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The objectives of this research were to study (1) the relationships of consumer
ethnocentrism to country image, perceived product quality, and purchase intention of
domestic and foreign products, and (2) the difference of consumer ethnocentrism in
consumers with various demographic characteristics. A self-administered questionnaire
was used to collect data from 400 consumers aged 25 - 59 years old in Bangkok.
Finished clothes, cosmetics, and furniture were the product categories chosen in this
research. In addition, Thailand, United States of America, Japan, and China were
selected as the country-of-origin for the products studied.

The findings significantly showed that (1) there were positive correlations
between consumer ethnocentrism and country image, perceived product quality,
purchase intention of domestic products, (2) there was partially negative correlation
between consumer ethnocentrism and country image of foreign products, (3) there were
no negative correlations between consumer ethnocentrism and perceived product
quality, purchase intention of foreign products, and (4) demographic characteristics,
that is, gender, age, income, education, and occupation, indicated different results on
consumer ethnocentrism. In other words, females, older people, lower-ncome
consumers, less-educated consumers, and government officials exhibited higher
ethnocentric tendencies.



