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The purposes of this research were to study: 1) the relationship among consumers’ attitudes
towards films, country image and products from films’ country of origin, 2) the differences of attitudes
towards country image and products from films’ country of origin in different films’ exposure and
3) the differences of consumers' attitudes towards films, country image and products from films'’
country of origin between western films and eastern films exposure. Questionnaires were used to
collect data from 433 female and male Bangkok residents, aged between 15 and 39.

The results of the study were as follow:

1. Consumers’ attitudes towards films had significantly positive correlation with consumers’ attitudes
towards country image.

2. Country image had significantly positive correlation with consumers’ attitudes towards products
from films’ country of origin.

3. Consumers’ attitudes towards films had significantly positive correlation with consumers’ attitudes
towards products from films’ country of origin.

4. Consumers' attitudes towards country image and films had significantly positive correlation with
consumers’ attitudes towards products from films’ country of origin.

5. Different Korean films’ exposure significantly affected attitudes towards country image and
products from films’ country of origin, while different United States films’ exposure insignificantly
affected attitudes towards country image and products from films’ country of origin.

6. Consumers’ attitudes towards films, country image and products from films’ country of origin
between western films and eastern films exposure were significantly different.
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