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The objectives of the current study were to examine the main and interaction
effects of 1) country of manufacture's image (developed country and developing
country), 2) order of brand entry (pioneer brand and late entrant brand), and 3) product
category (utilitarian product and hedonic product) on consumer-based brand equity. By

using the 2x2x2 factorial experimental research design, the study was conducted with

266 law students at Ramkhamhaeng University, during February 2007.

The findings showed that different types of country of manufacture's image,
order of brand entry, and product category separately influenced consumer-based
brand equity. For interaction effects, the results indicated that country of manufacture’s
image and order of brand entry had interaction effects on consumer-based brand
equity. However, the match-ups between country of manufacture’s image and product
category, and between order of brand entry and product category led to non-significant
effects on consumer-based brand equity. Finally there were significant interaction

effects among the three factors on consumer-based brand equity.





