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(Globalization)

2548 12.1% 94
2547 (“Global Marketing”, Advertising Age, 2006)

(Global Links)

(Czinkota, Ronkainen &
Moffett, 2002)

NAFTA (The North American Free Trade Agreement), ASEAN (Association of
Southeast Asian Nations), EU (European Union), WTO (World Trade Organization),
GATT (The General Agreement on Tariffs and Trades) FTA (Free Trade Area) (Czinkota
& Ronkainen, 1995)

(Schiffman & Kanuk, 2004)

(Imports) (Exports) 1
2547 4.5% 2546
4.0%
(World Trade Organization)



(Physical Component) , (Brand

name), (Packaging) (Services)
(Country of origin) (Hill & Samli, 1998)
Ettenson, Wagner  Gaeth (1988)
2%
65%
(Wall & Heslop, 1983)
(Country Image)
(Brand Name) (“Made in" label)
(Package) (Lee & Brinberg, 1995)
Sony
(Made in Taiwan) Abercromby & Fitch
(Made in Cambodia) Hyundai

(Made in Canada)
(Country of origin)



(Country of manufacture)

(Country of parts) (Country of
assembly) (Country of désignat
Ford
1 (Bi-national products/ Hybrid products)
1 (Bi-national products/ Hybrid products)
(Kotler &
Keller, 2006)
2
Haler
(Made in China)
Haier (Made in America)
(Brand)
('Branding 5 ', 2545)
2546
5% 2,455 (

823 ) G o " 2548)



Wyer, 1994)
(Wang & Lamb, 1983)
Agarwal (2000)
Advertising Age (2006)

(Country of manufacture)

(Roth & Romeo, 1992; Li &

Teas

Yavas  Alpay (1986)

Darling  Armold (1988)

(Kao, 2004)
Wang  Lamb (1983)
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H2 :

H3 :

firm




H4 :

Ho

H6 -

HI

H8

HI
15

(Experimental Research) ~ 2x2 Factorial
Design
( ) ( )
(Toyota) (Mitsubishi)
20-40 120
2549

16

(Country of Manufacture Image)



| 4

Okechuku ~ Onyemah (1999) (Prestige)
(Workmanship) (Technological Advance)
(Reliability)

(Development Level of Country of
Manufacture)

1) (Developed Country)

GDP (Gross Domestic Product), GNP (Gross National Product)
HDI (Human Development Index)

2) (Developing Country)

(Brand Equity)

2 (High
Brand Equity) (Low Brand Equity) Hu  Zhou
(2003) 3
(Popularity), (Reputation)
(Quality) Toyota ( ) Mitsubishi (
)

(Perceived Quality)
(Intrinsic Cues)



(Extrinsic Cues)

4
(Reliabil ty), (Durabiliy)

(Brand Attitude)
3 (Quality),

(Purchase intention)

L7

(Quality)

(Like)

(Workmanship),
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