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The purposes of this experimental study were to measure the effects of different
levels of country-of-manufacture image and different levels of brand equity on : (1)
consumer’s perceived quality, (2) consumer's brand attitude and (3) consumer's
purchase intention. A 2 x 2 factorial design experiment was conducted with graduate
students in laws school of Ramkhamhang University, aged between 20 and 40.

The findings indicated that different levels of country-of-manufacture image
affected consumer’s perceived quality and different levels of brand equity affected
consumer’s brand attitude. In addition, levels of country-of-manufacture image and

levels of brand equity had interaction effects on consumer’s purchase intention.





