
5

(International Trade) 

(Albaum et al., 2002)

   
(Consumer Ethnocentrism) 

(Onkvisit & Shaw, 1997)

(Shimp
& Sharma, 1987)



175

, , 

400 
203 ( 50.8) 197 ( 49.2) 

25-29 ( 28.3) 10,000  20,000 

 
(

21.8) ( 36.8)  (
28.5)

 

3.41 

 

3 
1) 2) 3)   4 

1) 2) 3) 4) 
(

4.01) ( 3.87), (
3.57), ( 2.98) 

(
3.96) (
3.84) 

( 4.29) 
( 4.03)

( 4.32) 
( 4.16), ( 3.19), 
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( 2.89) 

( 4.31) ( 4.25) 
( 4.40) ( 4.34)

( 3.99) 
( 3.90), ( 3.79), (

3.18) 
(

4.05) ( 3.96) 
( 3.98) 

( 4.13)

 3 
  4 

( 3.65) 
( 3.57), ( 3.40), (

2.89) 
( 3.82) 

( 3.62), ( 3.27), ( 2.74) 
(

3.86) ( 3.45), (
3.28), ( 2.92) 

3 
  4 ( , 

, , ) 
( 4.06) 

( 3.43), ( 3.33), ( 2.94)
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( 3.68) 
( 3.57), ( 3.52), ( 2.74)

( 4.11) ( 3.23),
( 3.14), ( 2.89) 

1 

 
0.05

2

 

3 
0.18 0.26 

0.20 2

  

0.09 0.10 

3

 

3 
0.23 0.29 
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1) 
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4 
1) 2) 

3) 4) 

CETSCALE (Consumers Ethnocentric
Tendencies Scale) Shimp Sharma
(1987) 

CETSCALE 

CETSCALE 17 7-point Likert
Scale 7 1

5-point Likert Scale 
5 1 

 CETSCALE 

0.87 
 Kaynak Kara (2002) 

0.93 
CETSCALE 

 

 CETSCALE 
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CETSCALE 

   
3.41  ( 4.6) W. Lee et al. (2003) 

. . 2001 
CETSCALE 5-point Likert Scale 2.53 

(One Tambon One Product--OTOP)

( , 2548) 
(2540) 

W. Lee et al. (2003) 
(Nationalism) 

 

2 3 
1 

( ..., 2548) 26 . . 2547 
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6 

(Sharma, Shimp, & Shin, 1995) 
Cashdan (2001) 

  

, ,
, , 

( , 2547)

(Kaynak & Kara, 2002; Klein & Ettenson, 1999; W. Lee et
al., 2003; Watson & Wright, 2000) 

, , , 
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Kotler (2000) 

(Demographic Characteristics) 
(Market Segmentation) 

3 
 ( 4.24) 

( 4.25) 

Shimp  Sharma (1987) 
(Cateora, 1997; Cateora & Graham, 1999; Netemeyer et al., 1991;

Onkvisit & Shaw, 1997; Terpstra & Sarathy, 1997) 
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(Referent Groups) 
(Normative Influence) Assael (1998) 

Shimp  Sharma (1987) 

( 4.25)

3 ( 4.26) 
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(
4.27) 

Shimp  Sharma (1987) (Cateora
& Graham, 1999; Festervand & Sokoya, 1994; Huddleston et al., 2001; Klein et al., 1998;
Moven & Minor, 1998; Netemeyer et al., 1991; Onkvisit & Shaw, 1997) 

 Shimp  Sharma (1987) 

2

(Bilkey & Nes, 1982; Zain & Yasin, 1997) 

Supphellen Rittenburg (2001) 
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(Sanction) (Hawkins, Best, & Coney,
1998) 

     

( 4.27) Shimp
 Sharma (1987) 

3 ( 4.28) 

Shimp  Sharma (1987)
(Cateora & Graham, 1999; Good & Huddleston,
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1995; Klein et al., 1998; Moven & Minor, 1998; Netemeyer et al., 1991; Onkvisit & Shaw,
1997) 

( 4.29) Shimp  Sharma (1987)
(Cateora & Graham, 1999; Good & Huddleston,

1995; Klein et al., 1998; Moven & Minor, 1998; Netemeyer et al., 1991; Onkvisit & Shaw,
1997) 

 

(Normative Influence) 

(Theory of Reasoned Action)
Fishbein Ajzen (1980, as cited in Lutz, 1991) 

(Subjective Norm) 

(Hawkins et al., 1998) 
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(Supphellen &
Rittenburg, 2001)

Supphellen Rittenburg (2001) 
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5.1 : 

                         

3 
1) 2) 3) 4

1) 2) 3) 4) 
Roth Romeo (1992) 

4 (Innovation) 
(Design) 

 

(Prestige) 

(Workmanship) 
  

  
( 4.12) 

Consumer
Ethnocentrism

Purchase Intention
*Domestic Products (+)

Perceived Quality
*Domestic Products (+)

Country Image
*Domestic Products (+)Demographic

Characteristics

 

Sex

 

Age

 

Income

 

Education

 

Occupation
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POLO, LEVIS, DKNY, GAP, ARROW, Calvin Klein

( , 2546)

  (
4.13) 

CLINIQUE,
Origins, Bobbi Brown, Maybelline, Estee Lauder  ( , 2545) 

 

(
4.14) 
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 ( , 2548)

(Multidimensional Construct) Roth Romeo (1992) 
(Cattin et al.,1994; Han & Terpstra, 1988; Jaffe & Nebenzahl, 1984;

Parameswaran & Pisharodi,1994) 

 

 Han Terpstra (1988) 

 

(Product Category) 

 

Peterson Jolibert (1995) 

Bilkey Nes (1982) 
 (Agbonifoh & Elimimian,1999; Cordell, 1992; Onkvisit & Shaw, 1997) 
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(Developing

Countries) 

 
(Degree of Economic Development) 

  

3 
( 4.30) 

Chao (1993) Johansson (1997) 

 Teas Agarwal (2000) 

( 4.31) 
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( , , , ) 3 

(Bilkey & Nes, 1982; Lin & Kao, 2004; Onkvisit & Shaw,
1997; Peterson & Jolibert, 1995;  Roth & Romeo, 1992; Sheth et al., 1999) 

  

5.2

Peterson Jolibert (1995) 

5.2 : 
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                                                           +
                                                                                    +

                                                           +

3 1) 
2) 3) 4 

1) 2) 3) 4) 

 

Bhuian (1997) 
5-point Likert Scale 6 

 

(
4.15) 

GRAND SPORT, X-ACT, B.S.C, SABINA, FLY NOW 
(Thailands Brand) 

 ( , 2546) 

(Integrated Marketing Communications) 

Country Image

Perceived Quality

Purchase Intention
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( 4.16) 

CLINIQUE, Origins, Bobbi Brown, Maybelline Estee Lauder 
( , 2545) 

SHISEIDO, UNO, IPSA, Ettusais, WHITIA (
, 2545) 

( ) 

(Stobart, 1994) 

Dodds et al. (1991) 

( 4.17) 
INDEX, S.B. FURNITURE,

KONCEPT, LUCKY, KINGDOM ( , 2548) 
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( TIFF , 2548) 
Stobart (1994) 

 
( 4.32) 

3 
( ) 

 (Aaker,1991; Dodds et al.,1991; Jacobson & Aaker, 1987;
Stobart, 1994) 

 Woodside Taylor (1978) 

   

(Peterson & Jolibert,
1995) 
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3 ( , , 
) 4 ( , ,

, ) 
Kim Pysarchik (2000) 5-point Likert Scale 2 (
4.18) 

( , 2546)

( 4.18) 

 CLINIQUE, Origins, Bobbi Brown, Maybelline, COVER MARK, 
Estee Lauder 
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( 4.18) 

( ..., 2547) 

( ,  2548) 

(Theory of Reasoned Action) Fishbein 
Ajzen (1980, as cited in Lutz, 1991) (Intention to
Perform the Behavior) 
(Attitude toward the Behavior) (Attitude toward Object) 
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2 

(Han & Terpstra,1988) 

 
Dodds et al. (1991) 

(Bilkey & Nes,
1982) 

Bilkey Nes (1982) 

 Cordell (1992) 

  

Zain Yasin (1997) 

    

Iyer Kalita (1997, as cited in Cateora &
Graham, 1999) 
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 (Bias) 

  

3 , , 
4 , ,

, 

(Quantitative Research) 
(Qualitative Research) 

(In-depth Interview) (Focus Group
Discussion) 
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, , , 

  

3 

3 

(Made-in Label) 

Made in USA  
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Made in China  

 


