THAI CONSUMERS’ PERCEPTION AND EVALUATION OF

CHINESE PRODUCTS

YATAO DENG

6017195006

AN INDEPENDENT STUDY SUBMITTED IN PARTIAL FULFILLMENT
OF THE REQUIREMENTS FOR
THE DEGREE OF BUSINESS ADMINISTRATION
GRADUATE SCHOOL OF BUSINESS
SIAM UNIVERSITY
2018















HR, CAZRERE o # RS, R 500 A s, A ARl 257 .
B ROFEAIN. 2AE ARG MES . BRINEE . HENR. KE
TE. FBRLAEY, BRSO EE NN AEAGR, Wtk

s W SR [ P i R AR T 5 R e RS Y\ AN i bR S
Wlo [MAERZESERF 5 R, HEZ T o8 W S [ 7 i i) 25 EE R AL
w2 st 2 TR 2 3 o 7 i (RO BB AP Ko fJm OE
RO SR A A 7 TBR, RS WM T DA RZE S
M= NI AL, HETSSE . ik, 1EAN T BT ity
%o

Mg, i Bl AL E T, #ATSHES M. 3R AR E I 2
X A PR AR AT N B R B R AR . WA R e S ST A
T, STREMERE R, & 64.323%; AN AR A A E 1 45
¥, MFERE 24.675%; €M EH BIRS BF, mFERIE 11.002%. 1M
HAREET-, X B B v ] 7= o B = AR B s AN B 5

I JEAERE S A I A b, ARSCHR T 5 e [V 9% 0 o [ 7 SR
M=l HeRERmEZFRMMK T TS 1. —REFEEEHKEN
SRS, VEET AR, (RRERARNE . =R e 5 E AN T A i, S
it SO E B AL A S

REEW: PEN, BN, HRFRM, &,

i



ACKNOWLEDGMENTS

My name is YATAO DENG. I love my parents, love my family, and I love China. I
promise to write a serious and rigorous paper with dedication. With the enthusiasm and
perseverance | have never had before, I completed the project and invested in unimaginable
time and money. With the scientific rigorous attitude, the attitude and academic nature of this
article are guaranteed.

I am very grateful to the teacher for making a lot of improvements to my thesis. I am
grateful to my family for their support.

Acknowledgments: YATAO DENG
29.05.2019



Table of Content

ADSITACE ...ttt ettt ettt b et h e bt et sh et et aeenees i
et ii
ACKNOWIEAZEMENL ...ttt ettt ae b e s eabeeenaeenne iii
Table Of CONENL ..ot v
List of table and fIGUIES .......cooviiiiiiieciie et e \%
Chapter] INtrodUCTION ......c.veiieiie ettt ee et e e st e e e bae e ssraeesaseeeseseeenns 1
1.1 Research background.............cccveoiiiiiiiiiiiiieiece e 1
1.2 Research SignifiCanCe.......ievuueiuiieriieiieeiieeieeiee et e et et e ereesteeeereeseeeessaesaeessseenens 4
1.3 Research framewOFK /0800 @ N 0 00 L o) o T N . ...ocovveeneennninnersenes 5
1.4 Research conicnt 4800 .. £ ... clms o M A YW ... 5
1.5 MaJOT INNOVALIONS ...uutieiiieeiiieiieeieentte et esteeeteesttesbeesseeeaeeesseeebeesseesabeesneesnseesseesaneas 7
Chapter 2 Literature REVIEW .......cccuiiiuiiiiieiieiiieiieeie ettt ettt ebeesaneeveessneensees 7
2.1 LiteraturgFevEENvSas. .. Svh S-S 77, S Y IR L W ............... 8
2.2 Relevant theOTIES. ... .cccuuiiiieiieeiieiie ettt ettt et ettt stteebeesaeeenseenees 9

2.2.1 The concept and characteristics of Stereotypes .......cccccvvevvervuereeniereeneenieenne. 9

2.2.2 Origin effECt CONCEPL..ceeuririiiieiiiieeiie et e eiteeesteeesaeeeeaeesereeeaneesbeeensseeenns 10

2.2.3 Causes of origitcfcOrmi-1h B B Sl o . ........ccovveeervneeerineeenne 11

2.2.4 Main factors affecting the origin effect............ccceevvieiieeniiiieeee 12
Chapter 3 Research Methods ..........coocuieiiiiiiiiiiieeeeeee e 16
3.1 Research methods ........ooviiiiiiiiiiicee e 17
3.2 Questionnaire designs and sample cOlleCtion ..........ccccueeevveeeiiieeiiieeniie e, 18
3.3 Statistical analysis Of STETEOLYPES......ccvieeriieeiiieeiiieeiieeerie et ereeeereeeereeesree e 18
3.4 Dimensional analysis Of StErEOtYPES .......eevueeriieriieiiieiieeiieiie ettt 19
3.5 ReSCAICh dESI@NS ... .eeuiieiiieiiieiieeie ettt ettt st e 20
3.6 INAICALOT SETINEG ..evvieeiieiieeiie ettt et ettt et e e et eesteeseteesaeeenbeessaesnseesneeens 21

v



Chapter 4 Research reSult ...........ocuiieiiiieiiieecee e 22

4.1 Research hypotheses .......uuieiiiiiiiiiciiceiec ettt e e 22
4.2 Analysis of sSample data..........cccoeeoiiiiiiiiinieee e 24
4.3 Discriminant analySEs . .......cccueeruieriieeriieriieniieeieerieeeteeseeeereesseeeaeesseesseessaeenseenees 27
4.4 HYPOLRESIS 1ESES....eeeiriieiiieeeiieeeiee et e et e et e et eeeteeesreeeebaeessseeessseeesseesnseeenneeas 29
Chapter 5 Conclusions and Recommendations.............cccccuveeviieerciiieniiieescie e 32
5.1 Empirical research CONCIUSIONS..........coocuieiuiiiiieriieeiieiie ettt 33
5.2 ReCOMMENAALIONS........ovuieiiiiiertieieeiteste ettt ettt ettt e e sttt e bt e neeeneesaeens 33
References.......ccocvececcreccnncere t GG AR A MW oo . ..............eoonenieerecreniarannnane 37
AppendiX.........ccceeeee. B0 oL NN T an W sl N el eeeeeeeeeeeeneeas 39

v



LIST OF TABLE AND FIGURES

List of Table
Table 3.1; Analysis of important indicators for Chinese product perception............... ...... 19
Table 3.2; Tactor load matrices after rotatioN. ........oovvvinniiiiiet i eeaaas 19
Table 4.1; The proportion of Thailand consumers buying Chinese products..................... 24
Table 4.2; Sex ratio of consumers in Thailand. ... e 24
Table 4.3; INCOME SIIUCTULE ...ttt ettt ettt et e 25
Table 4.4; AZE SITUCTUIE . ...ttt et 25
Table 4.5; PUIChaSe EXPETICNCE ....uuutitt ettt et et et e et et e e et et e eae e e neeeneeeenas 25
Table 4.6; EQUCation LIEVEL ..o, 26
Table 4.7; COMIMONIESS .. ..uuuutttttttt ettt ettt ettt et e et e e e ettt e e e eeaeeeens 26
Table 4.8; Factor load matrix after rotation  ..........cooiiieiiitte i, 27
Table 4.9; Discriminant analysis T€SUILS ............oiiiiiiiiiiiii e, 28

Table 4.10; The impact of various factors on consumers' frequent purchase of Chinese

productsym \ L. P oy 1) A LAY 28

List of Figure

Figure 4.1: Perfect model....... ..o 23



THAI CONSUMERS’ PERCEPTION AND EVALUATION OF CHINESE PRODUCTS

1.INTRODUCTION

1.1 Research background

With the continuous development of global economic integration, China's economic
strength continues to increase. China’s trade relations with foreign countries have shifted
considerably. In 2005, China's exports reached 761.95 Billion Yuan, an increase of 28.4%,
becoming the world's third largest trading country and exporting country, becoming the
center of world manufacturing. In 2009, China overtook Germany to become the world's
largest exporter, and China's manufacturing has undoubtedly become a strong backing for
China's economic development. Tucker (2006). According to statistics, more than 70% of
toys, 60% of bicycles, more than 30% of TV sets and air conditioners, and 50% of microwave

ovens in the world are made in China.

According to the Economic and Commercial Counsellor's Office of the Embassy of the
People's Republic of China in the Kingdom of Thailand, as of 2017, China has become
Thailand's largest export market and the largest source of imports, making it Thailand's
largest trading partner. The trade between the two countries has made great progress. The

development process of Sino-Thai trade in the past 40 years can be divided into four stages.

The first stage was from 1975 to 1982. China's domestic situation changed. China
implemented the basic national policy of reform and opening up. Under such a background,
the trade between China and Thailand entered a period of rapid development, in 1978. In the
first year of China's reform and opening up, China and Thailand signed two documents,
namely the "China-Thailand Trade Agreement" and the "China-Thailand Joint Economic
Cooperation Agreement". The two documents became bilateral trade and economic ties
between the two countries. The important link. The basic products, including oil and rice,
became the main commodities of trade between the two countries during this period. On the
one hand, the Thai side has a higher rice output. On the other hand, China has a considerable
oil production as an energy power. China exports oil to Thailand and imports high-quality
rice from Thailand. Limited by the scale and trade level of the two economies, this stage is

generally small in scale.

The second phase, from 1983 to 1986, was a period of short-term adjustment of bilateral
trade between China and Thailand. Because during this period, Thailand's natural gas-based

energy consumption structure was formed, the oil imported from China also decreased
1



sharply. In general, the bilateral trade volume between the two countries declined during this
period, and in 1983-1986 During the four-year period, Thailand’s average annual trade

surplus with China was about $9 million.

The third stage is from 1987 to 1997. This stage is a period of rapid development of
bilateral trade between China and Thailand. The bilateral trade between the two countries has

grown rapidly.

The fourth stage is from 1998 to the present, bilateral trade between the two countries
has grown rapidly in terms of speed and scale of development, especially after the 1997-1998
Asian financial crisis. From 2000 to 2008, the Thai economy remained The average annual
growth rate is more than 4%. During this period, the structure of the products exported by
Thailand has changed, mainly for agricultural products, jewellery and jade and mechanical
and electrical products. Exports have become the main driving force for Thailand’s economic

development, with exports accounting for more than half of GDP.

In 2013, Thailand's main products imported from China include electric machinery and
spare parts, chemicals, household appliances and spare parts, steel, machinery and spare parts,
scrap metal, computers and spare parts, car wash parts, metal products, Ships, cloth, fabrics,
tanning products, integrated circuits, fruits and vegetables, daily necessities, scientific
appliances, semiconductor integrated tubes, etc. Especially in recent years, with the maturity
of the investment environment and the increasing strength of Chinese companies, more and

more Chinese companies have entered Thailand, bringing technology and talent.

In 2000, the Chinese government issued a "going out" strategy to encourage Chinese
companies to move to the world stage. In November 2009, the Ministry of Commerce of
China launched the “Made in China” promotional film with the theme of “Made in China,
World Cooperation” in mainstream media such as CNN in the United States. This is the first
time that “Made in China” has appeared in overseas as an overall image of the industry. In
January 2011, the Information Office of the State Council of China once again launched a
national image promo (People's Article) at Times Square in New York, USA. (Travyn, 2012,
p. 211)

The development of the world economy and the growth of human wealth have ushered
in an unprecedented period of opportunity with the globalization of the economy. It is mainly

reflected in two aspects:

1. Wealth has achieved rapid growth due to the globalization of the economy, and the

situation of the disadvantaged groups will be improved to a certain extent, including the
2



improvement of their own welfare and the provision of more solid solutions for other

outstanding social problems. Material basis;

2. For most developing countries, effective use of markets, technology, capital, etc. in
such an era will make it possible for them to achieve leapfrog development. After missing the
golden development period of the economy 30 years after the Second World War, over the
past 30 years, due to the policy of reform and opening up, the Chinese economy has achieved
rapid development, and the national economic level and the people's living standards have
been greatly improved. In this era, some Chinese companies have begun to go abroad to find
more valuable sellers on a global scale in order to find business opportunities in new markets.
According to data from the General Administration of Customs, in 2013, China replaced the
United States and became the country with the largest volume of goods traded around the
world. China's products have spread all over the world, and Chinese products may be found

in any corner of the world.

However, the evaluation of “Made in China” by overseas consumers is still controversial.
Schniederjans et al. (2004, p. 8) Through a study of American consumers' perception of
product quality, it is found that American consumers generally believe that the quality of
products manufactured in China is lower, and that the quality of products made in China is
not more valuable than that made in China. In the eyes of most overseas consumers, the most
notable features of Chinese brands are cheap, low value, low quality and unreliable. Einhorn
(2012) Chinese brands are still positioned in the low-end market and compete internationally

with low price advantages.

However, in recent years, many research scholars believe that Chinese-made products
are a symbol of low prices and high value. The study also found that for Chinese companies
that outsource manufacturing to China, “Made in China” represents low labor costs, abundant
material resources and competitive price advantages; for consumers, “Made in China”
represents things. A medium-quality product is purchased at a value or at a low price. (Bamey
& Zhang, 2008, p. 211) Results reveal a substantial and consistent need over almost all
product lines for Chinese manufacturers to focus additional efforts to improve their product
quality. Perhaps they are unaware of just how bad product quality can become if leaders,

business people, and consumers do not seek it as a goal.

Liu (2017) Studies have shown that overseas consumers' evaluation of “Made in China”
is still negative, accounting for 48.2%, positive evaluation is only 11.1%, and 40.7% of
consumers have a neutral attitude towards “Made in China”. Therefore, although overseas
consumers are mixed in “Made in China”, in general, overseas consumers remain open to
“Made in China”.



At present, it seems that in most industries in Thailand, large and small stores can see
Chinese products. However, no In Thailand, “low price”, “inappropriate service” and “not
high quality” seem to have become the positioning of Thai products for Chinese products,
and the brand image of Chinese products has not been satisfactory. These and Chinese
companies have poor product quality awareness; individual companies do not pay attention to
product quality, do not strictly control quality; enterprises lack of integrity and other factors

are not unrelated.

Especially in recent years, the frequent occurrence of negative problems such as
deceiving consumers and food safety in China has seriously affected the international image
of "Made in China".

We have seen that on the one hand, "Made in China" has brought great convenience to
Thai consumers; on the other hand, Thai consumers are skeptical about "Made in China". All
in all, the "Made in China" position in the Thai market has played a pivotal role, but "Made in

China" is also facing severe challenges.

1.2 Research significance

“Made in China” usually refers to products made in mainland China. (Han & Wang,
2012, p. 225) Many years ago, no one expected that one day "Made in China" would spread
all over the world. Until 2005, Bongimi's book A year without "Made in China" was
published. By describing the life of an American family who resisted Chinese products during
the year, she finally found that “there is no mess of Chinese product life,” or that although it
can survive, life becomes expensive and tricky (Bongiomi, 2005). So, the quality of
Chinese-made goods should be critically important to Chinese government and business
leaders worldwide.

With Chinese companies taking the country to the world market, Chinese products have
become the focus of research at home and abroad. Scholars have carried out a series of
problems, including the brand issues of Chinese companies, the problems of trade structure,
the quality of Chinese goods, the environmental pollution of Chinese enterprises, the problem
of labor productivity, and the trade protection of export destination countries. Extensive and

in-depth research.

The conclusions of the paper will help Chinese companies and governments recognize
the status of "Made in China" in the Thai market and help China choose the right strategy and

strategy. Some priorities for Chinese manufacturer improvement by product type are
4



identified. and a precise measure of quality dispersion between where Chinese quality is and
where it sbould be to meet competition for non-Chinese man-ufacturers is revealed. In
addition, it is hoped that specific product quality issues may surface that can help Chinese
manufacturers redirect their quality efforts to improve their product quality. Thereby
reshaping the image of the "Made in China" national brand. On the other hand, the study of
the status quo of "Made in China" in the international market, especially in the Thai market,
has led the Thai government and enterprises to examine their own conditions, reflect on their
own advantages and disadvantages, and learn from what is worth learning. This will be
"Made in Thailand". It is good to consolidate the domestic market and move to the world
market.

1.3 Research Framework
Most studies on overseas consumers' perceptions and attitudes toward Chinese products

are generally based on stereotypes of origin effects, using qualitative and quantitative
research methods, focusing on the design, price, quality, function, and Research on the
category and brand of the product. Through the design of relevant questionnaires, the survey
of consumers in the survey market is conducted, and the statistical analysis method is used to
describe the attitudes and evaluations of consumers on Chinese products. These studies can
generally point out the attitudes of overseas consumers on Chinese products, not only the
price, quality, design, brand, etc. of the products, but also analyze the advantages and
disadvantages of Chinese products in the surveying countries, and objectively describe the

Chinese products in overseas markets. Situation, and then give strategic advice.

We have seen that on the one hand, "Made in China" has brought great convenience to

Thai consumers; on the other hand, Thai consumers are skeptical about "Made in China".

This paper will combine the theory of stereotypes and the theory of origin effect,
through the investigation and analysis of local consumers in Thailand, from the eight
dimensions of "conformation" to deeply analyze the attitude of Thai consumers on "Made in
China". Exploring Thai consumers' stereotypes about "Made in China" and further identifying
the factors that influence Thai consumers' perception of "Made in China". this study presents
consumer perceptions of the quality of Chinese manufactured goods when compared to goods

manufactured in other countries.

1.4 Research content
This paper uses a combination of qualitative and quantitative methods to conduct a more

in-depth discussion of the subject. Firstly, it reviews the related researches of Chinese and
5



foreign scholars on Chinese products in recent years, and sorts out the stereotypes and the
theory of origin effects. The questionnaire was designed to obtain the data needed for the
research, and then the current situation of consumers' perception of Chinese products in the
Thai market was analyzed, and the main aspects of many factors affecting the perception of
Chinese products by consumers in the Thai market were further analyzed. Specifically, the

research content of the thesis includes the following parts:

The first chapter is the introduction. Firstly, it explains the background of the topic
selection, briefly analyzes the trend of economic globalization, reviews the trade between
China and Thailand, and expounds the status quo of Chinese products in the Thai market.
Next, it explains the research significance of the paper, and expounds the research content
and main innovations of this paper.

The second chapter is a literature review. Stereotypes and origin effects play a decisive
role in intercultural communication, mainly reviewing the relevant literature and theory of
these two aspects. Firstly, the related literatures on stereotypes and origin effects are
reviewed, and the concepts and characteristics of stereotypes, the concept of origin effect, the
causes of origin effects, and the main influencing factors of origin effects are summarized. A
theoretical foundation for empirical research.

The third chapter is the research method of this topic. It mainly focuses on the in-depth
analysis of Chinese consumers' stereotypes about Chinese products. First, the design of the
questionnaire and the collection of samples were explained. In order to analyze the status quo
of Thai consumers' satisfaction with Chinese products, eight research indicators were selected
from Chinese product stereotypes, and the results were obtained through questionnaire survey.
Descriptive statistics were made on the survey results. Next, factor analysis is performed on
eight indicators, and four common factors are extracted, which is the constituent dimension
of Thai consumers' stereotypes about Chinese products.

The fourth chapter is the research results. An empirical study to influence Thai
consumers' perceptions of Chinese products. The overall idea of empirical research is that in
the third chapter, four factors of Thai consumers' stereotypes about Chinese products are
extracted, and three factors of consumers themselves are analyzed. Seven factors are analyzed
to find out the impact of Thailand. The main factor for consumers to buy Chinese products.
This chapter specifically contains the research hypotheses, the choice of research methods,
and the analysis of research data and hypothesis testing.

The fifth chapter is conclusions and recommendations. The empirical research part of
the article is summarized. Through research on Thai consumers' perceptions of Chinese
products and influence on consumer attitudes, in order to enhance the brand image of Chinese
products in the Thai market, reshape the image of national brands, enhance competitiveness,
and make Chinese products free from the advantages of low cost, Achieving long-term
development has provided useful construction.



1.5 Major innovations

As a Chinese studying in Thailand, the author has witnessed the growing influence of
product of china on the Thai market. Based on a field survey of product of china consumers
on the Bangkok market, the authors conducted a survey on the attitude of local Thais in
Bangkok on product of china using a questionnaire survey. The innovations of this article are

reflected in the following points:

(1) Innovation of research objects

Along with the growing number of Chinese companies in the world market, there has
been more and more research on product of china in the academic world. Some scholars have
carried out research on the status qua of product of china in developed countries, such as the
United States, Canada, Europe, Japan, etc. There are also some scholars who are researching
the status qua of product of china in the Southeast Asian market, such as Vietnam. However,
few scholars have conducted research on the status qua of product of china in the Thai market.
This market-oriented research helps Chinese governments and companies to objectively
understand the status qua of product of china in Thailand and support scientific
decision-making. And provide research directions and ideas for researchers who are

concerned about product of china.

(2) Innovation in research methods

Based on the theory of original stereotype and the theory of consumer behavior, this
paper establishes a consumer perception model. It analyzes the status qua of product of china
stereotype in the Thai market and further explores the factors that influence Thai consumers
to choose product of china. As a Chinese student studying in Thailand, the author combines
his social survey practice in Thailand during the thesis writing process, scientifically selects
research indicators, design questionnaires and research objects to study the status qua of
product of china in the Thai market. In the study of the factors affecting Thai consumers'
choice of product of china, they considered the stereotype of product of china by Thai
consumers and considered the personal factors of consumers. The entire research process
fully considers the cultural environment and the consumption environment of Thailand, and

the scientific rigor of research is strong.



2. LITERATURE REVIEW

2.1 Literature reviews

Domestic and foreign scholars have conducted extensive research on consumer attitudes
and evaluations of Chinese products. However, the perception and evaluation of Chinese
products is not based on the analysis of consumers in the Thai market. In summary, there is
little reported research on the quality of products manufactured in China and distributed to

Thai consumers.

Tucker (2006) US market research firm Shapiro & Associates conducted a survey on US
consumers' willingness to buy Chinese brands in 2002 and found that 42% of consumers are
not interested in Chinese brands, and only 17% of consumers are very interested. To buy a
Chinese brand. Schniederjans et al. (2004) studied the US market as a research object, and
studied the perceptions of Chinese consumers on Chinese products in terms of product
quality and product value. The following conclusions were drawn: First, in terms of product
quality, most people think that Chinese products are made. Not good enough; Second,
compared with Chinese-made products, most American consumers believe that products

made in other countries are more valuable.

Shenghuan (2006) takes Seoul University students as the research object, and analyzes
the impact of Chinese national image and brand personality on Korean consumers' choice of
Chinese refrigerators. The study found that when deciding to purchase a Chinese refrigerator,
Korean consumers are affected by both the national image and product functional attributes,

as well as the brand personality factors.

Rhone (2011) used the Cameroon market in Africa as a sample. The study found that the
packaging, price and product design of Chinese products have positive evaluations for local
consumers, while the evaluation of durability, quality and product language is not high. In
addition, the categories of “Made in China” products are not rich enough, focusing only on
individual fields such as shoes, toys, clothes and bags.

Most studies on Thai consumers' perceptions and attitudes toward Chinese products are
generally based on the stereotype theory of the country of origin effect, while using
qualitative research and quantitative research methods, focusing on the design, price, quality,
and Research on functions, product categories and brands. Demonstrated that consumer
satisfaction as it relates to quality service could be accurately measured with survey
instruments. Through the questionnaire survey of some consumers in Thailand, the statistical

analysis method was used to describe the attitude and evaluation of Thai consumers on



Chinese products. While any survey can contain possible bias of various sources, the
overwhelming negative response in this survey of consumers' opinions of Chinese product
quality makes a strong case for the recognition of their quality problems (as well as the
problems poor quality can cause other members of supply chains who use their products) and
what additional suggestions might be offered to deal with those problems. The purpose of this
article is to determine the current state of consumer perceptions on the quality of products
made in China. Furthermore, it analyzes the advantages and disadvantages of Chinese
products competing in Thailand, and can objectively describe the situation of Chinese

products in the Thai market and give strategic advice.

2.2 Relevant theories

2.2.1 The concept and characteristics of stereotypes

Weiping (2002, p.12), as a cognitive way of thinking, refers to a general and simple view
of people and countries of different cultural backgrounds. Simply put, stereotypes are
stereotyped, not easily changeable, deep-rooted impressions. As we often think of American
democracy, British gentlemen, and conservatives in the East, although this impression is
biased, this impression is shared by a group or society and is often recognized by most people.

Therefore, stereotypes also have partial authenticity.

As a cognitive way, stereotypes play an important role in intercultural communication,
directly affecting the results of cross-cultural communication and cross-cultural marketing.
Since the integration of the global economy, many scholars of cultural communication and
international marketing experts have paid more and more attention to the study of

stereotypes.

Shijie (1996) & Rhone (2011) .Characteristics of stereotype mainly include the
following points:

1. Too simplistic. Walter Lippmann as the earliest introduction of stereotypes into the
field of social science research, believes that human beings become very complex when we
are in a social environment and self-recognized environment, and the social division of labor
becomes very detailed. Under this circumstance, we have no energy and can not discriminate
all the things and people in the world and form our own cognitive views. The solution to this
problem is that people classify things and people with common attributes, and then form
stubborn and embarrassing judgments and understandings of each type of thing or person in

their own impressions.



Stereotypes are generated based on simple judgments and cognitions of things or people
with common attributes, affecting people's perceptions and evaluations of things and people,

and thus affecting people's consumption behavior.

2, the judgment of identification. When judging things, our practices are dependent on
past experiences, and often do not judge by the special personality of things, or we must
re-learn when we face specific things. In the face of various things, the customary practice is
often to put things that have already been learned into a hard-won, which is a self-protection
skill for the individual.

3, to partiality. Because the generation of stereotypes is often not verified by facts,
although relevant research has also pointed out that stereotypes do have partial authenticity.
But after the so-called screening of complex things based on stereotypes, we found a place in
people's minds. Prejudice is easy to produce in this case. The drawback of stereotypes is that

they do not objectively judge things.

4. Have influence. For stereotypes, he is often able to get the approval of most people, so
he has a strong "infectiousness" and "convincing power", and eventually people will adopt

stereotypes when they look at the problem.

Min, Changchun, & Shengdong (2016, p. 121) In cross-cultural communication,
stereotypes are important factors influencing people's cognition of other cultures. People use
various media channels to gain knowledge of other ethnic groups and cultures. However, this
kind of cognition is not all in line with the actual situation, and the "fixation concept" that
does not conform to the actual situation forms a prejudice. While manufacturing China's
products to the world, it also spreads the Chinese culture to the world. Overseas consumers
will know China through the medium of "Made in China". The negative news of "Made in
China" has left a relatively negative "conformation concept" for overseas consumers. Even if
"Made in China" has progressed, overseas consumers will still form a "conformity". Made in

China" to judge and judge.

2.2.2 Origin effect concept
According to scholar Saeed, the Country of Origin (COO) refers to the influence of the

country of production of the product on the evaluation, attitude and purchase intention of the
product buyer. From the cognition of most scholars, the origin effect refers to the influence of
the origin information on its will when the consumer has a willingness to purchase (Saeed,
1994, p. 579; Wu, 2011). For example, the origin of APPLE is in the United States, and the



origin of Lenovo is in China. Many scholars have not formed a unified definition of the
origin, so the meaning of the origin can be understood from four aspects: brand origin,

manufacturing origin, design origin and assembly origin.

In the early 20th century, well-known brands around the world were rare due to the level
of economic development and trade. At that time, the brand origin, manufacturing origin,
design origin and assembly origin refer to the same place, and the four are consistent. When
scholars study the effect of origin, they do not distinguish between the four. In the period
when the level of international trade is at an early stage, which country produces goods that
become the object of research on the origin of the researcher.

With the rapid development of the economy, the level of international trade has
increased rapidly, which has brought about a rapid flow of international capital. A large
number of well-known international multinational companies have emerged, such as
Panasonic Corporation of Japan, Citigroup of the United States, Nestlé of Switzerland, etc. .
The origin of this period is no longer solely referring to the origin of the manufacturing sense.
When a product is designed and produced in the country, but the final assembly of the
product is completed, the relevant accessories need to be obtained from all over the world.
We call such a product a "mixed" product.

Research on the effect of origin, along with the increasing number of hybrid products,
also faces new challenges: first, how to define the origin; secondly, the origin of the brand,
the origin of the manufacturing, the origin of the assembly and the origin of the design.
Which is more important for the origin of the origin; in the end, the origin effect, as the
mixed products become more and more common, and so on, a series of problems bring the
study of the origin effect into a new Stage.

The origin effect in the research of this paper only refers to the origin of manufacture.

2.2.3 Causes of origin effect

Most of the current research on the effect of origin is to use the perception and behavior
of consumers as the dependent variable. Based on this, the influence of the information about
the origin on the dependent variable is discussed. Most of the following aspects:

1. Considering the place of origin as the motivation for emotional purchase

In practice, some countries' products are favored by consumers for their own reasons.
Sometimes, the emotional buying motivation is the most important driving force for
consumers to buy products. The most common situation is that when you are in a foreign
country, because of your love and affection for the motherland, consumers are more inclined
to buy products from the motherland, although in some cases, the quality of the motherland's
products is indeed no better than other countries.



2. Treating the place of origin as the standard of product quality

For the product itself, there are generally several dimensions to describe its
characteristic attributes for comprehensive consideration. The attributes of the product itself
are often the basis for the consumer to evaluate the product. The properties of the product are
understood from two aspects: one is the external attribute such as brand and price; the other is
the inherent attribute such as design and color. Sometimes, the inherent information attributes
of a product are not easily available, and external information is often used by the purchaser
to infer inherent attributes, such as quality. The reality is that the information that consumers
can obtain is often limited. The lack of information is sometimes a dilemma faced by buyers.
In order to judge the product, people tend to think that the quality of the product is worse than
the quality. Product costs are high.

Because the products with better quality tend to have stricter requirements on production,
the price should be relatively high. Considering the long-term profitability of the products,
for high-quality goods, the price should also reach the level of their cost. The life cycle will
reach a considerable length.

In some underdeveloped countries, the origin effect plays a more important role in
consumer attitudes and purchases. Due to the economic backwardness, the purchaser's own
non-native products have little or no consumption experience. At this time, the origin
information is the only reference that the purchaser can rely on. That is, if the buyer is not
familiar with the products of a country or region, then the attitude of the consumer will be
directly affected by the image of the country of origin.

2.2.4 Main factors affecting the origin effect

In a comprehensive analysis of the effect of origin, Peterson and Jolibert showed
through empirical analysis that consumers' willingness to purchase will be affected by the
origin, and the impact can reach 0.19, which means that consumers choose whether to buy a
certain At the time of product, the proportion of origin among the many influencing factors
accounted for 19% (Peterson & Jolibert, 1995, p. 883; Hu, 2013).

When consumers buy products, they generally choose between domestic products and
other national products. However, when consumers fail to fully grasp the product-related
information and cannot choose, the origin effect becomes an important reference. As a result,

consumer stereotypes ultimately affect purchasing decisions.

1 Image of country of origin
Roth & Romeo (1992, p. 477). American scholars Roth and Romen pointed out that the



definition of the national image needs to reflect the connection between the product and its
perception. Therefore, they define the national image as "the sum of consumers' perceptions
of products from specific countries. This kind of cognition is based on the advantages and
disadvantages of consumers' perception of a country's products. Scholar Schneider believes
that people's stereotypes about product quality constitute national stereotypes, and this

perception of product quality is linked to the people of the country (Schneider, 2005).

Tseng (2001) Scholars Lee and Tseng have found through research that consumers'
willingness to buy products or services will be affected by the national image. Hu (2013)
Scholars Schooler and Nagashima believe that if the only information available to consumers
is origin information, the impact of the origin information at this time on the consumer's

evaluation is very significant.

The judgment of the image of the origin will ultimately affect the consumer's judgment
on the image of the product, and there is often a significant positive impact between them.
For countries where consumers like the products and products with higher levels of industrial
modernization, products are often preferred by consumers. Chin found that the collection of
information on products with a high national image, the willingness of most consumers is
also high. Studies show that when a country's image is positive in the minds of consumers,
consumers will be positive about the country's products. The perception, especially in terms
of quality, thus promotes consumer buying behavior. When the evaluation of product quality
is greatly influenced by the image of the country, consumers' desire to purchase products will

increase with the improvement of the national image (Chin, 2002).

The above-mentioned scholars have drawn inconsistent research conclusions. Domoft
found through analysis that the image effect of the origin of consumers is affected by the
degree of education, but the effect of gender on the effect of origin is not significant.
Reierson has confirmed through research that consumers' perceptions and evaluations may
become a stereotype that does not change with different products, especially when buyers
have preconceived ideas about overseas goods. "Evaluation in the eyes of German consumers
is always the highest. Compared with Reierson's research results, Nagashima discovered after
researching the Japanese market; in the minds of Japanese consumers, only the quality of
products made in Japan is the best in the global market. By comparing the products of various
countries, Cattin et al. found that buyers' evaluations of developed countries such as Germany

and France were significantly higher than those of developing countries.

Through the emotional role of the origin, consumers often associate themselves with
specific emotions (both positive and negative) and products of a certain country or nation

based on the information of origin. For example, although German cars have excellent quality,



they are well known. However, Jews tend to not buy, and this contradictory behavior is
closely related to historical factors. For example, if a country's economy has a high level of
development and advanced technology, then consumers' evaluation of the country's products
tends to be relatively high: if a country's economy is relatively backward and its technology is
backward, then consumers will Product evaluations in this country are low. A series of
consumer quality metrics are proposed and used to measure and compare consumer perceived

quality.

Summarizing the above research, we found the following commonalities; 1 for a

particular country, consumers in one country are different from different countries;

2 in the field of international markets, political culture, etc. and the product itself The
performance-independent field evaluation does not constitute a major aspect of the national

image;

3 as a holistic concept of the quality of a country's products, the national image only
emphasizes the overall understanding of the quality of a country's products. In general, the
quality of national branded products and the products manufactured by the state are an
important source of consumer awareness of the country's image. Based on this, the national
image involved in this study refers to the general view that consumers hold on a series of

product attributes such as design and quality of a product of a specified origin.

2 Product features

Xiaozhou (2006) Product characteristics factors play an important role, mainly including
product categories and product attributes. A large number of studies have shown that
consumers are sensitive to the country of origin because of the different types of products,
and the source countries of durable goods are the most sensitive. When the matching of the
image of the country of origin of the product and the characteristics of the product is higher,
the consumer's willingness to purchase is stronger, such as French perfume, German car,

Japanese electric appliance and Italian leather shoes.

The origin effect does not affect all product attributes, but rather a specific product
attribute. For example, we tend to have a high evaluation of Thai food, but not a high degree
of knitting goods. Taking the US and Japanese consumers as the survey targets, Midea
Motors is testing products, and found that consumers think that the "fuel consumption" and
"reliability" of American cars are relatively low, but they think that its "horsepower" is very
high; on the contrary, The “driving comfort” of German cars is not high, but its “fuel
consumption” is highly rated (Hu, 2013).



Investigated the Australian consumer's assessment of the properties of six products
(computers, cars, ties, dishwashers, shoes, jams) and found that consumers are concerned
about the price and quality of domestic products for ties, computers, shoes and jams. Quite, it
shows a strong preference; but for cars and dishwashers, they obviously have a strong
preference for high quality products (Elliott & Cameron, 1994, p. 49; Hu, 2013).

From the current division of labor of major international companies, most of the current
products have high requirements for science and technology. The entire product is not
completed in one or two countries (regions) from design to assembly, and requires a
transnational (regional) combination of products. . For example, the US Apple mobile phone,
the mobile phone motherboard comes from the United States, the display screen is from
South Korea and Japan, and the manufacturing is done in Taiwan or some Southeast Asian

countries.

In addition, Maheswaran's research shows that if the purchaser clearly understands the
information of the commodity, then the purchaser who has experience in using the product
will rely on the information of the commodity itself; if the purchaser does not easily obtain
the information about the commodity, rely on the source country. The image of the product is
judged. In other words, if the product information is less accessible, the consumer's reliance

on the image of the country of origin will be stronger.

3 Cultural orientation
Cultural orientation is an important factor affecting consumers' preference for origin,

including ethnocentrism and individualism.

Lin (2004, p. 221) Consumer ethnocentrism reflects the normative belief of domestic
consumers in purchasing foreign products. Consumers with a stronger sense of
ethnocentricism prefer domestic products. Klein (2002, p. 345) Consumer ethnocentrism has
a negative correlation with its attitude towards foreign products, that is, the stronger the
ethnocentrism, the less favored foreign products. Sharma (2011, 285) Propose the leading
variables of consumer ethnocentrism, including the degree of openness to foreign culture and

demographic factors (such as age, education level and income level).

At the same time, cultural orientation can also be distinguished from the perspective of
collectivism and individualism (Hofstede, 1990; Triandis, 1995; Hu 2013). Only when the
quality of domestic products is higher than other countries, individualists prefer domestic

products; on the contrary, regardless of the quality of domestic products, collectivists prefer



domestic products. Usually individualists are more rational and less concerned with the
factors of origin (Gurhan-Canil & Maheswaran, 2000, p. 309).

Although it is a commodity of the same country, people from different countries have
different attitude perceptions and behaviors. According to the survey and analysis, in the face
of the products produced in the same region, the attitudes and behaviors of buyers in different
regions are very different. Consumers’ responses to overseas products are also influenced by
factors such as patriotism, national honour and loyalty. These differences may be due to
differences in the strategies adopted by the exporting countries for cross-border marketing, or
may be due to differences in the specific economic environment within the consumer’s own

country.

4 Consumers' own factors

In general, consumers often collect as much information as possible about the product to
reduce the risk of purchasing imported products. If the consumer’s information about the
product is only the only clue to the origin, then the consumer. All evaluations must be
inferred on the basis of origin, and the origin effect will have a significant impact on the

consumer's purchasing behavior.

(Mcauley, 2001) Consumers' familiarity with a country's products is negatively related
to the country of origin effect, that is, the higher the product familiarity, the lower the role of
the source country. The study pointed out that when consumers face a strange product, they
will use the product origin information as a supplementary information to evaluate the
product. Han & Wang (2012, p. 225) It is believed that if consumers are unfamiliar with
specific national products, the perception of consumer quality and the intention to purchase

will be influenced by the image of the country of origin of the brand.

In addition, scholars through the analysis of American consumers found that the
consumer's personal factors such as race, gender, education, age, skin color and other
consumers will also affect the origin of the product. Therefore, the effect of origin is also
affected by the personal factors of consumers.

In summary, Based on these studies. it appears that perceptions of consumer purchasing.



3. RESEARCH METHODS

3.1 Research methods

(1) Literature research method.

According to the research topics and purpose of the thesis, a large number of relevant
literature were investigated to obtain useful information, so that the research questions can be
correctly and comprehensively understood. This paper investigates and studies the literature
of related researches at home and abroad, and through systematic analysis and analysis, finds
the research basis for the problems to be solved in this study. Since prior literature shows that
there is concern about Chinese product quality and that China itself is recognizing it has
quality problems, there is a need for research that can help measure and quantify consumer
perceptions of Chinese product quality. Firstly, existing research results of scholars on
stereotype and original effects are summarized. Then, based on the concept of origin effect,
the relevant models are established in combination with marketing theory to ensure the

smooth progress of subsequent research.

(2) Questionnaire survey

The questionnaire survey method is a survey method that indirectly collects the required
materials in written form. In general, information and materials are obtained indirectly by
issuing a brief and concise questionnaire (table) to the respondent, prompting the respondent
to fill in the opinions and suggestions on the relevant issues. In the process of collecting data,
this paper refers to the successful questionnaire of consumers' attitude towards product of
china, and combines the author's own experience and draws on the research results of
scholars in doing relevant research. On the basis of the consumer's perception of the product
of china factor extraction analysis, combined with the consumer's perception model of
product of china, the questions of the questionnaire were set up, and the questionnaire was
finally designed. The questionnaire was measured by Shimp & Sharma (1987, p. 280)
CETSCALE using a 5-level Likert scale, which has been used by scholars in several
countries including China, and the results show good reliability and validity (Haizhong, 2003,

p. 31).

(3) Empirical research method

The empirical research method emphasizes the objective understanding of the facts and



studies the internal logic of the phenomenon itself and the laws of motion. The research
object is studied through the method of empirical research, and the conclusion is that it is
objective and often can withstand the test of facts and experience. This study obtained
first-hand questionnaire data through the survey of consumer attitudes in the Thai market.
Through the analysis of the reliability and validity of the data, the analysis of public factors
and the method of discriminant analysis, the perception of product of china by Thai

consumers. The study was conducted with the evaluation.

Based on these studies. it appears that perceptions of consumer purchasing.

3.2 Questionnaire designs and sample collection

The questionnaire survey was conducted in Bangkok, Thailand. With a total population
of 9.8 million, Bangkok is located in the Chao Phraya River Delta with a total area of
7761.50 square kilometers.As the capital, Bangkok is the center of Thailand's economy,
politics, culture, transportation, trade, education, technology and all aspects. Especially in
terms of economy, the Bangkok area can be said to be the most developed place in Thailand,
with the economy accounting for 44% of the total economy of Thailand.It has a strong
economic growth rate and a high employment rate, and the citizens have a high standard of
living. People from all walk of life and all ages were invited to participate, including college
students, university teachers, ordinary employees of the company, and ordinary individual
business households. A total of 500 questionnaires were distributed and 257 were collected,

with a recovery rate of 51.4%, which is very difficult for the local area.

The questionnaire is based on rigor, science and comprehensiveness. Because English is
the second language of Thailand, the language of the questionnaire is designed in English,
and comments are sought in a small area and finalized. Specifically, the survey contains two
parts. The first part is the age, sex, income, education level and marital status of the
respondents. And the basic information about the respondents who regularly buy Chinese
products and so on. The second part is a survey of respondents' perception of Chinese
products. Eight dimensions of stereotype (quality, price, design, brand, service, packaging,
social responsibility, employee rights and interests) were investigated. Among them,
measurement items of each index ranged from 2 to 3, followed by consumers' perception of
Chinese culture. The degree of understanding and the impression of China was investigated.

The details of the questionnaire are detailed in Appendix 1.

3.3 Statistical analysis of stereotypes

The data of quality stereotype, price stereotype, design stereotype, brand stereotype,



service stereotype, packaging stereotype, social responsibility stereotype and employee rights
stereotype obtained from the questionnaire survey are collected and collated. The following
Table 3.1 gives the stereotype of various dimensions of foreign consumers. Descriptive

statistical results.

Table 3.1; Analysis of important indicators for Chinese product perception

Attributes Average Standard Minimum Maximum
deviation value value
Quality 2.44 1.0072 1 5
Price 2,48 0.9253 1 5
Design 2.74 1.1017 1 5
Brand 2.57 0.9428 1 5
Service 2.9 0.9418 1 5
Package 2.67 0.9436 i 5
Social responsibility 1.99 1.2611 1 5

As can be seen from the table above, the quality stereotype concept is 2.44 and the price
stereotype concept is 2.48. Thai consumers do not have a high evaluation of quality and price.
The variance in terms of price is 0.9253.It shows that consumers in Thailand generally
believe that the prices of Chinese products are relatively low. Other, For Chinese products in
six other aspects: brand, service, packaging, design, Employees' rights and social
responsibilities are not highly valued. The average social responsibility level is less than 2,
and the variance is very small. It shows that the general stereotype of Chinese products' social
responsibility is very poor. The source of this view is the low price of Chinese products, so
they are not confident about the quality of their products; second, there are more negative

reports about Chinese products in recent years.

3.4 Dimensional analysis of stereotypes

In this study, exploratory factor analysis was used to find out the dimensions of the
stereotype of product of china in the Thai market. In order to ensure that the values of all
elements are as close as possible tox1 or 0, and facilitate the explanation of the factors, the
maximum orthogonal variance rotation method will be used to rotate the factor load matrix.

As showed below

Table 3.2; Tactor load matrices after rotation.

Original variable Factor




1Service factor | 2External 3 Responsibility | 4Design factor
image factor factor
Service 0.9246
Employee rights 0.9511
Package 0.9189
Brand 0.9008
Social responsibility 0.7891
Quality 0.7994
Design 0.6207
Price 0.7841

Results show, two stereotypes of service and employee rights constitute the first major
factor. So we regard the first factor as "service factor". Which has two meanings: one is to
provide services to customers , the other is to provide services for employees. For enterprises,
there is consistency between staff service and customer service, which provides employees
with satisfactory service. It is helpful for employees to attach importance to their own service
quality, and the improvement of service quality ultimately brings satisfied customers to

enterprises.

The results in the table above show that brand and packaging constitute the second factor.
Which is regarded as "external image factor", because both brand and packaging are related
to the image of goods. When the buyer first comes into contact with the goods, his initial
impression is the external image of the goods, which are crucial for consumers to perceive the
goods. We regard the social responsibility and quality of products as third "responsibility"
factors. Because companies that attach importance to social responsibility are bound to link
corporate interests, consumer interests and social interests. So these enterprises are bound to
have higher requirements for their own product quality. The fourth factor is composed of
price and design, because the design load is higher, so it is considered as the fourth "design"

factor.

From the above discussion, we can see that consumer stereotypes are composed of four

independent dimensions.

3.5 Research designs
This study aims to study two issues; 1. For product of china, what is the perception of

consumers in the Thai consumer market, what stereotypes are there for consumers in the Thai



market; 2. What factors are affecting the Thai market? Consumers have played an important
role in the perception of 'made in China' perception, which in turn has affected consumers'
purchasing behavior. Looking back on previous studies of foreign consumers' perceptions and
evaluations of the product of china, most of the research is based on the original. The
stereotypes are aimed at the "manufacturing of China" product quality, price, brand, service,
and other stereotypes about the product's own attributes, so as to explore the satisfaction of
the stereotypes of various dimensions in the eyes of foreign consumers, or What kind of
attitudes do foreign consumers hold about product of china, and then propose measures to

improve consumer perception.

On the one hand, this study draws on the achievements of predecessors, makes research
on the stereotypes of product of china by foreign consumers, draws on the predecessors'
division of the product of china stereotypes, and then combines the realities of consumers in
the Thai market. Regarding the various attribute dimensions of product of china products, this
article proposes the attribute dimension of Thai consumers' stereotype about product of china.
On the other hand, when studying the important factors affecting the perception of product of
china by Thai consumers, they have added the personal factors of consumers, from the
consumer's stereotype of product of china and "consumer personal factors". To explore the

extent of the impact on consumer perception.

3.6 Indicator setting

Generally speaking, it is difficult to measure consumers'perception from a quantitative
point of view in terms of setting consumer perception indicators, but a consumer's behavior
often reflects his perception of the product.For instance, customers who have a good sense of
commodities tend to buy more frequently; conversely, customers buy less frequently. So now
we can also use Thai consumers'purchase frequency to reflect foreign consumers' perception

of Chinese products.

Stereotype-based measurement of consumer perception and evaluation is a quantitative
analysis method and a process of quantifying research issues. It is necessary to convert the
language in each option of each level into a specific number for statistical analysis and the
corresponding calculation. Way of mathematical expression reflects the Ilevel of
psychological perception of the target customer's factor characteristics of the measured object.
This study used the Likert 5-level scale to link the respondents' attitudes with the dosage form
to reflect the consumer's psychological perception evaluation level. In general, the Likert
scale has a higher degree of reliability than other scales of the same length; the five answers
are in the form of answers that allow respondents to choose their own answers in many

aspects of the Likert scale. The Likert scale represents a person's degree of approval, which is



often a project's total price score. But it also has its own shortcomings: the score for the same
attitude tend to have different attitudes. Whose attitude is low, and whose attitude is high, the
Likert scale can be roughly distinguished, but in terms of describing their differences in
attitude structure, it often cannot be done.

This study adopted the Li Kete (Likert) 5 scales, which express five impressions of
China's impressions and understanding of Chinese culture - very disagree, disagree, general,
agree, and agree, respectively. The values are 1, 2, 3, 4, 5. The frequency of foreign

consumers buying Chinese products is measured by "yes" and "no".



4. RESEARCH RESULT

4.1 Research hypotheses

The main goal of this part is to identify the main factors that influence consumers'
purchase behavior in China. To achieve these objectives several metrics will be developed
and used to measure Thai consumer perceptions on product quality. Using these consumer
metrics this study will examine the truthfulness of the following alternative hypotheses.
Combined with the analysis of the previous chapter, hypothesis 1 is given and hypotheses are
drawn from the eight dimensions of stereotype. The stereotype of Chinese products will
affect the behavior of Thai consumers. As follows:

Hla: If consumers think that the price of Chinese products is high, the frequency of

purchases is higher.

H1b: If consumers think that the quality of Chinese products is good, the frequency of

purchase is higher.

Hlc: If the consumer believes that the service of the Chinese product is satisfactory, the

frequency of purchase is higher.

Hl1d: If consumers think that Chinese products are well designed, the frequency of

purchase is higher.

Hle: If the consumer believes that the Chinese brand has a high reputation, the purchase

frequency is higher.

H1f: If consumers think that China’s packaging is beautiful, the frequency of purchase is
higher.

Hlg: If consumers think that Chinese companies have a strong sense of social
responsibility, the frequency of purchase is higher.

HT1h: If consumers believe that Chinese companies value employee rights, the frequency

of purchase is higher.

Now the consumer purchase behavior will be affected by the consumer's personal factors

as hypothesis 2. And decompose it into:



H2a: The lower the income of Thailand consumers, the higher the frequency of their

purchase of Chinese products.

H2b: The lower the age of Thailand consumers the higher their frequency of buying

Chinese products

H2c: The higher the level of education, the higher the frequency of Thai consumers’
purchase of Chinese products.

H2d: The better the Thai consumer’s impression of China, the higher the frequency of
buying Chinese products.

H2e: The more Thai consumers understand Chinese culture, the higher their frequency

of buying Chinese products will be.

Therefore, we can give Thailand consumers perfect model of perception of Chinese

products.
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Consumers' perception of Chinese products will be affected by all dimensions of their
stereotype. On the other hand, consumers' own factors will have a significant impact on
consumers' perceptions. The perception of Chinese products will directly affect consumers'
purchase of Chinese products. The purchase frequency of Thai consumers is used to indicate
the purchase behavior of consumers. After a gradual discriminating, on the one hand, we can

find out the reasons that affect consumers' purchasing behavior, and on the other hand, we



can find out the extent to which these major factors influence consumers' purchase of Chinese
products. Therefore, the first use of the questionnaire made us obtain the situation of Thai
consumer stereotypes, the information of Thai consumers to buy Chinese products, and the
factors of Thai consumers, and then discriminate and analyze related factors, and finally find

out the consumers. Perceptions have a significant impact on factors.

4.2 Analysis of sample data

1 Proportion of Thai consumers buying Chinese products

In effective samples, 178 Thailand consumers will often buy Chinese products. It
accounts for 69.26% of the total. 79 people do not buy Chinese products very often. The ratio
is 30.73%.

Table 4.1; The proportion of Thailand consumers buying Chinese products

Frequency | Percent | Valid percent | Cumulative percent
1.00 | 79 30.73.% | 30.73% 30.73%
Valid | 2.00 | 178 69.26% | 69.26% 100%
Total | 257 100% 100%

2 Sex ratio of consumers in Thailand
Among the valid samples, 96 were women, accounting for 37.35% of the total number,
while 161 were men, accounting for 62.65% of the total number.

Table 4.2; Sex ratio of consumers in Thailand

Frequency | Percent Valid percent | Cumulative percent
1.00 161 62.65% 62.65% 62.65%
Valid 1200 |96 37.35% | 37.35% 100%
Total 257 100% 100%

3 Income structure




Table 4.3; Income structure

Frequency | Percent Valid percent | Cumulative percent
2.00 18 7% 7% 7%
3.00 98 38.13% 45.13% 45.13%
Valid 700 e 45.13% | 90.26% 90.26%
5.00 25 9.74% 100% 100%
Total 257 100% 100% 100%
4 Age composition structure
Table 4.4; Age structure
Frequency | Percent Valid percent | Cumulative percent
1 58 22.57% 22.57% 22.57%
2 71 27.63% 50.2% 50.2%
. 3 48 18.68% 68.88% 68.88%
Valid
4 39 15.18% 84.06% 84.06%
5 41 15.94% 100% 100%
Total 257 100% 100% 100%
5 Experience buying Chinese products
Table 4.5; Purchase experience
Frequency | Percent Valid percent | Cumulative percent
1.00 51 19.84% 19.84% 19.84%
Valid | 200 | 206 80.16% | 80.16% 100%
Total 257 100% 100%
6 Education level
Table 4.6; Education level
Frequency | Percent Valid percent | Cumulative percent




2 18 7% 7% 7%

Valid | 3 128 49.81% | 56.81% 56.81%
4 99 38.52% | 95.33% 95.33%
5 12 4.67% 100% 100%
Total | 257 100% 100% 100%

7 Consumers' own factors

According to a large number of relevant literature on original research, this paper selects
the income, age, education level, degree of understanding of Chinese culture, and impressions
of China. The five variables are set to measure the personal factors of Thai consumers. The

following table is as follows:

Table 4.7; Commonness

Initial Extraction
Understanding of Chinese culture 1 0.572342
Impression of China 1 0.607112
Education level 1 0.884256
Income 1 0.894372
Age 1 0.902312
Extraction method: principal component analysis.

In order to avoid the influence of the correlation between the above five variables on the
research analysis, it is necessary to extract common factors for the five variables, thereby

eliminating the problem of correlation.

Factor analysis was used to analyze the collected sample data. Such as Table 4.8. It can
be seen that the first three factors can reflect 76.509% of all the information. Therefore, the
first three factors are selected for related analysis. Therefore, three common factors are
obtained: the first common factor is related to the two levels of education and income, so the
factor can be regarded as the “social status” factor, the second factor and the degree of
understanding of Chinese culture and There are positive correlations between the two
variables of Chinese impression, so it is called the “Chinese complex™ factor; while the third



factor is mainly related to age, so it is called “age” factor.

Table 4.8; Factor load matrix after rotation

Original variable Common Common Common
factorl factor2 factor3

Education level 0.9412

Income 0.9344

Understanding of Chinese culture 0.7246

Impression of China 0.7173

Age 0.9801

Eigenvalues o 1.081 1.001

Proportion  of total  variance | 34.899 21.498 20.102

explained

Cumulative variance ratio explained | 34.899 56.624 76.509

4.3 Discriminant analyses

In order to determine which factors significantly affect the frequency of Thai consumers'
purchase of Chinese products, this paper analyzes the common factors extracted from
Chapter 3 and the consumer personal factors in this chapter using discriminant analysis. A
total of three common factors were identified to determine the frequency of Thai consumers
purchasing Chinese products, namely: the service factor of the stereotype, the responsibility
factor and the Chinese complex factor of the consumer's personal factors. It has a great
influence on discriminating whether Thai consumers often purchase Chinese products. The

influence of other factors is not significant.

Discriminate analysis of the original data. As can be seen from Table 4.9, the accuracy
of the overall discrimination is 73.7%. Here, 27 people do not often buy "Made in China" but
don't misjudge it as a regular purchase, the accuracy rate is 72.4%; 41people often buy

Chinese made but are mistakenly judged to be infrequently purchased, the accuracy is 74 .2%

Table 4.9; Discriminant analysis results

accurate | Misjudgment | Total

Sample raw | Quantity 1 Buy often 71 27 98

grouping 2 Not buying often 118 41 159

result Percentage 1 Buy often 72.4% 27.6% 100




2 Not buying often

74.2%

25.8%

100

Note: Correct classification of 73.7% of the initial grouping case

In order to find out the influence of different factors on the frequency of consumers

purchasing Chinese products, this paper uses Gahriel et al's analysis method to calculate the
importance of factors affecting Thai consumers' frequent purchase of Chinese products

according to relevant formulas. The results are as follows:

Table 4.10; The impact of various factors on consumers' frequent purchase of Chinese

products
Standardized | Variable Non-standard | Difference | Variabl | Relative influenc
discriminant discriminant | between e value | importance | e level
coefficient coefficiept means %
K; Xj1-X; i R;
0.349 Service 0.354 0.382 0.135 11.002 3
factor
0.834 Responsib | 0.913 0.870 0.795 64.323 5
ility factor
0.532 Chinese 0.553 0.583 0.322 24.675 4
complex
factor
Total 258 100

Empirical analysis shows that the stereotyped concept of consumer's product liability
dimension has an impact on judging whether Chinese products are frequently purchased or
not, reaching 64.323%, ranking first among all the public factors affecting consumers'
purchase frequency; and the "China Complex" factor of consumer's personal factors has an
impact on Thai consumers' purchase. The frequency of purchasing Chinese products has a
greater impact, with the impact process reaching 24.675%, ranking second among all the
public factors affecting the frequency of purchasing Chinese products; the impact of Thai
consumers' stereotypes on the frequency of purchasing Chinese products in the service
dimension is 11.002%, and all the impacts are eliminated. The fee is third in the common
factor of buying the frequency of Chinese products.

4.4 Hypothesis tests



To test these hypotheses a review of consumer metrics useful in measuring consumer

perception of product quality and their purchase decision behavior is necessary .

1 The impact of price stereotypes on Thai consumer buying behavior

One important consumer product quality criterion is reflected by the "price" the
consumer pays for a prcdact . Because the common factor "design" does not enter the final
discriminant function, the sample data does not support the assumption that the "design"
factor significantly affects the frequency of consumer purchases. In Chapter 3, Table 3.2, the
“design” factor has a high price load. The influence of Thai consumers the price of Chinese
products on their purchase of Chinese products is not significant.

The above analysis shows that the long-term low-price strategy of Chinese products has
made foreign consumers from a cheaper sterecotype of Chinese products. The continued
implementation of low-price strategies by Chinese companies has less incentive for Thai

consumers to purchase Chinese products.

2The impact of quality stereotype on Thai consumers' purchasing behavior

Suppose H1b believes that if consumers think that the quality of Chinese products is
good. The frequency of purchasing their products is higher. It can be seen from Table 4.10
that the influence of Thai consumers' stereotype on Chinese product liability on whether to
purchase Chinese products frequently is 64.323%, which is the first among all public factors
affecting the frequency of consumer purchases. It. From the third chapter 3-2 tables, product
quality is also very important in the “responsibility” public factor. Therefore, it is one of the

most important factors that consumers influence the quality of Chinese product quality.

The above analysis shows, Chinese manufactured products are perceived as having
significantly less quality than products produced in other countries. The above analysis shows
that quality will be an important factor that Chinese companies must and continue to pay
attention to. Product quality stereotype will have a very positive impact on Thai consumers'
purchase of Chinese products.

3 The impact of service stereotype on Thai consumers' purchasing behavior

From Table 4.10, the service dimension of the common factor reaches 11.002%, which
also verifies the rationality of the hypothesis HIC. Table 3.2 in Chapter 3 shows that service
stereotype has a greater impact on service common factors and higher loads. Therefore, the
concept of service stereotype has a greater impact on Thai consumers' purchase of Chinese

products.



At present, most Chinese companies enter the international market indirectly through
international intermediaries. Therefore, who will serve Chinese products will be a problem

that Chinese companies must face.

4 The impact of design stereotype on Thai consumers' purchasing behavior
From Chapter 3, Table 3.2, the design factor has a higher load on the design stereotype,
but joins Table 4-10. Explain that Thai consumers' stereotypes about Chinese product design

have little impact on the frequency of their purchases of Chinese products.

For a long time, China has only been a processing factory for the world's products. The
products lack their own unique design styles, Chinese manufactured products are perceived
as having significantly less value to the consumer than products produced in other countries.
so consumers who often buy Chinese products do not pay attention to the design of Chinese

products.

After China joined the World Trade Organization, nearly one-third of the global OEM
(OEM) business gradually moved to mainland China. Mainland China has gradually become
a global OEM production base. After years of production, the company has nothing to do
with design and sales. It not only loses its sensitivity to the consumer demand market, but
also enables consumers to have OEMs for Chinese products. Stereotypes, that is, design has
nothing to do with Chinese products. For a long time, because Chinese products lack their
own unique design styles, consumers who often buy Chinese products do not pay attention to
the design of Chinese products. This is because China's product design capabilities can not
attract the attention of overseas consumers. Most OEM products. It is designed by foreign
countries, made in China, and China is only a foundry. The transition from OEM (OEM) to
ODM (self-design), from Imitate (Imitation) to Innovation (innovation) is the only way for

Chinese products to go global.

5 The impact of brand stercotypes on the purchasing behavior of Thair consumers
The results from the 4.10 table can be seen to negate the rationality of the hypothesis
Hle, so it shows that even if Thai consumers think that the brand awareness of Chinese

products is high, it does not necessarily lead them to buy Chinese products more frequently.

The reason for this result is that the current influence of Chinese brands on the
international market is low, lacking a real international brand, and Chinese products lack

national and brand personality.



6 The impact of packaging stereotypes on the purchasing behavior of Thai consumers

It can be seen from Table 4.10 that the influence of the image common factor on the
frequency of Thai consumers purchasing Chinese products is not significant, but the third
chapter 3-2 shows that the image public factor has a higher load on the packaging stereotype.
Therefore, it is not obvious that packaging stereotypes have a significant impact on whether

Thai consumers often purchase Chinese products.

7 The impact of social responsibility perception on Thai consumers' purchasing
behavior

Suppose 1g believes that if consumers think that Chinese companies have a strong sense
of social responsibility, then they buy Chinese products more frequently. In the modern
marketing concept, enterprises are required to combine the interests of enterprises, the
interests of consumers and the long-term interests of the entire society. A company with a
strong sense of social responsibility will be favored by consumers. Consumers will form a
responsible stereotype for the overall enterprise of a certain country. It will also believe that
the products produced by the company are reliable and will increase to a certain extent. The
frequency of purchase of products by enterprises. The research results of this paper support
the hypothesis that the evaluation of social responsibility of Chinese consumers in Chinese
companies will affect consumers' purchasing behavior.

From the 4.10 table, the liability factor is 64.323%, which demonstrates the rationality
of the hypothesis Hlg, and then combines the conclusions of Chapter 3 Table 3.2. It can be
concluded that there is a positive relationship between Thai consumers' stereotypes about

Chinese corporate social responsibility and the frequency of purchasing Chinese products.

Therefore, Chinese companies must shape the image of corporate social responsibility

and strive to enhance the competitiveness of state responsibility.

8 The impact of stereotypes of employee rights on Thai consumers' purchasing behavior

According to the 4-10 table, the service factor accounts for 11.002% of the influencing
factors that determine whether consumers purchase Chinese products, while the service factor
has a higher load on the employee's employee stereotypes, reaching 0.9445. . Combined with
the hypothesis Hl1h. Therefore, it is concluded that the concept of employee rights and
interests has an important role in discriminating whether Thai consumers often purchase

Chinese products.



9 The impact of Thai consumer personal factors on their purchase of Chinese products
Assume that H2a believes that the lower the consumer's income. The higher the

frequency of purchasing Chinese products, and the results of this paper rejects the hypothesis.

It shows that the age of the consumer does not have a significant impact on their purchase

behavior.

Assume that H2c¢ believes that the degree of education of consumers is positively related
to the frequency of purchasing Chinese products. The results of this paper reject the
hypothesis. It shows that there is no significant correlation between the education level of

consumers and whether they often purchase Chinese products.

Suppose H2d believes that the better consumers are impressed with China, the higher
their frequency of purchasing Chinese products; assuming H2e believes that the more
consumers understand Chinese culture, the higher their frequency of purchasing Chinese
products. Because, as showed in Table 4-10, the importance of the Chinese factor of the
consumer in all the influencing factors that determine whether Thai consumers frequently
purchase Chinese products is 24.675%, which is in the second place. Therefore, the results of

the research analysis support hypothesis H2d and hypothesis H2e.

Therefore, in order to expand the international market and increase the international
market share, Chinese enterprises must strengthen international cultural exchanges, increase
the understanding of Chinese consumers in Chinese culture, and then form an identity and

establish a responsible and friendly national image.



5.CONCLUSIONS AND RECOMMENDATIONS

5.1 Empirical Research Conclusions

Today. thinese consumer goods dominate many Thailand markets. often lower purchase
prices make Chinese goods an attractive option for consumers. Based on the survey of
consumers in the Thai market, the current situation of Chinese products stereotypes of foreign
consumers was analyzed. Summing up and finding that Chinese products is low in price but
low in quality, incomplete service, low brand awareness, poor sense of corporate social
responsibility in China, and insufficient protection of employees' rights and interests are the
consensus of foreign consumers; using exploratory factor analysis Finally, four independent
factors were extracted from the eight factors of Thai consumer stereotypes: image, service,

design and responsibility.

The personal factors of foreign consumers also affect their perception of Chinese
products . In order to further find out the influence of consumers' personal factors and factors
of origin stereotypes on foreign consumers' perception of Chinese products , this paper adopts
stepwise discrimination. The analysis method explores the sample data. The research results
show that the impact of corporate social responsibility on consumers' purchase of Chinese
products products is 64.323%, which is the most significant among all the influencing
factors. The factor of the Chinese complex is more than doubled. Secondly, the factor of
"China Complex" has an influence of 24.675%. It mainly includes the impression of the
Chinese and the Chinese culture. The third factor is The service factor, which has an impact
on consumers buying Chinese products 1is 11.002%. The age factor, social status factor in
the consumer's own factors, and the image factor and design factor in the stereotypes are

perceived by consumers. The impact of Chinese products is not significant.

5.2 Recommendations

1.Responsible for the Responsibility of Countries and Enterprises
As can be seen from the research in Chapter 4, among many factors that affect

consumers' purchase of Chinese products

The degree of influence of the responsibility factor is very high, and the importance of
the responsibility factor obtained through discriminant analysis reaches 64.232%. The image

of the country and the image of the company are important factors in enhancing consumer



trust. The image of the country and the image of the company come from the sense of social
responsibility of the state and the company. The relationship between the country’s
competitiveness and the state of social responsibility of a country’s enterprise can be
reflected in the competitiveness of the country’s responsibility. National Responsibility
Competition promotes people's understanding of corporate social responsibility from the
national, industrial and corporate levels. National responsibility competitiveness is a higher
level of understanding of corporate social responsibility, and it indicates that the development

of corporate social responsibility will enter a new stage.

The emphasis on the country's responsibility and competitiveness means that the state
attaches importance to the responsibility of enterprises. When a country encourages
enterprises to develop and utilize their own professional advantages, to pay attention to the
impact of the entire social interests, such as environmental pollution, sales rights and interests,
energy conservation and emission reduction, ecological resources, etc., this long-term
sustainable development of enterprises Provides protection. If a country sends a sample of a
mainstream enterprise, then this will determine how the country develops and operates global
resources, and the country's competitiveness will also be enhanced, and the country's position

and role in the global economy will also increase.

The responsibility competitiveness of enterprises is the core competition of the
enterprise in the future. The well-known "trichloramine" incident not only caused China's
dairy industry to fall into a deep crisis of trust, but also caused adverse reactions in the
international arena. Some countries (regions) in Japan, Taiwan, and Africa have ordered a
total ban on imports. Chinese milk. Nowadays, the era has entered a comprehensive
responsibility and competitiveness to replace the era of high quality and low price. The future
market will be deeply affected by the responsibility. Those enterprises that are responsible for
the Duhui responsibility and willing to assume social responsibility will be favored by
consumers. Moreover, many multinational companies use corporate social responsibility as
the focus of publicity to attract consumers. In some multinational giants, this factor has even
become a trade barrier. In order to effectively cope with this competitive attitude, companies
must follow up, on the one hand, can incorporate social responsibility into the company's
culture, such as Ma Yun's Alibaba, the company's culture is to create value for more people,
on the other hand As a new type of marketing means and method, corporate social
responsibility encourages consumers to positively perceive the corporate image, thereby
enhancing the competitiveness of the enterprise. These are not only significant for Chinese
companies, but also for Thai companies.



2. Choosing the right pricing strategy, focusing on product quality and promeoting cost
normalization

Based on the investigation and analysis in Chapters 3 and 4, foreign consumers have an
important stereotype of Chinese products at a low price. However, the impact of price
stereotypes on consumers' frequent purchases of Chinese products is not significant.
Consumers do not necessarily buy Chinese products when they know that Chinese products
is cheap. This also shows that the long-term low-price strategy has a low-priced stereotype of
Chinese products for foreign consumers, and has a lower impact on the frequency of
consumer purchases. Relying on low-price strategies to stimulate consumers to buy Chinese
products will be further reduced, while low-cost competition is not sustainable. This
includes those who are still currently using the product, indicating consumers have a poor

perception of Chinese-made products.

At present, the perception of Chinese products prices by foreign consumers is distorted,
and the long-term distortion perception of prices has formed a low-cost stereotype, which in
turn has affected consumers' purchases. When costs are normalized, distorted price
perceptions will have a short-term impact on marketing in international markets, as dealers'

profits fall and consumers refuse to buy, and sales will fall.

From the stereotypes of origin, we can see that only by maintaining good product quality
and paying attention to marketing, stereotypes will be changed. The normalization of costs is
to require prices to return from distortions and normalization. In addition, the normalization
of the Chinese products cost will help Chinese companies re-select the target market and
position the product. For example, from low-end consumer groups to high-end and
end-consumer groups. Therefore, for enterprises, the pricing strategy should aim at the
normalization of cost, relying on the advantages of quality and brand to achieve long-term

occupation of the market.

3 Strengthen communication with forcign consumers and spread Chinese culture

It can be seen from this study that culture affects the purchase of commercial trade and
foreign consumers. Buying behavior is significantly affected by the Chinese complex factor,
and the importance of discriminating whether foreign consumers will frequently purchase
Chinese products is 24.675%. The implementation of cross-cultural communication and

cross-cultural marketing strategies can have a major impact on consumer behavior.

As the main influencing factor of people forming stereotypes, culture will have a
profound impact on corporate marketing activities. The cross-cultural marketing mix refers to

the organic combination of cultural adaptation strategies, cultural differences strategies and



cultural cross-strategies. Cultural adaptation strategies emphasize national traditions, customs,
taboos, and fulfillment of responsibilities, while cross-cultural marketing needs to adapt to
the cultural requirements of the target market countries and needs to be as relevant as
possible to local cultural characteristics. It applies to those local cultures that are more intense
and not A country that is easy to change. The cultural difference policy refers to the objective
analysis and evaluation of the target market culture by cross-cultural marketing, thereby
finding out the cultural differences, understanding and understanding the cultural differences,
and finally discovering the cultural opportunities brought about by the cultural differences.
Develop a corresponding marketing strategy. The cultural cross-cutting strategy believes that
culture will change with the times. The services and products of a certain stage may not
reflect their respective cultural characteristics, and will eventually be accepted without the
influence of culture. For example, the Chinese finally accept the Christmas card. Consumer
buying behavior is influenced by cultural differences, and cross-cultural marketing strategies
need to be based on the culture of consumers and the culture that consumers can accept. In
practice, corporate marketing needs to fully understand the differences and changes in culture,
capture the market differences and business opportunities brought about by cultural
differences, and choose the correct cultural adaptation strategy, cultural differential strategy
and cultural cross-cutting strategy. Their strategic combination has succeeded in expanding
the international market. Product quality from one of the world's largest trading partners

should be important in planning future purchases of manufactured goods from China.
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APPENDIX

SURVEY

THAI CONSUMERS' VIEWS AND EVALUATIONS OF CHINESE PRODUCTS

Dear Sir and Madam:

Hello, thank you very much for participating in the survey of this questionnaire. The

questionnaire is designed to understand your perception of the “Made in China” product and

the purchasing behavior. Filling out the questionnaire will take up some valuable time and

sincerely ask you to fill it out in detail and earnestly. The title of this questionnaire is a

multiple-choice question. Please click “\* on the item you want to choose according to your

own situation. This questionnaire is for statistical analysis purposes only. We are committed

to strict confidentiality and express our sincere gratitude for your support of

Part 1: Your basic information

1. gender

0 male o female
2. Age

oUnder 20 years old

046-55 years old

3.Marriage
oSingle

4. Education
0 Undergraduate students
o Graduate students

5. Income
010,000 THB or less
030,001-40,000 baht

021-35 years old
056-65 years old

036-45 years old

oMarried oDivorce

o Undergraduate students
o Doctoral students

010,001-20,000 baht
040,001-50,000 baht

020,001-30,000 baht
050,000 baht or more

6. Have you used Chinese-made products?

oYes

oNo



7. Do you often buy Chinese-made products?

oYes

oNo

Part II: Your perception of "'made in China"

Evaluation level Very incompatible | general | conform | Very
non-compliant much in
line
Score 1 2 3 4 5

8. I understand Chinese culture

9. I have a better impression of
China.

10. I think the quality of "Made

in China" is good.

11. I think the quality of "Made in
China" is better than that of other

countries.

12. T believe that the quality of
"Made in China" is trustworthy.

13. I think the "Made in China"

product is cheap.

14. I think the price of "Made in
China" is high.

15. I think the price of "Made in
China" is higher than that of other

countries.

16. I think the design of "Made in

China" products is generally

17. 1 think the design of "Made in

China" products is beautiful.

18. I think the "Made in China"
product brand has a high

reputation.

19. I think that "Made in China"
product packaging can cause

consumer favor

20. 1 believe that "Made in




China" companies have a strong

sense of social responsibility.

21. 1 believe that “Made in
China” companies are responsible

for consumers.

22. 1 believe that “Made in
China” companies have not
caused damage to the
environment and have been

responsible for society.

23. 1 think the "Made in China"
company is very caring for its
employees and can be considered

for employees.

24. 1 believe that “Made in
China” provides employees with
a comfortable living and working

environment.

25. 1 believe that “Made in
China” has a well-developed
employee insurance system and is

responsible to employees.
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