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(International
Trade) 

 
. . 2003 

14,831 7,274 
7,557 . .

2002 16 (World Trade Organization, 2004)

 

(NAFTA), (AFTA), -
(TAFTA), (EU) 

    

  

 

(E-commerce) 
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(Albaum, Stranskov, & Duerr, 2002)

 
(Mohamad, Ahmed, Honeycutt, & Tyebkhan, 2002) 

     

(J. Wild, K. Wild, & Han, 2003)

 

1) 

  

2) 

3) 

 

4) 
(

, 2547 ) 
1.1

 

(Country Image) 
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(Bilkey & Nes, 1982; Chao, 1993; Onkvisit & Shaw, 1997;

Roth & Romeo, 1992) 
(Extrinsic Cue) (Han & Terpstra,
1988; Kotabe & Helsen, 2001; Onkvisit & Shaw, 1997) 

(Parameswaran & Pisharodi, 1994)

1.1 : . . 2541-2546

                          
                              ( )                     ( )                            ( )

        2541              4,022,155.8                 2,248,089.4                     1,774,066.4
        2542              4,121,639.3                 2,214,248.7                     1,907,390.6
        2543              5,262,197.9                 2,768,064.8                     2,494,133.1
        2544              5,640,010.8                 2,884,702.7                     2,755,308.1
        2545              5,727,456.3                 2,952,066.9                     2,775,389.4
        2546              6,472,023.8                 3,333,928.6                     3,138,095.2

 

: , . (2547 ). 
        2535-2547 ( . .- . .). Retrieved 22   2547,
          http://www.ops.moc.go.th/meeting/eibthai.xls

  

(Globalization) 
(Papadopoulos, 1993, as

cited in Kotabe & Helsen, 2001)  

 

(Symbol of Excellence) 
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Its very well made in Taiwan 
( The New

Zealand Way(NZW) Brand) . . 1991 

(Keller, 1998)

. . 2542 
(Thailands Brand) 

  
(Product Logo) 

Thailand : Diversity & Refinement 

 

1,204 21 
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( , 2546)  
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(Consumer Ethnocentrism) (Onkvisit & Shaw, 1997)

  
(Shimp & Sharma, 1987) 

   

(Cateora & Graham, 1999)  

   

(Good & Huddleston, 1995; Huddleston, Good, & Stoel, 2001; Klein, Ettenson, & Morris,
1998; Knight, 1999; Shimp &  Sharma, 1987) 
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2.

3.

4.

   
25-59 

 
. .2548 

  

3 1. 2. 3. 

3 

 

4 

 

1. 2. 3. 

 

4. 

. . 2546 1) 42,064.4 2) 
33,594.2 

 

3) 27,913.7 
( , 2547 )

(Consumer Ethnocentrism) 
Shimp
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Sharma (1987) 

  
(Demographic Characteristics) 

  
  

(Country-of-Origin) 

  
4 , , 

, 

(Country Image) 

  

4 (Innovative) (Design) (Prestige)
(Workmanship)  Roth Romeo (1992)

(Perceived Product Quality) 

 

Bhuian (1997)

(Purchase Intention) 

  

Kim Pysarchik (2000)

1.
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3.


