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Title: Influence of Country of Origin on Thai consumer attitude and 

purchase intention toward skincare products. 

Background: According to the high imported rate of Thailand, the most 

popular items are luxury goods which are perfume and cosmetic. 

Skincare is considered as in cosmetic category which could be 

assumed that Thai consumers have favorable among skincare 

products from foreign countries. This leads to authors‘ interest 

whether country of origin has influence on attitude and purchase 

intention of Thai consumer more or less.  

Theory: Country of origin, attitude and purchase intention was used in 

this research as conceptual framework.  

Method: This research used quantitative approach by using questionnaires. 

In order to collect primary data, questionnaires were sent out to 

Thai target respondents via online. 

Conclusion: Thai consumers have different attitude toward country of origin 

of skincare products made from. Furthermore, Thai consumers 

have positive attitude with earlier industrialized countries better 

than late industrialized countries. Also, country of origin effects 

on Thai consumers‘ purchase intention as well as demographic 

factors.  

Keywords: Country of origin, attitude, consumer behavior, purchase     

intention, effect, foreign and domestic products. 
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1.  Introduction 

 

According to trade statistic of Thailand with foreign countries, the most popular import items 

of Thailand's trade in luxury categories are perfume and cosmetic products (which are defined 

as luxury products in Thailand) while it were exported very less, resulting in having a balance 

of trade deficit (Kasikorn Research Center, 2009). Thailand imports the luxury products 

including perfume and cosmetic products from overseas over billion bahts per month for 

example in the first quarter of 2009, Thailand imported international cosmetic products 

approximately 4,000 million baht, which lower than in 2008 by 1.7% due to economic 

recession. Make-up and skincare products represented about 2,500 million baths or 61.5% of 

total imported cosmetic products. (Kasikorn Research Center, 2009) In fact, it is unnecessary 

for Thailand to import such a huge number of luxury goods as it does since Thailand has 

adequate capability to produce by itself for example cosmetic, leather bags or belts, and 

clothes. Moreover, Thailand also exports some luxury goods, which tagged ―Thailand's Brand‖ 

as a quality assurance mark from Department of Export Promotion.  

The mark of ―Thailand's brand‖ on products can be shown that it meets the specification and 

quality standard requirement of Department of Export Promotion (Ministry of Finance, 2006). 

 

The rate of import goods in Thailand especially luxury products indicates that Thai consumers 

are considerably favor of consuming products from foreign countries. The reason why Thai 

consumers admire foreign products can be assumed that they think foreign products have 

higher quality and create a tasteful image of Thai consumers than using Thai products in 

people' eyes. In fact, when consumers make a decision to buy a particular product especially 

high-risk products such as skincare, there are several factors both intrinsic cue and extrinsic cue 

which consumers concern. Smell, ingredients, texture and design are concerned as intrinsic 

cues, which are tangible and physical of the products. Besides intrinsic cues, price, brand name 

and another important factor is country of origin of the products are concerned as external 

factors which differentiate each product from others. Country of origin can represent the 

quality, trustworthy, well - known of the products, leading to reduction of the risk while making 

decision. (Zhang, 1997) 

 
Since country-of-origin can establish trust on products, many brands create the strength 

differentiated from other brands by using geographic characteristics such as region, city and 

state to represent the country of origin of the products. Additionally some brands refer the 

originated location with the name of brands for example Bailey's Irish Cream, Maybeline New 

York. In addition, some countries create labels or seals to guarantee the quality of its products 

for example Taiwan creates ―Symbol of Excellence‖ for Taiwan products meet the specification 

and quality standards. The manufacturers can tag the red labels of ―It's very well Made in 

Taiwan‖ on their products. Another example is New Zealand that creates NZW brand according 

to the policy of The New Zealand Way in 1991 (Keller, 1998) in order to create strong of the 

nation's brand and add value into its products. 

 

In Thailand, Department of Export Promotion under the Ministry of Commerce also creates the 

mark of ―Thailand's brand‖ in order to assurance the quality of Thai products and services are 

beyond the standard of the world‘s market. The committees of the department considered that 

the strength of Thai products and services are beautifulness and refinement, then, they agreed to 

identify the value of Thai products by licensing a logo of ―Diversity and Refinement‖ which 

will be registered on the products met the specifications. (Department of Export Promotion, 

2010) 
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The significant strategy of trading competence development in the world's market is that 

Thailand is aiming to construct a good attitude and image on country image and Product image 

of Thailand. Therefore, ―Thailand: Land of Diversity and Refinement‖ as country logo and 

―Thailand: Diversity and Refinement‖ as product logo are used in order to promote the high 

quality of Thai exported products to become more recognize and demand. With this logo, it 

helps foreign traders trust in quality of Thai products and allows Thai exporters promote their 

brands to be well - known in the international market. (Department of Export Promotion, 2010) 

 

The earlier researches showed that Country of Origin has influence on consumer's attitudes and 

purchasing intention. Ahmed & d' Astous (2008) mentioned that country of origin has influence 

as much as brands, prices and quality in consumer's minds. This argument could be supported 

by Amine & Shin, 2000) that Country of Origin can have greater effect on consumer attitude 

than brand name since even a well-known brand it cannot change negative attitude of 

customers on the products which made in a developing country. Therefore, having a strong 

brand is not enough but country-of-origin image should be strengthened. The better country-of-

origin image, the more trust consumers have in the products. This effect can help to increase 

the product sales and enhance economic flow within the country. 

 

About country-of-origin issues, it found that ―Ethnocentrism‖- the belief and proud in the 

superiority of one's own nation and ethnic group- becomes matter. Most citizens in each 

countries are ethnocentric especially consumers ethnocentrism in industrialized countries are 

more concentrated than in developing countries. Furthermore, country of origin effect creates 

different perceptions and images on countries which having different industrialization. 

Consumers in industrialized countries might have bias with products made in developing 

countries especially high technology products. (Hamin& Elliott, 2006) 

 

As mentioned above, it can be seen that country-of-origin play crucial role in consumer's 

decision-making process.  Looking the previous researches, most of them are conducted by 

American researchers who mostly studied American consumers and some studied European 

and Asian consumers about general products. Most result of the researches indicated that 

United States of America is the most favorable country-of-origin but it was not assure that 

whether ethnocentrism in American consumers was involved in their product evaluation. 

Therefore, the authors are interested in studying of how Thai consumers pay attentions to the 

importance of country-of-origin when making their decision to buy skincare products, which 

country-of-origin of skincare products are the most favorable among Thai consumers, and how 

Thai consumer admire skincare products made in their own country. Since Thailand is a 

country where rich with herbs, which traditionally used for skin treatment and heal for all 

pains, so the authors aim to study in the area of skincare products only.  

 

1.1 Research and Strategic question. 

 

Thus, strategic question is: 

 

How country of origin effect on Thai consumer attitude and purchase intention in 

skincare products? 
 

In order to response the strategic question, research questions will be developed as following; 

 

1. What are the differences and the similarities of Thai consumer's attitude towards United 

States, France, Japan, South Korea and Thailand? 
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2. What are the differences and the similarities of Thai consumer's attitude towards skincare 

products made in United States, France, Japan, South Korea and Thailand? 

3. How country of origin is related to the skincare products on Thai consumer's attitude? 

4. How Thai consumers have purchase intention towards skincare from United States, France, 

Japan, South Korea and Thailand? 

  

1.2 Purpose 

 

Under the highly competition among skincare products in global market in these days, each 

brand has to create competitiveness by leveraging uniqueness of its country to its brand. By 

doing so, consumers will perceive the value of the product brands of each country in different 

ways. Therefore, the purposes of the study are; 

 
1. To study the difference of Thai consumer's attitude towards different country of origins. 

2. To study the difference of Thai consumer's attitude towards skincare products made in 

difference country. 

3. To study the relationship among country of origin and the products on Thai consumer's 

attitude. 

4. To study purchase intention of Thai consumers towards skincare from United States, 

France, Japan,  South Korea and Thailand 

1.3 Target Audience 

 

This research could help cosmetic foreign companies especially which come from United 

States, France, Japan and Korea as well as skincare companies in Thailand to enhance their 

brands. By using this research information, it could help cosmetic companies to promote their 

brands and also develop marketing strategy. Moreover, it could be useful for Thai‘s cosmetic 

companies to understand about Thai consumers‘ attitude toward Thai‘s cosmetic brands.  It 

could be more clarify to Thai marketers to see whether Thai consumers perceive the image and 

also quality of Thai skincare products differently or similarity from foreign skincare products. 

Furthermore, this research could help marketers to adapt or improve their products to be more 

favorable among Thai consumer. 

 

1.4 Structure of the report 

The second chapter will use literature reviews to describe and criticize on how country of 

origin has influence on consumer‘s attitude and purchase intention. 

Conceptual frameworks will be explained by developing the concept from the chosen literature 

review to be suitable for this research.  

Methodology will be presented after conceptual frameworks to show how this research 

conducted and analyzed.  

Later on is finding and analysis chapter which will provide the result of collected data. Then, 

the data will be analyzed and interpreted for the readers. 

 

The sixth chapter, the empirical result will be discussed by referring the chosen literature 
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reviews. 

 

After finding and analysis, and discussion part were done, all of research questions will be 

answered in the conclusion according to the data analysis.  

 

Chapter eight is managerial implication which authors will give the recommendations for 

foreign cosmetic companies and as well as Thai cosmetic companies. 

 

The last chapter is future research that authors think if any researchers would like to extend the 

knowledge from this research which way they would be able to do the further research.  
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2. Literature Review 

 

2.1 Keywords 

 

Within this chapter, the keywords and databases used for doing this research will be shown 

 

- Country of origin 

-  Attitude 

- Consumer Behavior 

- Purchase intention 

- Effect 

- Foreign and domestic products 

 

As our research concerns about the influence of country of origin on consumers‘ attitude and 

purchase intention, so our core keywords were ―country of origin‖, ―attitude‖ and ―purchase 

intention‖. These three key words give us a widely result of information of attitude toward 

country of origin that affect to consumer behavior and purchase intention but not in specific 

field. However, we have many articles and also books about our topic, which are useful for our 

theoretical frameworks.  

 

In order to narrow the scope of information down, we put ―effect‖ after ―country of origin‖ 

keyword so we can get more articles why country of origin can be affected to attitude of 

consumer. Moreover, we search the databases with ―foreign and domestic products‖ in order to 

get the information that represents the attitude of consumer toward foreign products and their 

own country products. 

 

 According to our research is about country of origin towards attitude and purchase intention 

the relevant literatures will be presented. 

 

Country of Origin 
 

There are many available literatures to be found in the field of country of origin on consumer 

attitude and purchase intention but it was mostly studied on country of origin influence on 

attitude of people in earlier industrialized countries towards either various product categories or 

branded products such as apparel industry and automotive industry. There is not plenty 

researches done in late industrialized countries towards non-specific branded product or one 

product. This encouraged the authors to contribute a study country of origin influence on 

people attitude in a late industrialized country towards non-specific branded product.  

 

For research on country of origin influence, some literatures are important for this study. 

Especially, the literature of Amine & Shin (2000) is about ―a comparison of consumer 

nationality as a determinant of country of origin preference‖, which noted about importance of 

country of origin. Han & Terostra (1988, cited in Amine & Shin, 2000) that  Country of Origin 

can have greater effect on consumer attitude than brand name since even a well-known brand it 

cannot change negative attitude of customers on the products which made in a developing 

country. As exemplified by Walkman, Sony's brands which originate in Japan, when it is 

produced in a developing country like Vietnam this make customers do not want to buy Sony 

Walkman made in Vietnam even Sony brand is a famous one. Commonly, people buy Sony 

Brand because they probably trust the country of origin of Sony; Japan. This is relevant with 
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the topic according to Thailand is based as one of the selected countries of origin in this 

research. Moreover, Amine & Shin, 2000 also mentioned that for product evaluation process, 

country of origin has a greater influence on consumers in developing countries than in 

developed countries because consumers in developed countries have a higher ethnocentrism. As 

exemplified by the research of Amine & Shin (2000) that Thai consumers do not want to buy 

Sony products made in China but much prefer Sony products made in Japan where Sony brand 

was originated.  

 

Secondly, the study of Knight & Calantone (2000) is about ―a flexible model of consumer 

country of origin perception‖. The literature explained about the relationship of three 

components of attitude that affected to each other, which can be said that if a consumer believe 

and has positive attitude toward object or brand, then affection will be occurred and it will 

cause positive intention. It also provided the three models which explain about relationship 

between country of origin and attitude. However, there are only two models were selected due 

to the most relevance.  

 

The third resource is the study of Okeshuku (1994) about ―the importance of product country of 

origin: A conjoint analysis of the United States, Canada, Germany, and the Netherlands‖. 

Okeshuku studied the importance of country of origin on attitude of American, German, 

Canadian and Dutch people towards branded products which produced in domestic and foreign 

countries. This literature also presents the effect of country of origin on product evaluation and 

purchase intention with three effects; technical complexity of products, the degree of 

availability, familiarity and perceived serviceability, and the degree of consumer ethnocentrism. 

The concept about source country effects on product evaluation can helps to identify the 

influence of country of origin towards purchase intention that perfectly related to the research 

question. 

 

The forth is the literature of Fowdar (2010) about ―are males and elderly people more consumer 

ethnocentric‖. This literature indicated that demographic segmentation variables is one of 

important factors that effects on production evaluation in purchase intention. This helps to 

identify the influence of demographic variables on consumer product evaluation. 
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3. Theoretical Framework 

 

In order to answer our research and strategic question the authors first have to define the 

concept of country of origin, attitude and purchase intention.  

 

3.1Country of Origin 

According to the earlier researches, country of origin has influence on attitudes and decision-

making process of consumers.  

3.1.1 Definition of Country of Origin 

 

The definition of country of origin had been defined broadly by many researchers. 

 

Cordell (1992) defined the meaning of Country of Origin that it constitutes as extrinsic cue that 

indicate quality and reduce the risks to consumers. It includes intangible elements of products 

such as price, brands, and warranty. This is opposite to intrinsic cue, which is tangible or 

physical element of product such as flavor, design and color. 

 

Zhang (1997) referred country of origin as “information pertaining to where a product is 

made”. 

 

Watson & Wright (1999) stated the definition of country of origin that “an positive or negative 

influence that a product’s country of manufacturer may have on consumers perceptions or their 

decision making process or subsequence behavior”.  

 

 From these definitions above, it can be summarized that the country of origin means a country 

where goods are manufactured, produced come from.  

3.1.2 Image of Country of Origin 

 

Nagashima (1970, cited in Roth & Romeo, 1992) initially defined country image as the picture, 

the reputation and the stereotype that consumers stick with products of a specific nation. This 

image is built by national characteristics, economic, political background, history and 

traditions. 

 

Country image was defined by Narayana (1981, cited in Roth&Romeo, 1992) as aggregate 

image of products of a specific country where consumers perceive.  

 

Knight &Calanton, 2000) also defined the Country of origin as the reflection of general 

customer perceptions about the quality of goods which produced in a particular country and the 

nature of people from the given country. 

 

Therefore, the definition of country image is summarized as the perception of customers on 

products, which created, based on the previous perception of countries in term of its production 

including strength and poor performance in the market. 
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3.1.3 The importance of Country of Origin 

 

To construct the perception about country of origin, there are brand and country image over and 

above the perceived attributes of products. Changes in the constructed perception of consumers 

about country of origin occur over time. For example, during 1950 consumers considered 

―made in Japan‖ label as a cheap imitation of products. Later on, Japan manufacturers 

improved the production to knowledge-intensive products and enhance the product image. In 

these days consumers perceive ―made in Japan‖ label as a high quality product, high innovative 

and high technology advanced production. (Lampert & Jeffe, 1998) 

 

The perceptions constructed about country of origin have influence on price setting. The effect 

of product image can be measured by the ratio of two brands' prices within the same categories 

of the products that much more due to marketing than to economic variables. (Lampert & Jeffe, 

1998) Since consumers are more trust in the country of origin, many brands create its 

differentiation by using specific demographics such as state, city and region to reference the 

country of origin. Moreover locations can be also used to create product's such as California 

Peaches, Idaho Potatoes and put the origin with the brands name such as Bailey's Irish Cream 

(Keller,1998) that increase reliability and charge price of products. 

3.1.4 Source-Country effects on product evaluation. 

 

A source-Country effect on product evaluation is different according to the following factor:  

 

Technical complexity of products 

 

Okeshuku (1994) studied the importance of country of origin of a products which 

domestically/foreign made and domestically branded, domestically/foreign made and foreign 

branded to consumers in USA, Canada, German and Netherlands. The result of study indicated 

that the country of origin is the most or second or third important attributes in evaluations of a 

product. Frequently, it was as important as the brand name and the price.  The more 

technological complexity of the product is the more importance of source country increase. 

 

Further, Nagashima (1970, cited in Okechuku, 1994) said that country of origin is associated 

with product categories. This means that a country has acquired different distinctive images in 

people's minds in specific product categories. For example, a consumer in a country perceives 

Germany to be particularly well in luxury automobiles products, France in cosmetic and the 

USA in computer and airplanes. Roth and Romeo (1992) also mentioned that consumers are 

willing to buy products made in a country, which specialize in that kind of the products rather 

than buying the same the products made in infamous of the products. Furthermore, considering 

the country of origin in decision-making process of consumers depends on the category of 

product. According to a Gallup Poll in USA, it found that American consumer concern the 

important of the country of origin only 3 percent when they buy shoes, while 54 percent of 

respondents relied on for car purchases. 

 

The degree of availability, familiarity and perceived serviceability of foreign versus domestic 

products 

 

Study of Han & Terpstra (1988 cited in Okechuku, 1994) also suggested that country of origin 

have impact on product evaluation of consumers that they tend to have stereotype image of 

products produce in different countries. The country of origin is categorized as extrinsic cue 

like brand name and price in product evaluation. Consumers tend to use the cue of country-of-
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origin to evaluate oversea products, which they are not familiar with the intrinsic qualities of 

the products. 

Fishbein & Ajzen (1975, cited in Zhang, 1997) also mentioned that consumers evaluate 

products based on both intrinsic cue (flavors, designs, color) and extrinsic cue (price, brand 

name, warranty and country of origin). If consumers do not have knowledge about intrinsic 

quality of the product, they tend to use extrinsic to evaluate the products. As a result, 

consumers prefer to buy the products from a country that they are familiar with in order to 

decrease risks. Okechuku (1994) said that consumers tends to think domestic products are 

much interesting than foreign products, products made in developed countries are much 

interesting than product made in developing countries. 

 

The degree of consumer ethnocentrism 

 

Solomon (2006) defined the meaning of ethnocentrism that consumers who are prefer more 

products of their own culture than other countries. Ethnocentric consumers feel guilty to buy 

products from other countries because they think it will be effect on national economic. Shimp 

& Shamrma (1987, cited in Kim & Pysarchik, 2000) also mentioned as similar to Solomon 

(2006) that highly ethnocentric consumers might think purchasing the imported products that is 

not a good idea since it will be injures the domestic economy, might be result in unemployment 

and unpatriotic. There was a research that studied the linkage of country of origin influence 

with ethnocentric degree of consumers. The ethnocentrism of consumer relies on morality of 

purchasing foreign products and loyalty on domestic products made in their own countries. 

Moreover, a high degree of ethnocentrism impact on over-evaluation in overall characteristic 

and quality of the domestic products. (Watson & Wright, 2000)  

3.1.5 Ethnocentrism in consumer society 

 

In developed countries, citizens are more likely to have a high ethnocentrism and support 

products, which made in their own countries rather than products made in well-known country 

of origin. The reason is they believe in the high technical skill in term of production. Knight 

(1999) studied the satisfaction of American consumers on products made in overseas and made 

in USA by oversea companies and domestic companies. The result showed that the 

manufacturing country have much impact on consumer satisfaction than country of origin. This 

means that products made in USA are more favored than products made in Japan, no matter 

where the product brand originated. It can be said that consumers believe that they should buy 

the products made in their own country because they can support local production, help locals 

have jobs and receive a new technology into their country. 

 

It can be concluded that in developed countries, manufacturing country and product quality 

have a great influence on decision-making process of consumers. The study of Okechuku can 

be used to support the above result that consumers mostly prefer domestic products in 

regardless of domestic brand. For example, in American market Sony TV will sell extremely 

well if it made in USA. Furthermore, the research also suggested the strategy of sales that when 

country of origin play a crucial role in decision-making process of consumers, marketed should 

to emphasize on the country of origin of the products. For example, emphasizing that Mercedes 

Benz is produced in Germany. On the other hand, using patriotic appeal strategy is not effective 

when country of origin is not important in some product categories (Knight, 1999).  
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3.2 Attitude 
 

Schiffman & Kanuk& Hansen (2008 pp.273) stated that attitude is inclination that occurs from 

acquisition of knowledge which cause satisfied and dissatisfied of behavior expression toward 

something individually. It also can be the expression of feelings that reflect satisfaction or 

dissatisfaction individual toward brands, service, and retail establishment, including the country 

of origin. Furthermore, attitude cannot be noticed obviously, however, it can be noticed from 

consumer behavior and also by their words. 

 

There are two more concepts of attitude which are supported the idea of Schiffman & Kanuk; 

 

East (1998) quoted that attitude is individual measurement toward brands, product category, 

person or attitude. 

 

Peter & Olson (1994) stated that attitude is general measurement toward individual concepts, 

which mostly are object and behavior.  

 

As mentioned above, there are a few different in definitions of attitude between those theories. 

Some said that attitude is only about feelings; however, some said that attitude is all about idea, 

understanding, and feeling. Nevertheless, the general definition of attitude is mainly mentioned 

about the relation between knowledge, feeling and behavior.  

3.2.1 Components of attitude 

 

In these days, there are two principle concepts of components of attitude which are 

tricomponent attitude and unidimensionalist view of attitude. However, only tricomponent 

concept is related to this research. 

 

According to tricomponent attitude model (see figure 1), attitude consists of three components 

(Schiffman&Kanuk& Hansen, 2008, pp.250-251), which are; 

 

 The cognitive component – Cognitive will occur from both knowledge and perception 

which a person has direct experience toward person‘s attitude and also relevant 

information from many sources. According to that, it can be shown that knowledge and 

perception can build trust in consumer mind later on.  

 The affective component – Affective is emotions or feelings that a person evaluates 

toward products or brands which are satisfied or dissatisfied. The evaluation will be 

different as the case of characteristic and central value of each person.  

 The conative component – Conative is consists of how the individual is likely to 

respond to object based on his or her knowledge and feeling.  
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These three components are related and affected to each other, which can be said that if a 

consumer believe and has positive attitude toward object or brand, then affection will be 

occurred and it will cause positive intention to buy toward the object or brand eventually. 

 

 

 

      Conation 

 

 

 

           Cognition        Affection 

 

 

 

 

 

Figure 1: Simple Representation of Tricomponent Attitude Model 

Source: Schiffman&Kanuk& Hansen, 2008 p.251 

 

 

 

However, East (1998) contradict that inconsistency of three components model can cause the 

problem when predicting consumer‘s behavior. East argued that purchasing behavior is not 

always occurring from affection because attitude and behavior is not related or independent 

from each other. For example, a person who does not like the product can be purchaser as in the 

case of buying a present or gift for someone else. On the other hand, a person who likes the 

product probably is not buying the product due to some reason. 

3.2.2 The Relationship between country of origin and attitude 

 

Knight & Calantone (2000) suggested that consumer perceptions of a product‘s country of 

origin image are based on three components: 

 

 Cognition that include knowledge about specific products and brands. 

 Affect or favorable attitude about home country‘s goods. 

 Conation that are related to ultimate purchase behavior with the sourcing country. 

Han (1989, cited in Knight & Calantone, 2000) explained consumers‘ behavior toward country 

of origin image through halo model: 

 

Halo model occurs when consumer is unfamiliar to the foreign products or low knowledge 

of the products. This model will be explained when consumer have low knowledge about 

the products, then country of origin image will be influenced consumer to have product 

attribute belief and in turn directly influence attitude toward the product.   
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As in the structural relationship, COI                 beliefs                 product attitude (see 

figure 2) 

 

 
Figure 2: Halo Model  

Source: Knight, G.A &Calantone, R.J, 2000 p: 129 

 

For example, if consumer has a low knowledge about a cosmetic brand named LANCOME that 

made in France, country of origin image will influence them to have a product belief. 

Especially if consumer has a positive attitude toward country image of France, they will believe 

that cosmetic from France supposed to be good and it will directly influence consumer to have 

the positive attitude toward the brand LANCOME.  

 

Based on the model above, country of origin image is created from product and people image 

measure or PPIM for example, to measure product image of country of origin, researchers may 

ask that is this kind of product sold in many countries, or is there a lot of imitation in this kind 

of product. To measure people image of country of origin, researchers may ask that do citizens 

in a country have a good education, do they work hard, and do they use a high technology in 

producing the products. Thereby, product and people image in the country of origin combine 

into country of origin image.  

 

About beliefs in term of product attributes, in order to measure beliefs, researches may ask that 

do you believe France-made product has an advanced technology or do you believe France-

made product produced from high quality of raw materials. For attitude measure, these 

following questions may be asked if you would like to buy skincare products from France, USA 

or Japan is there any possibility to buy from these countries. 

 

Apart of the first model, there is another model called ―flexible model‖ (see figure 3 below) 

which extends and improves prior by Hans. This model explained that country of origin image 

can be influenced by attitude directly and also indirectly which is through belief. If consumer 

already familiar with the product, they tend to form the attitude by believing in the product 

attribute and country of origin image. On the other hand, if consumer has less knowledge about 

product, they will form the attitude by relying on country of origin stereotype. 
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Figure 3: Flexible Model 

Source: Knight, G.A &Calantone, R.J, 2000 p: 131 

 

 

Knight and Calantone (2000) stated that country of origin image has influence toward purchase 

intention.  If consumer perceived the country of origin image in negative way, producer have to 

mention about country-of-origin as less as possible and probably has to offer the promotion in 

order to overcome country of origin stereotype attitude which consumer has in mind. 

Contrastingly, if country of origin has a positive image in consumer's mind, consumer will 

perceive less negative on product attributes such as expensive and bad quality. 

 

 

3.3 Purchase Intention  

 

Consumer behavior was defined as ―the dynamic interaction of affect and cognition, behavior 

and environmental events by which human being conduct the exchange aspects of their lives‖ 

(Bennett, 2009 p.112). From this definition, it can be seen that there are three concept involving 

in; 1) the dynamic behavior 2) interaction of affect and cognition, behavior and environmental 

events 3) the exchange aspects 

 

Schiffman & Kanuk & Hansen (2008 p.3) explained about consumer behavior that ―The 

behavior that the consumers display in searching for, purchasing, using, evaluating and of 

products and services that they expect will satisfy their needs‖  

 

Hoyer & Macinnis (2008, p.3) mentioned that ―consumer behavior reflects the totality of 

consumers' decision with respect to the acquisition, consumption, and disposition of goods, 

service, activities, experience, people, and idea by decision-making unit over time‖ 

 

All these facts show that to study consumer behavior, studying about consumers' decision-

making process is an essential. 

3.3.1 Purchase intention 

 

Berkman, Lindquist & Sirgy (1997) mentioned that intention is the behavioral component of 
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consumer attitude. Intention is not attitude towards brands but it is attitude towards brand 

purchase. Additionally, intention attitude better predict behavior than beliefs and affective. 

Understanding purchase intention of a customer enables a marketer encourage consumers to 

change their behavior towards brands.  

 

Gungor (2007 p. 21) explained that intention is a cause of the future purchase. They also 

showed factors influence on the relationship between attitude intention and behavior; 1) Time 

interval.  The attitude-behavior relationship becomes stronger when the time interval between 

attitude-measurement and behavior become shorter. On the other words, if a consumer intend to 

buy something but do not buy it yet, later, the possibility to buy the product become less. 2) 

Experience. Attitude and purchase intention based on direct experience specify behavior 

correctly rather than based on indirect experience. It can be said that attitude cultivated through 

the advertisements cannot be predicted as good as the attitude constructed from actual testing 

product. However, purchase action does not always cause from intention. A survey reported 

that 60% of intenders and 17% of non-intenders purchased cars eventually. It means that 

intention might change due to the factors mentioned above such as time interval. (Tirtiroglu & 

Elbeck, 2008. pp.167-169) 

 

As mentioned above, it becomes clear that attitude intention is more or less related to behavior 

purchase of consumers. Berkman, Lindquist & Sirgy (1997) said that consumer decision model 

developed by researchers describe the processes that consumers go through before, during and 

after making a purchase. 

3.3.2 Demographic 

 

Certain demographic market segmentation variables such as income, education level or status 

could influence on consumer's evaluation of products made in oversea and in their home 

countries (Smith, 1993). In most studies, it found that age has been affected positively on 

attitude towards products. Younger consumers tend to show a more positive towards products 

made in foreign countries (Fowdar, 2010). Mclain & Sternquist (1991 cited in Fowdar, 2010) 

older younger are more patriotic than younger consumers.  

 

Not only age variables but gender also has been related to consumer's attitude towards 

products. Han (1988 cited in Fowdar, 2010) mentioned that women are patriotic that prefer to 

choose domestic products rather than men. This has been supported by Ai-Sulati & Baker 

(1998) that Females generally have a higher tendency to buy domestic products than males. 

Social classes and status system has been concerned as a correlate in consumer's attitude 

towards products. Consumers frequently evaluate and purchase products and services, which 

related to their social class that they serve on. These decisions have a direct effect to purchasing 

possibility of foreign and domestic products. In general, personal and household income can be 

indicated social class.  

 

Personal and household incomes usually reflect a consumer's consumption, lifestyle and type 

of family house. Most studies revealed that income level have a direct impact on positively 

attitudes towards foreign products. If consumers had income at high level, they were likely to 

buy foreign products. (Fowdar, 2010) Ai-Sulati & Baker (1998) also mentioned that income 

level has been strongly related to positive attitude towards imported products.  

 

Education level was also found to be related to perceptions of products. When consumers had 

a higher level of education, ethnocentric degrees were lower (Fowdar, 2010).  
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Typically, status namely single, married or divorced often affects a consumer's ability to 

purchase foreign-made products. Single consumers tend to spend much money in shopping 

than consumers who have family or children.  

 

3.4 Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: Conceptual Framework 

Source: Own Illustration 

 

 

From the figure 4, the aim of the study is to investigate the influence of country of origin on 

Thai consumer's attitude and purchase intention towards skincare products. With the research 

framework, the authors aim to present three main objectives; Firstly, to identify the impact of 

country of origin on attitude. The image of country of origin has cultivated into beliefs. Then, it 

turns into attitude towards skincare products. Secondly, to identify that country of origin has 

influenced on product evaluation and purchase intentions.  

 

Furthermore, there are four factors that effect on product evaluation; technical complexity, the 

degree of availability, familiarity and perceived serviceability and the degree of consumer as 

well as demographics ethnocentrism. Lastly, to identify the influence of purchase intention 

process towards skincare products. 

Country of Origin 

Source Country effects on 
Evaluation 
- Technical complexity 
- The degree of availability, 
familiarity and perceived 
serviceability 
- The degree of Ethnocentrisms 

 

 

Country Image 

Beliefs 

Attitude 

Evaluation Demographic 

Purchase Intention 

Skincare Products 
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4. Methodology  

4.1 Choice of the topic 

 

As mentioned in the background that Thailand has imported a lot of perfume and skincare 

products from oversea which is about 580 million baht per year (Ministry of Finance, 2006) so 

it supposed to have many factors that influence on Thai consumers‘ behavior.  

 

Hence, the authors aim to study Thai consumers‘ attitude toward skincare products which 

produce in these five countries of origin; USA, France, Japan, Korea and Thailand. Since USA, 

France, Japan and Korea are well-known country of origin in producing skincare products. 

Furthermore, skincare products from Thailand have been used as a baseline to compare with 

other country of origin to see whether Thai products are favorable among Thai consumers.  The 

reason for choosing these five countries will be explained in choice of selected country topic. 

 

When choosing the topics, it is a crucial stage and also there are a number of factors that 

authors need to take into consideration. Here are criteria of authors for choosing this topic: 

4.1.1 Interest and Relevance 

 
The authors‘ first criteria for choosing this topic are interest and relevance. By choosing the 

topic that interests and possibly excites the authors otherwise it will have trouble in sustaining 

the motivation and commitment to complete the project. (Fisher, 2004).  

 

Country of origin is interested authors because of the import statistic of Thailand where is born 

country of the authors.  According to the import statistic of Thailand in 2006, total value of 

import perfume and cosmetic are the highest rank among other goods (Ministry of Finance, 

2006). Even authors have favorable of buying and using the perfume and cosmetic from 

oversea for many years.  Furthermore, most of authors‘ friends and also old co-workers are 

buying and using foreign perfume and cosmetic products regularly. So the authors would like to 

know about the different attitude and purchase intention of Thai consumers toward luxury 

goods which is skincare; which categorized in perfume and cosmetic. 

 

According to the topic is relevance to the authors‘ interest, so it helps to encourage the authors 

to keep doing the research. Apart from that, it is motivating authors to complete the research as 

well in order to know the attitude of other Thai consumers toward skincare products from other 

country of origins.  

4.1.2 Durability 

 

When it comes to durability, choosing a topic that will still relevant in a year‘s time (Fisher, 

2004); it means the topic should be stable enough, not changing rapidly so data and information 

would not change during the length of the research. Due to the import statistic since 2004 to 

2006 were going up year by year (Ministry of Finance, 2006), it can roughly show that the data 

and information would not face with rapidly change. 

 

Furthermore, the author take a closer look at the import statistic of Thailand in the previous 10 

years; which show that Thailand has imported cosmetic dramatically (Ministry of Finance, 

2010). So the authors believe that the data would not change rapidly during the research time.  
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4.1.3 Validity and Reliability 

 

In this research, authors have used both of primary data and secondary data. By using the 

secondary data to create theoretical frameworks, gather and analyze empirical data, so 

secondary data has to be reliable.  Hence, all of the secondary data are taken from the database 

of Malärdalen University such as Emerald, ProQuest, and so on. It could be ensured that all of 

the databases are reliable due to the journals from these databases are peer-reviewed.     

 

About primary data, authors used questionnaires to collect the quantitative data needed. The 

result of the questionnaire shows about the attitude of Thai consumer, so the data were valid at 

the time that authors were doing this research. However, the attitude of Thai consumer could 

change periodically. However, the authors intended to interpret the result data by using the 

most suitable sources to measure Thai consumers ‗attitude toward skincare products regarding 

country of origin.  

4.1.4 Access 

 

Access to target respondents seems not a crucial stage for the authors at the first step. Target 

respondents at the age of 20-30 are easy to access because authors could send the 

questionnaires to friends who are in the same age. 

 

However, after receiving some results, it showed very few amounts of target respondents at the 

age of 30-45. Due to authors could access to target respondents at the same age easier than 

other age. Hence, one of the authors has asked for the help from one of family member who is 

author‘s father, to send the questionnaire to the organization that he works for. Nevertheless, it 

is not easy for the people at the age over 40 somehow to access to the internet and help to fulfill 

the questionnaires. By asking some help from author‘s father, authors get more responses from 

target respondents at the age of 30-45.  

 

Another target respondent is gay; it is hard to tell if they would identify themselves honestly as 

the authors expected. Hence, authors have asked some help from friends to get access to these 

target respondents. Moreover, authors‘ friends have asked gay respondents to identify 

themselves as they are. 

4.1.5 Risks 

 

The risk of doing this research could happen when sending out the questionnaires to target 

respondents. Since questionnaires have three parts to cover the general information or 

demographic, attitude, and purchase intention so in order to finish the questionnaires, 

respondents need about 10 to 15 minutes to complete answering the whole questionnaires. 

Respondents could face the boredom while answering the questionnaire; they could abandon to 

finish the questionnaires.     

4.2 Choice of respondents 

 
Due to our research is studying ―the influence of country of origin on Thai consumer‘s attitude 

and purchase intention toward skincare products so our respondents are Thai people both male, 



 

 

17 | P a g e  

 

female and other genders who their ages between 21-45 years old who live in Bangkok. 

According to there is other genders such as gay in Thailand whom has been accepted widely, so 

it would be interested to know the attitude of this respondents as well.   

 

Referring to people who live in Bangkok, they have tendency to spend more money on luxury 

goods which import from foreign country.  The reasons why choosing the age between 21-45 

are; first, people who are in the age of 21 are starting to earn income by their own and also 

starting to take care of themselves. Second, People could probably consume less skincare at the 

age around 45 years old. Furthermore, people at the age over 45 are hardly using the internet so 

it will be hard to access to the questionnaires as well.  

 

Moreover, our research is focusing on the respondent who is not only buyer but also user that 

has ability and capability to buy and make decision on the purchase by themselves. To narrow 

the respondents down, authors tend to focus on Thai people who have income over 15000 Baht 

per month (≈3000 SEK or ≈ $484) which mean these target respondents can afford for the 

luxury goods due to their income is above the average. According to statistic of US Department 

of state, it shows that the average of per capita income of Thailand is $4617 per year (≈$385 

per months) (US. Department of state, 2011) 

 

4.3 Choice of theories 

 

The theories applied in this research have been carefully chosen after reviewed literature and 

related articles. Conceptual frameworks were obtained and created from marketing books to 

use in this research. The theoretical frameworks in this research came up directly from the 

research topic which can be divided into three parts.  

In order to study this research, it is very important to firstly understand concept of country of 

origin so the authors can have a deeper knowledge about the influences of country of origin 

toward attitude and purchase intention of customer.  

Secondly, authors have to study about attitude because it performs as an important role in 

consumer behavior. Attitude can be formed when it comes to making decision process. Due to, 

when consumer is making decision, attitude can perform varies from one to another. 

Finally, purchase intention has been chosen as lastly theoretical framework because it is 

relating to attitude. Purchase intention is a component of attitude which will be shown from 

consumer behavior. Related to that, authors have to understand what are the factors that affect 

to purchase intention; one of the factors of purchase intention process.  

Therefore, country of origin is affecting to consumer‘s attitude, in turn, attitude is affecting to 

purchase intention afterward. So these theories are supposed to explain why country of origin 

can be influenced on consumer‘s attitude and purchase intention.  

4.4 Choice of selected countries 

 

In this research, there are comparisons between skincare products which come from five 

countries of origin; United States of America, France, Japan, Korea and Thailand. These are 

reason why choosing these five countries; 

 

(1) United States of America – Thailand has imported the U.S products penetrate in 
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skincare products around 32 percent of total skincare market share in Thailand (The U.S. 

department of Commerce, 2006). 

(2) France – plays as an important role in leading cosmetic industry in global sector, and 

also the label ―Made in France‖ is internationally recognized and valued (Clickpress, 2008).  

(3) Japan – is one of the most developed nation in the world both in economy and 

industry. Moreover, Japan is the second largest market for cosmetic in the world (Design & 

Processing Resources, 2010).  

(4) Korea – Korean cosmetic is quite popular in Asia and impressively.  Even they are 

still new in the market, however, in fact that its cosmetics have been increasing dramatically 

(Oswald H., 2010).  

(5) Thailand – as it has mentioned before that Thailand is used as a baseline to compare 

whether Thai people has favorable toward Thai products among products from others country 

of origin.   

4.5 Data collection 

 

In this research, primary data and secondary data will be used as tools for collecting data. By 

using questionnaires as a quantitative research to get the primary data and searching for journal, 

literature review and book in order to get the secondary data.  

4.5.1 Primary Data 

 

Quantitative research has been used in our research by using questionnaires as a tool for 

surveying. In order to gather data, the questionnaires have been sent out via electronic mails to 

our respondents. Questionnaires have been divided into five parts that are: 

 

Part I   Questions about general attitude about these target countries  

Part II   Questions about attitude related to country of origin 

Part III  Questions about attitude about skincare products toward country of origin 

Part IV  Questions about intention to purchase toward skincare products of each country 

Part V  Questions about demographics of respondents; gender, ages, personal income, 

household income, status. 

 

According to the questionnaires, authors have used three question formats which are Multiple 

choice questions, Rating scales, and Likert scales. In part I and III, rating scales format has 

been used in these two parts in order to ask respondents to rate or evaluate indicate their 

opinions. The authors have used the Likert scale in part II and IV afterward; this in one of 

Rating scale. Likert scale is providing series of statement, some positive and some negative in 

tone in order to ask the respondent about their opinions and attitudes. The last part is about 

demographic, so the specific answers will be required in this part. Multiple choice questions are 

the most suitable form of question to get the specific answer from respondents by asking to 

choose only one answer (Fisher, 2004. p.162-165)  

 

In this research, questionnaires have developed from country-of-origin scale of Pisharodi & 

Parameswaran (1992 cited in Bearden, Netemeyer & Haws, 2010 p.85) as a research tool.   

To send questionnaires to people, authors need a list of the names (Fisher, 2004) so authors will 

know the appropriate population to send out the questionnaires. The numbers of questionnaires 

that will send out have to be large enough and have to concern about the achievable return rate 

as well. Hence, author planned to send out the questionnaires to the target respondents equally 

proportion.    
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4.5.1.1 Sample Size 

 

With the calculating method of Yamane Taro, Population of targeting respondents will be 

shown. According to the National Statistical office Thailand in 2009, it declares that there are 

approximately 25,619,507 citizens of aged 21-45 in Thailand. Therefore, the calculating 

formula of Yamane Taro (1973) will be set; 

 

 

     n   =      N 

      1+Ne ² 

 

n   =   Sample size 

N  =   Population size 

e  =  The error of sampling 

 

The authors allow the sampling error on 0.05 then, the sample size shows; 

 

 

    n  =      25,619,507 

              1 + (25,619,507*0.0025) 

 

Regarding above calculating, it could be seen that n = 399.992 persons, so authors identified 

the total sample size of this study is 400 persons. 

4.5.1.2 Sampling strategy 

This research used one main method which is nonprobability sampling technique to represent 

the population. By using this method, it means populations are selected on the basis of 

availability or because of researcher‘s personal judgment that they are representative 

(psychology, 2009).  

 

According to this research is nonprobability sampling due to larger population of target 

respondents in this the age of 21-45 years old in Bangkok . Since authors used whatever 

individuals are available rather than selecting from the entire population. So authors have 

selected friends, family and colleagues due to time and convenience, this is called as 

convenience sample type (psychology, 2009) Thus, not everyone in Thailand had any chance of 

being chosen for study.   

 

As it is easy for authors to use nonprobability sampling, it can produce a bias because authors 

have choose target respondents from own social and cultural group. Hence, the finding of the 

study can only be applied to the group of people who live in Bangkok. Furthermore, the sample 

would not be representative of target respondents as friends, family and colleagues may have 

different qualities to people in general. 
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Concept   Variable  Questions  Question Format 

     Consumer‘s  Part I   Rating scale 

general attitude  (Q 1.1-1.5) 

   

     Consumer‘s   Part II   Likert scale 

     attitude toward  (Q.2.1-2.3) 

     Country of origin 

 

     Consumer‘s   Part III   Rating scale  

     attitude about  (Q3.1-3.12)  

     skincare products  

     toward country  

     of origin 

    

Purchase  Part IV   Likert scale 

     intention of  

     consumer    

 

Personal  Part V   Multiple choices 

     Information 

 

Influence of Country of Origin 

on Thai consumer attitude 

and purchase intention 

toward skincare products. 

 

4.5.1.3 Operationalization 

 

In this research, the authors used questionnaires which developed from country-of-origin scale 

of Pisharodi & Parameswaran (1992 cited in Bearden, Netemeyer & Haws, 2010 p.85) as a 

research tool. 

 

 

 

  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5: Summary questions 

   Source: Own illustration 

 

 

 

As the figure 6, authors divided the questionnaires into five parts in order to measure the 

different aspects of consumer‘s attitude. 

 

The first part, authors aim to investigate about the general attitude of Thai consumer toward 

five selected countries; United States, France, Japan, Korean and Thailand, which focusing on 

the level of development of each country. Rating scale has been used in this part so respondents 

will be able to rate or evaluate from their nature opinion.   

 

The second part, authors tend to study about Thai‘s consumer attitude in general which related 

to country of origin. In this part, there are three questions which each question will be asked to 

measure whether country of origin has influence while making purchase. By using Likert scale 

in part two, respondent can choose to position their opinion on a five –point scale so authors 

can use them to measure the overall opinion of individual.  

 

The third part is about measuring more specific on Thai consumer‘s attitude on skincare 

products toward country of origin. The questions have been grouped into three main categories; 

product attributes, channel distribution, product image. In this part, authors have used rating 

scale to measure as in the first part. 

 



 

 

21 | P a g e  

 

The fourth part, authors aim to investigate about purchase intention toward five selected 

countries of origin. Likert scale has been used in this part as in the second part.  

 

The last part is about general information which related to respondent‘s demographic which are 

gender, age, personal income, household income, and status. In this part, authors have used 

Multiple choices as a tool to measure the different attitude of Thai consumer according to their 

demographics. 

4.5.1.4 Distribution Questionnaires 

 

Draft questionnaires have been sent out in order to do the pilot test with three of Thai students 

in Västerås. After that, authors talked to them in person and they gave some useful feedbacks 

for the authors to adjust some questions to be more clarified and easier to understand.  

Furthermore, the authors were translated the questionnaires to Thai due to the target 

respondents are Thai. Translating the questionnaires to Thai can be benefit for respondents 

because they can easily understand the questionnaires. Also benefit for the authors that 

respondents get the right message that authors try to convey to them.  

 

Internet was used to deliver questionnaires and to receive the responses from the respondents. 

The authors created the spreadsheet on website in order to access to the target respondents 

easier. Moreover, authors could design the layout of the questionnaires to look more interesting. 

After spreadsheet was created, the questionnaires were distributed to the respondents on April 

15
th

, 2011. Link location of spreadsheet was posted on some website such as beauty blog, 

hopefully to get the different attitudes and wider respondents.  

 

Especially, questionnaires were distributed to gay target respondents by the help of authors‘ 

friend. By sending the questionnaires to these particular group that intent to express themselves 

as gay when answering the questionnaires. Also, authors have posted on official gay website in 

order to get as much as possible of the other gender respondents.  

 

The questionnaires were sent to target respondents mainly in Bangkok, Thailand, and there are 

some target respondents who live in Sweden as well. The authors have been waiting since April 

15
th

, 2011 until May 17
th

, 2011 in order to get enough target respondents according to the 

sample size which is 400 persons. The numbers of questionnaires that send out have to be 

larger than the sample size (Fisher, 2006), so authors finished collecting the data on May 17
th

, 

2011 with the number of respondents of 420 persons. 

4.5.2 Secondary Data 

 

Beside the primary data, authors will find the relevant secondary sources to the topic. In order 

to get variety of information, a mixture of materials can help the authors to develop how to use 

the ideas, materials and theories it contains (Fisher, 2004). The sources mainly are journals, 

books, internet and dissertations.  Journals will most likely be the main sources for this 

research. According to that, this can be considered as an advantage because journals contain 

articles that have been peer-reviewed and up-to-date (Fisher, 2004). Various article on chosen 

topics have been found in ‗Journal of International Business Studies‘; ‗International Marketing 

Review‘; ‗Multinational Business Review‘; ‗Multi-Item Measures for Marketing and 

Consumer‘; ‗World Journal of Management‘; ‗Amsterdam University Press‘; ‗Asia Pacific 

Journal of Marketing and Logistic‘; ‗International Journal of Retail & Distribution 

Management‘; ‗European Journal of Marketing‘; ‗Journal of applied quantitative methods‘ etc. 

have been found in Mälardalen University and Västerås city libraries. 
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Furthermore, academic textbooks will be used as references, can be found in Mälardalens 

University‘s library in Västerås. As well as, The World Wide Web or internet is another useful 

source of material (Fisher, 2004). In order to gather the data from this source, it has to be used 

with care. Therefore, authors chose to use different search engines which can be reliable on 

such as Mälardalens database, google scholar. Mälardalens database is including with Emerald, 

ProQuest, etc. Most of the articles were found at Emerald and ProQuest online database. 

Emerald is an internationally-recognized publisher which offers high quality and widest range 

of management and library and information service journals and databases 

(Marketresearch.com, 2011). ProQuest is online database which provides wide range of 

academic subjects. It contains with highly-respected diversified of scholarly journals, trade 

publications, magazine and newspaper. ProQuest can be accessed by readers and researchers by 

any levels by covering about top 150 core academic subject reference areas (ProQuest.com, 

2011).Google scholar is a search engine that indexes the scholarly materials as well as in 

library and also citation from other materials that available through internet (Lehigh.edu, 2005).  

 

By using these online databases to analyze the research, it can be ensured that its research 

journals have high quality because of all of Emerald research journals are peer-reviewed 

(Emerald Group, 2011). Also, Google scholar is focusing on peer-reviewed papers, theses, 

books, and articles from wide variety of academic and publishers as well (Lehigh.edu, 2005) 

which can be considered as a good point for both Emerald and Google Scholar. However, the 

drawback of those online databases is that not all articles are freely accessible. Nevertheless, 

search engine like Google scholar do not get censored for research quality (Quint, 2004) so it 

means that the scholarly materials have not only high quality but also low quality. According to 

that, authors considered this as a disadvantage point of Google Scholar. When comparing with 

other online databases such as Emerald and ProQuest, these two databases can be more reliable 

sources. According to Emerald has a lot of universities has signing agreement with them. 

Moreover, Emerald has listed in Financial Times MBA Global Ranking as all of world‘s top 

100 business schools have Emerald author (Emerald Group, 2011) 

4.5.3 Data Analysis 

 

After the data has collected, SPSS (Statistical Package for the Social Sciences) will be used to 

analyze the result of all the responded questionnaires. By analyzing these data, authors have to 

input all the receiving data from our own questionnaires. After that, SPSS will provide the 

result in the wide range of statistic among respondents‘ demographics such as their sex, age, 

and income and so on. 

 

By categorizing data into demographics, the data will show the differences or similarities of 

respondents‘ attitudes toward skincare product from five different countries of origin. 

According to questionnaires has asked for different aspects in each part, so the authors have 

used the different test on SPSS as well. 

 

According to analysis in this research, the authors have used SPSS with descriptive test to 

analysis the data in part 1, 2, 3, 4 and 9 in order to show the average of the respondents‘ 

attitude. In part 5, 6 and 8, one way Anova test has been used to analyze the differences or 

similarities of respondents‘ attitude. Pearson Correlation test has been used in part 7 in order to 

analyze the relationship of two variables from the database.  

 

Ultimately, the authors will conclude all the results in order to see which country of origin has 

influence accordingly to Thai consumers‘ attitude toward skincare products.  
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4.6 Methodological issues 

 

During the research, methodological problems or obstacles might arise. Several influences 

might affect the results as following; 

 

1. Literature reviews applied towards frameworks: there are possibilities that the research 

and conclusions could be differed by the different theoretical framework and other 

literature materials. Thus, authors attempt to employ the most reliable, relevant and up 

to date articles and publications within the scope of the study when doing literature 

reviews. To make that possible, the parameters of research and keywords for seeking 

information have been presented and implemented. 

 

2. Survey: if the survey questions were differently created, empirical data could have been 

varied and acquired results might have been differed. However, the authors tried to 

conduct the research in a way that to achieve the most accurate and reliable information 

and keep away from biases. It was done by survey development based on the applied 

conceptual frameworks. Furthermore, authors pre-tested the survey on a small group of 

author's friends for assuring that language is clear and simple as well as overall survey 

is attractive.  
 

3. Distribution channel: Due to the main distribution channel of the survey is depend on 

internet and website, so some errors could happened with the website system. If the 

system error during the answering process, the system will submit the answer without 

completing the questionnaires. It means respondents will not complete the 

questionnaires so the result from that respondent will be unable to use.  

4.7 Limitation of study 

 

The limitation of this research is about questionnaires regarding to the demographic. According 

to this research, it aims to investigate about other gender‘s attitude as well as male and female. 

When sending out the questionnaires, it is hardly to ask other gender to identify themself as the 

way authors expected. So it could be hard to know if authors would get actuality information 

about this gender. Furthermore, it could be confused in a word as other gender in Thailand 

because Thai people not only identify themselves as male and female but also other gender; 

gay.  

 

According to authors understanding, other gender in authors‘ opinion is only gay respondents 

which are gay men who love men. However, authors did not included lesbian respondents in 

the meaning of gay. According to authors‘ understanding about Thai‘s culture, gay means only 

gay men not including lesbian. Moreover, lesbians always identify themselves as women not 

gay or other gender. Thus, the problem could happen when these two target respondents answer 

the questionnaires and authors would not know if they are gay or lesbian respondents who 

answer this questionnaires; in the case that they identify themselves as other gender. 

 

Another limitation of this study is, it is hardly to reach the target respondents at the age of 30-

45 years old. Due to authors does not know people in this age range so the questionnaires 

hardly send to them to get their different attitude. Moreover, people in this range of age are 

rarely access to the internet, so it could be that authors would not get enough responses from 
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this age group.  

 

Language is another limitation when translating the questionnaires from English to Thai. The 

questionnaires in English seem not very clear to understand for both professor and authors‘ 

friends. However, target respondents for this research were for Thai consumers. So when 

questionnaires were translated to Thai, it was easier for target respondents to understand what 

authors tried to convey the message to them.  
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5. Cosmetic market in Thailand 

 

Nowadays, Thai people at all ages and genders pay more attentions to beauty. The Nation 

(2011) presented that a research found Thai consumers spend approximately €28 per capita per 

year on beauty products. Kasikorn Research Center (2009) revealed that due to continuing 

economic downturn, Thai consumers tend to change their behaviors in purchasing cosmetic 

products.  

Categories of cosmetic products in Thailand can be divided into 3 categories; locally produced 

and Thai branded cosmetic products; International branded products which produced in 

Thailand, and Imported international cosmetic products. International branded cosmetic 

products are widely well-known, accepted from Thai consumers because of good image, good 

perception of quality and brand loyalty; however, its prices are expensive. (Kasikorn Research 

Center, 2009) 

Cosmetics in Thailand are available at all levels, that ranging from very high-end international 

well-known brands to very low-end brands. More than 60 percent of imported cosmetic 

products are very high-end to high-end facial and skin cream particularly anti-aging, anti-

wrinkle and skincare products. The U.S products penetrate this subsection with around 32 

percent of total market share (The U.S. department of Commerce, 2006). The cosmetic brands 

imported from China are considered as low-ends while Malaysia, Singapore, India and 

Indonesia are considered as medium-end products. Very high to high-end brands are mostly 

from United State, European countries, Japan and Australia. In the first quarter of 2009, 

Thailand imported international cosmetic products approximately 4,000 million baht, which 

lower than in 2008 by 1.7%. Make-up and skincare products represented about 2,500 million 

baht or 61.5% of total imported cosmetic products.  

USA-imported products such as Estee Lauder and Clinique brands represented for 24.2%, 

France-imported products such as Christian Dior and Lancome brands for 18.0%, Japan-

imported products such as Shishedo brand for 12.4%. (Kasikorn Research Center, 2009)  

Interestingly, cosmetic products from South Korea were becoming popular. In the first quarter 

of 2009, the growth rate of Korean cosmetic products increased by 38.5% comparing to in 

2008. Korea-Fever could be the reason for increasing of Ko. Moreover, it is probably because 

Korea's cosmetic products are more likely suitable with Thai people's skins and cheaper than 

cosmetic products from USA and Europe. Further, Thai and South Korea people have the 

similar skin. Hence, it becomes popular among Thais. (Kasikorn Research Center, 2009) 

According to Kasikorn Research Center, the overall growth rate of cosmetic market in Thailand 

(including locally produced and imported cosmetic brands) in 2009 was by approximately 5 

percent or 33,000 million baht but skincare products such as sunscreen, anti-aging and 

whitening products dramatically grew up. Distribution channels in Thailand are classified into 

3 main channels; counter brands account for 11,000 million baht (30% of total cosmetic sales), 

direct sales and convenience stores account for 22,000 million baht (70% of total cosmetic 

sales).  Counter brands in major department stores are its main sales channel. The counter sales 

as the major channels of high-end brands represented approximately 30 percent of the total 

cosmetic distribution channels in Thailand. On the other hand, the major channels of 

distribution for medium and low-end brands are direct sales, discount stores, drug stores and 

convenience stores. (The U.S.department of Commerce, 2006) 
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A research presented the trends of cosmetic products market in 2011 that the total skincare 

market represents 40,000 million baht and the growth rate of skincare product in Thailand tends 

to get higher than 7 percent per year. It is forecasted that the total market of skincare products 

will be reach 55,000 baht in 2014. The product lines as problem-solving cosmetic especially 

whitening and anti-aging products are becoming popular (gotomanager, 2011).  The men's 

skincare market shown 17 percent or by 50 percent of total skincare market in Thailand in 2010 

(The Nation, 2011).
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6. Analysis 

 

Once feedback of the survey questionnaire was collected, the next step of the research process 

is to interpret and analyze those collected data. The purpose of this chapter is to present the 

empirical data. In the first section of this chapter, the demographic of the respondents will be 

showed. Next section, the result regarding country of origin, consumer attitude and purchase 

intention will be provided. 

6.1 Demographic of the samples 

 

Demographic of the samples is categorized into five categories; Gender, Age, Education, 

Personal income, Household income and status. (see figure 7) 

 

 Gender 

Majority of the samples were female accounts 280 persons (66.7%), male accounts for 87 

persons (20.7%) and gay accounts for 53 persons (12.6%) 

 

 Ages 

Majority of the samples were people are 21-25 years old account for 171 persons (40.7%). The 

second smaller group is people are 26-30 years old account for 157 persons (37.4%). Follow 

by, people who aged 31-35 years old account for 55 persons (13.1%). The two smallest groups 

were people aged 36-40 and 41-45 years old account for 22 (5.2%) and 15 persons (3.6%) 

respectively.  

 

 Graduation 

The highest graduation level of most samples was bachelor degree account for 290 persons 

(69.0%).   Post-graduation is account for 103 persons (24.5%). Following by, high school and 

certificated account for 14 and 7 persons or (3.3% and 1.7%) respectively. The least of the 

sample other graduation level account for 6 person (1.4%) 

 

 Personal Income 

 

Most of respondents have monthly personal income approximately below 15,000 THB account 

for 122 persons (29.0%). There are 108 of respondents (25.7%) have personal income 

approximately 15,001-25,000 THB per month. About 92 persons (21.9%) have 25,001-35,000 

THB per month. Later on, 43 persons (10.2%) and 42 persons (10.0%) of respondents have 

personal income approximately 35,001-45,000 THB and over 50,001 THB per month, 

respectively. The smallest group of respondents has personal income approximately 45,001-

50,000 THB per month is13 persons (3.1%).  

 

 Household Income 

 

The highest group of respondents of 189 persons (45.0%) has household income over 105,001 

THB per month. Secondly, about 86 persons (20.5%) of respondents have household income 

approximately 75,001-105,000 THB per month. There are 78 and 62 persons (18.6% and 

14.8%) have household income approximately 45,001-75,000 and 15,001-45,000 THB per 

month. Lastly, there are 5 persons (1.2%) have household income below 15,000 THB per 

month.  
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 Status 

 

The majority of the sample is single account for 357 persons (85.0%). Married people account 

for 54 person (12.9%) of the total samples. There are 5 persons (1.2%) of the total divorced. 

Lastly, there are 4 persons (1.0%) for other status. 

 

 

 

Demographic Frequency Percent 

1. Gender   

Male 87 20.7 

Female 280 66.7 

Others Gay 53 12.6 

2. Ages   

21 – 25 171 40.7 

26 – 30 157 37.4 

31 – 35 55 13.1 

36 – 40 22 5.2 

41 – 45 15 3.6 

3. Education   

High school 14 3.3 

Certificated 7 1.7 

Bachelor 290 69.0 

Post Grad 103 24.5 

Others 6 1.4 

4. Personal Income   

Below  15,000 122 29.0 

15,001 – 25,000 108 25.7 

25,001 – 35,000 92 21.9 

35,001 – 45,000 43 10.2 

45,001 – 50,000 13 10.0 

Over 50,000  42 3.1 

5. Household income   

Below – 15,000 5 1.2 

15,001 – 45,000 62 14.8 

45,001 – 75,000 78 18.6 

75,001 – 105,000 86 20.5 

Over 105,001 189 45.0 

6. Status   

Single 357 85.0 

Married 54 12.9 

Divorced 5 1.2 

Others 4 1.0 

 

 

Figure 6: Demographic 

Source: Own illustration 
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6.2 The Empirical results 

 

The study of ―Influence of Brand and Country of Origin on Thai consumer attitude and 

purchase intention in skincare products‖ aims to investigate research and strategic questions by 

using questionnaire as a research tool. The authors have distributed 500 questionnaires and 

have collected 420 completed set of questionnaires to study attitude of Thai consumers who 

aged 21-45 years old. 

 

Part I     Consumer's attitude towards United States, France, Japan, South Korea and Thailand. 

Part II    Consumer's attitude towards skincare products made in United States, France, Japan,  

  South Korea, and Thailand. 

Part III  Country of origin related to the skincare products on Thai consumer's attitude. 

Part IV  Consumer purchase intention towards skincare from United States, France, Japan,  

   South Korea and Thailand   

 

Part I Consumer's attitude towards United States, France, Japan, South Korea and 

Thailand. 

 

In this part, the authors aimed to investigate attitude of the samples toward five countries of 

origin; United State, France, Japan, South Korea and Thailand.  

 

The overall result of the study in this part shows general attitude about these five countries. 

Japan shows the highest average score of general attitude account for 4.58. The second is 

United States account for 3.97. France and South Korea account for 3.86 and 3.51, respectively. 

Thailand has the lowest average of 2.87 in general attitude among five countries of origin 

toward Thai consumer‘s attitudes. (see figure 7) 

 

From the result of each aspects (figure 7), it found that Japan has the highest average score in 

overall aspects; well-education, hard-working citizens, high production standard, high living 

standard, and high technique skill. 

 
 United States France Japan South Korea Thailand 

 Mean S.D Mean S.D Mean S.D Mean S.D Mean S.D 

Well – 

Education 

4.14 0.65 3.91 0.66 4.25 0.69 3.40 0.68 2.82 0.85 

Hard-working 3.51 0.75 3.44 0.72 4.75 0.50 3.76 0.77 2.87 0.87 

Hi production 

standard 

3.97 0.70 3.90 0.72 4.63 0.59 3.50 0.75 2.98 0.87 

Hi-living 

standard 

4.17 0.73 4.27 0.66 4.56 0.60 3.43 0.71 2.62 0.90 

Technique 

skill 

4.06 0.74 3.79 0.74 4.70 0.53 3.50 0.72 3.06 0.83 

Total 3.97 0.71 3.86 0.7 4.58 0.58 3.51 0.73 2.87 0.86 

 

Figure 7: General Attitude toward five countries. 

Source: Own illustration 

 

Regarding to the research result, the reason why consumers has the least positive attitude 

towards South Korea and Thailand is probably that those three countries have been developed 

in their industrial and economic sector earlier than South Korea and Thailand. Moreover, Japan 

shows the highest score than other countries in overall attitude of country development issue 

because Japan is an Asian country which has been earlier developed than other countries in 
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Asia in Thai consumer‘s perception.  

 

After identifying general attitude towards those five countries of origin, the differences or the 

similarities of Thai consumer‘s attitude towards six countries of origin will be statistically 

found out by analyzing data with SPSS on One-Way Anova program. From figure 8, it found 

that the respondents have attitude towards South Korea and Thailand differ from United States, 

France and Japan by a statistically significant level over than 0.05 (a significant level over than 

0.05 means having difference). Respondents have the same attitude towards United States, 

France and Japan with a statistically significant level of 0.000, 0.000, and 0.006 which both is 

below 0.05.  

 

On the other hand, respondents have the same attitude towards South Korea and Thailand with 

a significant level of 0.246 and 0.647 respectively which both is over than 0.05. The reason is 

probably because South Korea and Thailand are newly industrialized countries (NICs) that 

have significant financial investment, and associating with high-technology industries (Industry 

Canada, 2008). On the other hand, United States, France and Japan are one of the world‘s most 

developed countries, thus attitude towards those three countries are similar. Therefore, it can be 

said that the difference between Thai consumers‘ attitude towards Japan, United States, France 

and attitude towards South Korea, Thailand is significant according to the above statement. 

Therefore, it can be concluded that Thai consumers have the same attitudes towards United 

States, France, and Japan that different from attitude towards South Korea and Thailand which 

are similar. 

 

 

 

United States France Japan South Korea Thailand 

F 7.221 6.619 3.708 1.363 0.622 

Sig 0.000 0.000 0.006 0.246 0.647 

      

France  United States Japan South Korea Thailand 

F 6.619 7.221 3.708 1.363 0.622 

Sig 0.000 0.000 0.006 0.246 0.647 

      

Japan  United State France South Korea Thailand 

F 3.708 7.221 6.619 1.363 0.622 

Sig 0.006 0.000 0.000 0.246 0.647 

      

South Korea United State France Japan Thailand 

F 1.363 7.221 6.619 3.708 0.622 

Sig 0.246 0.000 0.000 0.006 0.647 

      

Thailand  United State France Japan South Korea  

F 0.622 7.221 6.619 3.708 1.363 

Sig 0.647 0.000 0.000 0.006 0.246 

 

 

 

Figure 8: Difference attitude toward different country of origin. 

Source: Own illustration 
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Part II Consumer's attitude towards skincare products made in United States, France, 

Japan, South Korea and Thailand. 

 

In this part, authors aim to investigate Thai consumer‘s attitude about skincare products toward 

the five countries of origin. In overall, Japan shows the highest average score of 3.55. The 

second is United States account for 3.52. France and South Korea account for 3.47 and 3.36, 

respectively. Thailand has the lowest average of 3.04 on Thai consumer‘s attitude towards 

skincare products from different countries of origins. As the questions about attitude about 

skincare products have been grouped into 3 main categories which are product attribute, 

distribution channel, and product image. The result will also be presented according to 3 main 

categories (see figure 9).  

 

In aspect of product attributes Japan has the highest average score with 3.39 in this aspect, 

United States and France has the second and third highest score with 3.25 and 3.23 

respectively. This means that Japan, United State and France have a better product attributes 

than other two remaining countries. In channel distribution aspect, United States and Japan 

also have a highest score with 3.64 and 3.59 respectively. Follow by, South Korea; France and 

Thailand come with 3.57, 3.46 and 3.15 respectively. Finally, France has the highest average 

score of 3.71 in product image aspect. Japan and United States have the similar average score 

of 3.68 and 3.67 respectively. South Korea and Thai have the lowest score with 3.37 and 3.09 

in this aspect respectively. 

 

 

 

Figure 9: Attitude about skincare toward country of origin by categories. 

Source: Own illustration 

 

 

Considering into more details, each country will be prioritized from the highest (no.1) to the 

lowest ranking (no.5) of average score (see figure 10). Respondents agreed that United States 

has the best channel distribution in term of product sold in many countries and good advertising 

information. For France, they agreed that skincare products from France are prestigious but 

unreasonably expensive. For Japan, it found that its skincare products are long lasting and have 

good value. For South Korea, respondents thought that its skincare products are more likely 

intensely advertised than other four countries. Lastly, they agreed that Thai‘s skincare are 

easily available but not attractive, easy to deteriorate, low quality of raw material and imitation 

products. 
 

 

 United States France Japan South Korea Thailand 

Product 

Attribute 

3.25 3.23 3.39 3.15 2.87 

Channel 

Distribution 

3.64 3.46 3.59 3.57 3.15 

Product  

Image 

3.67 3.71 3.68 3.37 3.09 

Total 3.52 3.47 3.55 3.36 3.04 
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Figure 10: Attitude about skincare toward country of origin by ranking 

Source: Own illustration 

 

Regarding to the research result above, respondents agreed that Japan and United States have 

attitude towards product attributes and channel distribution in skincare products better than 

France because Thai consumers are more likely familiar with Japan and US's skincare products. 

Skincare product from Japan are also well-known and popular in Thailand namely Shishedo.  

 

As US's skincare products are imported to Thailand with a bigger number than France, Japan 

and South Korea. Also it is well-known in Thailand especially Estee Lauder, which has more 

16 well-known sub-brands such as Cilnique and Origins which also and accepted from people 

around the world.   

 

However, there are a small different average score between Japan, United State and France in 

the two aspects. It might be because France is still concerned as a country whose skincare 

products are prestigious with the highest score of attitude. France has a higher average score in 

context of product image than Japan and United States. It might be because skin care brands 

from France is well-known and widely accepted in Thailand ,for example, L'Oreal Group is one 

of the world biggest cosmetic company which originated in France. Moreover, L'Oreal was 

ranked at the top skin care brand in 2010 (Blackhawks Store, 2011) leading to a good product 

image to France.  

 

Interestingly, skincare products from South Korea have better channel distribution than France 

while France has a better country of origin image than South Korea. It is probably because Thai 

people have less knowledge about South Korea in area of education system, living habits or 

production system. Thus, in order to promote its skincare and prevent forming the attitude from 

country of origin stereotype, the marketers have intensely promoted South Korea's skincare 

products through advertising and promotion. This is related to the concept of Knight & 

Calantone (2000) that consumers tend to forming attitude by relying country-of-origin 

stereotype if consumer has less knowledge about product. And if consumer perceived the 

country of origin image in negative way, producer have to mention about country-of-origin as 

less as possible and probably has to offer the promotion in order to overcome country of origin 

stereotype attitude which consumer has in mind. 

 

Lastly, Thailand has the lowest average score in all three aspects. It is because skincare 

products require continuing research and development and new technology. But the average 

score of hard working and technique skill of Thailand in part I also are the lowest, resulting in 

Categories Contents United 

States 

France Japan South 

Korea 

Thai- 

land 

 Unreasonably expensive 2 1 3 4 5 

Product Imitation 4 5 3 2 1 

Attributes Not attractive 2 4 5 3 1 

 Easy to deteriorate 3 5 4 2 1 

 Low quality of raw material 3 5 4 2 1 

 Sold in many countries 1 3 2 4 5 

Distribution Intensely advertised 2 4 3 1 5 

Channels Advertising information 1 4 2 3 5 

 Easily available 4 5 3 2 1 

Product Long lasting  3 2 1 4 5 

Image Good Value 2 3 1 4 5 

 Prestigious products 2 1 3 4 5 
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negative country of origin image. These effects are on the negative attitude towards Thailand's 

skincare products. This is relevant to the concept of Han &Terpstra cited in Okechuku, (1994) 

that country of origin have influence on consumer's product evaluation, that they tend to have 

stereotype image on products.  

 

 

United States France Japan South Korea Thailand 

F 6.690 3.377 3.629 1.390 0.303 

Sig 0.000 0.010 0.006 0.237 0.876 

      

France  United States Japan South Korea Thailand 

F 3.377 6.690 3.629 1.390 0.303 

Sig 0.010 0.000 0.006 0.237 0.876 

      

Japan  United States France South Korea Thailand 

F 3.629 6.690 3.377 1.390 0.303 

Sig 0.006 0.000 0.010 0.237 0.876 

      

South Korea United States France Japan Thailand 

F 1.390 6.690 3.377 3.629 0.303 

Sig 0.237 0.000 0.010 0.006 0.876 

      

Thailand  United States France Japan South Korea  

F 0.303 6.690 3.377 3.629 1.390 

Sig 0.876 0.000 0.010 0.006 0.237 

 

 

Figure 11: Difference attitudes toward skincare products from difference country of 

origin Source: Own illustration 
 

After identified the most preference skincare‘s countries of origin among five countries, it is 

worth to identify the differences and the similarities of Thai consumer‘s attitude towards 

skincare products from these different countries of origin. It will be presented by analyzing 

with SPSS on One way Anova programe. The result of Sheffe test (figure 11) shows 

respondents have the same attitude towards skincare products from United States, France and 

Japan at significant level lower than 0.05. It is probably because Thailand imports skincare 

products from Japan, United States, and France (which are the top three import skincare in 

Thailand) earlier and much than skincare from South Korea which just becoming popular. This 

allows Thai consumers have much knowledge and familiar with it than skincare from South 

Korea. Moreover, skincare of those three countries are well-known products in global market 

such as Clinique (United States), Estee Lauder (France), Shishedo (Japan).  

 

On the other hand, the respondents have the same attitude towards skincare from South Korea 

as skincare from Thailand. This shows that quality and reputation of skincare products from 

South Korea and from Thailand are considered as having the same level, whiles, those three 

countries has been perceived as famous country of origin in cosmetic industry in global 

consumers‘ perceptions. However, the attitude of Thai consumers towards skincare from United 

States, France and Japan is different from the attitude towards skincare from South Korea and 

Thailand which are the same. 
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Part III Country of origin related to the skincare products on Thai consumer's attitude. 

 

In this part, authors aim to measure how country of origin has influence on Thai consumer‘s 

attitude when making purchase by giving Likert scale from strongly agree as scales of 5 until 1 

of strongly disagree. The result will be presented as following. (see figure 12 and figure 13) 

 

According to the result of question 3.1, it found that country of origin has influence on Thai 

consumer‘s attitude when making purchase of skincare products on the average of 4.20. The 

majority of respondents are at agrees level account for 255 persons (60.7%). The second 

biggest group of respondents show attitude at strongly agrees level account for 128 persons 

(30.8%). Regarding to the result, it shows that country of origin has a great influence on their 

purchase intentions since consumer in high industrialized countries has higher degree of 

ethnocentrism much than consumers in lower industrialized or developing country (Hamin& 

Elliott, 2006).  

 

For another question (question 3.2), the result shows that products from well-known country of 

origin have a better quality than produces from other countries in the same product category 

which with the average of 4.01. The majority of respondents are at agrees level account for 246 

persons (58.6%). The second biggest group of respondents show attitude at strongly agrees 

level account for 100 persons (23.8%). With the high score of 4.01, this could be supported by 

the statement of Roth and Romeo (1992) that also mentioned that consumers are willing to buy 

products made in a country, which specialize in that kind of the products rather than buying the 

same the products made in infamous of the products. With a high rating of question 1 and 2, it 

can be said that country of origin plays as a great important role on Thai consumer‘s attitude 

with a high rating.  

 
 Means S.D 

1.The country of origin has 

influence on your decision 

while making a purchase 

4.20 0.65 

2. Products from famous 

country of origin have a better 

quality than the same product 

category which produces from 

other countries. 

4.01 0.77 

3.the same brand products 

which produce in the country of 

origin have same quality as the 

same brand products which 

produce in elsewhere not the 

country of origin 

2.95 0.99 

 

Figure 12: Attitude related to Country of Origin by mean. 

Source: Own illustration 
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 Strongly 

Agree 

Agree Neutral Disagree Strongly 

Disagree 

1. The country of origin has 

influence on your decision 

while making a purchase 

128 255 33 1 3 

2. Products from famous 

country of origin have a 

better quality than the same 

product category which 

produces from other 

countries. 

100 246 56 14 4 

3. the same brand products 

which produce in the country 

of origin have same quality 

as the same brand products 

which produce in elsewhere 

not the country of origin 

18 130 99 161 12 

 

Figure 13: Attitude related to Country of Origin by frequency  

Source: Own illustration 

 

 

Regarding to the figure 13 as mentioned above, it shows that the respondents disagreed that the 

same brand products which produce in the country of origin have same quality as ones which 

produce in elsewhere not the country of origin in the same brand products with the score of 

2.95.  It can be explained that most of Thai consumer do not think that the same brand products 

which produce in the country of origin will have the same quality as the same brand products 

which produce in elsewhere. This could be related to the research of Amine & Shin (2000) that 

Thai consumer do not want to buy Sony products made in China but prefer Sony products made 

in Japan where Sony brand was originated.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

36 | P a g e  

 

Apart from above, to test the relationship between Thai consumer‘s attitude on country of 

origin and attitude on skincare products, it was held to determine the strength of the 

relationship. Figure 14 shows Pearson Correlation coefficients, and significant value regarding 

consumer attitude towards country of origin and attitude towards skincare products. With the 

correlation coefficients value of 0.157 (r value), the relationship between Thai consumer‘s 

attitude on country of origin and attitude on USA‘s skincare products were positively correlated 

and held the smallest strength. On the other hand, the relationship between Thai consumer‘s 

attitude on country of origin and attitude on Thai‘s skincare products were positively correlated 

and held the most moderate strength among five countries with the correlation coefficients 

value of 0.336. 

 

 
Countries Skincare products 

 R P 

United States 0.157 0.001 

France 0.220 0.000 

Japan 0.233 0.000 

South Korea 0.224 0.000 

Thailand 0.336 0.000 

 

 

Figure 14: Difference on consumer's attitudes towards the same brand of skincare 

products that made in different countries. 

Source: Own illustration 
 

Furthermore, according to the research result from the previous parts, consumers‘ attitude 

toward each country of origin and attitude towards its skincare products are related to each 

other. Also, Japan, United States and France have the highest average score of attitude toward 

country of origin and towards skincare products which lead to the respondents‘ purchase 

intention that Japan, United States and France are the highest ranking as well.  

 

This result is related to the idea of Han (1989, cited in Knight & Calantone, 2000) explained 

consumers‘ behavior toward country of origin image that consumers who have a high 

possessing of knowledge about the product, country of origin image would serve to summarize 

beliefs in product attributes, directly affecting brand attitude and purchase intention. 

Furthermore, if consumer has a positive attitude toward country of origin and products, 

consumer will have high degree of purchase intention. Hence, it can be concluded that the 

correlation between Thai consumers‘ attitude on country of origin and attitude on skincare 

products from five countries of origins were positively correlated and held small to moderate 

strength. 

 

Part IV Intention to purchase toward skincare products of each country 

 

In this part, authors tend to study purchase intention of Thai consumer toward skincare 

products from five countries of origin.  

 

The result (see figure 15) shows the highest average of purchase intention toward Japan‘s 

skincare products account for 4.12. The majority of respondents show their purchase intention 

toward Japan‘s skincare products account for 189 persons (45.0%) at somewhat likely level. 

The second biggest group of respondents show purchase intention at very likely level account 

for 149 persons (35.5%). 
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The second highest average of purchase intention toward United States‘ skincare products 

accounts for 3.98. The main group of respondents shows their purchase intention toward United 

States‘ skincare products account for 193 persons (46.0%) at somewhat likely level. The next 

biggest group of respondents shows their purchase intention at very likely level account for 124 

persons (29.5%). 

 

Third ranking average of purchase intention toward France‘s skincare products accounts for 

3.81. The most of respondents show their purchase intention toward France‘s skincare products 

account for 182persons (43.3%) at somewhat likely level. The second biggest group of 

respondents show their purchase intention at very likely and neutral level equally account for 

102 persons (24.3%). 

 

 

The fourth ranking average of purchase intention toward Korean‘s skincare products accounts 

for 3.71. The main of respondents show their purchase intention toward Korean‘s skincare 

products account for 204 persons (48.6%) at somewhat likely level. The second biggest group 

of respondents shows their purchase intention at neutral level account for 100 persons (23.8%) 

The lowest average of purchase intention toward Thai‘s skincare products accounts for 3.46. 

The majority of respondents show their purchase intention toward Thai‘s skincare products 

account for 165 persons (39.3%) at somewhat likely level. The second biggest group of 

respondents shows their purchase intention at neutral level account for 140 persons (33.3%) 

 

 
 United States France Japan South Korea Thailand 

 Mean S.D. Mean S.D. Mean S.D. Mean S.D. Mean S.D. 

Skincare 

product 

3.98 0.88 3.81 0.95 4.12 0.82 3.71 0.93 3.46 1.05 

 

Figure 15: Purchase intention toward skincare products of each selected country 

Source: Own illustration 

 

 

According to these result, as the top three highest average score of purchase intention is Japan, 

United States and France, it is related to the concept of Schiffman & Kanuk stated that 

components of attitude; cognitive, affective, conative are related and affected to each other, 

which can be said that if a consumer believe and has positive attitude toward object or brand, 

then affection will be occurred and it will cause positive intention to buy toward the object or 

brand eventually. 

 

Due to Japan, United States and France are the famous country of origin in cosmetic industry 

for a long time such Estee Lauder, Clinique, Christian Dior, Lancome, Shiseido, and Kanebo 

(Kasikorn Research Center, 2009). According to the previous part above, despite France has the 

highest score of product image with 3.71, there is low purchase intention average. The reason 

could be that the price of France‘s skincare is unreasonably expensive (see figure 10) so some 

consumers could not afford for it. Moreover, it could be that consumer is lack of direct 

experience to the product itself. Hence, it can be said that the most preference skincare‘s 

country of origin towards skincare products on Thai consumers‘ purchase intention is Japan. 

Follow by, United States, France, South Korea and Thailand respectively. 

 

Apart from the result above, the influence of demographic on consumer product evaluation and 
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purchase intention will be identified from gender, ages, education level, personal and house 

hold income, social status. 

 

 Gender 

 

From figure 16, all genders tend to buy skincare products from five countries of origin but they 

are more likely to buy products from United States, France, Japan and South Korea than 

Thailand. By focusing on purchase intention towards products from Thailand by genders, other 

genders or gays tend to buy skincare products from Thailand more than female and male while 

male tend to consume the least. By comparing male and female, it found that female is more 

likely prefer to consume domestic skincare products comparing with male. This result is related 

to the statement of Ai-Sulati & Baker (1998) that Females generally have a higher tendency to 

buy domestic products than males.  

 

 
 

 United States France Japan South Korea Thailand 

Male 3.77 3.84 3.95 3.53 3.29 

Female 4.05 3.80 4.20 3.77 3.50 

Others 3.96 3.85 3.92 3.70 3.51 

 

Figure 16: Gender effect on purchase intention toward skincare products of each country 
Source: Own illustration 

 

 

 Ages 

 

From figure 17, younger people tend to buy skincare products from Thailand more than older 

people comparing with other countries. Younger people are the higher tendency to consume 

domestic skincare products. This data can be used to prove the result of most studies that 

younger consumers tend to show a more positive towards products made in foreign countries 

(Fowdar, 201). 

 

 United States France Japan South Korea Thailand 

21-25 4.18 3.96 4.30 3.82 3.60 

26-30 3.90 3.70 4.08 3.80 3.46 

31-35 3.93 3.85 4.05 3.56 3.27 

36-40 3.27 3.32 3.54 3.10 3.23 

41-45 3.80 3.93 3.53 2.93 2.93 

 

Figure 17: Ages effect on purchase intention toward skincare products of each country 

Source: Own illustration 
 

 

 

 

 

 

 

 

 



 

 

39 | P a g e  

 

 

 Education 

 

From figure 18, people who have higher education level such as Master degree level tend to 

buy foreign skincare products more than people who have lower education level such as high 

school level comparing with other countries. This is related to the statement of Fowdar (2010) 

that when consumers had a higher level of education, they tend to consume less in domestic 

products. 

 

 United States France Japan South Korea Thailand 

High School 4.07 3.93 4.00 3.86 3.43 

Certificated 3.86 4.00 3.86 3.71 3.57 

Bachelor 3.94 3.76 4.07 3.71 3.58 

Master 4.07 3.90 4.25 3.67 3.13 

Others 4.33 4.17 4.50 4.00 3.17 

 

Figure 18: Education effect on purchase intention toward skincare products of each 

country. Source: Own illustration 

 
 

 

 Personal Income and Household Income 

 

From figure 19 and 20, people who have higher personal income for example over 55,001 Thai 

baths are more likely to buy foreign skincare products than other people who have lower 

personal income. Considering to household income on figure 18 People who have higher 

household income are more likely to buy foreign skincare products than other people who have 

lower household income. This could be supported by most studies, it found that income level 

have a direct impact on positively attitudes towards foreign products. If consumers had income 

at high level, they were likely to buy foreign products. 

 

 

 United States France Japan South Korea Thailand 

Below 

15,000 

3.98 3.72 4.22 3.76 3.67 

15,001-

25,000 

3.98 3.80 4.06 3.79 3.51 

25,001-

35,000 

3.96 3.92 4.10 3.67 3.28 

35,001-

45,000 

4.05 3.70 4.12 3.79 3.44 

45,001-

55,000 

4.31 3.92 4.23 3.77 3.38 

Over 55,001 3.86 3.98 3.95 3.33 3.14 

 

Figure 19: Personal income effects on purchase intention toward skincare products of 

each country. Source: Own illustration 
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 United 

States 

France Japan South Korea Thailand 

Below 15,000 3.20 3.60 4.20 4.20 3.70 

15,001-45,000 3.85 3.60 4.14 3.97 3.79 

45,001-75,000 3.88 3.83 4.10 3.76 3.51 

75,001-105,000 4.00 3.65 4.12 3.69 3.49 

Over 105,001 4.07 3.96 4.11 3.60 3.32 

 

Figure 20: Household income effects on purchase intention toward skincare products of 

each country. Source: Own illustration 

 

 Status 

 

From figure 21, single persons tend to buy domestic skincare products than people who married 

divorces or others. This refused the statement of Fowdar (2010) that single consumers tend to 

spend much money in shopping than consumers who have family or children. The reason could 

be because single person get income from their jobs only while married people also get two-

way income (from their partners) that lead to increase of income. This allows them to spend 

more in products from overseas. 

 

 

 United States France Japan South Korea Thailand 

Single 4.02 3.81 4.17 3.76 3.50 

Married 3.68 3.68 3.78 3.33 3.24 

Divorced 4.00 4.80 4.20 4.00 3.00 

Others 4.00 4.25 3.75 3.50 3.25 

 

Figure 23 Status effects on purchase intention toward skincare products of each country 
Source: Own illustration 

 

 

As the findings above, it can be concluded that consumers‘ gender, age, education, and income 

variables excepting status variable were significantly influence on their purchase intentions 

toward foreign and domestic products. 
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7. Discussion  

 
The purpose of this chapter is to discuss the empirical result of this study as well as referring to the 

relevant literature reviews based on the previous chapter. 

7.1 Country of origin and Thai consumer attitude towards skincare products 

 

The respondents expressed the most positive attitude of country image as in following pattern; 

Japan, United States, France, South Korea and Thailand. With earlier advanced industrial 

development, Japan, United States and France were concerned as top three of the best country 

images comparing with South Korea and Thailand. When consumers have a high possessing of 

knowledge about country of origin image, it would serve to summarize belief in product 

attribute, directly affecting brand attitude.  

 

 As Thailand imports international skincare from United States, Japan and France in a bigger 

number than South Korea over years, this allows Thai consumers are more likely familiar with 

skincare products from those countries. Thus, the respondents agreed that Japan, United States 

and France are also the most preference of skincare‗s country of origin. Moreover, reputation of 

those three country of origin in term of skincare also effect on consumer‘s attitude because 

skincare brands from those three countries such as Clinique (United States), Estee Lauder 

(France), and Shishedo (Japan) are also the world most well-known brands in global cosmetic 

market. Additionally, since Japan is an Asian country with heavily development in economic 

and industry earlier than South Korea, Thai consumers have knowledge about Japan more than 

South Korea. This reflects that Japan has the highest average score in overall aspects; well-

education, hard-working citizens, high production standard, high living standard, and high 

technique skill according to the result.  

 

Moreover, consumer attitude towards country of origin exhibited statistically significant 

differences. Thai consumer appeared to have the same attitude towards skincare products from 

Japan, United States and France and different attitude towards skincare products from South 

Korea and Thailand. It could be that South Korea and Thailand are newly industrialized 

countries (NICs) that have significant financial investment, and now associating with high-

technology industries, thus the respondents have the same attitude towards South Korea and 

Thailand. Also, consumer attitudes towards skincare from different country of origin showed 

statistically significant differences as well.  

 

The respondents have the same attitude towards skincare products from Japan, United States, 

and France and different attitudes toward skincare from South Korea and Thailand. As the same 

reason above, those three countries are well-known in term of skincare that play a crucial role 

in global skincare market.  

 

Considering into the relationship between Thai consumers‘ attitude on country of origin and 

attitude on skincare products from five countries of origin, it were positively correlated and 

held small to moderate strength. USA‘s skincare products were positively correlated and held 

the smallest strength. Follow by France, South Korea and Japan respectively. And Thai‘s 

skincare products were positively correlated and held the most moderate strength among five 

countries. Since the correlation of attitude towards country of origin with attitude on skincare 

products from five countries is significant, the pattern of responses towards five countries is 

similar in all parts as following pattern; Japan, United States, France, South Korea and 

Thailand.  
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7.2 Country of origin and demographic influence on product evaluation and 

purchase intentions towards skincare products 

 

When making purchase decisions for skincare, there are many factors effect on Thai 

consumer‘s product evaluations for example source country effect or demographic factor, 

which also reflects to their purchase intention.  

 

Regarding to the findings, it revealed that the respondents tend to purchase skincare from Japan 

as the most priority. Follow by United State, France, South Korea respectively. Thailand is a 

skincare‘s country of origin in which the respondents have the least preference. The study of 

Okeshuku (1994) noted that the more technological complexity of the product, the more 

importance of source country increase. Generally, producing skincare requires more or less 

complex technological production. When skincare requires more complex technology, a 

country which obsesses high advanced technology, high production standard, and high 

technique skill will greatly influence on consumers purchase intention as a source country 

influence. As the respondents agreed that Japan has the highest production standard and 

technique skill compared to other countries, this reflected country image of Japan with the 

highest advanced technology in the respondent‘s belief. And, they also agreed that skincare 

from Japan is the best in term of product attribute. These findings show that Japan has the 

highest score affected on Thai‘s consumer purchase intention towards skincare products.  

 

The degree of availability, familiarity and perceived serviceability are also influence on the 

respondents purchase intention. Fishbein & Ajzen (1975, cited in Zhang, 1997) noted that 

consumers evaluate products based on both intrinsic cue and extrinsic cue. The findings in 

questions related to product attributes showed that skincare products from Japan, United States 

and France have better intrinsic cues than South Korea and Thailand. Moreover, skincare 

products from those three countries are doing well in Thailand skincare market and global 

market, leading to well-reputed skincare‘s country of origin as extrinsic cues. As a result, Japan, 

United States and France become the top three highest average score of purchase intention.  

 

Consumer ethnocentrism was found to be negatively correlated to consumer attitude towards 

skincare products from different country of origin. The study of Amine & Shin (2000) 

demonstrated that country of origin has a greater influence on consumer product evaluation in 

developing countries than in developed countries. The result of this study presented that 

country of origin has influence on making purchase decision with a high score. Moreover, Thai 

respondents have more negative attitude towards their own country and the skincare from 

Thailand compared to other four countries.  

 

With regard to demographics, the findings of this study indicated that respondents‘ gender, age, 

education, and income variables excepting status variable were significantly influenced to their 

purchase intentions toward domestic and foreign skincare. These result concerning gender, age, 

education, income consistent with the finding of many other studies (Mclain & Sternquist  

1991; Ai-Sulati& Baker 1998; Han 1988; cited in Fowder 2010) which stated that the impact of 

gender ,age, education and income levels on ethnocentric  tendency of people and product 

consumption are significant. 

 

In addition to this, according to the findings, Japan, United States and France are the top three 

highest average score of attitude towards country of origin, skincare products from those five 

countries of origin as well as purchase intention, it is related to the concept of Schiffman & 

Kanuk stated that components of attitude; cognitive, affective, cognitive are related and 

affected to each other, which can be said that if a consumer believe and has positive attitude 
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toward object or brand, then affection will be occurred and it will cause positive intention to 

buy toward the object or brand eventually. Thus, it can be said that attitude also influences on 

consumer purchase intention. 

7.3 Summary 

 

To sum up, a good country image of Japan, United States and France as earlier, higher and 

bigger industrialized countries compared to South Korea and Thailand helps Thai consumers 

have a higher possessing of knowledge about these three countries of origin, that serve to 

summarize more positive belief in good product attributes towards skincare products from 

United States, France and Japan, compared to South Korea and Thailand. Moreover, a greater 

number of skincare products from United States, Japan and France have been imported to 

Thailand over years as well as well-reputation of skincare brands from those three countries of 

origin in the global skincare market allows Thai consumers are familiar with skincare products 

from those countries. Furthermore, the relationship between Thai consumer‘s attitude on 

country of origin and attitude on skincare products from five countries of origins was positively 

correlated and held small to moderate strength. As a result, the respondents agreed that Japan, 

United States and France are top three of the best country image and the most preference of 

skincare‗s country of origin. 

 

For product evaluation and purchase intention, in general, producing skincare requires more or 

less complex technological production. When skincare requires more complex technology, a 

country which obsesses high advanced technology, high production standard, and high 

technique skill will greatly influence on consumers purchase intention as a source country 

influence. As Japan, United States and France were concerned as countries with higher 

production standards, and higher technique skills compared to South Korea and Thailand, this 

influenced Thai consumers had higher tendency to purchase skincare products from those three 

countries. Since it found that consumers evaluate products based on both intrinsic cue and 

extrinsic cue, it could be proved with the result of this study that skincare products from Japan, 

United States and France have better product attributes than South Korea and Thailand as 

intrinsic cues as well as well-reputed skincare brands of those three country of origin as 

extrinsic cues.  

 

For ethnocentrism, it can be said that, Thailand as a low developed country, where people 

normally had a more positive attitude towards foreign products, the degree of Thai consumer 

ethnocentrism had positive effect on consumer product evaluation and purchase intention 

towards skincare products from foreign countries, but have negative effect towards domestic 

skincare products. In addition, this study also found significant correlation between 

demographics and consumer purchase intention. It indicated that respondents‘ gender, age, 

education, and income variables excepting status variable were significantly influence on their 

purchase intentions toward domestic and foreign skincare products. This study also indicated 

that not only source country effects on product evaluation and purchase intention but attitude 

also have a great influence on purchase intention on Thai consumers‘ attitudes as Japan, United 

States and France become the top three of the most preference countries of origin, skincare as 

well as the most positive intention to purchase skincare products. 

 

 



 

 

44 | P a g e  

 

8. Conclusion 

 

This study highlights the issues of the influence of country of origin on consumer attitude and purchase 

intention towards skincare products from United States, France, Japan, South Korea and Thailand by 

examining on Thai consumer attitude who 21-45 years old in Bangkok area. This results suggest that the 

belief that consumer have on an image of a particular country has great effect on attitude and purchase 

intention towards products of given country. 

 

Regarding to the research questions, it will be answered from the first to the last question as following; 

First of all, the question of “what are the differences and the similarities of Thai consumer's 

attitude towards United States, France, Japan, South Korea and Thailand?” is answered that 

Thai consumers have the same attitudes toward United States, France, and Japan that different 

from attitudes towards South Korea and Thailand which are similar. The reason behind of this 

result is probably because United States, France and Japan are earlier industrialized countries, 

where most of people know and accept as one of the world‘s most developed countries thus 

Thai consumers have the similar positive attitudes toward those three countries, while South 

Korea and Thailand are newly industrialized countries where just associating with high 

technologies.  

 

Secondly, the question about “what are the differences and the similarities of Thai consumer's 

attitude towards skincare products made in United States, France, Japan, South Korea and 

Thailand?” is responded that Thai consumers have the same attitudes toward skincare from 

United States, France and Japan, that different from the attitudes toward skincare from South 

Korea and Thailand which are the same. Because of an effect from a good country image of 

Japan, United States and France as earlier, higher and bigger industrialized countries, it helps 

Thai consumers have a higher possessing of knowledge about the three countries of origin, 

compared to South Korea and Thailand. Moreover, a greater number of skincare products from 

United States, Japan and France have been imported to Thailand over years as well as well-

reputation of skincare brands from those three countries of origin in the global skincare market 

while as skincare‘s‘ from South Korea (that just becoming popular in Thailand) and Thailand 

are not famous in global market, this makes Thai consumers have different attitudes toward 

skincare products between Japan, United States, and France and skincare products from South 

Korea and Thailand. 
 

Third, the question of ―how country of origin is related to the skincare products on Thai 

consumer's attitude?‖ can be answered that country of origin has a great influence on Thai 

consumers purchase intentions with high rating. And Thai consumers do not think that the same 

brand products which produce in the country of origin will have the same quality as the same 

brand products which produce in elsewhere. This could be explained by the concept of Hamin 

& Elliott (2006) that consumer in high industrialized countries has higher degree of 

ethnocentrism much than consumers in lower industrialized or developing country. Roth and 

Romeo (1992) that also mentioned that consumers are willing to buy products made in a 

country, which specialize in that kind of the products rather than buying the same products that 

made in unspecialized country.  

 

The last question of ―how Thai consumers have purchase intention towards skincare from 

United States, France, Japan, South Korea and Thailand?‖ can be answered that Thai 

consumers at all genders and levels are more likely to buy skincare from United States, France, 

Japan, South Korea as foreign skincares than domestic skincare. This study also indicated that 

respondents‘ gender, age, education, and income variables excepting status variable were 

significantly influenced to their purchase intentions toward foreign and domestic skincare 
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products. Regarding result by country, skincare products from Japan, United States and France 

are the products that Thai consumers had the highest tendency to purchase respectively, 

compared to skincare from South Korea and Thailand. This result had an effect from the result 

of attitude about the most positive country of origin image and the most preference skincare‘s 

country of origin from the previous studies, that related to the concept of Schiffman & Kanuk 

stated that components of attitude; cognitive, affective, conative are related and affected to each 

other, which can be said that if a consumer believe and has positive attitude toward object or 

brand, then affection will be occurred and it will cause positive intention to buy toward the 

object or brand eventually. 
 

Therefore, it becomes clear that Thai consumers place a high importance of country of origin 

on skincare products. They have a different attitude towards the different country of origin and 

towards skincare products which made from country of origin that they have a more positive 

attitude on skincare products which made from industrialized countries than developing 

countries. Furthermore, country of origin influence also plays a crucial role on Thai consumer‘s 

purchase intention as well as demographic factor. 

 

However, this research reveals that Thailand is a country of origin, where Thai consumers do 

not trust in that much. Because of this, it is important to initially create a good image of 

Thailand as a country of origin. It could take lots of time but if it achieves, it would easier to 

strengthen Thailand‘s brands. These effects to not only Thai consumers but foreigners also have 

more trust in Thai products. As a result of this, Thai products will become demanding in 

overseas that effects to increase of export number, leading to better economic.   
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9. Managerial Implications 

 

Based on the findings, managerial implications for foreign and domestic companies will be 

presented. 

9.1 For foreign companies 

 

The result of this study may help international companies which are planning to enter or are 

already exporting skincare to Thailand or other Asian countries by further identifying the target 

consumer‘s attitude and preferences for imported skincare. Thai consumers‘ positive attitude 

towards international skincare can be referred to develop a marketing strategy. The findings 

indicated that people with high education level who aged over 31 years old and have personal 

income over 25,001 baths tend to buy foreign skincare products than others. Companies from 

countries possessing a desirable country-of-origin preference such as Japan, United States and 

France may emphasis on the phrase ‗made in ...‘ on their skincare products.  With positive 

country of origin, it make possibility for those skincare companies to adapt premium pricing, 

exclusive channel distribution and country of origin advertising, that helps to strength the 

advantage of country of origin. On the other hand, companies from newly industrialized 

countries, South Korea in specific, should emphasis on their brand name, other attributes and 

product benefits as well as the country of origin information in the same time by taking 

advantage of Korea-fever in order to improve consumer awareness and change consumers‘ 

attitudes. 

9.2 For domestic companies 

 

For Thai companies, they should improve the product attributes, distribution channels and 

product image on Thai consumer attitude to be more attractive. More significantly, they should 

improve the quality level, emphasis on advertising information in order to enhance more value. 

As  Thai  consumers  exhibited  low  degree  of  ethnocentrism towards skincare products,  

domestic  marketing managers  are  suggested  to emphasize on product attributes and product 

benefits instead emphasize on country of origin. With strong brands and good value of local 

skincare, these will be overcome the low degree of consumer ethnocentrism towards skincare 

products. 
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10. Future Research Directions 

 
For future research in this area, it has been found that consumer attitudes in purchase issue 

depend to some extent on the product involvement level by each individual. As many 

researches show that people take several factors both intrinsic cue and extrinsic cue into their 

concerns and have careful consideration. Moreover, this study indicated that country of origin 

as extrinsic cue plays important on consumer attitude and purchase intention towards high 

involvement product, skincare in specific. Thus, the first recommendation for future research is 

to study influence of country of origin on Thai consumer attitude and purchase intention 

towards low involvement products such as wine, beer, food and so on. 

To expand this study, another recommendation is to investigate about the relationship of 

ethnocentrism and country of origin influence on other product categories since this study 

noted that the degree of ethnocentrism is more or less related to country of origin influence 

towards skincare products. But with others product categories, the degree of ethnocentrism 

related to country of origin may vary. 
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Appendix A 

 

Questionnaires 

 

Topic: Influence of Brand and Country of Origin on Thai consumer attitude and purchase 

intention in skincare products. 

 

Objective: to use in Master Thesis of International Marketing programme  

 

Part I General Attitude about these below countries 

 

Direction: Please rate your opinion by circle     ⃝  around the number 

 

Assessment scale;   1 = strongly disagree   2 = slightly disagree   3 = slightly agree             

       4 = agree   5 = strongly agree  

 

 USA France Japan Korea Thailand 

1.1.Well education 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

1.2. Hard-working 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

1.3. Achieving high 

standards 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

1.4. High standard 

of living 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

1.5. technical skill 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

 

Part II Attitude related to country of origin 

 

Direction; Please mark √ in the blank that match your opinion 

 

 

Country of origin = A country where originate products or brands and where the head 

quarter of the product company located on.  

 

2.1. Do you think the country of origin has influence on your decision while making a 

purchase? 

 ___________       ____________  ____________      ____________  ____________ 

Strongly disagree  Disagree  Neutral         Agree                   Strongly agree 

 

2.2. Do you think products from well-known country of origin have a better quality than the 

same product category which produces from other countries. 

___________        ____________  ____________      ____________  ____________ 

Strongly disagree  Disagree  Neutral         Agree                    Strongly agree 

 

2.3. Do you think the same brand products which produce in the country of origin have same 

quality as the same brand products which produce in elsewhere not the country of origin. 

___________        ____________  ____________      ____________  ____________ 

Strongly disagree   Disagree  Neutral         Agree       Strongly agree 
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Part III Attitude about skincare products toward country of origin 

 

Direction: Please circle     ⃝  around the number that match your opinion.  

 

Assessment scale;   1 = strongly disagree   2 = slightly disagree   3 = slightly agree   4 = agree   

5 = strongly agree  

 

Skincare products 

 

 USA France Japan South Korea Thailand 

3.1.unreasonably 

expensive 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.2.Imitation 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.3Not attractive 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.4.easy to 

deteriorate 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.5.low quality of 

raw material 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.6.Sold in many 

countries 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.7. Intensely 

advertised 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.8. Advertising 

information 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.9.Easily available 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.10.long lasting  1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.11.Good Value 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.12.prestigious 

products 

1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 
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Part IV Intention to purchase toward skincare products of each country 

 

Direction: Please mark √ in the blank that match your opinion.  

If you would like to buy skincare products, if there is any chance or possibility to buy from 

these five below countries. 

 

Skincare products 

 

 Very 

unlikely 

Somewhat 

unlikely 

Neutral Somewhat 

likely 

Very likely 

USA      

France      

Japan      

South Korea      

Thailand      

 

Part V: General Information 

 

Instruction: Please mark √   in the blank (  ) in following questions which match to your 

information. 

 

1. Gender  (  ) Male  (  ) Female 

(  ) Other [Specify………] 

 

2. Ages   (  ) 21-25 years (  ) 26-30 years 

(  ) 31-35 years (  ) 36-40 years                                                                

(  ) 41-45 years 

 

3. Graduation  (  ) High School (  ) Certificate 

(  ) Bachelor  (  ) Post Grad.    

  (  ) Others [Specify.............] 

 

4. Income  (  ) 15,000 THB or below    (  ) 15,001-25,000 THB 

(  ) 25,001-35,000 THB    (  ) 35,001-45,000 THB                                       

(  ) 45, 001-50,000 THB  (  ) 50, 0000 THB up 

 

5. Household income (  ) 15,000 THB or below  (  ) 15,001-45,000 THB 

(  ) 45,001-75,000 THB  (  ) 75,001-105,000 THB 

(  ) 105,001 THB up 

 

6. Status   (  )  Single    (  ) Married 

    (  ) Divorced     (  ) Others [Specify.............] 
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Appendix B 

หวัข้อ แบบสอบถามเก่ียวกบัอิทธิพลของประเทศแหลง่ก าเนิดสินค้าตอ่ทศันคติและความตัง้ใจซือ้สินค้าของผู้บริโภคชาวไทย  ตอ่สินค้าบ ารุง
ผิวของประเทศตา่ง  
จดุประสงค์  เพ่ือใช้ในการท าวิทยานิพนธ์ของคณะการตลาดระหวา่งประเทศ มหาวิทยาลยั Malärdalen University 
สว่นที ่1 ทศันคติทัว่ไปของเก่ียวกบัประเทศตอ่ไปนี ้

ค าชีแ้จง กรุณาตอบค าถามโดยวงกลมล้อมรอบ       ⃝ ตวัเลขที่ตรงกบัความคิดของทา่น 
ระดบัการประเมินผล  1 = ไมเ่ห็นด้วยอยา่งยิ่ง, 2 = คอ่นข้างไมเ่ห็นด้วย,  3 = คอ่นข้างเห็นด้วย,  4 = เห็นด้วย,   5 = เห็นด้วยอยา่งยิ่ง 

 สหรัฐอเมริกา ฝร่ังเศส ญ่ีปุ่ น เกาหล ี ไทย 

มีระบบการศกึษาด ี 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

1.2. ผู้คนท างานหนกั 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

1.3. มาตราฐานการผลติสงู 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

1.4. มาตราฐานการครองชีพสงู 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

1.5. มีความช านาญด้านเทคนิค 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

 
สว่นที่ 2 ทศันคติเก่ียวกบัประเทศแหลง่ก าเนิดสนิค้า 
ค าชีแ้จง กรุณาตอบค าถามโดยใสเ่ครือง่หมาย √ ลงบนชอ่งวา่งที่ตรงกบัความคิดเห็นของทา่น 
ประเทศแหลง่ก าเนิดสินค้า หมายถึง ประเทศที่เป็นแหลง่ก าเนิดสินค้าหรือตราสินค้านัน้ๆ และเป็นทีต่ัง้ของส านกังานใหญ่ของผลติภณัฑ์นัน้ๆ 
2.1 ทา่นคิดวา่ประเทศแหลง่ก าเนิดสินค้ามีผลตอ่การตดัสินใจซือ้สินค้าของทา่น 
___________         ____________       ____________      ____________         ____________ 
ไมเ่ห็นด้วยอยา่งยิ่ง    คอ่นข้างไม่เห็นด้วย     เฉยๆ           เห็นด้วย                  เห็นด้วยอยา่งยิ่ง 
2.2ทา่นคิดวา่สินค้าจากประเทศแหลง่ก าเนิดที่มีชื่อเสียง มีคณุภาพดีกวา่สินค้าประเภทเดียวกนัที่ผลิตจากประเทศอ่ืน 
___________         ____________       ____________      ____________           ____________ 
ไมเ่ห็นด้วยอยา่งยิ่ง    คอ่นข้างไม่เห็นด้วย     เฉยๆ           เห็นด้วย                  เห็นด้วยอยา่งยิ่ง 
 
2.3 ทา่นคิดวา่สินค้ายี่ห้อเดียวกนั ที่ผลิตในประเทศแหลง่ก าเนิดสินค้า มีคณุภาพเหมือนกบัสินค้ายี่ห้อเดียวกนัทีผ่ลิตในประเทศอื่นที่ไมใ่ชป่ระเทศ 
แหลง่ก าเนิดสินค้า 
___________         ____________       ____________      ____________         ____________ 
ไมเ่ห็นด้วยอยา่งยิ่ง    คอ่นข้างไม่เห็นด้วย     เฉยๆ           เห็นด้วย                  เห็นด้วยอยา่งยิ่ง 
สว่นที่ 3 ทศันคตติอ่ผลิตภณัฑ์บ ารุงผิวของประเทศแหลง่ก าเนิดสินค้าตอ่ประเทศตอ่ไปนี ้

ค าชีแ้จง กรุณาตอบค าถามโดยวงกลมล้อมรอบ       ⃝ ตวัเลขที่ตรงกบัความคิดเห็นของทา่น 
ระดบัการประเมินผล  1 = ไมเ่ห็นด้วยอยา่งยิ่ง, 2 = คอ่นข้างไมเ่ห็นด้วย,  3 = คอ่นข้างเห็นด้วย,  4 = เห็นด้วย,  5 = เห็นด้วยอยา่งยิ่ง 

 สหรัฐอเมริกา ฝร่ังเศส ญ่ีปุ่ น เกาหล ี ไทย 

3.1.ราคาแพงเกินไป 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.2. มีสินค้าลอกเลียนแบบ 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.3 สินค้าไมด่งึดดูใจ 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.4.สินค้าเสื่อมคณุภาพงา่ย 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.5.วตัถดุิบที่ใช้ในการผลิตไมค่อ่ยด ี 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 



 

 

56 | P a g e  

 

3.6. มีขายในหลายประเทศ 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.7. มีการโฆษณามาก 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.8. ให้ข้อมลูในการโฆษณาได้ดี 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.9.หาซือ้งา่ย 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.10.ใช้ได้นาน  1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.11.คุ้มคา่ 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 

3.12.มีชื่อเสียง 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 1   2   3   4   5 
 
สว่นที่ 4 ความตัง้ใจซือ้ผลิตภณัฑ์บ ารุงผิวของแตล่ะประเทศ 
ค าชีแ้จง กรุณาตอบค าถามโดยใสเ่ครือง่หมาย √ ลงบนชอ่งวา่งที่ตรงกบัความคิดเห็นของทา่น 
สมมติวา่คณุต้องการสินค้าบ ารุงผิวหนึง่ชิน้ในครัง้ตอ่ไป มีความเป็นไปได้มากน้อยเพียงใดที่ทา่นจะซือ้สินค้าบ ารุงผิวนัน้ของประเทศตอ่ ไปนี ้
 เป็นไปไมไ่ด้อยา่ง

มาก 
เป็นไปไมไ่ด้ ไมแ่น่ใจ เป็นไปได้ เป็นไปได้อยา่งมาก 

สหรัฐอเมริก      
ฝร่ังเศส      
ญ่ีปุ่ น      
เกาหล ี      
ไทย      
สว่นที่ 5 ข้อมลูสว่นตวั 
ค าชีแ้จง กรุณาตอบค าถามโดยใสเ่ครือง่หมาย √ ลงบนชอ่งวา่งที่ตรงกบัความคิดเห็นของทา่น 
1. เพศ    
(  ) ชาย  (  ) หญิง 
(  ) อ่ืนๆ [โปรดระบ…ุ……] 
อาย ุ    
(  ) 20 -25 ปี (  ) 26 – 30 ปี 
(  ) 31 -35 ปี (  ) 36 - 40 ปี 
(  )  41 - 45 ปี 
การศกึษาสงูสดุ  
(  ) มธัยมปลาย (  ) อนปุริญญา/ ปวส. 
(  ) ปริญญาตรี (  ) ปริญญาโท 
(  ) อ่ืนๆ  [โปรดระบ.ุ.....] 
รายได้สว่นตวั 
(  ) ต ่ากวา่ 15,000 บาท (  ) 15,001 – 25,000 บาท 
(  ) 25,001 – 35,000 บาท (  ) 35,001 – 45,000 บาท 
(  ) 45,001 – 50,000 (  ) 50,000 บาท ขึน้ไป 
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รายได้ตอ่ครอบครัว รายได้รวมของสมาชิกทกุคนในบ้าน 
 (  ) ต ่ากวา่ 15,000 บาท  (  ) 15,001-45,000 บาท 
 (  ) 45,001-75,000 บาท  (  ) 75,001-105,000 บาท 
 (  ) 105,001 บาท ขึน้ไป 
 
สถานภาพปัจจบุนั 
(  )  โสด    (  ) แตง่งาน 
(  ) หยา่ร้าง   (  ) อ่ืนๆ [โปรดระบ.ุ............] 
 


