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The objectives of this quantitative research were to study: 1) Consumers’ attitude

towards fashion brands 2) Cons \“ *_\ attitdd wards countries of origin of fashion
S
.: ashion braa spity and 4) the realtionship among

attitude towards fashion brands, ceuntries of%shion brand equity. Four

fashion brands were used:

brands 3) Consumers’ perce

a, u al \‘: pper. The methodology of this
study was survey researeh, us \\ ¢t data from 400 customers
aged between 20-39 yeass o \ \

The result are as follow;

) J""'
1) Consumers’ overall atti

VAT

ashion brand was insignificantly

different.
Ty L2 -

2) Consumers' overail attitude towar intry of origin of each brand was

significar ifferent. =
9 "f X |

3) Consumers” overe : i(mbrand equity was

Insignifi cantly dlfferent

4) Thﬁ »ﬂ ﬂﬂ\/ﬁﬂoﬁlw 8@1{1«3@ fashion brands,

coufifries of origin and fashlon brand equnty at signifi cant level of 0.05.
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ASIA THE WEST

Flexibility, long term

Planning, bottom line

Continuous improvement Re-engineering

Codes, informal deals, .
Behavioural Rules, contracts

Team performance, . Individual performance
Relati ‘ practices
elations, co-operation Tasks, competition

Visible
Netrworks Structure

Historical context Time is memory

Values, beliefs,

Read between lines Analysis
preferences, porms

Differentiation

Integration
Affiliation Declared Achievement
r |
Time as spiral ! Time as line
Holistic, dualistic J r Either/or dialectic
Basi¢ assumption
Interdependence Autonomy
Being Takenjfor granted Doing
Organisation = L Organisation =
r 2
System of people . = System of tasks
— -
Actual i Conceptual
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Value Orientation ¢ Example
Universalism versus Rules—based;behavigf-:: 4 Germanic
Particularism : Relationship?based Béi*'}a_vior countries Asian

et T‘ ’J_‘J countries
Individualism and : Individuat’s r-isghts are:éfij'b’ré_rﬁe ) Western countries
Collectivism ’ i:%rf@ttp’s—righ{s—afesupfeme "~ Asian countries
Neutral versus - “Emotions are subdued and expresse’d: Asian countries
Affective :i-ndirectly : Western countries

TEmotionisiarerexpressedifreelyianddirectly

Diffuse versus : Focus is on the context of the situation Asian countries

Specific .Focus.in.on.specific.issues Western countries

Achievement versus’ | :'Status and'respect are'achieved'by ‘deing Western countries

Ascription : Status and respect are ascribed by ‘being’ Asian countries

Ann: Trompenaars (1993 as cited in Schutte, H. way Ciarlante, D., 1998). Consumer

behavior in asia. USA: New York University Press, p.10
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mﬁ‘w‘ﬁ 2.3 (Hofstede’s underlying dimensions of cultural values)

Cultural Basic Contrasts Across Examples

Dimension Issue Cultures

1. Power Does society value QOW POWER DISTANCE S> West
distance

2. Uncertainty

avoidance

3. Individualism/

collectivism

4. Masculinity/

AU
“TRIA

equality orinequality ~ Power is relatively equally
in interpersonal distributed
interactions? E)HIGH POWER DISTANCE &) Asia

Hierarchy is strong and power is

S>ingapore/ Hong
kong / Sweden /

amfseen as USA
ecessary.in order to seize

Portugal / Japan /

France / South

Korea
West
ECTIVISTIC 3 Asia
society expects the individual to
g = S@rdinate his own needs to
eI NN TWEAN
To what extent and at EpFEMINE Caring for others Scandinavia /

TS0 T TY el

members of society S>MASCULINE S> Personal
be cared for? achievement and assertiveness Japan/ Switzerland

are favoured / Great Britain

N: Hofstede (1984 as cited in Schutte, H. uag Ciarlante, D., 1998). Consumer behavior

In asia. USA: New York University Press, p.7
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BRAND
EQUITY

(How brand equity generates values)

Brand
Loyalty

Brand

Awarenes

A 4

- Reduced Marketing Costs
- Trade Leverage
- Attracting New Customers

® Create Awareness

® Reassurance
- Time to respond to

Competitive Threats

Perceived

Quality

- Anchor to Which*Other
Associations Can Be
Attached

- Familiarity-Liking

-;Signal off}
Substance/Commitment

Brand to Ié@ Considered

Brand

Associaiio

- Reason-to”ljBuy
= 'Differentiatel-l?osition
- Price Fin

#.Channel Member Interest

- Extensions

Other
Proprietary
Brand

Assets

- High Process/Retrieve
Information

- Reason-to-Buy

» Create Positive
Attitude/Feelings

Extensions

-‘Competitive Advantage

- Provides Value to
Customer by Enhancing

Customer’s:
® nterpretation/Pro
cessing of
Information
® Confidence in the
Purchase
Decision

® Use Satisfaction

- Provides Value to Firm

by Enhancing :

® FEfficiency and
Effectiveness of
Marketing
Programs

® Brand Loyalty

® Prices/Margins

® Brand Extnesions

® Trade Leverage

®  Competitive

Advantage

N Aaker, D.A. (1996). Building strong brands. New York; The Free Press, p.9
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WHUNWT 2.6 TlseRiausiananuing (The Loyalty Pyramid)
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\ Buyer
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‘Considers ita Friend
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Satié}fied Buyer
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Satisfied/Habitual Buyer No
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Familiarity) wazdseatnasol (Experience), s AR Tun s AR lATe (Level of
Involvement in Purchasé Decision) Wa3AUSnRARaNImuaIsH (Ethnocentrism) #3aAH
Snam (Patriotism)

2) 1laduAIudUAILAYN1IAANA (Product-market Factors) adiRgadaetuissinm
AnMUzlazAREN1RIDIA AN (Product Type «Characteristios and Atlfibutes), Nwannd
AIAUAI.(Brand Image); TolReB PR LA e (Reputation of Intermediaries),
TN NUA INIRARANALAN (Labelling Requirements) LaZAMNABINITURIAATA
(Market Demand)

3) {laqgauanIwInaeN (Environmental Factors) AendesiuanuilulaniAsm

2199A810 (Global Markets), s2ALNIWAMUINIUATEFNA (Level of Economic Development)

WAZANTNANIINITLNEY FIANLATIFNLGTTN (Political, Social and Cultural Influences)
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LAUATNA 2.15 NSAUBUIAARIUTUNISUSZLHUANENATDIUSLNALUAIN L RARUAN

(A Conceptual Framework for Assesing the Country-of Origin Influence)

Segment

I[dentificaion

Market/Customer Level

Considerations

Country of
Origin/
Manufacture
Awareness

and Saliency

Individual Factors

Brand Familiarity and Experience

Level of Involvement in

Purchase Decision

Ethnocentrism/ Patriotism

Product-MarketiFactors

Proddict Type, Characteristi€s,

and gAttributes

Brand Image

Reputatigh of Intermediaries]

Market Demand

Environmental Factors

Global.Markets

Palitical, Social, and Cultural

Influence

Country
Stereotyping

Purchase

Influences

Brand
Profitability

Progrand Standardization

Product Image and

Resitioning

Plant.Location Decision

Ann: Samiee, S. (1994). Customer evaluation of products in global market. Journal of

International Business Studies, 25(3), p.587.
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Ratifladesia 3 1sznng avdanansznusaniIsna UL UN1NANNAR (Country
stereotyping effects) 184513 LnANKS '@ﬂ@vmﬂuuj Lmvmummammmwﬁwamu@uj
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(Brand Profitability) Tuiigaiiues
a Al [ aly A
4. WUIARALAENO B NENUNAUARKLTINA

ANMNUNLURINAUAB \

Solomon (2007)M8139" AAtamAnsilssidunnine sansiany 05 nslueon

A A ] 4 A4 o X o A ) My a A a | a
viiaiieaaine ot fatudaoaz i Aeuitlaslign lagddusTnailiunidonsieds

v
'

¥y AzQNEENIT TRQIEiAWAG (Attitude ObJeCt) GeonanthildaRudnvitananAudna

4AAARSNL Hoyer WAz Macinnis (2001) 7in :"quiq mﬁuﬁmLﬁum?ﬂivmumwmummm
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nalauisudsafens ins s tiugeivialite feTnguie das Hanna uaz Wozniak
(2001) NANLATNINTALAR AD mwmm'mﬂmmu?mnﬂivmmimmmam\iLLav‘vmﬂ@u
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= ]
yiza lalga

1
a a a a 1 4A

Ay Hawkins, Best ka2 Coney (2004) £9NaN09 T AUARANLANENIN ABN1T

[ Y3 dl ndl b [ . . s . o Y
@m:uummmmmﬂumi@ﬂ@ (Motivational) 8178l (Emotional) N177U3 (Perceptual) LAy
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NITLIUAIINIAIINAR (Cognitive Process) BENIANAUIUAINAN T UL 1B AUINADY
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Products, : - towrad object
situation, J Emotions or feeling about
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#un: Hawkins, D. 1., Best, R. J., & Coney, K. A. (2004). Consumer behavior: Building
marketing strategy (9th ed.). New York, NY: McGraw-Hill, p. 388.
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N Lutz, R. J. (1991). The role of attitude theory in marketing. In H. H. Kassarjian & T.
S. Robertson (Eds.), Perspectives in consumer behavior (4th ed., pp. 317-339).
Englewood Cliffs, NJ: Prentice Hall. p.320.
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WESTERN FASHION BRAND ‘ EASTERN FASHION BRAND
COUNTRY-OF -~ ... | COUNTRY OF
BRAND NAME / (LB NAM RANK
(@) / /‘ A . ‘ ORIGIN
- L 9
Myer [taly 206 ! Giordano Hong Kong 231
Levi's USA “241="1 " 'Pantaloon Japan 291
Crocodile France 4. 249 'J + David Jones Australia 292
Boss England ke Aoyama Japan 448
Esprit US[ [ ‘4:2;90 1? ) Wills Lifestyle India 521
Hugo Boss Germany™ ¢ =-399 ;J-g La New Taiwan 568
Zara Spain {317 Aoki Japan 598
Top Shop England i 382 P Uniglo ¢ Japan 635
Marks & (> '
England 408 Westside~, India 643
Spencer
Donna Karen USA 415 Bossini 7 Hong Kong 645
Timberland USA 442 Bonia Malaysia 653
Guess France 461 Woodland India 684
Arrow, USA 469 [T, Hong.Kong 689
Esquire USA 478 Dapper| | 0 Thai 704
Versace Italy 482
Mango Spain 507
Lee USA 695

Fnn: Neill (2009). Asia’s top 1,000 brands. Media Magazine June,04: p. 2-71
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o a

ANLRAESTIN

AunRnguslnAne ESPRIT ZARA GIORDANO DAPPER
ATTAUALNTY MEAN S.D. MEAN S MEAN S.D. MEAN S.D. MEAN S.D.
UIANTTH
T ST ™) /AN | S S| R I R T
TuNIURARIMAS
- AuAnsaade/AuAnrinsae 2.16 0.78 2.1 0,80 2.03 0.75 2.19 0.77 2.30 0.78
isaadne
- Anduddlmalaenideuuuunm 3.58 0.84 8.60 0.77 3.59 0.89 3.41 0.83 :'L"é}_{_"""o}_zﬂi
Audnau
ViAuARTINNNAAUTANTTN 3.13 0.45 3714 043 | 313 0.44 3.01 0.50 3.21 0.41
nisaantuu :
- gtuuusiuade/gluuy 3.80 0:82 3.73 0.79 4.06 0.66 3.49 0.89 L391083
GIE bR
- AkArILLLnaIN 3.78 0.86 3.65 0.82 i_"i._{o _______ (_)._8_8"j 3.65 0.86 3.71 0.80
N/ AUIARATIULLLANR
- Wiugdaneainnauanitiu 3.50 0.¢8 8159 @:85 378 0.90 3.20 0.96 3.47 0.95
N9 191
- uuAdumne s udu 3.65 0.84 3.71 0.74 3.92 0.84 3.52 0.89 3.45 0.83
Adulianaanu
- e AN T iU 3.18 0.98 2.78 0.74 2.69 0.96 3.47 0.87 3.80 0.8
(Hsie)
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iruaRngLalnAiise AR ESPRIT ZARA GIORDANO DAPPER
ATIRUATLNTY MEAN S.D. MEAN S.D. MEAN S.D. MEAN S.D. MEAN S.D.
- wngAuawjuanvang | 3.88 0.92 4,00 0.81 3.93 087 | 382 0.87 3.75 0.90
AUAULA
WAuARSINTINsD
3.63 0.52 353 050 3.74 0.47 3.52 0.56 3.68 0.54
nTaantuu
AMATdaLdes
- $1AYN/IATUNS 2.71 0.92 2489 085 . 2.65 0.89 3.15 0.89 2.66 0.89
- MANENRANHA/ AN 3.07 0.92 2.79 0.94 2,92 0.90 3.45 0.86 3.12 0.86
ANLURANNS
- AudAnandwaudiuiies* 2.69 0.86 2.66 0.90 2.47 0.82 2.96 0.82 2.65 0.87
- AUANMRANB LRI /AUAN 3.17
. 0.3 = 0.99 3.24 0.89 2.94 0.90 3.38 0.87
iyl
- pilaniudnaas/ldnRlan 3.38 0.82 3.45 0.85 3.45 0.87 3.25 0.80 3.40 0.77
SIMTERETN
- pAudfiffte e /mandud | 378 [l a5 o lf 4 3 0z2 WAl & 1Bee 0.72 1[I 370 086 i| ! 368 0.70 |
Lee————_J]8er8_8_8 _'W 1 LE_EF 8 P ¥ BF 8__ B_ 1 N _ _§ &_=21 _2_____ 1 I U 1 U 1
Tdfidades
- AUANITALG/AUATZALAN 3.32 0.75 3.43 0.65 3.49 0.79 3.04 0.81 3.31 0.68
ViAuARSINTNsD 0.43
e m 3.16 0.44 310 0.44 3.17 0.48 3.21 0.44 3.17
AMNNTBLAELN
(Hsia)

vl
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A1919% 4.10: NAUARUDINUSLNANHAAsIRUATWNTY (Fa)

o

AunRngLsInATse AR ESPRIT ZARA GIORDANO DAPPER

ATTRUALNTY
MEAN S.D. MEAN DN MEAN S.D. MEAN S.D. MEAN S.D.

ANLT TRy lUNITRAGR

- AUANATUNING/FUAN

: 3.52 0.71 868 0.66 3.47 0.86 3.48 0.66 3.52 0.66
ATUNINAT
- AUAAINW/ANAN I PINL 3.54 0.78 3.62 0.68 3.39 0.86 3.60 0.87 3.55 0.66
- flavanidedie/iindefie |1 372 oes |l 383 <4 08 [ 871 070 | [ 363 075 |i 373 0.65 !
- Aonduluninan/lunangw F/R
R 3.52 0.70 3.55 0.70 | 348 0.72 3.46 0.74 3.57 0.67
lunsEam
AuARTNAaANT Ty el
- 3.58 0.59 3.66 0.54 3.51 0.66 3.54 0.61 3.60 0.55
lunisuan
NAUARTAGD
3.40 0.38 3.40 0.37 3.49 0.39 3.34 0.39 3.43 0.39

AsIAUALNTUTAITIN

wnnewin: n1sliazuwmiuuuy Semantic differential Tngpaaiiuliingdesinisdaradiduuapagiazuuugs lnedazuuugaigawindy 5 uazanudiunliudeelinsdeanuiidusuac
AzuuuAn tnedazuuuanigawingy 1 dmiudendiegewiling dhdletiinaadiailiaElnindtr 1Iaan0 Axiuegnatdn i 5 azuuy, 2 AvuuuaznduAniy 4 Azuu, 4 AzULUAZNALAN

1 2 Azl uay 5 AziULATNAUALTIL 1 AT

Gl
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@ o

UANAMNUAINANINT 4.11 FRABEIFNIN1INARDULNENIAIAINLANFANNTEUI

1
o

aa
AUARN

a

A a 1% 1 a 14 1 Y a A o a ] 1
UFlnANAanTAuA LT ULAaEATNEUAINLIN Qmiﬂmwﬂummimmqmmm:

e3¢

naAuA Wt uLAnANsiueeeldlda dAyneana uAlenin1siansun e szt n luls

ATANU NAISRINLGN ANUUIFNTIN AIIAUAT ESPRIT, ZARA uaz DAPPER HANaas#gendn

R31A1AY GIORDANO et altiidAtyn1eana douludnuniseanuuunuan as&uAi ZARA
uay DAPPER HAN2AHEINI1698 1A GIORDANO Uay AsNALAT ZARA HANRALTEINTD

o o

RIVAUAN ESPRIT agaliladnAtynieaia

A919% 4.11 WAAINISNAFBLAILRAE (Oneval ANOVA) 1asiAuARNEUSLAANS

ASTRUALN T J
ViAnuAANELSINA Post
WeansAUAY | £sprIT| ZARA” | GIORDANO | DAPPER'| F 0 Hoc
LW\I"ﬁbu (1) ) (é) ) (@) Analysis
FuuinNITN saf| dd | 301, 321 3.43 | 0.02 1,2,4>3
ANUNTBNULLIL 358 A afrf i Jooh M 3.68 3.48 | 0.02 2>1,
‘ _ 2,4>3
Fruauddedes | 310 A 317 [0 3.21-;’;{ | 3470 | 123 | 030 -
é’mmmﬁmmﬁy 3.66 3.5« 3.4 0ills 360 1.15 | 0.33 -
lun1sedn Tq Y
euaRlagsan(X) | (3400 | 842 334 3.43 1,05 | 037 -

1 =i =9 q' s L a ¥ a ala | 1 o a a L4
fAAUN 4 Nﬂﬂ']‘iﬁﬂ‘]:ﬂLﬂEI’JﬂUVlﬁuﬂﬁl‘llﬂﬂﬂU%‘Tﬂﬂ‘VlNﬁlﬂ‘Ll‘i‘SL‘V]ﬁ LURAINIUARNTIFUAN
T

neiniAlARTesLs inAnNsalssmAuasniansduAunduludoungianla
dl o
7

TguaATn B Tu D Ares Nagashima (19701977 iuiSérmantia Differential NERAE

a '

a5uanm 7 sxsuitlu 5 226 el NI ALA RN N ARSI ALAAINILLAR IR UAN

Wl 3 Fu Ae 1) Aunisiiles 2) AwAsegiae waz 3) AumaTulat 29iAuIUAIN

I
o

7981 14 48 A1NN1INAFALANAMNITATUIAILLLADLDIN IREYUT WLFY AR LTaTY

(Cronbach’s Alpha) 1848199z AwraIN AR ARA N TR SN ABLEN LN AL

0.56 1AdALsZmAZLLY WiNTL 0.78 NNMITREaINg UseinAa Winf 0.89 LaTdInIin
a

Uszmalng winiu 0.63 TaeialiilAnANITa a9l semALUAIR NIRRT RUA LT

Tmg199:WINAL 0.82
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ﬁ'ﬂumﬁﬁé’u?‘lﬁnﬂﬁsia ALRAHSIN ALNIN A #29n9 (A) Tna
UszinAwnaIidnns1AuAn MEAN | S.D. MEAN | S.D; MEAN S.D. MEAN S.D. MEAN S.D.
AIUNTTLADY
- szuulszanadlme/szuuinAanig 383 | 280" _"4_.é6"““5?1_3:} 3.77 0.77 2.64 1.24 E:_A:.E)é ______ 0 _éé"i
- szuumullan/sruuAaNia e 3.77 1,08 4.56 IO.76 3.77 0.77 2.85 1.20 3.91 0.75
- fqunaiszanTuw/Agunanis 3.70 1.86 441 0.75 8.70 0.69 2.67 1.20 L403 ___________ 3 13
- WanHENAZTUAN/NINHUNAANNIHAG 3.77 1.06 453 (-)II.65; i_____’o’__;_é________—__g__é_B__i 2.89 1.27 3.90 0.80
- i:uummml,m?‘/izuummmﬁgﬂ 3.77 1405 4.48 0-75 3.70 0.75 E“—3_.(37“““;._2_4_JE 3.83 0.85
puANlneFgLA o J _______________
ViAuARsINANAansiEla 377 | 112 4.58 1.T9_T 34 0.53 2.82 1.09 3.94 0.75
AULATHENA =1
g ingy
Nﬁﬁ]i‘ﬁﬁuﬂﬁiﬂi‘ﬂﬁﬂ‘Wﬂﬂ ________________
- mmﬁﬁmfum/mmgﬁ@iﬂﬁum 3.35 0:98 3.58 0.99 345 0.76 i___3_.fz_1_____ 0.88 2.63 0.90
- NARRUANAUNINGI/HARALAN 3.29 0.96 3.88 0.83 3.40 0.79 2.69 1.06 L?’” ___________ 0 75
@mmwrﬁ'ﬁ
- AITUUATAANT/ANAITULATARNNS 3:34 0:93 416 0.70 3:36 0.6 3.01 0.86 2.84 0.94
B IR RSV R eI 3.28 1.19 4.23 0.85 3.62 0.77 2.52 1.24 2.75 1.02
ViAuARSINTAaLATHFRA 3.35 LI\ 0.80 4.02 059 3.50 0.52 3.00 0.82 2.85 0.63
(NpiR)

A4
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A15199 4.12: NAUARLDIELTINANN A WANralLlssnARUaInILEan AU uNTY (sa)

ﬁ’ﬁuﬂaﬁé’ﬁtnﬂﬁm‘@ ALRAETIN aLNIM dlu g2a1n9 () ne
UszinAunasiniinng&um MEAN | S.Def-MEAN [+'SD-fmean | sD. | MEAN | sD. | MEAN | sbD.
mumalulag | T Lens
- Hmaluladszigy/dmalulad 356 | 090 d45 0| Nora il “sse | o064 | 332 | 073 | 202 | or2
B T A I W h“__n_l
- dszmnslszAunisAnengs/ Usvans | 337 0482 4 45 0,69 37 0.61 3.07 0.90 2.78 0.82
flsvfunnsdnem "
- WunINARAUALNIN AuNNTEARLLL | 355 0.91 374 0:Q1 ol s 074 ir_é-_9_2 _____ 6__9_5_5 5"3'_5;"""0'_&;5'"‘5
NeG PN I R i i
- ANIREUA WY AAINGTH/ ?_;377_3_““_0_.633:_? 437 0.6:4",-;.-'5 362 0.62 i 3.62 0.87 i 3.31 0.78
Lifimatmundugaenes | | >L ______________ I S
RAUARSINATAD
3.55 0:64 417 0.51 3.48 0.44 3.48 0.51 3.08 0.54
wAlulas
FAuARTsaUsTIMALRRIRNIAAS
IR S, 3.56 0.70 4.26 0.60 3.58 0.36 3.07 0.68 3.30 0.48

wnnewin: n1sliazuwiuuuy Semantic differential Tngpanatiinidm@es tinisdopmuntdsuonacdasuinge Inalatuligaigawiniy 5 uazaraiunliundaslunedapauiniuay

= o = o o e
ACHAZLUUAN TﬂﬂNﬂZLL%‘Hﬂ’]W’Q@LV}’]ﬂU 1

14
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a

ANATNN 4.12 WU TiAuAR I sannguslnaRselssmaunasiuiinnsdusn
o o o = | o £ A a = = V@

ud Ui ANRALYNTL 3.56 d9iiaRansnunlutazidsAadlLUAaUn NG LY 3
v A v A v a v a 1 v =
A Aa 1) AunI9ided 2) AuAsEgia waz 3) Aumalulad nudgpevuuuaaunIni
HALARAAULAREAUAIsa 1T

v = 1 % I a o a 1 A -dl |¢=II QII

FUNITIEY NENAetWRAWAR IR sINsaN1INTIlegRRtat? 3.77 Tned

AnedtvessruLlszantllnadaviungianwinty 3.83 seeasinme sruunuiian ANy

o A ERL ARy F
AZAURAN LAZTTUURARANALATHANLRALNINANUWARLUANL 3.77

1y a A, P PR p = A A
ﬂ’l‘lﬂﬂ??ﬂfjﬂ@ Nﬂ’]L’mﬂImeN@ﬂqu&% Iﬂﬂﬂq?NNqM?ﬁ'quﬂqTﬂﬁ"ﬂ\ﬂ]WQ\?Nﬁ’]L'ﬂf‘]ﬂ

aaNgn Aeelseil 3.47 savaeiihe diA ey AadipsiARALYINTL 3.35 uazIvLL
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- wnziuanguns onzighig (307, | ose! | L 378 | oer!
NAUARTINTITISD
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