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BENJARAT ORANKITVANIT: RELATIONSHIP BETWEEN COUNTRY-OF-ORIGIN

IMAGE AND CONSUMERS’ PERCEIVED QUALITY, ATTITUDE, AND PURCHASE

INTENTION OF COSMETICS PRODUCTS. ADVISOR: ASST. PROF. NAPAWAN

TANTIVEJAKUL, Ph.D., 169 pp.

The objectives of this research were to study: (1) The relationship between
country-of-origin image and consumers’ perceived quality of cosmetics products (2) The
relationship between country-of-origin image and attitude of cosmetics products, and (3)
The relationship between country-of-origin image and purchase intention of cosmetics
products. Three cosmetics brands were used: Estee Lauder, L'Oreal, and Shiseido. The
methodology of this study was survey research, using questionnaires to collect data

from 400 consumers aged between 15-55 years old and living in Bangkok.

The results of the research revealed that (1) there was a positive correlation
between country-of-origin image and consumers’ perceived quality of cosmetics
products, (2) there was a positive correlation between country-of-origin image and
attitude of cosmetics products, and (3) there was a positive correlation between country-

of-origin image and purchase intention of cosmetics products at significant level of 0.01.
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(Necessary items)

11.5) WuAUARTIEAL (Exclusive) — EAuENa33um7R 1
(Common)

1.1.6) Lﬂu?ﬁlqﬁwamh@mmuﬂﬁwﬁﬂ (Heavy industry product) —
Lﬂuau’ﬁﬁﬁmamhfqmmmw \L (Light industry product)

ANULITNITHAZNITAANI519991% (Service and engineering)

1.2.1) Aanaulunisuan (Careful and meticulous workmanship) —
Nandulunse@n (Not so careful and meticulous
workmanship)

1.2.2) W inaluladfivad (Technically advanced) ~Vwaluladd
#1433 (Technically backward)

1.2.3) ARANUIULNTY (Mass product) — HananuLtiasuaziily
iElie (Handmade)

1.2.4) §nansningvialan (Worldwide distribution) — HaRa1LNEl

nnelulssing

1.2.5) HAN9AUAUNINLN (Inventive) — HARMINLULLAN (Imitative)
o 4 o . .
ALl LATTALALN (Advertising and reputation)

1.3.1) nanilainilugives (Pride of ownership) - inianilainiy

CREEN (Not much pride of ownership)
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1.3.2) neunslaenNn (Much advertising) — lellws o nintiag

(Little advertising)

1 |
Ddﬂd

1.3.3) m3&uATElungananan (Recognizable brand name) — A131

o

'Zu’ﬁﬂmmﬂuﬁ?é@ﬂ (Unrecognizable brand name)
14)  A1unnreenwUL (Design and style)

1.4.1) H&8ruauauauargluuuvatanainliiaan (Large choice of
. o [ o =
size and model) — AfRAUINILIALA L uLL WS AeN

(Limited choice of size and model)

1.4.2) Wanwldladugdansniniauan (More concerned with
outward appearance) — Minanlalafuaauaiunsalunig

193 (More concerned with performance)

1.4.3) nadenlddadnemana (Clever use of color) — liaanlu

n191aen M4 (Not clever use of color)
1.5)  Audeyagiislna (Consumer profile)

1.5.1) Wa1z@NAuNguIegu (More for young people) — IMNNEANAL

naudeE ey (More for old people)

1.5.2) WANZANAUMNATIE (More for men) — NI ANALLWANILN

(More for women)

1.5.3) @ nFuauduge 151uh (Upper class) — Amiuaudiiang

seltias (Lower class)

2)  AMANHUTIBILTLINA ﬁugmlmﬁgﬁ@ A17H89 UseIRAAMS LazImuaITN

UDIT B
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Tuanuei Roth WAz Romeo (1992) 18na1991 Awanuailsemanuaaniiiniiug
naneasAlsznay agluArsialnanLANALALN A9t Roth Ay Romeo (1992) A
o =K ' % 6 1 o a da’ dl F7N 1
nsAnEesALsznaursn nansailstimauaanilaay ieaunsa liidunnsgu
Tunsdpnnansailszmannaaniiin uazaiunntn g uduAranadssinm Taamn

NN93LATIEEANNLAINE TUARAR LEININITRANTUNRIALIZNALIUBININANHOINK

AnsnizINtuluLAazaulsy aanuiilu 4 asslsznaudan Téun

v o . = v v =

1) F1UUIRAN99N (Innovation) MNNEIDN ANAIUTININwmATUIaT LAY Iz ULANS
NAB

2) funnsaanuuy (Design) Munai gilsvdnsne nslda alnd uazaonu

NAINUANLURIAUAT

| |
=

o = = \ = = o A o

3) ANUANNNNTALALN (Prestige) MNILDN ANMNNIZAL ADTUNTWLASTRLALINDD
AINALAN
o A a \ = LA A

4)  AupNTRT Y lN1IHAR (Workmanship) Manaily AnNunmane Ay

AN AR uazATUNIWIUNITUARAWAY

dn1 Parameswaran Wa¥ Pisharodi (1994) lfivinnsdnm fumesdlsznavauie

nwaneilssmALnaIn AL NILEAINHIUANANHIIBIEUAT INAINNIDIANGHN

v
o

asflsznaun wansnilssmaunasniinlfiilu 3 Anidnsue Al

1) Ananmasioliaeslssmeaunasnuila (General country attribute; GCA)

=® dl al = dl 1 a v A a 1 a a a A Yo
UNN2DN TOIREN viFaNNNeINTas At laviseAnsan A laa Raliwise Hiunis
vensexneaiuAsEgna n1siles dmusssn Mun annuduiing (Friendly & likeable)
ANNANZST19%99A (Artistic & creative) An19AN®IA (Well educated) 191uusin (Hard

working) #AaugAnumALla (Technical education) ﬁmmﬁmim:ﬁu@q (Achieving high

v

standards) Hx1msguANiuetATU (Raised standard of living) HAvNd1unny A

o o

wAllA (Technical skills) A88AEAILNNHBINTUNARINHAINAGILARIAU (Similar
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political views) AYNNARNEARITLANUITMUEITN (Culturally similar) WAaZNNE1391IUSA
WAANALWAIWIUTB (Participates in international affairs)

2)  AUANHUNAWA knlnavinlilAazazil (General product attributes: GPA)

v
a a 1% = o %

UNNBTN ANAINNTnTRsAU U sz AT RA T N AR AWAN LR AN INTIAWANAN Funis

o
14 o

dpanning uazteudeennuin e S nAnTinasdeaTudusn i manfiunafud

o

(Unreasonable expensive) AuAuias (Luxury products) Hlanisvinfnned
(Meticulous workmanship) NNIABALALILLLLI (Imitations) Nﬁmﬂuqmmumiu (Know

. . . IS . . L@
mainly for industrial products) R lunanaszine (Sold in many countries) Tadiflun
aula (Not attractive) in1slasnunasineniin (Intensely advertised) fasl#3uUn3gua
1neinmateadane (Frequent repairs) AMNNAINUANLIBIAUAT (Wide range of

= v - v dl v .

models) #818)n19 1991148119114 (Long lasting) dayan 14 lunsTumoin (Advertising

1 v
information) @uﬁu‘%‘ma‘ﬁ uagl (Difficult to service) Eﬁﬂmmﬁmﬁiwmmzqﬂm (Cheaply

o {

put together) Awmalulagniiuads (High technology) ﬁyj@mz}lq (Good value) aalédne

[ a %

waz@zman (Easily available) wazluAuA NN TaLEe (Prestigious products)

3)  AMANHUTIANIZIBAWANNANEN (Special product form goodwill-related

1
ay a

attributes; SPA) N84 AnsansaisnLEnAlElun1sfarsdenzeRusruaniug Tu

NTANEIATIN gqﬁﬂm Lfawm@umummmmmmwrmu

©

v
o

V198 Parameswaran wag Pisharodi (1994) 16na1941 nagnin1enisnanasemnang
UszmAdinusa nednanuing nslamanilssadunug ussqsinel waznaduan 155y
ansnantanInaNnUssmALuaInlanAuAn InedssmAwnasniialAnuLanFaiy
o . . v L e . = .
\HeanunAINdmuesINLarNsTLENuANAe I BaasLE A Tuwsazssma nasula

o s 1 o a dl dl 1 :/j dgj 1 o
ANMHNEN ANl sTInALraIN AN sAeANT lWRaIATE NI ssIATiuILeL T

v

ANANWUTIRIQNATLAIEUAN NINNINAuaL AU AN HRIe BEENAR T
Parameswaran Wa% Pisharodi (1994) léuiesdlsznaulunisdannwansaidssins
wnaaniineaniilis GCA, GPA way SPA 1a9dudrannlszmeiaassiunazdssmnaniug Tu

a v oo ¥ d‘ Y a o 4
PNIAAUATNLUFRUIU 40 98 uazlunuaaATestiue1nsanatwlu 41 4 taasausan
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v

4 1 o 1 o a dl [ 4 v ¥ o Mye v
%Hmmﬂqum@mw’nmm‘gmmmwLﬂuwwm@ﬂmummum 1,025 Al LLMi@?U‘H’ﬂH@

u

LuUasLnNNANY iAW 678 AU TeAnLTiusetay 66 HAeanTadtueusacdan Iy

Winf 0.653 AAHANRUSuFas A1 NA G WINTL 0.824 @9 lFLUTINANNIRANGN N9

ya o

WeNUNNAITAN AN IeslssmALnaInlatil (adtAsin1IWUNa9ALssna LAy

a

& 14 a

o = A o = A a R @ Ay o |
AMMANHZIANIZIDIRUANNNNNITANE WazATIABNAUANNTe A Tunganasg
8191979 lupa ATz AN R AN I AU LN THARAWAN LT LN

MIDADAAFITLNNUAREIUDY Badri, Davis Waz Davis (1995) @9N1N19ANEYALAR

v a a v & A @ a QI dl o

wasfiilnaluAuAUssinmInaud qinsnlaidannsatind 21117 &ane LATE9E1919 UAL

HaRsTuTIMensunne AudssimAanigewsng it dange wassiu diAg 8n4 uay

b

a ] o

THudis Inenaddanudn §itnalviauaRnAsesnaufnuIanlszmAasiuinnge

Q

ginsniBdnnsatindandszmaditii aamsuasfaneannisemaanieinizng irsesdiend

A nUszmAn LAz LL@:mamﬁmﬁﬁmammwwﬁ@ﬁﬂﬂizmmm*g@Laﬁm

ANENATRINTNANHMUTELNALARINLIA
AMNUNILUDIANENAUDININANBNUTZLNALURINLIA

Cateora waz Graham (1999, as cited in Ghazali, Othman, Yahya, & Ibrahim,

1 v
k% 1

2008) 3 l3iA TN Ia9aNENaTaIN INAN I s ALaInTAGN HuanTnaiinatuann

o

nsfusauAvasislnalu@anuazidat vl lufaqiiuddudiansnsmaidnunlu
| = £ = I o A = vy y = °o o a
pa1asLszmAiaNNTY TTadefaaiulssmaunasnninas lFdnsndunuméAny i

v
o ¥ a 3 =

49/ v o a a ¥ ) v 1 1
wnaunnllfng Aalu fitnaflarinislsudugudnindinainsnelssmaunansiieann
AuA7iaaniu (Bilkey & Nes, 1982) iaeiariy Elliot waz Cameron (1993, #1909 lu
N970NNT 1WA, 2549) NlEnan991 aninarasnwansailssmaAuuaanIiianis 1w

-dl a ﬁqj v Y a 09; a = a dl 1 1 v Aa
w9 lanineauiugUEinAvia ludsuanviselieay SeanadanafanszuIunIsFndulauay

W ANTINeELFInAlUNNENAS
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ANBUSAV ENATDINTNANHMUTENALURIALTA

Peterson WAz Jolibert (1995, as cited in Verlegh & Steenkamp, 1999) 1nanq9n

v

UszmAunasnitaanswaatiaunlunislsviduduAnaesdiislna A @1awinN194en
v 1
UNIANEVBIENENATRININAN DI 3TN AUNAIN1HATY TaIsU99NenW3dEs 1]

Nendesiuaninaresnmanenilssmannasiniianminisiiasziainnis ldg&enseiu

a

dl . . 1 A dliz v I o a = | =
1A (Single-cue studies) na1ama NsnELEnAlddssmpunaInlaNesatnameq lung

% dl a a v qu dg’ 4‘ o =& 1
NIehL LW’ﬂﬂ?ZLNH@ﬂAﬂ’]W'&Hﬂ’]LL@Zﬁﬂ'J’]ﬁJ[ﬂ\‘isl@sﬁ’f] et nadauLlsznauniauanaag

o o

a % . . dl dl v a 1% 1 o A a «
AUAN (Extrinsic cues) NNLATBNLANHEUTNINIEATNLBIRUAT LT3 T46) TUA viTed 1T
Fi14 (Johansson et al., 1985, as cited in Chao & Rajendran, 1993) NAANNNITIRUNLIAN
ANBUrIasBnENATaIN WA BilszmALNEsI AN A NIAUTAN NN gAANNTDILI

aaniflu 2 Ahwoue Ae FrunfeaiuAnIn (Quality) uazaANLEane (Reliability) LAz

A a dl o 09; dw . .
UALTANIAR BNTNANYINLAINNGI AT (Purchase intention)

v
o o

wanany ansnazenndnsaitssimauaainiindsauagiudaulsauung

o

a a 1 a v o dl U o =8
ARYBNNINNNY 11U Uszinn@uAn (Product category) anuauLlszmean g lun1svianisdAnen

(Number of countries studied) ?Jdﬁma?l,ﬁu%m;!@ (Mode of data collection) &N1NLIARDHN

v

289N13ANE (Study context) kazdaa1aa111n1991348 (Year of study) 1Tufivu vl andwa

1 ° a a K o a dlv a ISP
welszinAwaniling e AugLiuLn1eANAR (Stereotype) N1z InANFBL T NA

wiasniiafiag denaduiluiladudrAyndsnanszsnumaananasasninanenilssine

UWIASAHATS TN UAZITIAL (FUR MA429304i6T, 2545)

v v
@ o a %

wiu anananalaaagd1éian Bvdwarasniwanenilssmaunasinfaiuaiuns

1 ¥ v
o o ol a KR v o

a del v o dy 1 & va o o ya o K v o
Raaulinaadnsusauegiudnglsrasraasfidauarnadnininaiu Auiugisaaslén
nsuteEnsnazesnmanEaitlszmeauasiniineanidu 3 desinnudns dulfun 1)
BNTNAABNIITUTANNINYDININAUAT (Perceived brand quality) 2) @NSwasaviFuARYes

o

1slne (Attitude) uaz 3) ananaseaualagesesifizlna (Purchase intention) (315

e3¢

Wanga930udmd, 2545)
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1) ANEWNAABNITTUSAMNINURINTIRUAN (Perceived brand quality)

a Y

ANAFDNITTUT

a

Johansson (1997) Na1991 AMWaAN= s mnALMaIN DA

o a

AN naAuAITuetinggs WesainnisdeanstulangatlaqiiuinfisinaaunsaAne 15
FauAaNUszmAlAN AN NAYTEAMNNAINGNIATTIN

luanue® Chao (1993) l@na1a91 Ananwallssmawnasniinlananasanis

4 1 Y v
1% o o o al

UsziliunnunmAnAn Mdaiansnamiendn e uaznagnini1anIsnaInBuT 1l
nwanendlszmaunasinfinaziansnanin winguslnaldfuaavise line 1R dusi

1 1 1 Y a = % = P a % n’; v 1
ANFANUTLINALAL LFANIN mngm‘immmm@umﬁm@Lﬂﬂ%mmumuuuﬂﬂummﬂm

'
a A

ﬂﬁ‘zmﬂmeﬁ’]Lﬁmﬁ@zmm?ﬁw%w@hﬂ%fﬂ?z@u@mmwauﬁﬁmﬂ'i”uwhffu
(Parameswaran & Pisharodi, 1994)

2) AnEwaRaNAUARIRNHLSIAA (Attitude)

UANANNNIFLEARNINTBIATIAUANUAY UszAuaanuiladslaninasiariunf
memuﬁ@mmﬁ’gﬁ%ﬁmﬁfm a8l Han (1989) TN aR AT UANL AT IE AN
nnaneidssmALasniiia (Country of origin image) fuANde (Belief) LALTAUART
fifenAuE (Brand Attitude) 39 Han (1989) lEAuLLS1a0300n17 2 iUy Ae
LULA1AB9ULLA9NAN (Halo model) way uunaiaaalpssasgineagyl (Summary construct
model) TneisaaziBaasesielli

WULANABSRLILNNAN (Halo model) azifintuiadiizinalifuinaiudusi vised

o

U a Y v Y a v o Ly 1 o a A v dl
mmﬂummmuﬂﬂ EU?Iﬂﬂ@%Iﬁ]ﬂ’]W@ﬂHm‘ﬂﬁ‘zmﬂLL‘VI@QﬂW Wann M lunsasepnuie
v

1u@mmu°‘mmauﬁﬁﬁmmﬂﬂ?zmﬂuu auAa MINATALARADAIIALAN (c-;]m‘wﬁ 2.1) 111

a

Y a S b % o % dl a a 4 1 o Ly
‘Wmgmiﬂm13434mm@umﬂﬂumumwmmﬂﬂ@xmm@mmmﬂ@u wENWANEURsU T INA

'
2 o

a a @ dl [ ¥ o v dl % Y a [~3 = dl 1 a %
analudszmeaniugrinsuuiduniuateuazauava guslnanazinumadnduan

v
= a o %

ANUsLmABAIATUATHADIANWAR TUANE LAZIAATAUARAAATIRUANANIANNUTEINA

q

a a a @ k4
analudsuon s
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AN 2.1 LULRNAR9LLULNNAaN (Halo model)

Country Belief Brand

Image Attitude

B1 B2 B3 B4 B5

fn1: Han, C. M. (1989). Country image: Halo or summary construct?. Journal of

Marketing Research, 26(2), p. 224.

Tumenseriuding Han (1989) falftauauuuataesdnuiiegtluuy diAe wLeIaes

Tnseainalaaagil (Summary construct model) @uuuAnaeslnsaainelnaagii azifinau

v
a v o 1

WaiilnalANABALfLALAIIY MTadANEINa A UAWAN TN NauuaY Tag

nwdneilszmAwnaeniia (Country image) MAATL NNANIAINAINITEAWANG]

1 1 v 1
(B1-B5) 1015 InAndseduANnaIntssmAuasnIiiai Gaztin lugnisifiainuas
2939A91AUAN (Brand attitude) Tungn (anawi 2.2) 1 fiislnAmedndudifinu

aannsetindanndsuinadtmdudndinnanuiiugds wasiuinnssulvdagnasnnan

A dll [~1 1o a a v v a a dl del |
meuﬂ?zmﬂmﬂummmmmLum@mummu@L@ﬂm@uﬂz{ ANNLTalaznaeLiiu

1
a ' a =

. o nF LGRS y o
nwanendreslsemadgit]u uazin hlgiauaanasensdusnunlssmagdulungs
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NINY 2.2 Luuaaealpeainalaaagil (Summary construct model)

Bl

B2

B3 Country Brand

_—
/ Image ;
B4 / Attitude

B5

11: Han, C. M. (1989). Country image: Halo or summary construct?. Journal of

Marketing Research, 26(2), p. 224.

Y v
o

%191} Erickson, Johansson WAz Chao (1984) THlauanuuanasdNaasn AReaiy
AN9ANN Han (1989) Tasniiqn AwansadidssmauuaaniilaNansnasnanisls il uausn
Tufinuaauide (Beliefs) uazyiAuaf (Attitude) 289131nA (AN 1WA 2.3) aztiiulianlusinu

dl Yo a a dl Y a a % dl a dsj
AN HFURNENANINANANINILAFEY (True levels) UDIRUA TI81AAATUAIN
dszaunisninsaaesgiislng drudulusuasuiauaftiuazlFuansnaniain

v 1 a v Y a a A v v Aa v dl /% Y a
ANAuAssiaduii TnagislnAeadadilanduaaiuguiinenlilinnaesliass
(Subjective familiarity) visafiislnalAnuAWALRLAWAIAINNS lFnAaealda3e
(Objective familiarity) F9ANNITaLALIAWARIB9ELT INAREHANNANR LS AR AARDITITY

AT
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AN 2.3 LUUAN AN ENATRININANH DT LN ALUAINNIANHAD AN ITALA LT ALAD

o Beliefs P True Levels
L l

A

Image Variables

v Subjective &
> Attitude )

Objective Familiarity

#U": Erickson, G. M., Johansson, J. K. & Chao, P. (1984). Image variable in multi-
attribute product evaluations: Country-of-origin effects. Journal of Consumer

Research, 11(2), p. 696.

3) answasanNAdlaTavaseUsinm (Purchase intention)

9

UBNANNAMNANH LI N ALNAINIEAR LA AN ENAFANITTLT AN INATIRUALAY

a 9

o

iruaRuedislnAuds nwansailszmaunasiuiiadeianinaseaunaladenes

a a v

13TnAANEE Han (1990) lAn1n1sAnetAgniuAN LA Lfszndnan Inanenitssmna

e3°¢

wnasnilinuazaansislate wugn filneaglinmansnilsswaunasinialunig
FnaulaTeduAn Inasaklaain1anLULRNaf9LUL9NaN (Halo effects) WAZWLLANAD
Tnssasnelnaagil (Summary construct model) #n96iu waziianlilunsaunisdnenia
a a ] ug// dﬁl Y a AJ Yo dl = v o dl o
ansnasardnAdlateresiiiing darnnsaagllfdnaanidesise A ngsinep Ry

UszmAinaanian N AN wAn a9z A GeazdanallssiAuaRFan AU LAz

aa a 1 09; dg/ Y a al v ndl
HansnasenNslaTatesiislnAdnsae (AN 2.4)

o

WANAINI Erickson et al. (1984) glalfinanadn nawanmadlszimAunasniniul
andnasanislszlunUNINAAUAT TnNstlsuidunun waT AuAnuTluoul suanu
=

nsfndulagaaasfiislng Gsaanndesii Bikey waz Nes (1982) NauaAuAA?Ian

v 9
AnanEailsymAlan AN AMNANRUS T LN AUAINNFYlaTa Na1Ae YN
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v 9 1
nnanenilszmaAlnasninrasdusiuldluniadauan aznnlsipnnusaladanise

¥
a

AuAnwesfji3inagelumulilfos

Tuanued Lin uaz Kao (2004) Minanadanisiuinnansaitlszmaunaesnniinlu

1 v v
= o

uan sinaztillgnnAnssunisgevedisinalunign visil Lin uaz Kao (2004) €3lAagune
QI = ! . 1 1o a o 14 ! Qll a !
WNANdn aAtlsznavtenveslszmaunaaniiia sulfiun dszmannandaulszney

(Country of parts) tszineiEilsznay (Country of assembly) wszineiEaaniuu (Country of

<

design) uazilszmAiu@n (Country of manufacture) ANfiNayENAsaANAdlaTaT8

a

131lnAkAs

e300

AN 2.4 LU AN SNANHADNNANH DT LN ALAIN IR VALARFAAIAUAT WA

ANUASATa
Bl
B2 \
Country Attitude Purchase

B3 > towards

/ Image brand Intention
B4
B5

11: Han, C. M. (1990). Testing the role of country image in consumer choice behavior.

European Journal of Marketing, 24(6), p.27.

v
o 4 4

ANUUIAANINAN I FLNALNAINIEAN N A1INTINNATI9AY LanaliiTiugn

[ Ly 1o a aAa a YA (<1 1 [ o dl ° o
ﬂ’]W@ﬂ‘]ﬂ’m‘ﬂ?ﬂﬁmﬂLL‘VI'ZNﬂ’]LuﬂN‘ﬂV]ﬁW@ﬁl‘ﬂQUﬁﬂﬂL‘]Ju‘ﬂf;l’NN’m uaziiluilaqengn tUARNIT

P

dszifiuduinaasgiislng sulsun nsiuiamnninaesnindudi AumanasiAuAR auds

a9

AR AT resiiistng Al dnnsmatauaztinnsunasauiludeclinoudanylu
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v o Ly 1o a |al 1 1 o dl dl o [
ﬂquﬂWW@ﬂHMﬂﬁ‘ﬁimﬂLm@\‘iﬂ’]Luﬂi&lﬂﬁﬁﬂ’ﬂuiﬂﬂ’l’]ﬁ‘ﬂ@ﬁl‘ﬂu“]‘lﬂ’]\m’]?m@’]ﬂ AR UTNINENLUN

v
= =2

NagNENIaN1IAaA WNLsrAnsnInwaEaaw

2. WUIARLFBINITFLSAIMINATIAUAT

TuiTaqiiu sindanissnunisnana luselssmaliinauauladnm Aenfuuuafn
NN35LU3ARININATVRUAT (Perceived Brand Quality) ANty esannniaiuananam
(Perceived quality) § mwammmm%mmummmmm‘lﬁﬂﬂ WAZEAH A NENNUS AL
AwLlaraaduAnlunans (Market position) a8 lURepnugunugE 1A (Price) Ruasie
naiaduaesdauutinismans (Market share) uazdeanansanininlslditumsauin

(Profitability) lAifuasined (Jacobson & Aaker, 1987; Aaker, 1991)
AU UATANNR A IBINITTUSAMNINATIRUAT

Aaker (1991) L@ 1615 mmumwmmﬁmﬂmmw (Perceive quality) ifm”n i1

Ao R A d A 1 a v A a
mmmnmm E\I‘Llﬁ‘lﬂ ANTUION QMﬂWWIﬂﬂ?’JN NIVADUNINNLUUBNINLANAUANUTAUINIT

TneaziinnsAnianedngszasdranis i visannantiRuas@udiiiue n9fugamnn

a

azlinlasulilanaruianalalu@uduanalll nanome Mangusinanalalugnininaes

1%

v
AuAmizatanig Wdldunnsanudnseatnsfuiaesgnin wse duATa1BNILAL 4IAN

I '
[ [ %

Tdiae GannsfuinidutladadnAnylunissndulatedudn iesannidu@siinligising

o

2

IHFUETIe A NLANANIuAT A WAL IasAWANIL Tuatue? Zeithaml (1988) 15Ty nsiLs
Yo | o a Y a dl o | a A A 1

AN W9 Hlunsdndularesfizinanaaiuauiuaa vraanumiandnlunineau

YRIAUAN

Y v
o

7198 Lin 4az Kao (2004) 1ina1ad1 nafuganuninadusnilunissuiiiuunussss
(Subjective judgment) 7 ldaunsautlannuvsneRuitneensunld TegaenadesiLuulAn
289 Aaker (1991) 7197 NM9FUFAUNINAZUANAINAINARN NG (Actual quality) Wga

Lﬂu@mmmmugﬂﬁﬁu (Objective quality) gaflue mmwmumimm (Manufacturing
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quality) 393 ldD4ANLn@E@ete (Reliability) kazlse@ninnaesdudn (Performance)
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lusnduan waziniinan1ssuissansnmuazauaIaudslusinduan Tuilaqiiy
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20313 INAMANNNTU (Morton, 1994, as cited in Lin & Kao, 2004)
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v Y =2 v Y Y a a v dI (<1
Qi NeFuamNIW uneda nnsiuguesdiisinaainn nanaesdusi daily
wNs9sN AN 0AUFes S duaziinliganuianala aruatandalumdudi uazdaus
a di/ Y a 1%
woAnsINNsTRLesELFinAfae
Aaker (1991) gialdinanasindndn nsiusnnnniuiluesAilsznaundnaty

2BIAUANAIIALAN (Brand equity) deilsznavlilfan 5 asflsznau Assialilil (gnwi 2.5)

a

1) ANANARERTAUAT (Brand loyalty) LaASINTIALARNALAZAINNE AL

% a v dl dl o a a v [~1 s 1
A laRUAMLS sﬁﬁﬁ’lqﬂﬂﬂﬂlﬂ@m?’muﬂ’]Lﬂu@ﬁﬂﬂﬁ&ﬂﬂﬂﬂ@ﬂ@m%ﬂﬁ]?’]

e3¢
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)
)
o)
=b.
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=
)
2
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=

a % dl o o ai di Y a @ R 1 a % 1 a v [~
AuANAnAtyNgn Wasannunguslnaliminisponuuansnsesdudiusacndusi fiay
e i3 InadnAwlagensduiiiau usivnguslnalanuinasens@uan luseaugs
= a o a a 1 a v [~3 1 v a dy a v :/I I 1 dl 09; dgl
PraNYAUAR IITILINAAAIIAWAN NardanalfiiAANITTans RUANTWatNImaLiiag 9l
o a o % Y @ K =< ' va % ag// v o a al

paNsANAgarRauliiunamNiane lalulszaunisainnsldduaaieusnuesgizinaan
Aa¢ (Lin & Kao, 2004)

2) NM93ANAINAUAT (Brand awareness) Liuaauansnlunisanls
(Recognition) 1#7an193¥AN (Recall) NeniUAIARALE 39n193annaEusiitil anagdina
sransrndulageveisinald wesangizinafinAuduaeiLAs &AW UAS (Lin
& Kao, 2004)

4 !

a v . . & o = Y a prpm
TADNINALAN (Perceived quality) m@mmgmmmguﬁmmm

a 9

3) n19s

a v a 1% dj
@mmwimmqmmmmumﬂmmmum‘wm
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4)  nadeNlaiunsAUAN (Brand Association) A ANNANRUSA@aNTeamIN
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5) Aunindiszinmaurednsn@usia (Other proprietary brand assets) Miun

N
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ANBURT LATasNNaNITAN visalaliaasms@uan usiu
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a 4 A J | a a 1 o dD o a
NU NITTUIADUNTN nasfluaninalnensesanisandulate wazANANmbmIN
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AuAnaasiislne Tunsuniistna ldamnsndssiludud il aazidaannld n193us
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¥ o

a = dl o ¥ a Y Aa :: ¥ o dl o
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NINNLNURATIAUAT (Aaker, 1991)
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NINA 2.5 ULLANAe9esALITNaLANIANMIIALAT (Brand equity)

Perceived
Quality

Brand

Association

/

Name

Awvareness

S

Other Proprietary
Brand Assets

Brand Loyalty

Provide value to customer by Provide value to firm by

enhancing customer’s: enhancing:

_Interpretation/processing of - Efficiency and effectiveness

information of marketing programs

h J

- Confidence in the purchase - Brand loyalty

intention
- Prices/margins

- Use satisfaction
-Trade leverage

- Competitive advantage

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

2

wananil Aaker (1991) falANANEINDNIT N1FUFADUNINAINTDATNATUAN

a q a

Tinugudn livanelsznng assialiil (anni 2.6)

1) @NN9I0ATNMANA LU (Reason to buy) Baiflunnsasnauseqslaliiiy
Y a dgl a v o Y 09; o/ o 6 o o a dw o “g: o Y
Huslnalunismedum uwarn1siuinnwtiuduiusiunisindulate Al nnesug
a ¥ K 1 ] v & n’/l I's a a a =
UNINAIAUANANTIt AN TR sEna L INATRINAEL NEN1TAATATIALTLANTHAR

A
O
GRE

2)  A3NANNLANANLAYASNANLLI189nIAuA1 LS (Differentiate/ position)

1 v !
Tnadenaliitianisfuianininiisinsanguas nanape Arunindusntiuilunagnsuilalu
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v o o 1 Y a dl o v a 1 v o Y
nisas i umRuialunisaseslagising deazinliinamnuuansnaludunieiug
a U 1 1 v v
AININALAIAINAUTININTAN 1S
o a % % . . o ¥ a o dl QI dgj a
3) AuuAAAUANgelE (Price premium) Mnlfiansunsodninlsniunnnau gana
AaunsninRuin lan il 1% luianssunnsasneas@uan visetin llwmwivisatlfudlys
a v gyaa &
AN IWAUAN T RENTY
4)  [199119n171UN19ANUUANNINTY (Channel member interest) 11144
1 1 a v v 1 = a a dll I v Y o 1 [
dneingzanadudnlfatinellsz@nann Wasanniunisaiiearnaulaliiudeanenisn
o | ! ' @ v Y A v 0 ) , = o o o
Auesine] TdrasduwdusiaUan ke vsedesnianisananmineau
5)  annsnilulszlemilunisvenansn@uéin (Brand extensions) tneiE{nanvize

Y o

a o L] dld dld a % % 1 = a a
ma:mimammummqmmwmmm"lmﬂ‘umuﬂﬂuﬂmaﬂwuﬂimmﬁmw

9

IARUNIN (The value of perceived quality)

a 9

NN 2.6 LLUAIAD9AMAILRINNE 5L
Reason-to-Buy
Differentiate/Position
PERCEIVED QUALITY A Price Premium
Channel Member Interest
Brand Extensions

P Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a

brand name. NY: Free Press, p.86.

2047 Jacobson & Aaker (1987) 1891 NM3FLFAMNINANNNINATBNENG

Tinugudn ldetinannung THun LanauunuaINnIsay Uiz (ROI; Return on

v
o

. A 1% < A v ° L qgva ¥ e o a
investment) Tmﬂwqﬂmuumm%m%muLmumamimqmLmuﬂmumuuummwmw

(Premium) 1845 UEAANALAN A IRSUNN YRR ARD41LLNNN9NIRAA (Market

a4 9
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29ALTENALLAZNTIANITF LS ADININALAN
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avdrAnylunnad@neuuiAnBeeniafiiauniwiiuiae NsAnEesALlsenaLans

a 9

ADINTN (Components of quality) $918438N193AN193LEAMUN 1 NAINRWAT (Measurement

of perceived quality) Tafudszlamiasnagalunis@neniae luasel

%

Aaker (1991) 15inanal3an nsfinuunesAtlsznauaesnmun ngudniiy

o A

wnsgududaninliean Wesannesdtlsynauesamnindudiusazatingdni

mﬁﬂizﬂ@mm@mmwﬁumnﬁm luanus® Garvin (1984) lEn1nnsutivaedilsznauaes

v

Aosnnaaniily 8 §R Assielly
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1) an3aNINLBIAUAT (Performance) MNNBIDN ARANLTRIUNLFILURIF WA

avataupazlsvinyn i dflupaufamas AazrunaD ANAING Jlilsinsusasdunis

v v

o A ' o @ v R - SA o am &
VI’N’]umNN’]mgﬂu M?‘ﬂ\i’mmfﬂmﬂfm’m Wlus deadAlsenautnaluAaN T RN Mg
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o [ dla 1% ' a =
ANATUNAUALLAIASTUAAITAZH
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2) ANEUTALARYIB9AWAN (Special features) a9mlsenaviielluasdilsznay
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= e

pes@uAMITudaudsniaANdinu e niiiaa N AN TRTUN g WY
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ANBIALTENDUVBIAIUNINTIABIBIALTENDUNNANIN TG arildnsue
pdeAdsiy Ae HluasAlszneauaasnmin nludegilassu (Objective) aaiflugnininann

N13UAR (Manufacturing-based quality) lag@nunsaninisinléeenedmias

=

3) Annndene (Reliability) a4Adsenautiazugnslfiviunananusiiaziiuae
=~ a v o il < o gy - P AR
ANHLAENNER9RUANBIAUNATW B8 1A lAaINie NN ITesAlsznautiaelAN
winnzannazin 1§ lunsdnnun naesdudiniaiuasmy (Durable) Wedainsiasld
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4)  ANANNIR U LERINNIRTEIM (Conformance) MaNE DY s ALTAUAN

- ° o o o = - o
AzANNNINANTTRRNLLLKAZNINUIERINNIRs g U YUA 1 TeesAtlsznauiiin
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5)  AMNNAINY (Durability) wamsliiiuneia9ianaesduan (Product life) 918
szaznan lunsldeuliunuminle dvesdlsznauduaruamuiisinazgninuiuge
Y YVBIAUAFNC] LU ABNAILAET Toshiba §NINAUULIAIAWAN (Positioning) 11w
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6) ANAINNTlUNNTIALIENNT (Serviceability) a9AUsTnauTiLans N
A NaNnn lunsldiinsudsnisene Tddnaziilunisdenuny 1ngednm saudenaw

v
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7)  gUVTENINT8IAUAN (Aesthetics) MNNEDN ANNATLATAIINNING AT
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8) N5
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v
o K

! = o [ % a a v o A o dl ' o '
LmuLﬁﬂ’Jﬂ‘]_l‘ﬂ\‘]ﬁﬂﬁ‘zﬂ‘ﬂ‘]_lﬂqu@‘uﬂﬁ‘ﬂﬂ’]Wﬂ‘ﬂ\‘muﬂq AN 'Q\‘]N@ﬂ‘izfmz‘ﬂLLﬁ]ﬂ[}"n\‘muvLﬂsLuLLm

o -QII ! 1 o Y dgl dl a Y a a v
[ATLAAR Tmﬂ@%mwmN@Wﬂma‘ﬁ‘ugsluﬂmmwumqmmwﬂmem@mm@um

'
a

ANANERIYRIRTAUAN 31AN T1uA T UFNAMLNe N13lEadn WiFReNANANn
UszinAunaaniinesduAtiue s
wanannil Parasuraman, Zeitham! was Berry (1990) £4l8iaueasAisenay
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THANT LU ARININIRIee YA BN uANANNAINAMN NIRRT WA (Aaker,
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1991) Fneinid nadannnERFn lulaquiuasiuienn1sdnRunWLLLRARY
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A8N19N19a05 ba (Lieford, Heslop, Papadopoulos, & Wall, 1996: Zeithaml, 1988)
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nnauan (Extrinsic attribute) N&1ATY 11 NNANEOIIaIRIAUAT Bniedautlsznauau
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Falungn (ANI1NN 2.7)

AINT 2.7 UULANABIANNANTUEIENTNIIAN ATUNTIN UATANIANTINGIBN T 2IHY

AMUNIWAUAN

Intrinsic
Attribute

Extrinsic
Attribute

High Level Abstractions

v
Intrinsic ;
Attribute > Percetved Perceived
Quality Value
A
Objective _| Perceived N Perceived
Price - Monetary Price 5 Sacrifice

Perceived
Nonmonetary
Price

un: Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A

means-end model and synthesis of evidence. Journal of Marketing, 52(3), p.4.

ULy Dodds, Monroe, WA Grewal (1991) 18N1n13ANASEN8AUNANTENL
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=
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Perceived
Value
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SIEEARGTY

ADUNTWRUAN
Brand Name Perception
| ofBrand
Store Name Perception
"|  of Store
A 4 \ 4
Perceived
»  Quality
Objective Perception
Price "] of Price
Perceived
”|  Sacrifice

A

Willingness
to Buy

#u: 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.
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Lutz (1991) 28U"891 wwaAANeaiLesAlsznavaasiAUARNA AT Aaariu 2
WUAAA AR 1) WWaAATIALARLULE 3 a9ALsznau (Tripartite view of attitude) way 2)

WUIART AWARLLUA9AUs e LLAEA (Unidimensionalist view of attitude)
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1) WUIRANANARWUUN 3 a3AUsEnau (Tripartite view of attitude)
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v
wunARTaN1TLLNeIAU sy na LR ALAR LA LW 3 aedlsynay ATl (Assael,

2004; Hanna & Wozniak, 2001; Schiffman & Kanuk, 2007)
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MAN 2.9 LULAABSLUIARTARARLLLRNA Na9AUszNaL

Attitude

Cognition Affect Conation

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. 319.
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2)  WUIRANAUARLULNAIALSENaULAEA (Unidimensionalist view of attitude)
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NWA 2.10 LULRNABNLUIAAVIALARLULNAYALTENaLLALIN

Beliefs Attitude Intentions Behaviors

A 4
A 4

(Cognition) (Affect) (Conation) (Conation)

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.

ANUUIARTAUARRULNBIAUIzNauLReE9E1 Solomon (2007) l&edLnaens
AINNINTEAUNI9991A (Motivation) 184 LFINARRUAILATLTNNITUAZAIHA LTI ALARYDY
Y a ] 1 o o 09; = v o o o o :/I
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a o a /s d’l ~ A o ¥ o o
NANIENUNNTINANAUAR (Hierarchy of effect) a1 tnald lun1snnanudinlaluanaueesnig
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N9 BEUFILILNIATFIY (Standard learing hierarchy) 2) A1ALTWAMNINEANUAT (Low-

involvement hierarchy) Wag 3) an mJuﬁLﬁm@’mﬂ?zm_lﬂ’]?af(Experiential hierarchy) g
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AAN 2.11 LULRNRIANAUAUARINANTENLNITLNANALAR 3 qﬁj‘ﬂLL‘LI‘].I

Standard Learning Hierarchy:
ATTITUDE

Based on

Behavior

y

Affect cognitive

Cognition

information

processing

Low-Involvement Hierarchy:

ATTITUDE
Based on

Behavior
Cognition [ > behavioral

learning
processes
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Experiential Hierarchy:

ATTITUDE
Based on
Cognition hedonic
consumption

Behavior

f11: Solomon, M. R. (2007). Consumer behavior: buying, having, and being 7" ed.).

Upper Saddle River, NJ: Pearson Prentice Hall, p. 238.
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AN Hawkins, D. I, Best, R, J., Coney, K, A., & Koch, E, C. (1995). Consumer behavior:

Limited decision making
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Extended decision making
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