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Abstract

The purpose of this study was to examine the influence of country-of-origin image
towards purchase intention and towards customer brand relationship in Thai jewelry industry
among foreign tourists. Four hundred and fifty-two samples were collected from 207 American
tourists and 245 British tourists who visited Chiang Mai, Thailand, between August to September,
2008. The factors used for the analysis were country-of-origin image, purchase intention, and
customer brand relationship. The results from the questionnaire and the analysis of factors
showed that country-of-origin image could be divided into 3 main factors: 1) General Country
Attributes (GCA), which was divided into two sub-facets: stereotypes of Thai people (GCA1)
and attributes of Thailand (GCA2); 2) General Product Attributes (GPA); and 3) Thai jewelry
product attributes (SPA), which was divided into two sub-facets: attributes of Thai jewelry

(SPA1) and service/distribution of Thai jewelry industry (SPA2).

In this research, Pearson Product Moment Correlation Coefficient was used to test the
relationships between country-of-origin facets (independent variable) and purchase intention, and
customer brand relationship (dependent variables). The findings revealed that country-of-origin

facets affected both purchase intention and customer brand relationship.



The analysis to find the prediction factors for purchase intention using Stepwise Multiple
Regression Analysis revealed that the factor that had the most positive influence was attributes of

Thailand (GCA2) at 0.05 statistic level, followed by General Product Attributes (GPA).

The analysis to find the prediction factors for customer brand relationship using Stepwise
Multiple Regression Analysis revealed that the factor that had the most positive influence was
attributes of Thailand (GCA2) at the level of 0.05, followed by General Product Attributes
(GPA), and service/distribution of Thai jewelry industry (SPA2). However, attributes of Thai

people had a negative influence on customer brand relationship at the level of 0.05.



