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199 2.2 msufFauiisudnnfiandmusssadizinalutssmasinge

CETSCALE

Nationalities of Consumer Sample Characteristics Mean Std.Deviation N  Year of

Score Publication
Gold Coast, Australia University Students 6.82 na 17 1998
Yehrevan, Soviet Armania  Representative of Capital City  5.10 1.40 276 1999
India University Students 4.85 na 121 1998
Poland University Students 4.70 na 265 1997
Detroit, USA Representative of Capital City -~ 4.03 152 322 1987
Carolinas, USA Representative of Capital City -~ 3.60 1.44 575 1987
Denver, USA Representative of Capital City  3.40 154 323 1987
Malta Representative of Capital City  3.34 1.07 131 1996
Los Angeles, USA Representative of Capital City  3.33 1.55 315 1987
Moscow, Russia Representative of Capital City ~ 3.04 na 313 1995
Singapore University Students 2.25 0.82 459 1999

fian : OCass A, &Lim K (200P). Urderstading theyourger Srogparesncarsuners
views of western and eastern brands. Asia Pacific Journal of Marketing and
Logistics, 14(4), p. 68.
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aunsnaieANdnla ‘ﬂ?ﬁ‘i_l’mLL@&V]O’]‘LH‘EILLHQIﬁNV]NWE]EIﬂ??N%@QQIU?‘IﬂﬂluﬂW?%‘ﬂauﬁﬁ
s sznald nanie duslnafidszdinzusures CETSCALE gefazlssifiuaudnlu
Uszinpaasny (Domestic Products) lumsusnannndndudniisindnannsihayszme
(Foreign Products) uazdsuddnlunnsdnundsedanlngldnasfauin CETSCALE 1a14lu
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(Usunier, 1996) usidusuludszinaindaimun vidaludszinaialdussmaunumns fuan
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Study Country Image Dimensions  Production & Marketing Image Dimension
Nagashima(1970,1977)  Price & Value
Service & Engineering Innovation
Advertising & Reputation Prestige
Design & Style Design
Qxraunes Rdile
White(1979) Expensive & Price
Technicality Innovation
Quality
Workmanship Workmanship
Inventiveness Innovation
Selection & Serviceahility
Advertising & Durability & Reliability
Brand recognition Prestige
Narayana(1981) Quality Workmanship
Recognition
Prestige Prestige
Production Form Innovation
Expensiveness & Popularity
Functionality Design
Cattin,Jolibert, & Lohnes(1982) Pricing & Reliability
Workmanship Workmanship
Technicality Innovation
Performance
Jaffe&Nebenzahl(1984)  Product-technology Innovation
Marketing Prestige
Price
Johansson&Nebenzahl (1986) Economy
Status Prestige
Han &Terpstra(1988) - Technical Advancements Innovation
Prestige Prestige
Workmanship Workmanship

Economy & Serviceability

fian : Roth, M S, & Romeo, J B (1992). Matching product category and country image
perceptions: A framework for managing country-of-origin effects. Journal of
International Business Studies, 23(3), p. 481
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ed.). Forth Worth, TX: Dryden Press, p. 108.
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Attitude

s

fian < Han, C M (1989). Country image: Halo or summary construct?. Journal of
Marketing Research, 26(2), p. 224.

Bl || B2 || B3 B5
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auz Erickson, Johansson, uaz Chao (1984) Alsaueuussnasaiieuansiivans
nareInNAnEilssmauaan s Nsdan slssiiuAuAn luduanuTe uaziAuas
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nanasldasa (Objective Familiarity) vizaiinannaanaddniiinainnisuenianeespusay
dnafilé (Subjective Familiarity) wanannil mnuideuasidunssasduilng flanudusiug
Fefunaziusiag usadnslsfinnu Erickson et al. (1984) l&nanaiadndn nwansniies

UszmALaIn A iansnasanItimalatANuINNINAUAR

weund 211 uwuudhass Summary Construct Model

Bl \
B2 _
\ Beliefs Country Brand
Image Attitude
B3 |——» > >
B4
B5

fian : Adapted from Han, C M (1989). Country image: Halo or summary construct?.
Journal of Marketing Research, 26(2), p. 224.

wananni Johansson, Douglas, uaz Nonaka (1985) fléaveutusraesuanszny
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anilauantTRnuiesesdudn (True Atiribute Score) dfinasienanside (Perceptual
Belief Score) gt

ai . o [ % L 1o a zslal ' 4‘
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—> .
Belief <4 TRUELEVELS

A

IMAGE VARIABLES

) 4

Attitude SUBJECTIVE &
T OBJECTIVE FAMILIARITY

fian : Erickson, G M, Johansson, J K, & Chao, P. (1984). Image variables in multi-
attribute product evaluations: Country-of-origin effects. Journal of Consumer
Research, 11(2), p. 696.
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fian < Johansson, J. K., Douglas, S. P., & Nonaka, 1. (1985). Assessing the impact of
country of origin on product evaluations: A new methodological perspective.
Journal of Marketing Research, 22(4), p. 390.
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Country-of-Origin Consumer Perception || Purchase Action | Brand Equity

Moderators

L.Information Accessibility
2.Product Familiarity
3.Affective Prejudice
4.Product Importance
5.Product Complexity

fian : Lin, C H, & Kao, D T:(2004). The impacts of country-of-origin on brand equity.
Journal of American Academy of Business, 5(1), p. 39.
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fian - Terpstra, V., & Sarathy, R. (1997). International marketing (7th ed.). Forth Worth,
TX: Dryden Press, p. 318.
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EQUITY

Name Symbol

Provide value to customer by Provide value to firm by enhancing :
enhancing cLtae's: *efficiency and effectiveness of marketing
*Interpretation/processing of programs
information *brand loyalty
*Confidence in the purchase *pricesimargins
decision ! prand extensions
*use satisfaction *frade leverage
*competitive advantage

fian : Aaker, D, A. (1991). Managing brand equity: Capitalizing on the value of a brand
name. New York: Free Press, p. 17.
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Consequences of —
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Attitude toward the
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Evaluative Aspects of
Beliefs about -
Consequences

Intention to
Perform the

Normative Beliefs about Behavior
What Others Expect | |

L p| Overt Behavior

Subjective Norm

Motivation to Comply with
Normative Beliefs —

fian : Lutz, R J (1991). Chapter 18: The role of attitude theory in marketing. In H. H.
Kassarjian & T. S. Robertson(Eds.), Perspectives in consumer behavior (4th ed.).
Englewood Cliffs, NJ: Prentice Hall, p. 332.
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fian  Kotler, P. (2000). Marketing management (10th ed.). Upper Saddle River, NJ:
Prentice-Hall, p. 179.
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