERIOR
ADVERTISING AND
OTHER MARKETING
COMMUNICATIONS

LOW COST OF QUALITY

MARKET-PERCEIVED

 

QUALITY

EXCEPTIONAL CUSTOMER

 

VALUE

BRANDPoWER AND DOMINANT

 

MARKET
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2.19: 

: Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand
       name. New York: Free Press, p. 17.

Aaker (1991) 
(Reason-to-Buy) 

Brand loyalty

Name awareness

Perceived quality

Brand association

Other proprietary
brand assets

Provide value to customer by
enhancing customers :
*Interpretation/processing of
information
*Confidence in the purchase
decision
*use satisfaction

Provide value to firm by enhancing :
*efficiency and effectiveness of marketing
programs
*brand loyalty
*prices/margins
*brand extensions
*trade leverage
*competitive advantage

BRAND
EQUITY

Name Symbol
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(Differentiate
/Position) 

(Price
Premium) 

2.20

2.20: (The Value of Perceived Quality)

                                                                                        Reason-to-Buy
                                                                                        Differentiate/Position
                    Perceived Quality                                       Price Premium
                                                                                        Channel Member Interest
                                                                                        Brand Extensions

: Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand
         name. New York: Free Press, p. 86.

Jacobson Aaker (1987) 

    

Zeithaml (1988) 
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Aaker Jacobson (1994) 

(ROI) 

 
(ROI)
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(Components of Quality)
(Measurement of Perceived Quality) 

Aaker (1991) 

 
Garvin (1984) 

 

8 1) (Performance) 

 

2) (Special
Features) 

Remote
Control 

 

(Objective) 
(Manufacturing-based Quality) 

3) (Reliability) 

(Durable) 
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(Competitive Advantages) 

4) (Conformance) 

(Defects) 

 
5) (Durability) 

(Products Life) 

 

Volvo 
(Positioning) 

 

6) (Serviceability) 

 

EVE 
24 

7) (Aesthetics) 

(Subjective) 

  

8) (Perceived Quality) 
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Stevenson (2002) 8

 
(Safety) 

 
Parasuraman, Zeithaml, Berry (1990) 

5 
SERVQUAL 

  
(Tangibles) 

 
(Reliability) 

 

(Responsiveness) 

 

(Time Cost) 

 

(Assurance) 
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(Empathy) 
(Individual) 

(Loyalty) 

 
Moven 

Minor (1998) 
7 1) 

(Performance) 

2) 
(Employee Interaction) 

 

3) (Reliability) 
4) (Durability) 

5) 
(Timeliness and Convenience) 

6) (Aesthetics) 



100

7) 

 
Moven Minor (1998) 

7 

(Aaker, 1991) 
(Unidimensional) Rating Scale 

 

0 5 7 10 

 

(Liefeld, Heslop, Papadopoulos, & Wall, 1996; Zeithaml, 1988) Aaker
(1991) Rating Scale 

/

 

Zain Yasin (1997)

 

Rating Scale 
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1
5 

 
Woodside Taylor (1978) 

Rating Scale 
1 7 

  

Teas Agarwal (2000) 7-Point Quality
Rating Scale 

  

Rating Scale 

(Manufacturing-based Quality) 
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Schiffman Kanuk (2000) 
  

2 

 
(Intrinsic Cue) 

(Extrinsic Cue) 
(Extrinsic Cue) 

 

(McCarthy, 1991, as cited in Schiffman & Kanuk, 2000)

Maheswaron (1994) 

 

Lin 
Kao (2004) 

Thakor Katsanis (1997) 

  Dodds et al. (1991) 
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2.21

2.21:    
                           

: Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, & store
          information on buyers product evaluations. Journal of Marketing Research, 28(3),
          p. 308.

Zeithaml (1988) 

 

Teas Agarwal (2000)
Dodds et al. (1991) 

Brand
Name

Store Name

Perception of Brand

Perception of Store

Perceived
Quality

Perceived Value Willingness to
buy

Objective
Price

Perception of Price

Perceived Sacrifice



104

(Chao, 1993; Darling & Arnold, 1988; Han & Terpstra, 1988; Huddleston et al., 2001;
Insch, 2003) 

 
2.22

2.22 : 
                           

                                

                                 

                                    

                                 

: Adapted from Teas, R. K., & Agarwal, S. (2000). The effects of extrinsic product
         cues on consumers perceptions of quality, sacrifice, and value. Journal of the
       Academy of Marketing Science, 28(2), p. 279.

Thorelli, Lim, Ye (1989, as
cited in Teas & Agarwal) 

Country Name

Brand Name

Store Name

Price

Perceived
Quality
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Johansson et al. (1985) 
Zain Yasin (1997) 

  
Bilkey Nes (1982) 

(Degree of Economic Development)

Darling Arnold
(1988) 

Dodds et al.
(1991) 2.21 

Woodside Taylor (1978) 
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4. (Concept of Attitude
and Consumer Decision-Making Process)

(Purchase Intention) 
(Attitude) 

(Consumer Decision Making Process) 

  

(Problem Recognition) (Information Search) 
(Evaluation of Alternatives) (Purchase Decision) 
(Postpurchase Behavior) (Brand

Loyalty) (Kotler, 2000)
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(Attitude) 

  
(Schiffman & Kanuk, 2000) Fishbein Ajzen (1975, as cited in Lutz,

1991) 

East (1997) 

  

Hawkins et al. (1998) 

  

Assael (1998) 

 

Solomon (2002) 

 

Kotler (2000) 
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Moven 
Minor (1998) 

  
Schiffman Kanuk (2000) 

 
(Attitude Object) 

 
(Attitudes are a

learned predisposition) 

     

(Attitudes have consistency) 

(Attitudes
occur within a situation) 

 

(Schiffman & Kanuk, 2000) Assael
(1998) 

 

(Information and Experience) 
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(Family Influence) 

 

(Peer Group Influence) 

 

(Personality) 

(Cultural Influence) 
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(Assael, 1998) Schiffman Kanuk (2000) 

(Advertising) (Public Relations) 
(Direct Marketing) 

Katz (1960, as
cited in Solomon, 2002) 

4 (Utilitarian
Function) 
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(Value-expressive Function) 

  
Mercedes Benz 

 
Toyota Camry

Rolex 

 
(Ego-defensive Function) 

 

(Knowledge
Function) 

  

Solomon
(2002) 
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(Positioning) 

  

2 

 

(Lutz, 1991) 

(Tripartite View of Attitude)

Schiffman Kanuk (2000) 
3 (Cognitive Component)  

(Affective Component) (Conative Component)
(Cognitive Component) 

(Beliefs) 
(Affective Component) 
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(Conative Component) 

(Intention to buy) 

     

(Hawkins et al., 1998) 
2.23

Lutz (1991) 
3 
(Affective

Component) 
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2.23: 

: Schiffman, L. G., & Kanuk, L. L. (2000). Consumer behavior (7th ed.). Upper
         Saddle River, NJ: Prentice-Hall, p. 203.

(Unidimensionalist View of Attitude)

  
(Cognitive Component) (Conative Component) 

 

(Beliefs) (Intentions) 
(Behaviors) 

  

(Fishbein & Ajzen, 1975, as cited in Lutz, 1991) 2.24

Conation
                Affect

Cognition
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2.24: 

: Lutz, R. J. (1991). Chapter 18: The role of attitude theory in marketing. In H. H.
          Kassarjian & T. S. Robertson (Eds.), Perspectives in consumer behavior (4th ed.).
          Englewood Cliffs, NJ: Prentice Hall, p. 320.

 
3 

    

(Lutz,
1991) 

 

Fishbein (1963, as
cited in Assael, 1998) (Multiattribute Model) 

(Beliefs) (Attitudes) 

 

(Attribute) (Benefits) 

Beliefs
(Cognition)

Attitude
(Affect)

Intentions
(Conation)

Behaviors
(Conation)
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2.25

2.25: 

: Adapted from Assael, H. (1998). Consumer behavior and marketing action (6th
         ed.). Cincinnati, OH: South-Western College, p. 283.

(Evaluation of Product  Attributes) 

(Salient
Attribute) 

Listerine 

(Overall  Brand
Evaluation)

 

Listerine 

Evaluation of
Product  Attributes

Brand  Beliefs

Overall  Brand
Evaluation

Intention to Buy Behavior
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(Intention to buy) (Behavior) (Assael, 1998) 
Loudon Della Bitta (1993) 

Fishbein Ajzen (1980, as cited in Lutz, 1991) 

  
(Attitude to the Behavior) (Attitude toward

Object) 
(Theory of

Reasoned Action) ( 2.26)

2.26 Fishbein Ajzen (1980, as cited in Lutz, 1991) 
(Attitude toward the Behavior) 

(Attitude toward Object) 

(Subjective
Norm) (Normative
Beliefs) (Motivation to Comply) 

Volvo (Normative Beliefs) 
(Motivation to Comply) 

(Subjective Norms) 
Volvo (Attitude toward the Behavior) 

Volvo 

 

Volvo 
Volvo 
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2.26: (Model of Theory of Reasoned
                          Action)

: Lutz, R. J. (1991). Chapter 18: The role of attitude theory in marketing. In H. H.
         Kassarjian & T. S. Robertson (Eds.), Perspectives in consumer behavior (4th ed.).
         Englewood Cliffs, NJ: Prentice Hall, p. 332.

 

Brewer, Blake, Rankin, Douglass (1999) 
(Theory of Reasoned Action) 

 

L. Jemmott J. Jemmott
(1991, as cited in Poss, 2001) 

Beliefs about
Consequences of
Engaging in the Behavior

Evaluative Aspects of
Beliefs about
Consequences

Normative Beliefs about
What Others Expect

Motivation to Comply with
Normative Beliefs

Attitude toward the
Behavior

Subjective Norm

Intention to
Perform the
Behavior

Overt Behavior
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62 

Sheppard, Hartwick, Warshaw (1988) Meta-
Analysis 

87 

 
12,624 

 
(Attitude toward the

Behavior) (Subjective Norm) 
66 Poss (2001) 

 

(Consumer Behavior) 
Assael (1998) 

  

Schiffman Kanuk (2000) 

 

(Searching) (Purchasing) (Using) 
(Evaluating) (Disposing) 

 

Hoyer
MacInnis (2001) 
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Engel et al. (1995) 

 
(Obtaining) (Consuming) 

(Disposing) 

 
Moven Minor (1998) 

 
(Acquiring)

(Consuming) (Disposing) 
Wilkie (1990) 

     

Assael (1998) 
( 2.27)

2.27 Assael (1998) 
2 (Individual Consumer) 

 

(Environmental Influences) 

  

(Consumer Response) 2 
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2.27: 

                                                                          FEEDBACK TO CONSUMER
                                                                             Postpurchase Evaluation

                                                                        FEEDBACK TO ENVIRONMENT
                                                                   Development of Marketing Strategies

: Assael, H. (1998). Consumer behavior and marketing action (5th ed.). Cincinnati,
         OH: South-Western College, p. 18.

Engel et al. (1995) 
3 (Individual Difference)

  
The Individual Consumer

Consumer Decision Making Consumer Response

Environmental Influences
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(Environmental Influence) 

 
(Psychological Process) 

  

Kotler (2000) 
4 (Cultural Factor) 

(Social
Factor) 

(Personal Factor) 

(Psychological Factor) 
Schiffman Kanuk (2000) 

2 
(Firms Marketing Efforts) 
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(Sociocultural Environment)
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(Fill, 1995; Hawkins et al.,

1998; Kotler, 2000; Moven, 1995; Sheth et al., 1999; Solomon, 2002) 
5 1) (Problem

Recognition)  2) (Information Search) 3) (Evaluation
of Alternatives)  4) (Purchase Decision) 

 
5) 

(Postpurchase Behavior) 2.28 

 
(Problem

Recognition) 

(Kotler, 2000)

2.28: 

: Kotler, P. (2000). Marketing management (10th ed.). Upper Saddle River, NJ:
         Prentice-Hall, p. 179.

Solomon (2002) 
(Actual State) (Desired

State) 

(Primary Demand) 

(Secondary Demand) 

 

Problem
recognition

Information
search

Evaluation of
alternatives

Purchase
decision

Postpurchase
behavior
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DVD Soken 

DVD 

  
(Information Search) 

 
(Internal Search) 

(Long-term Memory) 

(External Search) 

(Schiffman & Kanuk, 2000)

(Engel et al., 1995)
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Urbany, Dickson, Wilkie (1989) 

 
2 

(Knowledge Uncertainty) 
(Choice Uncertainty) 

    
Toyota Honda 

   

(Evaluation of Alternatives) 

(Kotler, 2000)
Schiffman Kanuk (2000) 

2 

(Evoked Set) 

 

(Criteria to Evaluate Each Brand) 

 

(Evoked Set) 
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3 IBM,
Apple, Compaq 

    
(Purchase Decision) 

 

(Intention to Buy) (Purchase Decision) 
Berkman, Linquest, Sirgy (1996) (Purchase Intention) 

(Beliefs) (Affective) Howard (1994) 
(Purchase Intention) 

East (1997) 
Whitlark,

Geurts, Swenson (1993) 
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Kotler (2000) 

 
2 

 
(Attitude of Others) 

    
(Unanticipated

Situational Factor) 

     

(Postpurchase Behavior) 

 

(Kotler, 2000) Schiffman 
Kanuk (2000) 
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(Cognitive Dissonance) 

   
(Repurchase) 

 
(Brand Loyalty) 

  

Moven (1995) 
(Product Acquisition) 

(Product Usage/Consumption) 

(Product Satisfaction) 

 

(Brand Loyalty) 

  

(Product Dissatisfaction) 
(Consumer Complaint Behavior) 
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(Purchase Intention) 

(Multiattribute Attitude Model) (Theory of
Reasoned Action Model) 
(Consumer Decision Making Process) 
(Purchase Intention) 

 

Assael (1998) 

Engel et al. (1995) 

 

Moven Minor (1998) 
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University of Michigan 

 
63 

29 (Assael, 1998) Banks (1950, as cited in
Assael, 1998) 7 62 

28 

  

Bagozzi Baumgarten (1989,
as cited in Assael, 1998) 

6 7
Gruber (1971, as cited in Kim & Pysarchik, 2000) 

0.95 Whitlark et al. (1993) 
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( 2.29) 

2.29 : 

Demographic
Characteristics

 

Sex

 

Age

 

Income

 

Education

 

Occupation

Consumer Ethnocentrism
Perceived Product Quality
*Domestic Products(+)
*Foreign Products(-)

Purchase Intention
*Domestic Products(+)
*Foreign Products(-)

Country Image
*Domestic Products(+)
*Foreign Products(-)
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(Kaynak & Kara, 2002; Klein & Ettenson, 1999; W. Lee et al., 2003;
Watson & Wright, 2000) 

1

1 : 

 

(Cateora, 1997; Cateora & Graham, 1999; Netemeyer et al., 1991; Onkvisit &
Shaw, 1997; Shimp & Sharma, 1987; Terpstra & Sarathy, 1997) 

2 2

2  : 

2  : 

 

(Cateora & Graham, 1999; Festervand &
Sokoya, 1994; Huddleston et al., 2001; Klein et al., 1998; Moven & Minor, 1998;
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Netemeyer et al., 1991; Onkvisit & Shaw, 1997; Shimp & Sharma, 1987) 
3 3

3  : 

3  : 

 
(Cateora & Graham, 1999; Good &

Huddleston, 1995; Klein et al., 1998; Moven & Minor, 1998; Netemeyer et al., 1991;
Onkvisit & Shaw, 1997; Shimp & Sharma, 1987) 

4 4

4  : 

4  : 



3 

(Quantitative Research) (Survey Research
Method) (One-shot Study) (Questionnaire) 

(Self Administration) 

  

25-59 

. . 2547 

 

25-59 2,968,736 (
, 2547)

25-59 
400   

 

Yamane (1973, , 2537) 

                               n          =           N
                                                     1+ Ne2

                    e           =     (e = 5%)
                                N           =     
                                n            =     



136

               n     =     2,968,736
                                                             1+ 2,968,736 (0.05)2

                                                     n     =    399.95 ~ 400 

50 (Multi-stage Sampling) 

1 

 
(Purposive Sampling)

            10 
1) 2) 3) 

4) 5) 6) 7) 
8) 9) 10) (

, 2542) 

16   

2 (Simple Random Sampling)
8 

50 16 

   

3 (Quota Sampling)
50 8 

 400 

4 (Convenience Sampling)
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400 

 
3 1) 

2) 3)  2 

 
3 (Consumer Products) 

3.1

3.1: 3 . .2546

                        ( )                   (%)
1. 13,924.3                                          26.88
2. 5,676.4                                          10.01
3. 5,432.6                                          25.56

 : , . (2547 ). 
       

 

2543-2547 ( . .- . .). Retrieved  22  2547,  
         http://www.ops2.moc.go.th/meeting/im_all.xls

3 
(Thailands Brand) 

1) ARON, Oriental Princess,
Giffarine, Sarolux 2) X-ACT, CHOCOLATE, AIIZ, B.S.C.,

SENADA 3) INDEX, S.B. FURNITURE, IMAGE,
KONCEPT, PRESIDENT ( , 2546)  3 

 

http://www.ops2.moc.go.th/meeting/im_all.xls
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4
1) 2) 3) 

 
4) 

3 

 
. . 2546 

 
1) 

42,064.4 2) 33,594.2 3) 
27,913.7 ( , 2547 ) 

3 

  

3 

(Questionnaire) 
(Self Administration) 5 

1 

2 
3 
4 
5 



139

  

1.

            

 
(Multiple Choices)

2.

Shimp 

 
Sharma (1987) 17 0.95 

7-point Likert Scale 5-point
Likert Scale 

                       1          
                           2          
                             3          
                           4          
                       

  

5          

 

3.

  Roth
Romeo (1992) 4 

1. 2. 3. 4. 
0.90 
3 1. 2. 3. 

3 4 1. 
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2. 3. 4. 
7-point Likert Scale 5-point Likert Scale 

                       1          
                           2          
                             3          
                           4          
                       

  
5          

4.

Bhuian (1997) 6 0.72 
3 1. 2. 

3. 3 4 
1. 2. 3. 4. 

5-point Likert Scale 

                       1          
                           2          
                             3          
                           4          
                       

  

5          

5.

Kim 
Pysarchik (2000) 2 

0.89 
3 1. 2. 3. 
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3 4 1. 2. 
3. 4. 5-point Likert Scale 

                       1          
                           2          
                             3          
                           4          
                       

  
5          

 
(Content Validity) 

 

(Pre-test) 
30 

(Coefficient Alpha) Cronbach 
( , 2537)

                                                        =          k        { 1   V1}
                                                                    k  - 1                Vt

                                                
                                              K          
                                              V1        
                                              Vt             
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/

400 
. .2548

(Editing) 

 
(Coding) 

SPSS (Statistical Package for the Social Sciences) for Windows 

 

1. 

 

(Descriptive Statistics) 
(Frequency)  (Percentage)  (Means) 
(Standard Deviation) 

2.  (Inferential Statistics) 
(Pearsons Product Moment Correlation Coefficient) 

 

   t-test 
(One-Way ANOVA) (Post Hoc Comparisons) 

Scheffe 

  

0.05



4 

(Quantitative Research) (Survey
Research Method) (Questionnaire) 

25-59 400 

. . 2548 400
SPSS (Statistical Package for

the Social Sciences) for Windows 7 

1 
2 
3 
4 
5 
6 
7 

1 

203 
50.8 197 49.2 4.1
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4.1 : 

            
             197                                            49.2
            203                                            50.8

             400                                           100.0

4.2 
25-29   113 28.3 

30- 39 105 26.3 40-49 93 
23.3 50-59 89 22.1 

4.2 : 

             

            

25  29 113                                              28.3            
30  39 105                                              26.3            
40  49 93                                              23.3            
50  59 89                                              22.1

             400                                           100.0

4.3 10,000 
20,000 87 21.8 20,001  30,000 

76 19.0 10,000 72 
18.0 40,001- 50,000 67 16.8  

30,001 - 40,000 55 13.8 
50,000 43 10.6 
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4.3 : 

     
      10,000 72                                            18.0     

10,000  20,000 87                                             21.8     
20,001  30,000 76                                            19.0     
30,001  40,000 55                                            13.8     
40,001  50,000 67                                            16.8

     50,000 43                                            10.6
             400                                          100.0

147   36.8  
139 34.7 

114 28.5 (
4.4)

4.4: 

     
     114                                          28.5
     147                                          36.8
     139                                          34.7
             400                                        100.0

114 28.5 ( 4.5) 
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88 22.0 
76   19.0 67 16.8 

55 13.7 

4.5 : 

     
     88                                             22.0
     114                                              28.5
     76                                              19.0
     67                                              16.8
     55                                              13.7
          400                                            100.0

2 

5-point Likert Scale 17 0.87 
3.41 

3 
(

3) 4.33 
( 1) 

4.15 
( 8) 

3.96 

3 
( 5) 
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2.14 
( 14) 2.38 

( 6) 2.84 ( 4.6)

3.60 3.22 ( 4.7) 
4.8 50  59 3.69
40  49 3.51 

25  29 3.20

4.9 10,000 
3.58 10,000  20,000 

3.51 50,000 
3.07 

3.61 
3.49 3.17

( 4.10) 
4.11 3.61 

3.53 
3.28 

4.6 : 
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1. 
           4.15                    0.77
2. 3.68                       1.03
3. 
           4.33                    0.73
4. 3.72                        0.87
5. 2.14                        0.94
6. 
           2.84                        1.01
7. 3.06                        1.06
8. 
           3.96                    0.78
9. 3.27                        1.04
10. 
            3.93                        0.69
11. 
           3.21                        0.90
12. 3.73                         0.98
13. 
            3.41                        0.86
14. 
            2.38                        0.92
15. 
           3.41                        1.05
16. 
           3.85                        0.81
17. 
            2.95                        0.94

                          3.41                0.52
 : Likert Scale = 1 = 5 

4.7: 
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       3.22                                                  0.54
       3.60                                                  0.43
        3.41                                                  0.52

4.8 : 
        

     

     
25  29 3.20                                                     0.50     
30  39 3.33                                                     0.50     
40  49 3.51                                                     0.45     
50  59 3.69                                                     0.51

       3.41                                                     0.52

4.9 : 
        

10,000 3.58                                                 0.52
10,000  20,000 3.51                                                0.44
20,001  30,000 3.42                                                 0.50
30,001  40,000 3.40                                                 0.56
40,001  50,000 3.34                                                 0.51

50,000 3.07                                                 0.54
             3.41                                                 0.52

4.10 : 
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     3.61                                                 0.51
     3.48                                                 0.42
     3.17                                                 0.55
            3.41                                                 0.52

4.11 : 
          

  
3.61                                                       0.52 
3.28                                                       0.47 
3.39                                                       0.50 
3.30                                                       0.62 
3.53                                                       0.43

     3.41                                                       0.52

3 

3
1. 2. 3. 

4 1. 2. 3. 4. 
5-point Likert Scale 4 1) 2) 

3) 4) 
0.74 

0.82 0.84  0.89 
0.84  0.90 
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4.12 
4.01 

3.87 
3.57 2.98 

3.96 
3.84 

4.29 

4.03

4.12 : (S.D.) 
                       

                         
S.D.   S.D.   S.D.    S.D.

1. 3.55    0.81        3.94     0.90         3.96      0.85         2.86      0.88
2.   3.84    0.80        3.80     0.85         3.81      0.90         2.93      0.82
3. 3.27    0.86        4.29     0.81         3.82      0.90         2.84      0.90
4. 3.64    0.86        4.03     0.90         3.87      0.88         3.26      0.98

                  3.57    0.63        4.01     0.68         3.87      0.71        2.98      0.73

 : Likert Scale = 1 = 5 

4.32 
4.16 

3.19 2.89 
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4.31, 4.25, 4.40, 4.34 (
4.13)

4.13 : (S.D.) 
                       

                         
S.D.   S.D.     S.D.   S.D.

1. 3.16     0.84         4.31      0.77         4.15      0.83      2.88      0.87
2. 
    3.34     0.88         4.25      0.80         4.24      0.82       2.88      0.87
3. 3.05     0.84         4.40      0.75         4.12      0.81       2.78     0.88
4. 3.20     0.84         4.34      0.74         4.13      0.80       2.99     0.93
               3.19     0.69         4.32      0.66         4.16      0.70       2.89    0.76

 : Likert Scale = 1 = 5 

4.14 
3.99 

3.90 
3.79 3.18 

4.05, 3.96, 3.98 

4.13

4.14 : (S.D.) 
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S.D.   S.D.   S.D.   S.D.

1. 3.87       0.84       4.05      0.81         3.86      0.84      3.19      0.86
2.   4.13       0.81       3.97      0.78         3.85      0.83      3.22      0.86
3. 3.68       0.88        3.96      0.86        3.65       0.86     3.03      0.88
4. 3.93       0.85        3.98      0.85        3.82       0.85     3.26      0.94

            

  
3.90       0.69       3.99       0.71        3.79      0.74     3.18      0.77

 : Likert Scale = 1 = 5 

4 

3 1. 
2. 3. 4 1.

2. 3. 4. 
5-point Likert Scale 6 

0.83  0.85 
0.87  0.88 

0.88  0.89 

3.65 
3.57 

3.40 
2.89 
( 1) ( 2) 

4.13 3.99 
( 3), ( 4), (
5), ( 6) 

3.79, 3.67, 3.55, 3.92 ( 4.15)
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4.16 

3.82 
3.62  3.27 

2.74 

, , , , 
, 4.19, 4.10, 3.79, 3.65, 3.48,

3.69 

4.17 
3.86 

3.45 
3.28 

2.92 
( 2) 

3.73 
( 1), (

3), ( 4), ( 5),
( 6) 3.84, 3.96, 3.83, 3.79, 4.02 



4.15 : (S.D.) 

  

 
S.D.         S.D.       S.D.     S.D.

1. ...
    3.50         0.89             4.13         0.80             3.91      0.83          3.19       0.91
2. ...
     3.47         0.85             3.99        0.84             3.73       0.84          2.90       0.88
3. ...
    3.79         0.95              3.38        0.98             3.23       0.90          2.86       0.85
4. 
     ... 3.67         0.97              3.29       0.88             3.19       0.94          2.72       0.87
5. ...
    3.55         0.95              3.27       0.98              3.15       0.87          2.84      0.85
6. ...                     3.92         0.87              3.34        0.88             3.21       0.88          2.83      0.89
                                                 3.65         0.67              3.57      0.69             3.40       0.68          2.89      0.64

 

: Likert Scale = 1 = 5 



4.16 : (S.D.) 

  

 
S.D.         S.D.       S.D.     S.D.

1. ...
    3.15         0.92             4.19        0.74             3.97      0.79          2.83       0.87
2. ...
     3.18         0.87             4.10        0.79             3.88       0.78         2.89       0.90
3. ...
    3.29         0.91              3.79       0.93              3.59       0.91         2.72       0.88
4. 
     ... 3.25         0.96              3.65       0.98             3.44       0.94         2.68       0.89
5. ...
    3.33         0.98              3.48       0.99              3.32       0.93        2.65       0.83
6. ...                         3.44         0.96              3.69       0.92              3.51       0.89        2.68       0.88
                                                 3.27         0.74              3.82      0.69             3.62       0.68         2.74      0.69

 

: Likert Scale = 1 = 5 



4.17 : (S.D.) 

  

S.D.       S.D.        S.D.      

 
S.D.

1. ...
    3.84         0.89             3.74        0.81             3.54      0.86            3.09       0.96
2. ...
    3.70         0.89             3.73        0.87             3.55       0.87           3.08       0.92
3. ...
    3.96         0.91             3.29       0.92             3.17       0.85           2.86       0.90
4. 
     ... 3.83         0.99             3.27       0.91            3.12       0.88           2.84       0.89
5. ...
    3.79         0.99             3.27       0.95             3.11       0.86          2.80       0.86
6. ...                          4.02         0.96             3.37       0.93             3.18       0.87          2.87       0.91
                                                3.86         0.75             3.45      0.71             3.28       0.68          2.92       0.72

 

: Likert Scale = 1 = 5 
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5 

3 1. 
2. 3. 4 1. 
2. 3. 4. 5-point
Likert Scale 2 

0.81  0.88 
0.84  0.90 0.85  0.92

4.18 
4.06 

3.43 
3.33 2.94 

4.04 4.08 

3.68 
3.57 
3.52 2.75 

( 1) (
2) 3.74 3.63 

4.11 
3.23 

3.14 2.89 

4.08 4.15 ( 4.18)

user
Text Box
158



4.18 : (S.D.) 

    

   S.D.          S.D.            S.D.         

 
S.D.

1. ...                                      4.04      0.90               3.48        0.99                  3.42       0.88              2.96       0.91
2. ...              4.08       0.88               3.37        0.93                 3.24        0.88             2.93       0.87

                                    4.06       0.84               3.43        0.88                 3.33        0.82             2.94     0.83

1. ...                                         3.52        0.92              3.74         0.94                3.56       0.96              2.75       0.86
2. ...                   3.62      0.96              3.63         0.94                 3.49       0.94              2.74       0.88

                                                                            3.57        0.93              3.68       0.87                 3.52     0.88               2.75       0.81

1. ...                                           4.08         0.95             3.23         0.95                3.18      0.92               2.88       0.90
2. ...                   4.15         0.90             3.23         0.96                3.10       0.88              2.91        0.91

                                                                     4.11         0.86             3.23       0.91               3.14       0.86             2.89        0.86

 

: Likert Scale = 1 = 5 
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6 

4 

1 

1 
5 

 t-test 
(One-Way ANOVA) 

(Post Hoc Comparisons) Scheffe 

0.05 

4.19 

4.19 : 
          

        (1) (2)                 t(376)                             p

             3.22                           3.60                              -7.94                          .00*
* 0.05

user
Text Box
160
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25-29 
40-49 50-59 30-39 

50-59 
( 4.20)

4.20 : 
                       

( )
      (1)            (2)            (3)              (4)
    25-29        30-39         40-49         50-59

   F (3,396)       p            Post-hoc
                                 Analysis

      3.20           3.33             3.51              3.69               18.36         .00*      1<3, 1<4, 2<4
* 0.05

10,000 10,000-
20,000 1 20,000 159 

20,001-30,000 30,001-40,000 2
20,001-40,000 131   

40,001-50,000 50,000 3 
40,000 110 

4.21 
20,000 20,001-

user
Text Box
161



161

40,000 
40,000 

4.21 : 
                       

( )
           (1)                     (2)                   (3)
20,000 20,001-40,000   40,000

    F (2,397)        p          Post-hoc
                                Analysis

            3.54                     3.41                     3.23                    11.85        .00*        1>3, 2>3
* 0.05

4.22 

4.22 : 
                       

         (1)                    (2)                   (3)  F (2,397)      p          Post-hoc
                            Analysis

          3.61                     3.49                    3.17                   27.69       .00*         1>3, 2>3
* 0.05

user
Text Box
162
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4.23

4.23 : 
                       

              F  (4,395)               p          Post-hoc Analysis

(1) 3.61

(2) 3.28

(3) 3.39

(4) 3.30

(5) 3.53

          6.50                 .00*              1>2, 1>4

* 0.05

1 

2

( )

user
Text Box
163



163

(Pearsons Product Moment Correlation
Coefficient) 

 
(

) 3 0.18 
0.26 0.20 

( 4.24)

4.24 : 
                       

r          p              r          p               r          p

        
        0.18       .00*          0.26      .00*         0.20     .00*
* 0.05

2  : 

 ( ,
, ) 3 , , 

 

(Pearsons Product Moment
Correlation Coefficient) 

 

3 

0.02 

user
Text Box
164
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0.09 

0.12 

0.10 

( 4.25)

4.25 : 
                       

    
r          p               r          p               r          p

        
        -0.01      .41         0.01      .42            0.11    .02*

        
        -0.09     .04*        -0.08     .06            0.12    .01*

        
        -0.01      .41         -0.10     .02*          0.04      .23
* 0.05

user
Text Box
165
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2 2

( ) 

3

(Pearsons
Product Moment Correlation Coefficient) 4.26

( ) 3 0.23
0.29 0.16 

4.26 : 
                       

r          p               r          p               r          p

        0.23       .00*           0.29      .00*         0.16     .00*
* 0.05

3

4.27 
( , 

, ) (Pearsons Product
Moment Correlation Coefficient) 3 

user
Text Box
166
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3 

3 
0.11 

3 
3 3

( ) 
( ,

, ) 

4.27 : 
                       

    
r          p               r          p               r          p
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