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THAILAND

Land of Diversity & Refinement
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Questionnaire

Influence of Country-of-origin Image towards Purchase Intention of Foreign
Tourists.
This questionnaire was intended to study consumer’s perceptions of “Made in

Thailand” product image that affects Thai jewelry purchase intention of foreign tourists.

The questionnaire comprises four parts (A to D)

Part A - asetof 5 statements on demographic.

Part B - a set of 3 statements on your level of Thai jewelry purchase intention.

Part C -  a set of 33 statements on your level of considering country-of-origin image in which
three subsets are general country attributes, general product attributes and special in
jewelry product attributes.

Part D - a set of 13 statements on your level of consumer relationship with Thai jewelry.

For this questionnaire
Jewelry 1s small things or stuffs that you wear for
decoration, such as a necklace, ring, or bracelet, etc. made from
gemstones and precious metals. Neither costume jewelry nor mass
produced.

Thai jewelry 1s a jewelry made in Thailand




Part B — Part D

Please indicate the degree of agreement to the following statements relating to your knowledge and

experience affection for the features described. An excellent factor would be scored as “Absolutely Agree = 10”

and the opposite is “Absolutely Disagree = 1” while a general feeling about country-of-origin is scored between

9-2.

Part A Demographic

This section of the questionnaire requires your individual detail. Please inform your personal

information.
1. Gender
[ ]Male

2. Age

[ 118-24yrs. old

[ 135-44 yrs. old

[ ]155-64yrs. old
3. Education

[ ]1High School or below

[ ]Bachelor Degree

[ ]Higher than Master Degree
4. Occupation

[ ]1Business owner/ Executives

[ ]Company employee

[ 1Government Official

[ ] Students

[ 1Freelance (please SPecify..........evvivnimiiiiiieiriereeieese e

5. Annual income before tax
[ ]Less than $US 15,000
[ 1$US 25,001- $US 35,000
[ 13US45,001- $US 55,000

] Female

125-34 yrs. old
145-54 yrs. old

165 yrs. old and above

] Diploma

] Master Degree

] Professionals
] Housewife or Unpaid family worker
] Retired

] Unemployed

1$US 15,001 - $US 25,000
1$US 35,001- $US 45,000
] More than $US 55,001
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Part B Intention to purchase Thai jewelry.
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] ]
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Intention to purchase Thai jewelry S )
= =
E E
S )
< <
10 1
1. I definitely intend to buy some Thai jewelry during my
stay in Thailand.
2. I bought some Thai jewelry in the past.
3. T have intended to buy some Thai jewelry in future.
Part C  Country-of-origin Image.
]
2
5] on
2 :
& A
Country-of-origin & Country-of-origin affect on %» %
purchasing Thai jewelry % %
2 2
< <
10

1. Thai people are friendly.

2. Thai people are artistic.

3. Thai people are creative.

4. Thai people are well educated.

5. Thai people are hard working.

6. Thai people have technical knowledge.

7. Thai people have achieved high standards of work

experience.

8. Thai people have necessary skills to deal with their job.

9. Thai people can raise their standard of living.

10. Thailand has a good political system.

11. Thai economy has potential to be prosperous.

12. Thai products are prestigious.

13. Products from Thailand have reasonable price.
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Intention to purchase Thai jewelry
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14. Design of Thai products is not original.

15. Thai products are not attractive to buy.

16. Thai products are intensely advertised.

17. Thai products contain relevant information.

18. Thai products are long lasting.

19. Thai products offer a wide range of style.

20. Thai products are easily available.

21. There are many customer service shops for Thai

products.

22. Thai jewelry is made from high quality material.

23. Buying Thai jewelry is a good investment.

24. Thai jewelry is refinement in process.

25. Thai jewelry has unique designed products.

26. Thai jewelry shops offer certification of authenticated

quality of materials used.

27. Thai jewelry shops offer quality materials of Thai
jewelry; gem stone cutting, size, color and high percent of

silver or gold.

28. Employees at Thai jewelry shop offer good service.

29. Employees at Thai jewelry shop have good knowledge of

the product.

30. I am impressed with overall excellence of Thai jewelry.
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Part D Consumer relationships with Thai jewelry.

Consumer relationship with Thai jewelry

Absolutely Agree

Absolutely Disagree

[y
(=}

1. T have experienced using Thai jewelry.

2. I spent time shopping for Thai jewelry as appropriate as

I planned.

3. I intend to recommend Thai jewelry to friends.

4. I really like Thai jewelry.

5. I really love Thai jewelry.

6. I am always interested in learning more about Thai

jewelry.

7. 1 know a lot about Thai jewelry.

8. Thai jewelry says a lot about the type of person I want to

be.

9. I am similar personality of jewelry made in Thailand.

10. Thai jewelry reminds me the things past while in

Thailand.

11.Tam very attracted to Thai jewelry.

12. T am always buying Thai jewelry.

13. I am proud to have others know I use Thai jewelry.
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