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ABSTRACT

Country-of-origin’s image is a highly regarded factor in the purchase
decision, and understanding consumers’ attitude is the significant determinant to
success in the market. The purpose of this study is to investigate the impact of
country-of-origin image of Thailand and the consumers’ attitude toward natural skin
care products through consumers’ individual healthy lifestyle on consumers purchase
intention of Thai natural skin care products. The primary data were collected from 400
respondents who intend to buy the Thai natural skin care products and live in
Guangzhou from 5 locations in 4 districts of Guangzhou, China. The self-
administered questionnaire was used to collect the primary data. The primary data
were processed by the Statistical Package to analyze and interpret the data, and to test
the hypotheses.

The results show that firstly, Chinese consumers believed that Thai natural
skin care products have high quality with truly natural ingredients. Country-of-origin
image of Thailand seems significantly related to product image of Thai natural skin
care products which in turn affect consumer purchase intention of Thai natural skin
care products. Secondly, health consciousness, environmental attitudes and healthy
lifestyle seem significantly related to attitude toward natural skin care products which
in turn affect consumer purchase intention of Thai natural skin care products. Chinese
consumers trust natural skin care products and believe that natural skin care products
are harmless. They think that to use natural skin care products is beneficial for their
health; as a result they desire to purchase natural skin care products. Lastly,
appearance consciousness seems significantly related to attitude toward natural skin
care products which in turn affect consumer purchase intention of Thai natural skin
care products. Chinese consumers have very high appearance consciousness. They
admitted that if they could look just as they wish, their life would be much happier.
They think that what they look like is the important part of who they are.

Note: Upon the request of APHEIT Conference, the article of this thesis was applied regression analys i to test hypotheses.
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CHAPTERI1

GENERALITIES OF THE STUDY

1.1 Introduction

Country-of-origin’s image is broadly recognized to have a significant impact
on consumers’ decision-making and plays a significant role in affecting product
image. As a result, boosting the country-of-origin’s image certifies an effective means
to heighten product image in emerging markets (Souiden et al., 2011). In looking at
attitude toward organic foods, health consciousness and environmental attitudes can
be used to estimate influence in consumers’ attitude toward organic foods through an
individual’s healthy lifestyle (Chen, 2009). However, the difference between organic
foods and organic personal care products exists, but they claim that similar values will
form consumers’ behaviors (Kim& Chung, 2011). Therefore, this study aims to study
the impact of country-of-origin image of Thailand and the consumers’ attitude toward
natural skin care products through consumers’ individual healthy lifestyle on
consumers purchase intention of Thai natural skin care products by using factors like
health consciousness, environment attitudes, healthy lifestyle, appearance

consciousness, and attitude toward natural skin care products.

Since the beginning of the twenty-first century, cosmetics consumers have
gone green, therefore, they are aware of the possible dangerous chemicals in the
products such as paraben and phenoxyethanol. There are plenty and various tropical
plants, herbs, and flowers available in Thailand. As a result, Thailand has a high
potential to produce and develop natural and organic cosmetics. The strengths of Thai
natural and organic cosmetics are their high quality and fragrance of natural
ingredients; hence, many consumers perceive that the products are real natural

products, particularly their raw materials (Canavari etal., 2011).



The Ministry of Commerce of the People’s Republic of China (2013)
reported that Thailand is a historical agricultural country. Therefore, Thailand is an
agricultural country has been deeply in most of Chinese consumers’ minds.
Pricewaterhousecooper (2012) reported that the beauty and personal care market of

China was the world’s fourth-largest market after the US, Japan, and Brazil. It will be
worth US $34 billion by 2015.

1.1.1 Chinese consumers go green

The Hong Kong Trade Development Council (HKTDC) (2011) reported that
green consumption has been burgeoning and developing in the Chinese market. A
questionnaire survey that was conducted by the HKTDC in June 2011 revealed that,
of 2,400 respondents of mainland China consumers, 86% of the respondents’ count
that their environmental awareness and behavior have increased noticeably when
compared to the past few years, and 75% of the respondents have consumed green
products over the past year. It is forecasted that under the 12" Five-year Programme,
the Chinese government will advocate green lifestyles in order to boost the shift to

emission-reducing and energy-saving products through government allowances.

Normally, the prices of green products are higher than traditional ones.
Mainland China consumers usually purchase products that are beneficial to them. The
highest purchase ratios in different categories of green products among the
respondents are ranked as follows: food and drinks (95%), electronics and electrical
appliances (90%), clothing (57%), and personal care products (53%) respectively. The
average years the respondents have purchased green products are 2.5 years and the
reason that they purchase green products are because they are concerned about their
personal health. Furthermore, the arrival of babies in the family is a trigger of green
product consumption because 68% of the respondents have children aged 0-2 began to
purchase green products. Additionally, for the same kind of green products, the
respondents are willing to pay higher premium for non-Chinese foreign green
products that are produced in foreign countries by foreign firms than the green

products that are produced in China. A premium of 16% is the highest premium that



respondents are willing to pay for the foreign green products while a premium of 4%
to 6% is the premium that respondents are willing to pay for the green products that

are produced in China even if the manufacture facility is invested by foreign firms.

For green personal care products, the respondents are willing to pay a
premium of 15%. China green market is at mid- to high-end market. The firms should
offer medium- to high grade of green products with a professional image. The major
channels of China mainland consumers to receive environmental protection
information are ranked as follow; relatives and friends (57%), in-store promoters
(56%), and newspapers, magazines and websites (54%) respectively. 82 % of
respondents’ mentioned that they will purchase more products of those firms and

brands that have been proven as eco-friendly.

Greendex 2012: consumer choice and the environment is a worldwide
tracking survey which is a quantitative study of 17,000 consumers in 17 countries
around the world that measures consumer behavior in aspects concerning to housing,
transportation, food, and consumer goods from National Geographic (2012). It
reported that the Greendex score of Chinese consumers has continuously risen since
2008 although there is rapid development in China, while consumers in other
emerging markets such as Brazil, Russia, and India have not seen the tendency of
upward scores. As shown in figure 1.1 the Greendex map of the world in 2012, the
Greendex score of Chinese consumers is 57.8 and the ranking has risen up one
position to 2™ place, after Indian consumers. As shown in Figure 1.2, the changes in
overall Greendex score trends in 2010-2012, it shown that Chinese Greendex has
moderately increased. The goods score of Chinese consumers has risen up
considerably and ranks 3. The food score has risen up from 6™ to 3™, the
transportation score has risen up from 2" to 1¥, and although there is a small decrease
since 2010 in housing, it has still risen up from 4" to 3. As shown in figure 1.3,
Chinese consumers indicate that environmental problems are bringing an adverse
impact on their health. Chinese consumers prefer to purchase environmentally

friendly products and are the 2™ most who are probably going to avoid



environmentally unfriendly products. They are also the most likely to be worried
about air pollution, water pollution, and the spread of pestilence. They are the most
likely to believe their government is trying hard to ensure they have a clean
environment, despite less who believe this today than in 2010. They are the most
inclined to indicate that they are working extremely hard to lower their adverse
impact on the environment, although most people think that the impact is quite serious

that there is hardly individuals can do about it.

Figurel.1: 2012 Greendex map of the world

2012 Greendex Map of the World

Roll over a country to reveal its consumers' Greendex

Greendex scora, 2012
B 55.1 -60.0
B 50.1-55.0

451 -500

40.1 - 45.0

Not surveyed

Source: National Geographic. (2012). Greendex 2012: consumer choice and the
environment- A worldwide tracking survey. Retrieved from
http://environment.nationalgeographic.com/environment/greendex/



Figurel.2: Changes in overall Greendex score

Changes in Overall Greendex Score
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Figurel.3: Environmental problems are having a negative impact on people health

today

Environmental Problems Are Having a Negative Impact on My Health Today

Percentage of Consumers in Each Country, 2012
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1.1.2 Consumers in Guangzhou

The Hong Kong Trade Development Council (HKTDC) (2012) reported that
Guangzhou is the capital city of Guangdong province and it is the major financial and
commercial center of southern China. Guangzhou possesses a major position and
wields powerful influence to the country’s economy. The Gross Domestic Product
(GDP) of Guangzhou has achieved 1.23 trillion Yuan in 2011 and a year-on-year
increase of 11 %. Also, it has accounted for 2.6% share of China GDP. Regarding to
the 12" Five-Year plan of Guangzhou, the target of the city GPD will increase by an
average of above 11% annually and will achieve 1.8 trillion Yuan in 2015, at the same
time the total retail sales will rise above 800 billion Yuan. Guangzhou has been a
migrants’ city. In 2010, the city has 12.7 million populations but only 8.06 million
populations possess household registration in Guangzhou. In Guangzhou, the
“Customer comes first” concept is being deep-rooted into consumers’ minds, although
there are different customer groups with regard to income level, cultural background

and consumption preference.

Chinese citizens of South China are recognized as health consciousness
people and likely to apply natural therapies for several types of ailments. The
Cantonese are well known for their traditional seasonal soups that are supplied to the
human body’s needs. The cities such as Guangzhou, Shenzhen, and Zhuhai are well-
stocked with organic produce and organic health care articles. The incomes of many
organic consumers in South China are not high when compared to organic consumers
in Beijing or Shanghai, but they have a rich sense of health consciousness

(http://www.usdachina. org/info_ details1.asp?id =2704, 2012).

Guangzhou consumers exhibit less conservative consumption behaviors than
Beijing and Shanghai consumers, but Guangzhou consumers are more likely than
Beijing and Shanghai consumers to wait for their friends’ recommendation before
purchasing a new brand. Furthermore, country-of-origin is a highly regarding factor in

the purchase decision. Guangzhou consumers have the most precise knowledge about



a brands’ country of origin when compared to Beijing, Shanghai and Chongqing

consumers (Paproski, 2011).

1.1.3 Cosmetic industry in China and Guangdong province

As shown in figure 1.4, the overall demand for consumer goods in Asia is
still strong in 2011. The demand for soaps and cleansers has grown stronger than
originally estimated, the estimates growth in India, Hong Kong, and China were 9%,
5.4%, and 10.1 % respectively while real growth was 11.1%, 8.6%, and 12%
respectively (Pricewaterhousecooper, 2012). As shown in Figure 1.5, the market
demand for soaps and cleansers in Asia and Australia will increase and will have the
highest market demand among North America, and Western Europe by 2013

(Pricewaterhousecooper, 2012).

Figure 1.4: Soaps and cleansers: Market demand growth (% real change pa)

Soaps and cleansers: Market demand growth (% real change pa)

Territory 2008 2009 2010, 2011 2012 2013 2014 2015
Asia and Ay_stralasia 4.3 6.5 5_,2 5.9 7.0 5.9 5.8 53
China 13.3 © 186 32 120 127 9.7 9.3 7.3
Hong Kong 3.9 7.0 8.7 8.6 6.8 3.7 3.4 3.0
India 10.2 166 141 111 9.9 105 9.8 9.8
Japan -0.8 0.6 35 -06 2.4 1.5 1.4 1.0
Taiwan -0.8 2.6 50 5.5 5.4 41 4.8 4.7

Source: Economist Intelligence Unit
Figures for 2011 onwards are forecasts. Prior years are actuals or estimates.

Source: Pricewaterhousecooper. (2012). 2012 Outlook for the retail and consumer
products sector in Asia. Retrieved from
http://www pwchk.com/webmedia/doc/634593712079638863 rc ap
products_outlook 2012.pdf



Figure 1.5: Soaps and cleansers: Market demand (nominal US $ million)

Soaps and cleansers: Market demand (nominal US $ million)
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160,000

140,000

120,000

= Agig and
Australasia
100,000
- Morth America
N
o Western Europe

80,000,

60,000

40,000

2008 2009 2010 2011 2012 2013 2014 2015

Source: Economist Intelligence Unit

Source: Pricewaterhousecooper. (2012). 2012 Outlook for the retail and consumer

products sector in Asia. Retrieved from
http:/www pwchk.com/webmedia/doc/634593712079638863 rc_ap

products_outlook 2012.pdf

The UK Trade and Investment (2010) reported that Guangdong is an
interesting choice to launch the cosmetics business after Shanghai and Beijing. The
total sales of cosmetics products in China, Guangdong accounted for 9% while
Shanghai accounted for 12% and Beijing accounted for 11%. As shown in figure 1.6,
the cosmetic market, and the most valuable sector in cosmetic and toiletries in China
are skin care products. The popular and growing sub-sector is the natural and
pharmaceutical cosmetic sector which is expected to grow at a rate of 10%-20%
annually. The concept of returning to natural or pharmaceutical products is

acknowledged by more and more Chinese consumers. They acknowledge the belief



that excellent cosmetics should be safe, effective and pure. Furthermore, the key retail
distribution channel in China are department stores because Chinese consumers trust

that this channel will provides safe, reliable and certified products for them.

Figure 1.6: Cosmetic market

B8
=P
e} ;
R~
us. China Europe
@ Anti-aging treatments [ Moisturizers

W Cleansers, toners masks, peels [ Eye treatments

B Body producis 1 All other

@ Whitening products

Source: UK Trade and Investment. (2010). Cosmetics Market in South China.
Retrieved from

http://static.globaltrade.net/files/pdf/2011022400532271 1.pdf
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1.1.4 Thainatural skin care products

In 2008, Thailand exported cosmetics worth 30 billion baht or around 1

billion United States Dollar1 with an annual increase of 20% in sales. There are
plenty of varieties of tropical plants, herbs, and flowers available in Thailand. As a
result Thailand has the high potential to produce and develop the natural and organic
cosmetics. The strengths of Thai natural and organic cosmetics are high quality with
fragrance of natural ingredients; hence, many consumers perceived that the products
are real natural products particularly raw materials. Natural and organic cosmetics
have soared over the past several years and will have a strong growth in the future in
the international market. It has had steady growth during the economic crisis. In 2009,
the growth n Asia was 13%, Europe is 9%, and USA is 8%. One of the major reasons
that drives this growth is that cosmetics consumers tend to move on the way to
healthier lifestyles and many of consumers believe that the higher standards of quality
will be provided in these products (Canavari et al., 2011).

Greentouch is a Thai brand of natural skin care products under Sudtana
Co.,Ltd. that enters into the Chinese market with the concept of Thai natural plant
SPA skin care products. Greentouch products have been certified by the International
Organization for Standardization ISO 9001, ISO14001, The Food and Drug
Administration (FDA), and Good Manufacturing Practice (GMP) (http:/www .trends
.com.cn/info/beauty/2012-02/375028.shtml, 2012). Greentouch in China is managed
by Guangzhou Tai Ji Tian Jiao Cosmetics Co.,Ltd.. The skin care products of
Greentouch are bath gel, body washes, body lotion, and etc. (http://www.greentouch

china.com/Product.asp, 2012). Figure 1.7 has shown the Greentouch products.

Moreover, Chinese consumers can purchase Thai natural skin care products
through www.taobao.com which is a famous consumer-to-consumer (C2C) online

marketplace. There are more than 800 million products are listed on taobao.com and

1
Exchange Rates: 1 United States Dollar = 29.64 ThaiBaht

11



more than 500 million users register as of June 2012 (http://news.alibaba.com/specials

/aboutalibaba/aligroup/index.html?tracelog=24581 foot company info, 2012).

Thai herbal soap is one of Thai natural skin care products that are popular
among Chinese consumers since there are many brands of Thai herbal soaps available
on taobao.com. The brands of Thai natural skin care products that can be found in
www.taobao.com are MADAME HENG, MAITHONG, Twin Lotus, ARB-IMS,
HARRN, THANN, Greentouch, Abhaibhubejhr, and etc. (http://www.taobao.com/,
2012). Figure 1.8 has shown the products of Thai herbal soaps that available on
Taobao website. Table 1.1 has shown price of Thai brands and Chinese brands of

natural skin care products from www.taobao.com

Figure 1.7: Greentouch products

Source: Greentouchchina.com. (2012). /%77 7l/7%. Retrieved from
http://www.greentouchchina.com/Product.asp
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Figure 1.8: Thai herbal soaps

Source:

Taobao.com. (2012). Z/& 2 4. Retrieved from http:/www.taobao.com/
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Table 1.1: Price of Thai, Chinese, and international brands of natural skin care
products from www.taobao.com

Thaibrand Product Price US D2
Abhaibhubejhr Ginger shampoo 300 ml. 7.08
ARB-IMS Essential oil handmade soap 110 g. 4.71
MADAME HENG | Original formula 150 g. 5.35
MADAME HENG | Acne clear soap 150 g. 5.17
MAITHONG Jasmine rice soap 100 g. 3.93
MAITHONG Mangosteen soap 100 g. 3.93
No brand from Carbon handmade soap 100g. 3.93
floating market
THANN Oriental essence shower cream 300 ml. 32.39
Twin Lotus Jasmine rice milk shower cream 250 ml. 6.26
Twin Lotus Herbal soap 1.57

Chinese brand Product Price USD
Arboreal (75 5i4E) | Rose hydrating& moisturizing cream 50g. 491
Arboreal (75 5i42) | Rose hydrating essential oil 20 ml. 6.92
Bai Zhen Tang Green tea handmade soap 120g. 1.58
(fH2 )

Bai Zhen Tang Carbon handmade soap 120g. 4.56

(ELH)

Bo Qian (f#1#) Ginger shower cream 1,000 ml. 4.10

Bo Qian (1#1#) Ginger shampoo 800 ml. 4.18

Doctor Li(Z=[24) | Deep natural herbal cleanser 130g. 3.14

Perfect(5¢3€) Aloe gel 40g. 4.56

ROST(#) 2 %) Ginger shampoo 450 ml.+ Ginger conditioner 7.71
450ml.

Zhen Ben Cao Herbal shower cream 500 ml. 5.98

(IEAE)

International Product Price USD
brand

Body Shop Nutriganics smoothing day cream 50 ml. 21.23

Body Shop Nutriganics softening cleansing gel 100ml. 6.29

Burt‘s Bees Honey&Shea soap 140 g. 6.92

Burt's Bees Replenishing lip balm with pomegranate 3.46
4.25g.

Skin food Broccoli cleansing foam 120ml. 9.43

Source: Taobao.com. (2013). A4 7/f/ki. Retrieved from http://www.taobao.com/

2
Exchange Rates: 1 United States Dollar = 6.36 Chinese Yuan
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1.2 Statement of the problem

A growing green consumption for cosmetic industry has been burgeoning
and developing in China and the global market. Most consumers move to green
consumption because they are concerned more about their personal health (health
consciousness) and environmental awareness (Hong Kong Trade Development
council, 2011). Country of origin is a highly regarding factor in consumers’
purchasing decisions (Paproski, 2011). Thai natural skin care products possess the
high potential be developed since there are plenty and variety of tropical plants, herbs,
and flowers available in Thailand. Thai natural and organic cosmetics also possess
the strengths of high quality with fragrance of natural ingredients and many
consumers perceived that the products are real natural products particularly raw
materials (Canavari et al.,, 2011). The result of this study will help the cosmetic
company in shaping its marketing strategies to reach more consumers, increase sales

volume and profits.

This study is to analyze and evaluate the factors that impact the consumer
purchase intention for Thai natural skin care products. The problem statements are as

follows:

1. Is there a relationship between country-of-origin image of Thailand and
product image of Thai natural skin care products?

2. Is there a relationship between product image of Thai natural skin care
products and consumer purchase intention of Thai natural skin care products?

3. Is there arelationship between health consciousness and healthy lifestyle?

4. Is there arelationship between environmental attitudes and healthy lifestyle?

5. Is there a relationship between healthy lifestyle and attitude toward natural

skin care products?
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6. Is there a relationship between appearance consciousness and attitude toward
natural skin care products?
7. Is there a relationship between attitude toward natural skin care products and

consumer purchase intention of Thai natural skin care products?

1.3 Research objectives

The purpose of this study is to investigate the impact of country-of-origin
image of Thailand and the consumers’ attitude toward natural skin care products
through consumers’ individual healthy lifestyle on consumers purchase intention of
Thai natural skin care products. This study focuses on investigating country-of-origin
image of Thailand, product image of Thai natural skin care products, health
consciousness, environmental attitudes, healthy lifestyle, appearance consciousness,
and attitude toward natural skin care products that influence in consumers purchase
intention of Thai natural skin care products. This study aims to investigate variables
that influence in consumers purchase intention by using Thai natural skin care

products to investigate in Guangzhou, China.

1. To investigate the relationship between country-of-origin image of Thailand
and product image of Thai natural skin care products.

2. To investigate the relationship between product image of Thai natural skin
care products and consumer purchase intention of Thai natural skin care
products.

3. To investigate the relationship between health consciousness and healthy
lifestyle.

4. To mvestigate the relationship between environmental attitudes and healthy
lifestyle.

5. To investigate the relationship between healthy lifestyle and attitude toward

natural skin care products.
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6. To investigate the relationship between appearance consciousness and attitude
toward natural skin care products.
7. To investigate the relationship between attitude toward natural skin care

products and consumer purchase intention of Thai natural skin care products.

1.4 Scope of research

This study is a descriptive research that is conducted to investigate the
impacts of country-of-origin image of Thailand and the consumers’ attitude toward
natural skin care products through consumers’ individual healthy lifestyle on
consumers purchase intention of Thai natural skin care products. As a result,
consumer purchase intention of Thai natural skin care products is a dependent
variable. Country-of-origin image of Thailand, appearance consciousness, health
consciousness, and environmental attitudes are independent variables that affect
consumer purchase intention of Thainatural skin care products. Product image of Thai
natural skin care products, attitude toward natural skin care products, and healthy
lifestyle are intervening variables that affect consumer purchase intention of Thai
natural skin care products. The target population of this study are people who live in
Guangzhou, China, and intend to buy the Thai natural skin care products. Moreover,
the main research instrument of this study is to use questionnaire surveys to gather
data. This study applied standardized questionnaires from “Marketing high-tech
products in emerging markets: the differential impacts of country image and country-
of-origin's image” (Souiden et al, 2011), “Attitude toward organic foods among
Taiwanese as related to health consciousness, environmental attitudes, and the
mediating effects of a healthy lifestyle” (Chen, 2009), “Consumer purchase intention
for organic personal care products” (Kim & Chung, 2011), and “Environmentally
responsible purchase behavior: a test of a consumer model” ( Follows & Jobber,

2000).
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1.5 Limitations of the research

In regards to this study on consumer purchase intention in Thai natural skin
care products in Guangzhou, China, there are certain existing limitations. Firstly,
study results are limited to natural skin care products that come from only one country
meaning that the answers of respondents are subjected to answer country-of-origin
image and product image variables effecting consumer purchase intention from only
one country. Therefore, it cannot definitely represent the consumer purchase intention
of every natural skin care products from other countries. Secondly, the target
respondent of this study are only people who live in Guangzhou, China meaning that
the answers of respondents may differ from people who live in other geographic areas.
Lastly, this study use only four independent variables and three intervening variables
to research consumer purchase intention in natural skin care products meaning that in

reality there are more than these variables that can affect consumer purchase intention.

1.6 Significance of the study

The study of consumer purchase intention in natural skin care products
would be useful and beneficial for Thai cosmetic firms in order to shape their
marketing strategies to reach more Chinese consumers, and increase market share and
sales volume and profits because this study seeks to reveal the relevant factors in
country-of-origin image of Thailand, product image of Thai natural skin care products,
health consciousness, environment attitudes, healthy lifestyle, appearance
consciousness, and attitude toward natural skin care products that influence in
consumer purchase intention by using a case study of Thai natural skin care products.
Furthermore, not only Thai cosmetics firms can benefit from this study but cosmetics
firms from other countries will also comprehend and understand more about

consumer purchase intention in natural skin care products in China because Thai
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natural skin care can represent as a benchmark for them. Therefore, cosmetics firms
from other countries will be able to apply the findings to their firms to shape up more

effective marketing strategies and maximize the firms’ profits.

1.7 Definition of terms

Appearance consciousness leads people to hold the attention in cosmetics

and clothing that express or create difference on their images (Kim & Chung, 2011).

Attitude toward behavior is defined as individual assessments being

favorable or unfavorable to behave the behavior (Kim & Chung, 2011).

Attitude toward natural skin care products mean individual assessments

being favorable or unfavorable to purchase or use natural skin care products.

Consumer purchase intention refers to the possibility that consumers will
buy the products due to their needs, attitudes, perceptions, and information of the

products (Souiden et al., 2011).

Country-of-origin image is defined as a picture, a stereotype, and a
representation that consumers and businessmen link to the products of a specific

country (Souiden et al., 2011).
Environment attitudes refer to the notions of maintaining the productivity
of the land, and preserve the natural resources (Chen, 2009).

Health consciousness leads people to undertake healthy behavior, and
consumers who are health conscious people will care about their desired state of good

health, and therefore put ahead an attempt to keep a healthy life (Kim & Chung, 2011).
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Healthy lifestyle underlines physical health-related movements essentially
healthcare, life equilibrium, and food consumption (Chen, 2009).

Natural refers to ingredient that derives or is made from a renewable
resource discovery in nature, and absolutely without petroleum compounds (Natural

Products Association, 2010).

Natural skin care product means skin care product that is made from a
renewable resource discovery in nature, and absolutely without petroleum compounds.
For example, jasmine rice soap, mangosteen soap, carbon handmade soap, jasmine

rice milk shower cream, aloe gel, ginger shampoo, and etc.

Product image is defined as a picture and information that consumers

perceived from the products (Souiden etal., 2011).
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CHAPTER2

LITERATURE REVIEW AND EMPIRICAL STUDIES

The literature review chapter comprises three main sections. The first
section is the theory of this research’s conceptual framework. The second section is
related literature reviews that discuss the relationship of the variables in conceptual

framework. The third section are previous studies related to this research.

2.1 Theory

The variables of this research’s conceptual framework include country-of-
origin image, product image, health consciousness, environment attitudes, healthy
lifestyle, appearance consciousness, attitude toward behavior, and consumer purchase

mtention will be discussed as follows:

2.1.1 Country-of-origin image

Country-of-origin refers to the country that manufacturers’ products or
brands are related to; generally it is called “home country”. The country-of-origin
influence refers to consumers’ stereotypes of a particular country (Lin & Chen, 2006).
Country-of-origin image refers to consumers’ assessment of the products quality
made in a specific country and the people’s characteristics of that country (Lee & Lee,
2011). Country-of-origin has drawn marketers’ attentions since the image related to a
particular country-of-origin influence consumers’ assessments of products from that
country and consumers purchase intention. Country-of-origin can reflect a negative
home-country bias which means if the home country is less developed than other
countries who manufactured the same type of products, it will be perceived as lower

quality than the products that are manufactured from other countries (Jeong et al.,
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2012). Normally, Country-of-origin is declared by the phrase of “Made in...”
(Thorelli et al., 1989). Country-of-origin stereotypes are used by most of consumers
to assess the products. Examples are: “German cars are excellent”, “Japanese
electronics are reliable”, “Italian pizza is superb”. Most of consumers accept that a
“Made in...” label indicates the products are “superior” or “inferior” relying on
consumers’ perception of the countries. Brands from countries that possess favorable
images normally discover that their brands are more easily accepted than those

countries which possess less favorable images (Yasin et al., 2007).

2.1.2 Product image

Products can be understood as an arrangement of information keys, both
physical and non-physical product characteristics, or intrinsic and extrinsic (Thorelli
et al., 1989). Product image refers to attributes of products or services. Similar to
people, products are supposed to have an image or a personality. Products are not only
determined by physical characteristics but also determined by other factors including
advertising, packaging, distribution channels, price, and etc. Product image can also
associate with word-of-mouth, direct experience, advertising, and other marketing
communication techniques (Quester et al, 2000). The extrinsic attributes of the
products provoke a particular type of consumer behavior such as the willingness to
purchase or not to purchase the products (Souiden et al., 2011).To develop the product
image in consumers’ minds become the important marketing strategies for marketers
by reason of products with the strong image classified in consumers’ long term
memories and can also mean that when consumers need to buy a particular product,
they will buy the product that in their minds. The level of product equity may be
increased by a good product image (Chen-Yu & Kincade, 2001).
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2.1.3 Health consciousness

Health consciousness leads people to undertake healthy behaviors, and
consumers who are health conscious people will care about the desired state of good
health and put ahead an attempt to keep a healthy life (Kim & Chung, 2011). The
connection between health and beauty is visible during the whole of our daily lives,
for example, good health can be reflected by healthy skin (Souiden & Diagne, 2009).
The demand for good health and wellness can be increased by urbanization because
health conditions linked with urbanization, such as stress and obesity are increasing
(Jeong et al., 2012). Moreover, one type of health consciousness is the buying of

organic products (Krystallis & Chryssohoidis, 2005).

2.1.4 Environmental attitudes

Environmental knowledge emerges in two modes; firstly, consumers have to
be educated to understand about the impact of products on environment. Secondly,
consumers’ knowledge in the products themselves being created in the
environmentally friendly methods. Environment knowledge refers to the knowledge
upon what people comprehend about the environment, major relationships direct to
environmental impacts, and shared responsibilities are essential for sustainable
development (Aman et al., 2012). As a result, environment attitudes refer to the
notions of maintaining the productivity of the land, and preserving natural resources
(Chen, 2009). Therefore, the reason why environmentally friendly products are
earning popularity among consumers is that consumers are more conscious about their
health and protecting the environment (Paul & Rana, 2012). Moreover, the issue of
environmental protection has been raised by the awareness of the destruction of
natural resources and has formed eco-friendly consumption and called “green

consumerism” (Kim & Chung, 2011).
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2.1.5 Healthy lifestyle

The lifestyle factors such as social class, personality, and value have a great
impact on how consumers behave toward product consumption (Souiden & Diagne,
2009). The healthy lifestyle frame is running as the level of physical activities that
individuals take on such as health care, life equilibrium, and the consumption of
natural food (Chen, 2009). Moreover, consumers’ choices are influenced by many
determinants in which health concerns have been given heavier weights than other

determinants such as environmental concern (Paul & Rana, 2012).

2.1.6 Appearance consciousness

Appearance consciousness leads people to pay the attention to cosmetics and
clothing that expresses or makes the difference on their images (Kim & Chung, 2011).
The reason that women use cosmetics to enhance their physical attractiveness has
been generally admitted in western culture. An individual who is more attractive may
pay more attention to and is more engaged in his/her appearance. Consumer’s image
of his/her relating to satisfaction with his/her facial attribute provides an acceptable
reason that the consumer may use cosmetics to improve his/her facial appearance or
sensation about himself/herself (Guthrie et al.,2008). Additionally, body images are
the multifaceted constructs concerning the perceptual experience of his/her own body
and subjective attitudinal, especially his/her appearance (Cash & Labarge, 1996).
Moreover, personal products straightly targeted to enhance individuals’ appearances
and have been the especially clear marketing strategy (Todd, 2004). Our appearance
can show our personal style to others and personal style is a key determinant in

reaching a confident attitude to ourselves, to success, and to life (Crawford, 1992).
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2.1.7 Attitude toward behavior

Attitude toward behavior refers to the degree of favorable or unfavorable
appraisals or assessments that an individual has toward the behavior (Ajzen, 1991).
Individuals’ attitudes toward objects are determined by the sum of beliefs that the
individuals have about the consequences or characteristics of the objects weighted by
their evaluations (Chen, 2008). Attitudes are the approaches of thinking, the processes
of composing beliefs as feedback to the perceptions that individuals have toward that
objects or situations (Weber & Villebonne, 2002). Feedback can be cognitive,
affective, and/or behavioral (Craton & Lantos, 2011). Generally, the more positive the
attitudes, the stronger the intentions to act out the behaviors while the less positive the
attitudes, the weaker the intentions to display the behaviors (Aman et al., 2012).
Attitudes have also been discovered to be the most important determinants affecting

behavioral intentions (Al-Rafee & Cronan, 2006).

2.1.8 Consumer purchase intention

Consumer purchase intention refers to the probability and possibility of
consumers’ willingness to buy particular products (Lin & Chen, 2006). Purchase
intention is also defined as individuals’ intention to purchase particular brands
individuals who want to purchase particular brands which they have selected for
themselves after certain assessments (Khan et al., 2012). Purchase intention is
comprised of consumers’ feelings, experiences, thoughts and external determinants
that they are concerned with before making any purchase (Tanvir & Shahid, 2012). At
the purchase moment, product image also affects consumers’ purchase intentions
(Chen-Yu & Kincade, 2001). Additionally, consumers’ purchasing behavior also

relies on the number of existing competitors in the industry (Shah et al., 2011).
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2.2 Related literature review

2.2.1 Related literature on country-of-origin image, product image and consumer

purchase intention

Souiden et al. (2011) stated that there is a positive and significant
relationship that the higher the country-of-origin’s image, the higher high technology
products’ image, and the higher the perception of high technology products’ image,
the higher consumers’ purchase intention of the products. Wang & Yang (2008)
claimed that country-of-origin’s image has a significant positive affect on purchase
intention; as a result, country-of-origin image performs an important role in
consumer’s perception toward a brand and product from a particular country and also
further impacts the purchase intention. Moreover, the consumers’ perceptions of
products or brands will be influenced by the country-of-origin. Country-of-origin
image play an important role to help consumers make the purchase decisions when
consumers are not familiar with products or brands. Hence, consumers prefer the
products or the brands that are made in the countries that possess high country-of-
origin image (Lee & Lee, 2011). Furthermore, Consumers’ subsequent assessments of
the product can be influenced by the image of product’s country-of-origin (Josiassen
& Assaf, 2010).
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2.2.2 Related literature on health consciousness, healthy lifestyle and attitude

toward natural skin care products

Chen (2009) stated that the consumers’ health consciousness are positively
related to the consumers’ attitudes toward organic foods, the consumers’ health
consciousness are positive donors to the consumers’ healthy lifestyles, and healthy
lifestyles do have the positive affect on the consumers’ attitudes toward organic foods.
In terms of skin care products purchase, consumers who possess high health
consciousness may consider whether products are safe for their skin (Kim & Chung,
2011). Magistris & Gracia (2008) found that healthy lifestyle positively affects
attitudes towards organic food. Paul & Rana (2012) found that the significant reason

for consumers purchasing organic food is health benefits.

2.2 3 Related literature on environmental attitudes, healthy lifestyle and attitude

toward natural skin care products

Chen (2009) stated that the consumers’ environmental attitudes are
positively related to the consumers’ attitudes toward organic foods. The consumers’
environmental attitudes are positive donors to the consumers’ healthy lifestyles, and
healthy lifestyles do have a positive affect on the consumers’ attitudes toward organic
foods. Magistris & Gracia (2008) claimed that lifestyles are significant exogenous
determinants in the process of decision-making which influence consumers’ attitudes
included in other assessment processes. Souiden & Diagne (2009) stated that
Canadian men’s consumption of cosmetics is strongly affected by their lifestyles. Kim
& Chung (2011) stated that environmental consciousness positively affect attitude

toward purchasing organic skin/hair care products.
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2.2 4 Related literature on appearance consciousness and attitude toward natural

skin care products

Kim & Chung (2011) claimed that appearance consciousness positively
affects attitude toward purchasing organic skin/hair care products. Souiden & Diagne
(2009) stated that the physical attractiveness has a positive affect on men’s cosmetics
products consumptions. This is strongly supported by Canadian and French males,
and it shows that men have a positive attitude toward the cosmetics consumption and
cite a high significance to men consumers’ looks and appearances. Todd (2004)
mentions that the personal care products consumptions are the buying behaviors that

satisfy consumers’ needs for beauty and improve consumers’ general appearances.

225 Related literature on attitude toward natural skin care products and

consumer purchase intention

Kim & Chung (2011) claimed that consumers’ attitude toward purchasing
organic skin/hair care products positively affects on consumers’ intentions to purchase
organic skin/hair care products. Ajzen (1991) claims that attitude has a significant
influence in intention. Magistris & Gracia (2008) found that positive attitude towards
organic food and environment will be positively affecting purchase intention of
organic food. Chen (2008) found that consumers’ attitude toward purchasing
genetically modified food will be positively influencing their purchase ntention of
genetically modified food. Aman et al. (2012) found that attitude and green purchase
intention have a significance relationship. George (2004) found that positive attitude

toward internet purchasing will be positively affecting online purchasing behavior.
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2.3 Previous studies

Souiden et al. (2011) have studied “Marketing high-tech products in
emerging markets: the differential impacts of country image and country-of-origin’s
image”. The purpose of this study is to examine consumers’ behavior in emerging
countries, at the same time the impacts of country image and country-of-origin’s
image on consumers’ uncertainty, aspiration and purchasing intention of high-tech
products have also been assessed. The sample size was 479 Chinese respondents, and
the questionnaires were collected in Shanghai (56%), Beijing (31%), and Guangzhou
(13%). The hypothesized relationships were tested by structural equation modeling
(SEM). The data analysis of this study disclosed that a strong of country-of-origin’s
image positively impacts on the image of the nation’s high-tech products. Country-
of-origin’s image and country image obviously decrease consumer uncertainty while
increased aspiration in relevance to the purchase of complex products. The impact of
country image is greater than country-of-origin’s image; however, country-of-origin’s
image plays a significant role in affecting the product image. Uncertainty and product

image have lesser affects on consumer purchase intention than aspiration.

Chen (2009) has studied “Attitude toward organic foods among the
Taiwanese as related to health consciousness, environmental attitudes, and the
mediating effects of a healthy lifestyle”. The major purpose of this study is to
examine the assumptions of whether health consciousness and environmental attitudes
affect the consumers’ attitude toward organic foods through an individual’s healthy
lifestyle. The sample size was 470 respondents in Taiwan who are above 20 years old.
In this study, a national self-administered consumer questionnaire survey was used to
collect the data and a suite of regression models were used to discover the relationship
among the variables of this study. The data analysis of this study disclosed that health
consciousness and environmental attitudes affect consumers’ attitude toward organic

foods through their healthy lifestyle.
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Kim & Chung (2011) have studied “Consumer purchase intention for
organic personal care products”. The purpose of this study is to investigate the effects
of consumer values and past experiences on consumers purchase intentions of organic
personal care products by using the theory of planned behaviors (TPB), and the
moderating effect of perceived behavioral control on the attitude-intention
relationship is aimed to be considered further. The sample size has 207 respondents
are online panel members, and the USA residents who are aged above 18 years old;
however there were only 202 valid responses which were used for analysis in this
study. Online questionnaire surveys were used to collect the data, and multiple
regression analysis was used to discover the relationship among the variables of this
study. Furthermore, organic shampoo and organic body lotion were used as the
representative of personal care products in this study. The data analysis of this study
disclosed that environmental consciousness and appearance consciousness have more
positively influenced in attitude toward buying organic personal care products than
health consciousness. Past experiences are a predictor of purchase intention and
perceived behavioral control is the moderator of attitude-purchase intention

relationship resulted in the improvement on the theory of planned behaviors (TPB).

Souiden & Diagne (2009) have studied “Canadian and French men’s
consumption of cosmetics: a comparison of their attitudes and motivations”. The
purpose of this study is to examine and illustrate the effect of personal variables,
socio-culture variable, and marketing variables on Canadian and French males’
attitude toward the consumption and purchase of men’s cosmetics. The sample size
had 223 respondents who live in Paris (France) and Montreal (Canada) and there are
53.8 % of the total respondents are Canadian while 46.2% are French. The
questionnaires were used to collect the data and SAS 9.1 and SPSS 13.0 were used to
discover the relationship among the variables of this study. The data analysis of this
study disclosed that there are difference in motivations and drives between Canadian

and French males regarding the purchase and consumption of men’s grooming
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products. However, physical attractiveness has positive affect on men’s cosmetics

consumptions are strongly supported by Canadian and French males.

Wang & Yang (2008) studied “Does country-of-origin matter in the
relationship between brand personality and purchase intention in emerging economies?
Evidence from China’s auto industry”. The purpose of this study is to examine the
relationship among brand personality, country-of-origin image and purchase intention.
The sample size was 369 respondents who are Chinese middle class consumers which
include both potential consumers and car owners’. The major respondents’ ages are
above 30 years old who are in Beijing, Shanghai, Guangzhou, and Chengdu. The
questionnaires were used to collect the data, and the correlation coefficients and
hierarchical regression analysis were used to discover the relationship among the
variables of this study. Furthermore, this study is a cross-city survey of the auto
industry in China for the Sino-German Joint Venture’s auto “Bora” brand was
conducted to examine the hypotheses. The data analysis of this study disclosed that
brand personality and country-of-origin image exert important positive main impacts

on purchase intention.
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Table 2.1: Summary of previous studies

Author Objective Key findings
Souiden  To examine consumers’ | A strong of country-of-origin’s image
et al. behavior in emerging countries, | positively impacts on the image of the
(2011) and at the same time the impacts | nation’s high-tech products, country-
of country image and country- | of-origin’s image and country image
of-origin’s image on consumers’ | obviously decrease consumer
uncertainty,  aspiration  and | uncertainty while increase aspiration
purchasing intention of high-|in  relevance to the purchase of
tech products have also been | complex products. The impact of
assessed. counftry image is greater than country-
of-origin’s image; however, country-
of-origin’s image plays a significant
role in affecting the product image.
Uncertainty and product image have
lesser affect on consumer purchase
intention than aspiration.
Chen To examine the assumptions | Health consciousness and
(2009) whether health ~consciousness | environmental attitudes affect

and environmental attitudes

affect the consumers’ attitude
toward organic foods through an

individual’s healthy lifestyle.

consumers’ attitude toward organic

foods through their healthy lifestyle.
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Table 2.1: Summary of previous studies (continued)

Author Objective Key findings
Kim& To investigate the effects of Environmental consciousness and
Chung consumer values and past appearance consciousness have more
(2011) experiences on consumers positively influenced in attitude
purchase intentions of organic toward buying organic personal care
personal care products by using | products than health consciousness.
the theory of planned behaviors | Past experiences are a predictor of
(TPB), and the moderating purchase intention and perceived
effect of perceived behavioral behavioral control is the moderator of
control on the attitude-intention | attitude-purchase intention
relationship is aimed to consider | relationship resulted in the
further. improvement on the theory of planned
behaviors (TPB).
Souiden& | To examine and illustrate the There are the different motivations
Diagne effect of personal variables, and drives between Canadian and
(2009) socio-culture variable, and French males when regarding to
marketing variables on purchase and consume the men’s
Canadian and French males’ grooming products. However, the
attitude toward the consumption | physical attractiveness has positive
and purchase of men’s affect on men’s cosmetics
cosmetics. consumptions are strongly supported
by Canadian and French males.
Wang& To examine the relationship Brand personality and country-of-
Yang among brand personality, origin image exert important positive
(2008) country-of-origin image and main impacts on purchase intention.

purchase intention.
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CHAPTER3

THEORETICAL AND CONCEPTUAL FRAMEWORK

The research framework chapter is comprised of four main sections. The
first section is the theoretical framework, which were applied from three related
research papers from Journal of Product & Brand Management, British Food Journal,
and Journal of Consumer Marketing. The second section is the conceptual framework
of this research, demonstrating the relationship between country-of-origin image of
Thailand, product image of Thai natural skin care products, health consciousness,
environment attitudes, healthy lifestyle, appearance consciousness, and attitude
toward natural skin care products that influence in consumer purchase intention of
Thai natural skin care products. The third section identifies the 7 research hypotheses
that developed from the conceptual framework. The last section explains the
operational variable table, which comprises all variables of this research including

concept of variables, operational of components, and measurement scale.

3.1 Theoretical framework

The theoretical frameworks were applied from three related studies from
Journal of Product & Brand Management, British Food Journal, and Joumal of
Consumer Marketing. This research adopted the model of consumer purchase

mtention from three main models.
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The first model is from the Journal of Product & Brand Management,
“Marketing high-tech products in emerging markets: the differential impacts of
country image and country-of-origin's image” by Souiden et al. (2011) which shows
the relationship between country image, country-of-origin image, product image,

consumer aspiration, and consumer uncertainty toward consumer purchase intention.

The second model is from the British Food Journal “Attitude toward organic
foods among Taiwanese as related to health consciousness, environmental attitudes,
and the mediating effects of a healthy lifestyle” by Chen (2009) which shows the
relationship between health consciousness, environmental attitudes, and healthy

lifestyle toward attitude toward organic foods.

The third model is from the Journal of Consumer Marketing, “Consumer
purchase intention for organic personal care products” by Kim & Chung (2011) which
shows the relationship between consumer value (health consciousness, environmental
consciousness, and appearance consciousness), attitude toward buying organic
skin/hair care products, perceived behavioral control, subjective norm, and past
experience with organic products toward intention to buy organic skin/hair care

products. All models are shown in Figure 3.1 to 3.3.
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Figure3.1: Marketing high-tech products in emerging markets: the differential

impacts of country image and country-of-origin's image
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Sources: Souiden, N., Pons, F., & Mayrand, E. M. (2011). Marketing high-tech
products in emerging markets: the differential impacts of country
image and country-of-origin's image. Journal of Product & Brand

Management, 20(5), 356-367.

As shown in Figure 3.1, Souiden et al. (2011) studied consumers’ behavior
in emerging countries. At the same time, the study also evaluates the effects of
country image and country-of-origin’s image on consumers’ uncertainty, aspiration
and consumer purchase intention of high-tech products. Country-of-origin’s image is
broadly recognized that it has a significant impact on consumers’ decision-making.
General country image is also found in some studies that also has influenced
consumers’ decision-making as well. These two factors have become more and more
important with the new market economies in the emerging countries. When
multinational firms attempt to establish themselves in those markets, they often
encounter competition from different nations. An advantage of country-of-origin’s

image is the ability to secure competitive advantage at the expense of the competitors.

36



The data analysis of this study disclosed that a strong country-of-origin’s
image positively impacts the image of the nation’s high-tech products, country-of-
origin’s image and country image obviously decrease consumer uncertainty while
increase aspiration in relevance to the purchase of complex products. The impact of
country image is greater than country-of-origin’s image; however, country-of-origin’s
image plays a significant role in affecting the product image. Uncertainty and product

image have lesser affects on consumer purchase intention than aspiration.

Therefore, intensifying the country image can promote reducing consumers’
uncertainty and raising their aspiration to purchase the complex products.
Additionally, boosting the country-of-origin’s image is able to certify an effective

means to heighten product image in the emerging markets.

Figure3.2: Attitude toward organic foods among Taiwanese as related to health
consciousness, environmental attitudes, and the mediating effects of a

healthy lifestyle

/Ilcahhy

Lifestyle

Attitude toward
Organic Foods

Environmental
Attitudes

Sources: Chen, M. F. (2009). Attitude toward organic foods among Taiwanese as
related to health consciousness, environmental attitudes, and the
mediating effects of a healthy lifestyle. British Food Journal,
111(2), 165-178.
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As shown in Figure 3.2, Chen (2009) studied attitudes toward organic foods
by applying health consciousness and environmental attitudes to estimate the
influencing in consumers’ attitude toward organic foods through an individual’s

healthy lifestyle.

This study specifies that consumers’ concerns about health and
environmental destruction are the factors for consumers to form positive attitude
toward organic foods and the finding of this study is corresponding with many
previous studies. Furthermore, consumers’ health consciousness is indicated to have a
stronger relationship than environmental attitudes to consumers’ attitude toward
organic foods and this finding is also corresponding with previous studies thereby
consumers’ concern for their individual health is more significant than their
environmental concemn. The current study indicates that health consciousness and
environmental attitudes affect consumers’ attitude toward organic foods through their
healthy lifestyle. Hence, consumers’ positive attitude toward organic foods can be
defined by health consciousness and environmental attitudes if they are enthusiastic
about undertaking healthy physical activities. As a result, healthy lifestyle should be

promoted to render consumers’ attitude toward organic foods more positive.
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Figure3.3: Consumer purchase intention for organic personal care products
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Sources: Kim, H. Y., & Chung, J. E. (2011). Consumer purchase intention for organic

Intention to Buy
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Care Products

personal care products. Journal of Consumer Marketing, 28(1),

40-47.

As shown in Figure 3.3, Kim & Chung (2011) studied the effects of
consumer values and past experiences on consumers purchase intentions of organic
personal care products by using the theory of planned behaviors (TPB), and the
moderating effect of perceived behavioral control on the attitude-intention
relationship should be considered further. Kim & Chung (2011) admitted that the
difference between organic foods and organic personal care products is existing;
however, they claim that similar values will form consumers’ behaviors within both

products.

Organic shampoo and organic body lotion were used in this study, and the
results specify that environmental consciousness and appearance consciousness have
more positively influenced in attitude toward buying organic personal care products
than health consciousness. Past experiences are a predictor of purchase intention and
perceived behavioral control is the moderator of attitude-purchase intention

relationship resulted in the improvement on the theory of planned behaviors (TPB).
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3.2 Conceptual framework

The above three models of theoretical frameworks are the standard for this
research to develop the conceptual framework to study determinant factors toward
purchase intention by using a case study of Thai natural skin care products in

Guangzhou, China. The conceptual framework of this study is shown in figure 3.4.

Figure3.4: Determinant factors toward purchase intention: A case study of Thai

natural skin care products in Guangzhou, China.
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In this conceptual framework, consumer purchase intention can be impacted
by seven variables, which are country-of-origin image of Thailand, product image of
Thai natural skin care products, health consciousness, environmental attitudes, healthy
lifestyle, appearance consciousness, and attitude toward natural skin care products.

All variables of this research are demonstrated as follows:

Country-of-origin image of Thailand, product image of Thai natural skin
care products, and consumer purchase intention of Thai natural skin care products
variables were applied from Souiden et al. (2011). The previous study of Souiden et
al. (2011) found that the higher the country-of-origin image results in the higher high
technology product image, and the higher perceived high technology product image
results in the higher consumers’ purchase intention have been confirmed. The
research of Souiden et al. (2011) was corresponding with many previous studies such

as Wang & Yang (2008), Lee & Lee (2011), and Josiassen & Assaf (2010).

Health consciousness, environmental attitudes, healthy lifestyle, and attitude
were applied from Chen (2009). The previous study of Chen (2009) found that
consumers’ attitudes toward organic food are positively related to consumers’ health
consciousness and consumers’ environmental attitudes, and the healthy lifestyle does
have a positive effect on consumers’ attitudes toward organic food. The research of
Chen (2009) was corresponding with many previous studies such as Kim & Chung
(2011), Magistris & Gracia (2008), Paul & Rana (2012), and Souiden & Diagne
(2009).

Appearances consciousness, attitude, and consumers purchase intention of
Thai natural skin care products were applied from Kim & Chung (2011). The previous
study of Kim & Chung (2011) found that appearance consciousness will positively
affect attitude toward purchasing organic hair/skin care products, and attitude toward
purchasing hair/skin care products will have positively effect on the purchase
intention of the products. The research of Kim & Chung (2011) was corresponding
with many previous studies such as Souiden & Diagne (2009), Todd (2004), Ajzen
(1991), Magistris & Gracia (2008), Aman et al. (2012), and George (2004).
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3.3 Research hypotheses

In this study, the hypotheses were identified in forms of null (H,) and
alternative (H,) hypothesis. A null hypothesis is denoted by H, while an alternative
hypothesis is denoted by H, The statement of the null hypothesis is stated opposite to
the alternative hypothesis (Anderson et al., 2011).

Burns & Bush (2006) pointed out that the common marketing research
approach is to apply the standard confidence interval of 95% (Z value of 1.96) and the
standard confidence interval of 99% (Z value of 2.58). As a result, this research is set

the confidence interval at 95%.

The significance level is the criteria for choosing the null hypothesis or the
alternative hypothesis. The significance level can be 0.05 or 0.01, if the observed data
is less than the significance level, the null hypothesis should be rejected, meanwhile,
the alternative hypothesis should be accepted (Zikmund, 2003). The research
hypotheses are stated as following:

Country-of-origin image of Thailand and product image of Thai natural skin

care products

H1,: There is no significant relationship between country-of-origin image of Thailand

and product image of Thai natural skin care products.

H1,: There is a significant relationship between country-of-origin image of Thailand

and product image of Thai natural skin care products.

Product image of Thainatural skin care products and consumer purchase

intention of Thai natural skin care products

H2,: There is no significant relationship between product image of Thai natural skin

care products and consumer purchase intention of Thai natural skin care products.

H2,: There is a significant relationship between product image of Thai natural skin

care products and consumer purchase intention of Thai natural skin care products.
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Health consciousness and healthy lifestyle

H3,: There is no significant relationship between health consciousness and healthy

lifestyle.

H3,: There is a significant relationship between health consciousness and healthy

lifestyle.

Environmental attitudes and healthy lifestyle

H4,: There is no significant relationship between environmental attitudes and healthy

lifestyle.

H4,: There is a significant relationship between environmental attitudes and healthy

lifestyle.
Healthy lifestyle and attitude toward natural skin care products

HS5,: There is no significant relationship between healthy lifestyle and attitude toward

natural skin care products.

HS.: There is a significant relationship between healthy lifestyle and attitude toward

natural skin care products.
Appearance consciousness and attitude toward natural skin care products

H6,: There is no significant relationship between appearance consciousness and

attitude toward natural skin care products.

H6,: There is a significant relationship between appearance consciousness and

attitude toward natural skin care products.
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Attitude toward natural skin care products and consumer purchase intention of

Thainatural skin care products

H7,: There is no significant relationship between attitude toward natural skin care

products and consumer purchase intention of Thai natural skin care products.

H7,: There is a significant relationship between attitude toward natural skin care

products and consumer purchase intention of Thai natural skin care products.

3.4 Operationalization of the variables

Table 3.1: Operationalization of the variables

Variable

Country-of-
origin image of

Thailand

Concept of
Variable

Country-of origin
image is defined as
apicture, a
stereotype, and a
representation that
consumers and
businessmen link to
the products of a
specific country
(Souiden et al.,

2011).

Operational components

- Thailand is known for the

high-quality of its natural
skin care products.

- Thailand offers natural

skin care products that have

a good quality to price
ratio.

- Thai natural skin care
products are superior to
their competitors from
other countries.

- Thailand produces
reliable natural skin care

products.

Measurement
scale

Interval Scale
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Table 3.1: Operationalization of the variables (continued)

Variable

Concept of
Variable

Operational components

Measurement

scale

Product image
of Thai
natural skin

care products

Product image is
defined as a picture
and information that
consumers perceived
from the products
(Souiden et al.,

2011).

- Thai natural skin care
products are known for its
high quality.

- Thai natural skin care
products are reliable
products.

- Thai natural skin care
products are very useful.
- Thai natural skin care
products have good

ingredients.

Interval Scale

Health

consciousness

Health
consciousness leads
people to undertake
healthy behavior,
and consumers who
are health conscious
people will care
about the desired
state of good health
and put ahead an
attempt to keep a
healthy life (Kim
&Chung, 2011).

- [ am prepared to leave a
lot, to eat as healthy as
possible.

- [ think that I take health
into account a lot in my life
- I think it is important to
know well how to eat
healthy.

- Good health is of major

importance in a happy life.

Interval Scale
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Table 3.1: Operationalization of the variables (continued)

Variable Concept of Operational components | Measurement
Variable scale
Environmental | Environmental - Natural skin care products | Interval Scale
attitudes attitudes refer to the | are not harmful to
notions of environment.
maintaining the - Buying natural products
productivity of the would be environmental
land, and preserving | conservation tasks.
the natural resources | - Itis important to me how
(Chen, 2009). natural skin care products
may affect the
environment.
- I prefer consuming
natural skin care products.
Healthy Healthy lifestyle - [ do exercise regularly. Interval Scale
lifestyle underlines physical | (regular exercise)

health-related
movements
essentially
healthcare, life
equilibrium, and
food consumption

(Chen, 2009).

- I often eat fruits and
vegetables. (high fruit
consumption)

- [ take regular health
check-ups. (regular health
control)

- [ try to balance work and
personal aspects.

(working/private life)
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Table 3.1: Operationalization of the variables (continued)

Variable Concept of Variable Operational Measurement
components scale

Appearance Appearance - WhatI look like is an | Interval Scale
consciousness | consciousness leads important part of who |

people to hold the am.

attention in cosmetics - If I could look just as

and clothing thatexpress | [ wish, my life would

or make the different on | be much happier.

their images (Kim - I'm usually aware of

&Chung, 2011). my appearance.
Attitude Attitude toward - Natural skin care Interval Scale
toward behavior is defined as | products are healthier.
natural skin individual assessments | (health benefit)

care products

being favorable or
unfavorable to behave
the behavior (Kim
&Chung, 2011).
Therefore, attitude
toward natural skin care
products mean
individual assessments
being favorable or
unfavorable to purchase
or use natural skin care

products.

- Natural skin care
products have no
harmful effects. ( no
harmful)

- Natural skin care
products are in fashion.
(fashion)

- For me buying natural
skin care products
would be pleasant.

- For me buying natural
skin care products

would be beneficial.
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Table 3.1: Operationalization of the variables (continued)

Variable Concept of Operational components | Measurement
Variable scale
Consumer Consumer - I am highly considering Interval Scale
purchase purchase intention | the purchase of Thai natural
intention of refers to the skin care products.
Thainatural | possibility that - I recommend the Thai
skin care consumers will by natural skin care products to
products the products due to others.
their needs, attitudes, | - I think thatpeople around

perceptions, and
information of the
products (Souiden et
al., 2011).

me love Thai natural skin
care products.

- If Thai natural skin care
products were available, I
would buy them.

- [ plan to buy Thainatural

skin care product.
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CHAPTER 4

RESEARCH METHODOLOGY

The research methodology chapter comprises six main sections. The first
section is the methods of research used. The second section is respondents and
sampling procedures of this study. The third section 1is research
instruments/questionnaire. The fourth section is pretests. The fifth section is collection

of data/gather procedures. The sixth section is statistical treatment of data.

4.1 Research methods used

This study focuses on investigating purchase intention of consumers who
intend to buy the Thai natural skin care products. It aims to investigate country-of-
origin image of Thailand, product image of Thai natural skin care products, health
consciousness, environment attitudes, healthy lifestyle, appearance consciousness, and
attitude toward natural skin care products that influence in consumer purchase
intention by using Thai natural skin care products to investigate in Guangzhou, China.
This study is a descriptive research which sets out to illustrate the characteristics of
population or phenomenon and who, what, when, where, and how questions are
sought to determine those answers (Zikmund, 2003). It also used the inferential
analysis to make conclusions about the characteristics of the population in regard to
the data from the sample, including the hypotheses testing (Bumns & Bush, 2006). It
uses self-administered questionnaires which are written in by the respondents as a
research technique to collect the primary data from the target population (Zikmund,

2003).
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4.2 Respondents and sampling procedures

4.2.1 Target population

The target population in this study comprises potential respondents that
could generate this study. The purpose of this study is to investigate the impact of
country-of-origin image of Thailand and the consumers’ attitude toward natural skin
care products through consumers’ individual healthy lifestyle on consumer purchase
intention of Thai natural skin care products. Therefore, the main target population of
this research is those who intend to buy the Thai natural skin care products and live in

Guangzhou, China. Figure 4.1 has shown the Guangzhou geo graphic location.

Figure 4.1: Guangzhou geo graphic location

The People’s "Republic of China

e .H'

Source: Guangzhou International. (2012). Geographic Location. Retrieved from
http://english.gz.gov .cn/publicfiles/business/htmlfiles/gzgoven/s9 148/
201104/789509.html
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According to the Guangzhou International website, Guangzhou is the capital
city of Guangdong province. It is close to Hong Kong and Macau, and is China’s
southern gateway to the world. Guangzhou is the leading commercial port and the
overall economy is ranked third among the 10 largest cities in China. People of
Guangzhou usually speak Cantonese in their daily life; however, Mandarin is the

official language.

In terms of environmental protection, according to the Guangzhou
International website, the project named “Beautiful Mountain, Green Land, Blue Sky
and Clean River” has been launched in September 2003 in order to improve the
standards of living for the people and to protect the environment. Moreover, in 2010
“Waste Classification Mass Action Day” has been consistently carried out as monthly
activity. Specifically, there was 5.461 million tons of waste clearance and treatment
across the city, 14,962 tons of the average daily waste clearance and treatment while
73.8 % of the end waste treatment rates which have decreased by 5.8 % when
compared to the year of 2009. Furthermore, 15.2 % of the resources recovery rate
while 85.7 % of the recycling treatment rate which increased by 7.4 % when
compared to the year of 2009. There was 41.4 % of forest coverage, 232 parks across

the city, and 15.01 square meters of green park area per capita.

In terms of health, according to Guangzhou International website during
2006-2010 the overall Guangzhou citizen’s health level obviously improved and was
nearly as those developed countries level. There was markedly increasing in health
resources of the whole city, and the health care team and resource distribution

structures have been even more optimized.

In conclusion, from the report of Guangzhou International website, the
government official website of Guangzhou, Guangzhou city focuses on the

environment protection, health care development, and economic development.
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4.2.2 Sample size

The previous study of Souiden et al. (2011) examines consumers’ behavior
in emerging countries regarding the impacts of country image and country-of-origin’s
image on consumers’ uncertainty, aspiration and purchasing intention of high-tech

products comprised of 479 respondents.

The previous study of Chen (2009) examines the assumptions of whether
health consciousness and environmental attitudes affect the consumers’ attitude
toward organic foods through an individual’s healthy lifestyle comprised of 470

respondents.

The previous study of Kim & Chung (2011) investigates the effects of
consumer values and past experiences on consumers purchase intentions of organic
personal care products by using the theory of planned behaviors (TPB) comprised of

207 respondents but only 202 valid responses were used to analyze.

The previous study of Souiden & Diagne (2009) examines and illustrates the
effect of personal variables, socio-culture variable, and marketing variables on
Canadian and French males’ attitude toward the consumption and purchase of men’s

cosmetics comprised of 223 respondents.

The previous study of Wang & Yang (2008) examines the relationship
among brand personality, country-of-origin image and purchase intention comprised
of 369 respondents. Zikmund (2003) mentioned that a sample size can be determined

similarly to the sample size of the previous studies.

Therefore, the researcher of this study decided to collect data from 400
respondents who intend to buy the Thai natural skin care products and live in

Guangzhou, China.
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4.2 3 Sampling procedures

The primary data of this study was collected from consumers who intend to
buy the Thai natural skin care products and live in Guangzhou, China by using non-
probability sampling includes judgmental sampling, quota sampling, and convenience

sampling technique.

Judgmental sampling defined as an experienced individual chooses the
sample in regard to his or her judgment in accordance with some appropriate
characteristic suitable for the sample members (Zikmund, 2003). According to
Guangzhou International website stated that since April 2005, as shown in figure 4.2
there are ten districts in Guangzhou include Yuexiu, Liwan, Haizhu, Tianhe, Baiyun,
Huangpu, Panyu, Huadu, Nansha and Luogang districts, and there are two county-
level cities include Zengcheng and Conghua under Guangzhou’s authority. The
researcher chooses to collect the data from four main districts in Guangzhou include
Yuexiu, Liwan, Haizhu, and Tianhe districts. As shown i figure 4.3 these four
districts have high population densities, and there are the major commercial areas in

Guangzhou.

According to the report of Guangzhou International website Yuexiu, Liwan,

Haizhu, and Tianhe districts are described as follows;

e Yuexiu district is a flourishing business area, covering Beijing road and
Zhongshan Wu road which are the business commercial centers and tourism
destinations. The Central Business District (CBD) of Yuexiu district is located
on Huanshi Dong road. Additionally, the Yuexiu district was the historical
political center (http://www.gz.gov.cn/publicfiles/business/htmlfiles/gzgoven
/$3710/201103/776287.html, 2012).
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o Liwan district is one of the historically and presently flourishing business
areas in Guangzhou. At present, the business commercial area includes Shang-
xia-jiu pedestrian shopping street, Kangwang Road, Zhongshan Qi road, and
Zhongshan Ba road. In additional, it is the birthplace of Cantonese Opera,
Lingnan style paintings, and Lingnan literature are at this district
(http:/www.gz.gov.cn/publicfiles/business/htmlfiles/gzgoven/s3710/201103/7
76293.html, 2012).

e Haizhu district is currently attended to exhibition and convention service
along with business and information service. Pazhou Complex (Guangzhou
International Convention Exhibition Center) and Sun Yat-sen University are
located in this district. The center of shopping malls and business services are
located on Jiangnan Dadao, Jiangnan Xi road and Baogang Dadao
(http://english.gz.gov.cn/publicfiles/business/htmlfiles/gzgoven/s3710/201103
/776288.html, 2012).

o Tianhe district is a newly developing business center and covering many
flourishing places including the Tianhe Metro Station, the Guangzhou East
Railway Station, the Tianhe Sports Center, Guangzhou Books Center, and the
Teem Mall, while the 21st century of Guangzhou's CBD named the Zhujiang
Xin Cheng areas (Pearl River New City) is under construction and will be
totally completed by 2015 according to schedule. Moreover, Jinan University,
Guangzhou University, South China University of Technology, South China
Normal University, and South China Agricultural University are located in
this district (http://english.gz.gov.cn/publicfiles/business/htmlfiles/gzgoven/s
3710/201103/776294.html, 2012).

The researcher chooses to collect the data from commercial areas and
shopping centers of these four districts. This study collected data from the
respondents based on the population density ratio from four districts, and the total
locations of this study are 5 locations. The locations and the population density ratio

that choose to collect the data are summarized in Table 4.1.
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Table 4.1: The population density ratio and locations that choose to collect data

District | Population | Percentage | Respondents Location
density
Yuexiu 34,239 42% 168 Zhongshan Wu road and
Huanshi Dong road
(Each location has 84
respondents)
Liwan 15,198 19% 76 Shang-xia-jiu pedestrian
shopping street
Haizhu 17,242 21% 84 Jiangnan Xiroad
Tianhe 14,870 18% 72 Tianhe road
Total 81,549 100% 400 5 locations

Figure 4.2: Guangzhou Administrative Regions

GUANGZHOU
I/ R

Li Wan
fus X
Tian He
Hai Zhu
Hizmng Fu
Lus Gang

Source: Guangzhou International. (2012). Administrative Regions and Population.
Retrieved from
http://www.gz.gov.cn/publicfiles/business/htmlifiles/gzgoven/s9148/2
01104/789512.html
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Figure 4.3: Guangzhou’s area and population in 2010

Guangzhou’s area and population in 2010

Distll'iet:: :!n:itli:eosumy. :{r;g} Populatigﬁdhv year's PILF;:I:_E:H
(person) (p/ km2)
The city 7434.4 12700800 1708
Yuexiu 991 1157277 34239
Liwan 338 808204 15108
Haizhu 90.4 1556663 17242
Tianhe 96.33 1432431 14870
Baiyun 79579 2222658 2793
Huangpu 90.95 457930 5035
Panyu 786.15 1764869 2245
Huadu 970.04 945053 974
Nansha 527 65 259899 493
Luogang 303 22 373670 950
Zengcheng 1616.47 1036731 641
Conghua 1974.5 503415 801

Source: Guangzhou International. (2012). Administrative Regions and Population.
Retrieved from
http://www.gz.gov.cn/publicfiles/business/htmlfiles/gzgoven/s9148/2
01104/789512.html

Quota sampling was done to assure that the varied subgroups in the
population are in relevance to the sample characteristics accurate scope that the
researchers desire (Zikmund, 2003). The number of consumers who intend to buy the
Thai natural skin care products and live in Guangzhou, China are unknown, as a result,
the researcher decided to determine the sample size which is similar to the previous
studies. The researcher of this study decided to collect 400 respondents. The number
of respondents is calculated based on the population density ratio and the primary data

was collected from 5 locations.
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Convenience sampling was done to collect the data from those target
respondents who are most conveniently available (Zikmund, 2003).Therefore, the
researcher collects the data from the target respondents who are most conveniently

available from those 5 locations in those 4 districts.

4.3 Research instruments

The questionnaire used in this study comprised of three parts includes
screening question, main questionnaire, and demographic factors. The main
questionnaire’s scales, ranging from 1 = Strongly disagree, 2 = Disagree, 3 = Neutral,
4 = Agree and 5 = Strongly agree. Screening question is the first past. It is used the
Yes-No question to ask the respondents, the question is “Do you intend to buy the
Thai natural skin care product?”. Main questionnaire is the second part. It comprised
of 33 questions from 8 variables. In order to be more understandable and convenient
for the respondents to answer the questions, the questionnaires were translated into

Chinese language.
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Table 4.2: The summary of the questionnaires of this study and its sources

Sources

Items from previous study

Item of this research

Country-of-

origin image

Souiden et al.

(2011)

Product

image

Souiden etal.

(2011)

1. Canada is known for the high
quality of its high-tech products.

2. Canada offers high-tech products
that have a good quality to price
ratio.

3. Canadian high-tech products are
superior to their competitors from
other countries.

4. Canada produces reliable high-

tech products.

1. The Blackberry is known for its
high quality.

2. The Blackberry is areliable
product.

3. The Blackberry is very useful.

4. The Blackberry has good features.

1. Thailand is known for the
high-quality of its natural
skin care products.

2. Thailand offers natural
skin care products that have
a good quality to price ratio.
3. Thai natural skin care
products are superior to their
competitors from other
countries.

4. Thailand produces reliable

natural skin care products.

1. Thai natural skin care
products are known for its
high quality.

2. Thai natural skin care
products are reliable
products.

3. Thai natural skin care
products are very useful.
4. Thai natural skin care
products have good

ingredients.
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Table 4.2: The summary of the questionnaires of this study and its sources (continued)

Sources Items from previous study Item of this research
Health 1. I am prepared to leave a lot, to eat | 1. I am prepared to leave a
consciousness | as healthy as possible. lot, to eat as healthy as
Chen (2009) 2. I think that I take health into possible.
account a lot in my life 2. I think that I take health
3. I think itis important to know well | into account a lot in my life
how to eat healthy. 3. I think it is important to
know well how to eat
healthy.
Kim& Chung | 4. Good health is of major 4. Good health is of major
(2011) importance in a happy life. importance in a happy life.
Environment 1. Natural skin care products
al attitudes 1. I practice environmental are not harmful to
Chen (2009) conservation tasks (environmental environment.
conservation). 2. Buying natural products
2. I prefer consuming recycled would be environmental
products (recycled product conservation tasks.
consumption). 3. Itis important to me how
natural skin care products
Follows & 3. How a diaper may affect the may affect the environment.
Jobber (2000) | environment is important to me. 4. I prefer consuming natural

skin care products.
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Table 4.2: The summary of the questionnaires of this study and its sources (continued)

Sources Items from previous study Item of this research
Healthy 1. I do exercise regularly. (regular 1. I do exercise regularly.
lifestyle exercise) (regular exercise)

Chen (2009) 2. I often eat fruits and vegetables. 2. I often eat fruits and

(high fruit consumption) vegetables. (high fruit
3. I take regular health check-ups. consumption)
(regular health control) 3. I take regular health

4. 1 try to balance work and personal | check-ups. (regular health
aspects. (working/private life) control)

4.1 try to balance work and
personal aspects.

(working/private life)

Appearance | 1. WhatI look like is an important 1. What I look like is an
consciousness | partof who I am. important part of who [ am.

Kim& Chung | 2. IfI could look justas I wish, my 2. IfI could look justas I

(2011) life would be much happier. wish, my life would be much
3. I'm usually aware of my happier.
appearance. 3. I'musually aware of my
appearance.
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Table 4.2: The summary of the questionnaires of this study and its sources (continued)

Sources Items from previous study Item of this research

Attitude 1. Organic products are healthier. 1. Natural skin care products
toward (health benefit) are healthier. (health benefit)
naturalskin | 2. Organic products have no harmful | 2. Natural skin care products

care products

Chen (2009)

Kim & Chung
(2011)

effects. (no harmful effects)

3. Organic products are in fashion.

(fashion)

4. For me buying organic body
lotion/shampoo would be unpleasant
/ pleasant.

5. For me buying organic body
lotion/shampoo would be harmful/

beneficial.

have no harmful effects. ( no
harmful)

3. Natural skin care products
are in fashion. (fashion)

4. For me buying natural
skin care products would be
pleasant.

5. For me buyingnatural
skin care products would be

beneficial.
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Table 4.2: The summary of the questionnaires of this study and its sources (continued)

Sources Items from previous study Item of this research
Consumer 1. I am highly considering the 1. I am highly considering
purchase purchase of a Blackberry. the purchase of Thai natural
intention 2. I recommend the Blackberry to skin care products.

Souiden et al.

(2011)

Kim & Chung
(2011)

others.
3. I think that my surrounding people
love the Blackberry.

4. If organic body lotion/shampoo
was available, I would buy it.
5. I plan to buy organic body

lotion/shampoo.

2. I recommend the Thai
natural skin care products to
others.

3. I think that people around
me love Thai natural skin
care products.

4. If Thai natural skin care
products were available, I
would buy them.

5. Tplan to buy Thai natural

skin care product.
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Demographic factors is the third part. As claimed by Kotler (2012),
consumers’ buying behaviors are influenced by social, cultural, and personal factors.
As a result, the demographic factors of the respondents are significant for the further
analysis of this study. This part comprised of 6 factors including the following;

1) Gender: male and female

2) Age category: under 20 years old, 21-25 years old, 26-30 years old, 31-35
years old, 36-40 years old , and 41 years old or above

3) Marital status: single, married, and divorced

4) Income per month: under 550 USD, 551-786 USD, 787-1,022 USD, 1,023-

1,258 USD, and more than 1,258 USD3

5) Education level: high school or less, college graduate, bachelor degree, master
degree, and higher than master degree

6) Occupation: student, government sector employees, private sector employee,

business owner, freelance and others

44 Pretest

Zikmund (2003) mentioned that pretest is used to aid the researchers in
signifying problems that may occur during the research. Cooper & Schindler (2003)
mentioned that the number of pretest sample size range from 25 to 100 samples and it
may count on colleagues, respondent representatives, and actual respondents to clarify
an evaluating mstrument. Therefore, the researcher decided to distribute 50 Chinese
language questionnaires to the Chinese respondents who are most conveniently

available in Guangzhou, China for doing the pretesting of the research questionnaires.

3
Exchange Rates: 1 United States Dollar = 6.36 Chinese Yuan
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The Cronbach’s Alpha test (o Test) is used to test the reliability, and the
Statistical Package is used to process the data of this research. The questionnaire used
the five-point Likert scale which ranging from 1 = Strongly disagree, 2 = Disagree, 3
= Neutral, 4 = Agree and 5 = Strongly agree. Reliability refers to the degree in which
measures without error and consequently produces consistent results (Zikmund,

2003).

Gliem & Gliem (2003) stated that the rule to translate the Alpha value is that
more than 0.9 mean excellent, more than 0.8 mean good, more than 0.7 mean
acceptable, more than 0.6 mean questionable, more than 0.5 mean poor, and less than

0.5 mean unacceptable.

Table 4 3: The research instrument reliability

Variables Alpha
Country-of-origin image of Thailand 0.887
Product image of Thai natural skin care products 0.890
Health consciousness 0.875
Environment attitudes 0.772
Healthy lifestyle 0.830
Appearance consciousness 0.890
Attitude toward natural skin care products 0.887
Consumer purchase intention of Thai natural skin care 0.891

products
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From table 4.3, the result shows that all variables Cronbach’s alpha value of
more than 0.6. Therefore, all variables of this research are consistent and reliable to

use as instrument for this study.

4.5 Collection of data

In order to investigate the country-of-origin image of Thailand, product
image of Thai natural skin care products, health consciousness, environment attitudes,
healthy lifestyle, appearance consciousness, and attitude toward natural skin care
products that influence in consumer purchase intention of Thai natural skin care
products, the primary data was collected from 400 respondents who intend to buy the
Thai natural skin care products and live in Guangzhou from 5 locations in 4 districts
of ‘Guangzhou, China. The primary data is processed by the Statistical Package to
analyze and interpret the data, and to test the hypotheses. Burns& Bush (2006)
mentioned that primary data is the information that is originated or collected by the
researcher particularly for the research project on hand. Additionally, Czinkota et al.
(2009) state that primary research refers to data that is collected and analyzed for a
particular purpose through survey, focus group, interviews, experimentation, and

observation.

The secondary data of this research is collected and summarized from
E-journals, Emerald journals, government websites and other reliable websites, and
text books. Bums & Bush (2006) mentioned that secondary data refers to the
information that has previously been originated and collected by someone for some

purpose other than the researcher himself/herself.
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4.6 Statistical treatment of data

The researcher uses the Statistical Package to analyze and interpret the data

and to test the hypotheses.

The descriptive analysis is used to interpret the raw data by summarizing,
categorizing, rearranging and presenting into a more comprehensible form (Burns &
Bush, 2006). In this research, the descriptive analysis was applied to interpret the
demographic factors of the respondents including gender, age, marital status, income
per month, education level and occupation. Mean and standard deviation are used in
the descriptive analysis of this research. The formula of mean and standard deviation

from Anderson et al. (2011) stated as follow;

Formula: Sample Mean X = %

Y(xi—x)?

Formula: Standard deviation s=Vs2 or s= -

In this study, the Pearson Correlation is applied to test the hypotheses. The
correlation coefficient is a sign number which ranges from -1 to +1 that indicates the
strength and direction of the linear relationship between two variables. The positive
sign denotes the positive direction while the negative sign denotes the negative
direction (Burns& Bush, 2006). The correlation coefficient value which closer to zero
indicates the weaker the relationship between variables or the linear relationship
between two variables are not linearly related (Anderson et al.,2011). The positive
correlation coefficient indicates the values of two variables move in the same
direction while the negative correlation coefficient indicates the values of two
variables move in the opposite direction (Burns & Bush, 2006). The formula of

correlation coefficient from Zikmund (2003) stated as follow;
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Formula:

Sample Correlation coefficient 7y, = 73, = \/ZE(:)((XL;)(Q;Y&Y% >
i~ i

Figure 4 .4: Rough guide to interpreting correlation coefficients in the natural and

social science

0

Natural sciences

08-1 Strong relationship
0.6 -0.79 Moderate relationship
0.4 -0.59 Weak relationship
Weak Moderate Strong
Little or no association association association association

P ‘ ]_ T

~ I |

0.1 0.2 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1

Social sciences

06-1
0.3 -0.58
0.15-0.3

Little or no
association

Strong relationship

Moderate to fairly strong relationship
Weak relationship

Weak Moderate  Fairly strong Strong Very strong
association association  association  association association

e

0 0.1

0.2 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1

Source: Walker, J., & Almond, P. (2010). Interpreting statistical findings: A guide

for health professionals and students. Maidenhead, UK.: Open
University Press Mc Graw Hill.
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Table 4 .4: The summary of statistical treatment for hypothesis testing of this research

Hypotheses Statistical
Treatment

H1,: There is no significant relationship between country-of-origin Pearson

image of Thailand and product image of Thai natural skin care Correlation

products.

Hl.: There is a significant relationship between country-of-origin

image of Thailand and product image of Thai natural skin care

products.

H2,: There is no significant relationship between product image of Pearson

Thai natural skin care products and consumer purchase intention of Correlation

Thai natural skin care products.

H2,: There is a significant relationship between product image of Thai

natural skin care products and consumer purchase intention of Thai

natural skin care products.

H3,: There is no significant relationship between health consciousness | Pearson

and healthy lifestyle. Correlation

H3,: There is a significant relationship between health consciousness

and healthy lifestyle.

H4,: There is no significant relationship between environmental Pearson

attitudes and healthy lifestyle. Correlation

H4.: There is a significant relationship between environmental

attitudes and healthy lifestyle.

H5,: There is no significant relationship between healthy lifestyle and | Pearson

attitude toward natural skin care products. Correlation

HS5,: There is a significant relationship between healthy lifestyle and

attitude toward natural skin care products.
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Table 4 .4: The summary of statistical treatment for hypothesis testing of this research

(continued)

Hypotheses Statistical
Treatment

H6,: There is no significant relationship between appearance Pearson

consciousness and attitude toward natural skin care products. Correlation

H6,: There is a significant relationship between appearance

consciousness and attitude toward natural skin care products.

H7,: There is no significant relationship between attitude toward Pearson

natural skin care products and consumer purchase intention of Thai Correlation

natural skin care products.
H7,: There is a significant relationship between attitude toward natural
skin care products and consumer purchase intention of Thai natural

skin care products.
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DATA PRESENTATION AND CRITICAL DISCUSSION OF RESULTS

This study had been conducted by using primary data collection method
from a sample of 400 respondents in Guangzhou, China. The data was gathered in
February 2013. In order to collect 400 valid self-administered questionnaires, the
researcher distributed 420 self-administered questionnaires to the target respondents.
This chapter is comprised of two main sections. The first section is descriptive
analysis for demographic factors and questionnaire descriptive analysis. The second

section is hypothesis testing. The data was interpreted by using the Statistical

Package.

5.1 Descriptive analysis

The descriptive analysis consists of two sections which are demo graphic and
questionnaire descriptive analysis. The demographic profiles of the respondents in

term of gender, age, marital status, income per month, education level, and occupation

CHAPTER 5

will be presented as follow.

5.1.1 Demographic factors

Table 5.1: Gender

Gender
Frequency Percent | Valid Percent Cumulative
Percent
Male 144 36.0 36.0 36.0
Valid  Female 256 64.0 64.0 100.0
Total 400 100.0 100.0

Source: Survey data gathered in February 2013




Table 5.1 shows that from 400 respondents, the majority of respondents are

female which comprises 64% (256) of total respondents while male comprises 36%

(144) of total respondents.

Table 5.2: Age

Age Categ_;ory
Frequency Percent | Valid Percent Cumulative
Percent

Under 20 years old 67 16.8 16.8 16.8

21-25 years old 91 22.8 22.8 39.5

26-30 years old 79 19.8 19.8 59.3
Valid  31-35 years old 70 175 17.5 76.8

36-40 years old 44 11.0 11.0 87.8

41 years old or abowe 49 12.3 12.3 100.0

Total 400 100.0 100.0

Source: Survey data gathered in February 2013

Table 5.2 shows that from 400 respondents, the highest percentage of
respondents are in age between 21-25 years old which are 22.8% (91) of total
respondents. Others are 26-30 years old which comprises 19.8% (79), 31-35 years old
which comprises 17.5% (70), under 20 years old which comprises 16.8% (67), 41
years old or above which comprises 12.3% (49), and 36-40 years old which comprises
11% (44), respectively.
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Table 5.3: Marital status

Marital Status

Frequency Percent Valid Percent Cumulative
Percent
Single 202 50.5 50.5 50.5
Married 180 45.0 45.0 95.5
\Valid
Divorced 18 4.5 4.5 100.0
Total 400 100.0 100.0

Source: Survey data gathered in February 2013

Table 5.3 shows that from 400 respondents, the highest percentage of
respondents are single which comprises 50.5% (202) of total respondents while

married comprises 45% (180), and divorced comprises 4.5% (18), respectively.

Table 5.4: Income per month

Income per month

Frequency Percent Valid Percent Cumulative
Percent
Under 550 USD 164 41.0 41.0 41.0
551-786 USD 130 325 32.5 735
787-1,022 USD 40 10.0 10.0 83.5
Valid

1,023-1,258 USD 38 9.5 95 93.0
More than 1,258 USD 28 7.0 7.0 100.0
Total 400 100.0 100.0

Source: Survey data gathered in February 2013
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Table 5.4 shows that from 400 respondents, the highest percentage of
respondents income per month is under 550 USD, which comprises 41% (164) of total
respondents. Others are 551-786 USD which comprises 32.5% (130), 787-1,022 USD
which comprises 10% (40), 1,023-1,258 USD which comprises 9.5% (38), and more
than 1,258 USD which comprises 7% (28), respectively.

Table 5.5: Education level

Education level

Frequency Percent | Valid Percent Cumulative
Percent
High school or less 145 36.3 36.3 36.3
College graduate 92 23.0 23.0 59.3
Valid  Bachelor Degree 135 33.8 33.8 93.0
Master Degree 28 7.0 7.0 100.0
Total 400 100.0 100.0

Source: Survey data gathered in February 2013

Table 5.5 shows that from 400 respondents, the highest percentage of
respondents are high school or less which comprises 36.3% (145) while bachelor
degree comprises 33.8% (135), college graduate comprises 23% (92), and master
degree 7% (28), respectively.

73



Table 5.6: Occupation

Occupation
Frequency Percent Valid Percent Cumulative
Percent
Student 70 17.5 17.5 17.5
Government sector
employee 35 8.8 8.8 26.3
_ Private sector employee 164 41.0 41.0 67.3
ald Business owner 33 8.3 8.3 75.5
Freelance 77 19.3 19.3 94.8
Others 21 53 53 100.0
Total 400 100.0 100.0

Source: Survey data gathered in February 2013

Table 5.6 shows that from 400 respondents, the highest percentages of

respondents are private sector employees which comprises 41% (164), Other are

freelance which comprises 19.3% (77), student which comprises 17.5% (70),

government sector employees which comprises 8.8% (35), business owners which

comprises 8.3% (33), and others which comprises 5.3% (21), respectively.
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5.1.2 Questionnaire descriptive analysis

Table 5.7: The analysis of country-of-origin image of Thailand variable by using

average mean and standard deviation

Descriptive Statistics

N

Minimum

Maximum

Mean

Std. Deviation

Thailand is known for the
high-quality of its natural
skin care products.
Thailand offers natural skin
care products that have a
good quality to price rafio.
Thai natural skin care
products are superior to
their competitors from other
countries.

Thailand produces reliable
natural skin care products.
MeanCOO

Valid N (listwise)

400

400

400

400

400
400

1.00

5.00

3.25

3.59

3.27

3.71

3.4531

922

.985

.946

.982

77303

Source: Survey data gathered in February 2013

Table 5.7 shows that the average mean of country-of-origin image of
Thailand variable is 3.4531, which is between neutral and agree. The highest average
mean is 3.71 which is “Thailand produces reliable natural skin care products.” and the
lowest average mean is 3.25 which is “Thailand is known for the high-quality of its

natural skin care products.”.
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Table 5.8: The analysis of product image of Thai natural skin care product variable

by using average mean and standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Thai natural skin care
products are known for its 400 1 5 3.17 .893
high quality.
Thai natural skin care
products are reliable 400 1 5 3.65 1.028
products.
Thai natural skin care
products are very useful. §° 1 ° 301 1.008
Thai natural skin care
products have good 400 1 5 3.76 1.076
ingredients.
|MeanPI 400 1.00 5.00 3.5450 .86358
\Valid N (listwise) 400

Source: Survey data gathered in February 2013

Table 5.8 shows that the average mean of product image of Thai natural skin
care product variable is 3.5450, which is between neutral and agree. The highest
average mean is 3.76 which is “Thai natural skin care products have good ingredients.”
and the lowest average mean is 3.17 which is “Thai natural skin care products are

known for its high quality.”.
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Table 5.9: The analysis of health consciousness variable by using average mean and

standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

| am prepared to leave a lot,

400 1 5 4.23 .868
|to eat as healthy as possible.
| think that | take health into

400 2 5 4.26 .780
accounta lotin my life.
| think itis important to know

400 1 5 4.34 .852
well how to eat healthy.
Good health is of major

400 1 5 4.52 .759
importance in a happy life.
|MeanHC 400 1.25 5.00 4.3350 .66648
\Valid N (listwise) 400

Source: Survey data gathered in February 2013

Table 5.9 shows that the average mean of health consciousness variable is
43350, which is between agree and strongly agree. The highest average mean is 4.52
which is “Good health is of major importance in a happy life.” and the lowest average

mean is 4.23 which is “T am prepared to leave a lot, to eat as healthy as possible.”
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Table 5.10: The analysis of environmental attitude variable by using average mean

and standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Natural skin care products
are not harmful to 400 1 5 3.77 1.008
environment.
Buying natural products
would be environmental 400 1 5 3.79 .962
consenvation tasks.
Itis important to me how
natural skin care products 400 1 5 3.66 925
may affect the environment.
| prefer consuming natural
skin care products. §°° 1 ° 402 994
MeanEA 400 1.25 5.00 3.8125 .78709
Valid N (listwise) 400

Source: Survey data gathered in February 2013

Table 5.10 shows that the average mean of environmental attitude variable is

3.8125, which is between neutral and agree. The highest average mean is 4.02 which

is “I prefer consuming natural skin care products.” and the lowest average mean is

3.66 which is “It is important to me how natural skin care products may affect the

environment.”
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Table 5.11: The analysis of healthy lifestyle variable by using average mean and

standard deviation

Descriptive Statistics

N Minimum | Maximum Mean Std. Deviation

| do exercise regularly. 400 1 5 3.74 .883
| often eat fruits and

400 1 5 4.21 .862
vegetables.
| take regular health check-

400 1 5 3.51 1.040
ups.
| ry to balance work and

400 1 5 4.06 .852
personal aspects.
|MeanHL 400 1.25 5.00 3.8794 .63939
\Valid N (listwise) 400

Source: Survey data gathered in February 2013

Table 5.11 shows that the average mean of healthy lifestyle variable is
3.8794, which is between neutral and agree. The highest average mean is 4.21 which
is “[ often eat fruits and vegetables.” and the lowest average mean is 3.51 which is “I

take regular health check-ups.”
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Table 5.12: The analysis of appearance consciousness variable by using average

mean and standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

What| look like is an

400 1 5 4.28 .857
important part of who | am.
If | could look justas | wish,
my life would be much 400 2 5 4.29 .864
happier.
I'm usually aware of my

400 1 5 419 .885
appearance.
[MeanAC 400 1.33 5.00 4.2550 .76942
\Valid N (listwise) 400

Source: Survey data gathered in February 2013

Table 5.12 shows that the average mean of appearance consciousness
variable is 4.2550, which is between agree and strongly agree. The highest average
mean is 4.29 which is “If I could look just as I wish, my life would be much happier.”

and the lowest average mean is 4.19 which is “I'm usually aware of my appearance.”
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Table 5.13: The analysis of attitude toward natural skin care products variable by

using average mean and standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

Natural skin care products

400 1 5 4.08 .969
are healthier.
Natural skin care products

400 1 5 3.86 1.023
have no harmful effects.
Natural skin care products

400 1 5 3.89 1.060
are in fashion.
For me buying natural skin
care products would be 400 1 5 3.65 914
pleasant.
For me buying natural skin
care products would be 400 1 5 3.98 .938
beneficial.
|MeanAT 400 1.00 5.00 3.8910 79429
\Valid N (listwise) 400

Source: Survey data gathered in February 2013

Table 5.13 shows that the average mean of attitude toward natural skin care

products variable is 3.8910, which is between neutral and agree. The highest average

mean is 4.08 which is “Natural skin care products are healthier.’

average mean is 3.65 which is “For me buying natural skin care products would be

pleasant.”

and the lowest
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Table 5.14: The analysis of consumer purchase intention of Thainatural skin care

products variable by using average mean and standard deviation

Descriptive Statistics

N

Minimum

Maximum

Mean

Std. Deviation

| am highly considering the
purchase of Thai natural
skin care products.

| recommend the Thai
natural skin care products to
others.

| think that people around
me love Thai natural skin
care products.

If Thai natural skin care
products were available, |
would buy them.

| plan to buy Thai natural
skin care product
MeanCPI

Valid N (listwise)

400

400

400

400

400

400
400

1.00

5.00

3.18

3.23

3.06

3.34

3.53

3.2680

.887

.907

.903

.925

1.008

.75206

Source: Survey data gathered in February 2013

Table 5.14 shows that the average mean of consumer purchase intention of

Thai natural skin care products variable is 3.2680, which is between neutral and agree.

The highest average mean is 3.53 which is “I plan to buy Thai natural skin care

product.” and the lowest average mean is 3.06 which is “I think that people around me

love Thainatural skin care products.”
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5.2 Hypothesis testing

This study aims to test the 7 hypotheses by using Pearson Correlation

Coefficient (Bivariate) as follows:

Hypothesis 1: Country-of-origin image of Thailand and product image of Thai

natural skin care products

H1,: There is no significant relationship between country-of-origin image of Thailand

and product image of Thai natural skin care products.

H1,: There is a significant relationship between country-of-origin image of Thailand

and product image of Thai natural skin care products.

Table 5.15: Pearson Correlation Coefficient (Bivariate) for hypothesis 1

Correlations

MeanCOO | MeanPI
Pearson Correlation 1 735"
IMeanCOO  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 735" 1
IMeanPI Sig. (2-tailed) .000
N 400 400

**. Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013

Table 5.15 shows that the significant level is 0.000, which is less than 0.01
(0.000 <0.01). Therefore, the null hypothesis (HI,) was rejected, which can be
concluded that there is a relationship between country-of-origin image of Thailand

and product image of Thai natural skin care products at the 0.01 significant level.
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Correlation coefficient value of 0.735, it means that there is a strong positive
relationship between country-of- origin image of Thailand and product image of Thai
natural skin care products. From this finding, it can be concluded that these two
variables have a positive relationship or mentioned that country-of-origin image of
Thailand has strong effect on product image of Thai natural skin care products.
Therefore, given an increase in country-of-origin image of Thailand will result in an

increase in product image of Thainatural skin care products.

Hypothesis 2: Product image of Thai natural skin care products and consumer

purchase intention of Thainatural skin care products

H2,: There is no significant relationship between product image of Thai natural skin

care products and consumer purchase intention of Thai natural skin care products.

H2,: There is a significant relationship between product image of Thainatural skin

care products and consumer purchase intention of Thai natural skin care products.

Table 5.16: Pearson Correlation Coefficient (Bivariate) for hypothesis 2

Correlations

MeanPI MeanCPI
Pearson Correlation 1 469"
[MeanPI Sig. (2-tailed) .000
N 400 400
Pearson Correlation 469" 1
[MeanCPI  Sig. (2-tailed) .000
N 400 400

**_Correlation is significant at the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013

Table 5.16 shows that the significant level is 0.000, which is less than 0.01
(0.000 <0.01). Therefore, the null hypothesis (HI,) was rejected, which can be
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concluded that there is a relationship between product image of Thai natural skin care
products and consumer purchase intention of Thai natural skin care products at the

0.01 significant level.

Correlation coefficient value of 0.469, it means that there is a moderate
positive relationship between product image of Thai natural skin care products and
consumer purchase intention of Thai natural skin care products. From this finding, it
can be concluded that these two variables have a positive relationship or mentioned
that product image of Thai natural skin care products has moderate effect on
consumer purchase intention of Thai natural skin care products. Therefore, given an
increase in product image of Thai natural skin care products will result in an increase

in consumer purchase intention of Thai natural skin care products.
Hypothesis 3: Health consciousness and healthy lifestyle

H3,: There is no significant relationship between health consciousness and healthy

lifestyle.

H3,: There is a significant relationship between health consciousness and healthy

lifestyle.

Table 5.17: Pearson Correlation Coefficient (Bivariate) for hypothesis 3

Correlations

MeanHC | MeanHL
Pearson Correlation 1 457"
IMeanHC  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 457" 1
IMeanHL Sig. (2-tailed) .000
N 400 400

**_ Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013
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Table 5.17 shows that the significant level is 0.000, which is less than 0.01
(0.000 <0.01). Therefore, the null hypothesis (Hl,) was rejected, which can be
concluded that there is a relationship between health consciousness and healthy

lifestyle at the 0.01 significant level.

Correlation coefficient value of 0.457, it means that there is a moderate
positive relationship between health consciousness and healthy lifestyle. From this
finding, it can be concluded that these two variables have a positive relationship or
mentioned that health consciousness has moderate effect on healthy lifestyle.
Therefore, given an increase in health consciousness will result in an increase in

healthy lifestyle.
Hypothesis 4: Environmental attitudes and healthy lifestyle

H4,: There is no significant relationship between environmental attitudes and healthy

lifestyle.

H4,: There is a significant relationship between environmental attitudes and healthy

lifestyle.

Table 5.18: Pearson Correlation Coefficient (Bivariate) for hypothesis 4

Correlations

MeanEA | MeanHL
Pearson Correlation 1 412"
[MeanEA  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 4127 1
IMeanHL  Sig. (2-tailed) .000
N 400 400

** Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013
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Table 5.18 shows that the significant level is 0.000, which is less than 0.01
(0.000 <0.01). Therefore, the null hypothesis (Hl,) was rejected, which can be
concluded that there is a relationship between environmental attitudes and healthy

lifestyle at the 0.01 significant level.

Correlation coefficient value of 0.412, it means that there is a moderate
positive relationship between environmental attitudes and healthy lifestyle. From this
finding, it can be concluded that these two variables have a positive relationship or
mentioned that environmental attitudes has moderate effect on healthy lifestyle.
Therefore, given an increase in environmental attitudes will result in an increase in

healthy lifestyle.
Hypothesis 5: Healthy lifestyle and attitude toward natural skin care products

H5,: There is no significant relationship between healthy lifestyle and attitude toward

natural skin care products.

H5a: There is a significant relationship between healthy lifestyle and attitude toward

natural skin care products.

Table 5.19: Pearson Correlation Coefficient (Bivariate) for hypothesis 5

Correlations

MeanHL MeanAT
Pearson Correlation 1 409"
[MeanHL  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 409" 1
IMeanAT  Sig. (2-tailed) .000
N 400 400

** Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013
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Table 5.19 shows that the significant level is 0.000, which is less than 0.01
(0.000 <0.01). Therefore, the null hypothesis (Hl,) was rejected, which can be
concluded that there is a relationship between healthy lifestyle and attitude toward

natural skin care products at the 0.01 significant level.

Correlation coefficient value of 0.409, it means that there is a moderate
positive relationship between healthy lifestyle and attitude toward natural skin care
products. From this finding, it can be concluded that these two variables have a
positive relationship or mentioned that healthy lifestyle has moderate effect on
attitude toward natural skin care products. Therefore, given an increase in healthy

lifestyle will resultin an increase in attitude toward natural skin care products.

Hypothesis 6: Appearance consciousness and attitude toward natural skin care

products

H6,: There is no significant relationship between appearance consciousness and

attitude toward natural skin care products.

H6,: There is a significant relationship between appearance consciousness and

attitude toward natural skin care products.

Table 5.20: Pearson Correlation Coefficient (Bivariate) for hypothesis 6

Correlations

MeanAC | MeanAT
Pearson Correlation 1 6317
IMeanAC  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 6317 1
IMeanAT  Sig. (2-tailed) .000
N 400 400

** Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013
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Table 5.20 shows that the significant level is 0.000, which is less than 0.01
(0.000 <0.01). Therefore, the null hypothesis (Hl,) was rejected, which can be
concluded that there is a relationship between appearance consciousness and attitude

toward natural skin care products at the 0.01 significant level.

Correlation coefficient value of 0.631, it means that there is a strong positive
relationship between appearance consciousness and attitude toward natural skin care
products. From this finding, it can be concluded that these two variables have a
positive relationship or mentioned that appearance consciousness has strong effect on
attitude toward natural skin care products. Therefore, given an increase in appearance

consciousness will result in an increase in attitude toward natural skin care products.

Hypothesis 7: Attitude toward natural skin care products and consumer

purchase intention of Thai natural skin care products

H7,: There is no significant relationship between attitude toward natural skin care

products and consumer purchase intention of Thai natural skin care products.

H7,: There is a significant relationship between attitude toward natural skin care

products and consumer purchase intention of Thai natural skin care products.

Table 5.21: Pearson Correlation Coefficient (Bivariate) for hypothesis 7

Correlations

MeanAT | MeanCPI
Pearson Correlation 1 4707
IMeanAT  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 4707 1
IMeanCPI  Sig. (2-tailed) .000
N 400 400

**_Correlation is significant at the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013
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Table 5.21 shows that the significant level is 0.000, which is less than 0.01
(0.000 <0.01). Therefore, the null hypothesis (Hl,) was rejected, which can be
concluded that there is a relationship between attitude toward natural skin care
products and consumer purchase intention of Thai natural skin care products at the

0.01 significant level.

Correlation coefficient value of 0.470, it means that there is a moderate
positive relationship between attitude toward natural skin care products and consumer
purchase intention of Thai natural skin care products. From this finding, it can be
concluded that these two variables have a positive relationship or mentioned that
attitude toward natural skin care products has moderate effect on consumer purchase
intention of Thai natural skin care products. Therefore, given an increase in attitude
toward natural skin care products will result in an increase in consumer purchase

intention of Thainatural skin care products.
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Table 5.22: Summary of hypothesis testing

Hypo thesis Sig. r Result

H1,: There is no significant relationship between
country-of-origin image of Thailand and product image

of Thai natural skin care products.

0.000 | 0.735 | Reject
H1,: There is a significant relationship between country-

of-origin image of Thailand and product image of Thai Ho

natural skin care products.

H2,: There is no significant relationship between

product image of Thai natural skin care products and

consumer purchase intention of Thai natural skin care

products. 0.000 | 0.469 | Reject
H,

H2,: There is a significant relationship between product
image of Thai natural skin care products and consumer

purchase intention of Thai natural skin care products.

H3,: There is no significant relationship between health

consciousness and healthy lifestyle. )
0.000 | 0.457 | Reject

H3.: There is a significant relationship between health H,

consciousness and healthy lifestyle.

H4,: There is no significant relationship between

environmental attitudes and healthy lifestyle. _
0.000 | 0.412 | Reject

H4,: There is a significant relationship between H,

environmental attitudes and healthy lifestyle.
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Table 5.22: Summary of hypothesis testing (continued)

Hypothesis

Sig.

Result

H50: There is no significant relationship between
healthy lifestyle and attitude toward natural skin care

products.

H5a: There is a significant relationship between healthy

lifestyle and attitude toward natural skin care products.

0.000

0.409

Reject

H6,: There is no significant relationship between
appearance consciousness and attitude toward natural

skin care products.

H6,: There is a significant relationship between
appearance consciousness and attitude toward natural

skin care products.

0.000

0.631

Reject

H7,: There is no significant relationship between
attitude toward natural skin care products and consumer

purchase intention of Thai natural skin care products.

H7,: There is a significant relationship between attitude
toward natural skin care products and consumer

purchase intention of Thai natural skin care products.

0.000

0470

Reject
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CHAPTERG6

CONCLUSION AND RECOMMENDATIONS

The aims of the study is to investigate the impact of country-of-origin image
of Thailand and the consumers’ attitude toward natural skin care products through
consumers’ individual healthy lifestyle on consumers purchase intention of Thai
natural skin care products. This chapter consists of four main sections including
summary of findings, conclusion and implications, recommendations, and further

study respectively.

6.1 Summary of findings
6.1.1 Summary of demographic factors

The primary data of this study were collected from 400 respondents in
Guangzhou, China. The data was gathered in February 2013. The demographic
factors include gender, age, marital status, income per month, education level, and

occupation.

Table 6.1: Summary of demo graphic factors

Demographic profiles Majority in Percent
Gender Female - 64% (256)
Age 21-25 years old - 22.8% (91)
Marital status Single - 50.5% (202)
Income per month Under 550 USD - 41% (164)
Education level High school or less - 36.3% (145)
Occupation Private sector employees - 41% (164)

Source: Survey data gathered in February 2013
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From table 6.1, the majority of respondents are female which comprise 64%
(256) of total respondents. The majority of respondents are people who intend to buy
the Thai natural skin care products and are in the aged between 21-25 years old,
which equal to 22.8% (91) of total respondents. The majority of respondents are
single which comprise 50.5% (202) of total respondents. Most of them are people
who have ncome per month under 550 USD which comprise 41% (164) of total
respondents. The highest percentages of respondents are high school or less which
comprise 36.3% (145), and the highest percentages of respondents are private sector

employees which comprise 41% (164).

6.1.2 Summary of questionnaire descriptive analysis

Table 6.2: Summary of average mean and standard deviation

Variable Average mean Standard
deviation

Country-of-origin image of Thailand 3.4531 0.77303
Product image of Thai natural skin care 3.5450 0.86358
products
Health consciousness 4.3350 0.66648
Environmental attitudes 3.8125 0.78709
Healthy lifestyle 3.8794 0.63939
Appearance consciousness 4.2550 0.76942
Attitude toward natural skin care products 3.8910 0.79429
Consumer purchase intention of Thai natural 3.2680 0.75206
skin care products

Source: Survey data gathered in February 2013
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From table 6.2 show that the health consciousness variable has the highest
average mean is 4.3350, while consumer purchase intention of Thai natural skin care
products variable has the lowest average mean is 3.2680. The higher standard
deviation refers to the data points clustered around more distance from the average
mean. Product image of Thai natural skin care products variable has the highest
standard deviation is 0.86358, while healthy lifestyle variable has the lowest standard
deviation is 0.63939.

6.1.3 Summary of hypothesis testing

The findings of seven hypotheses can be summarized as follow:

Hypothesis 1: There is a significant relationship between country-of-origin image of

Thailand and product image of Thai natural skin care products.

Hypothesis 2: There is a significant relationship between product image of Thai
natural skin care products and consumer purchase intention of Thai natural skin care

products.

Hypothesis 3: There is a significant relationship between health consciousness and

healthy lifestyle.

Hypothesis 4: There is a significant relationship between environmental attitudes and

healthy lifestyle.

Hypothesis 5: There is a significant relationship between healthy lifestyle and attitude

toward natural skin care products.

Hypothesis 6: There is a significant relationship between appearance consciousness

and attitude toward natural skin care products.

Hypothesis 7: There is a significant relationship between attitude toward natural skin

care products and consumer purchase intention of Thai natural skin care products.
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6.2 Conclusion and implications

6.2.1 Conclusion

This study focused on investigating country-of-origin image of Thailand,
product image of Thai natural skin care products, health consciousness, environmental
attitudes, healthy lifestyle, appearance consciousness, and attitude toward natural skin
care products that influence consumers purchase intention of Thai natural skin care
products. In order to achieve the objectives, hypotheses have been set and tested by
using Pearson Correlation Coefficient (Bivariate).The conclusion of this study will be

concluded based on the research objective as follow:

Firstly, to investigate the relationship between country-of-origin image of
Thailand and product image of Thai natural skin care products, the result of the study
shows that there is a relationship between country-of-origin image of Thailand and
product image of Thai natural skin care products at the 0.01 significant level.
Correlation coefficient value of 0.735, it means that there is a strong positive
relationship between country-of- origin image of Thailand and product image of Thai
natural skin care products. This finding is corresponding with Souiden et al.’s (2011)
findings that there is a positive and significant relationship that the higher the country-

of-origin’s image, the higher products’ image.

Secondly, to investigate the relationship between product image of Thai
natural skin care products and consumer purchase intention of Thai natural skin care
products, the result of the study shows that there is a relationship between product
image of Thai natural skin care products and consumer purchase intention of Thai
natural skin care products at the 0.01 significant level. Correlation coefficient value of
0.469, it means that there is a moderate positive relationship between product image
of Thai natural skin care products and consumer purchase intention of Thai natural

skin care products. This finding is corresponding with Souiden et al.’s (2011) findings
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that there is a positive and significant relationship that the higher the perception of

products’ image, the higher consumers’ purchase intention of the products.

Thirdly, to investigate the relationship between health consciousness and
healthy lifestyle, the result of the study shows that there is a relationship between
health consciousness and healthy lifestyle at the 0.01 significant level. Correlation
coefficient value of 0.457, it means that there is a moderate positive relationship
between health consciousness and healthy lifestyle. This finding is corresponding with
Chen’s (2009) findings that consumers’ health consciousness are positive donors to
the consumers’ healthy lifestyles. Furthermore, Kim & Chung (2011) also claimed
that in terms of skin care products purchase, consumers who possess high health

consciousness may consider whether products are safe for their skin.

Fourthly, to investigate the relationship between environmental attitudes and
healthy lifestyle, the result of the study shows that there is a relationship between
environmental attitudes and healthy lifestyle at the 0.01 significant level. Correlation
coefficient value of 0.412, it means that there is a moderate positive relationship
between environmental attitudes and healthy lifestyle. This finding is corresponding
with Chen’s (2009) findings that consumers’ environmental attitudes are positive

donors to the consumers’ healthy lifestyles.

Fifthly, to investigate the relationship between healthy lifestyle and attitude
toward natural skin care products, the result of the study shows that there is a
relationship between healthy lifestyle and attitude toward natural skin care products at
the 0.01 significant level. Correlation coefficient value of 0.409, it means that there is
a moderate positive relationship between healthy lifestyle and attitude toward natural
skin care products. This finding is corresponding with Chen’s (2009) findings that
healthy lifestyles do have the positive affect on the consumers’ attitudes toward
organic foods. Souiden & Diagne (2009) stated that Canadian men’s consumption of
cosmetics is strongly affected by their lifestyles.
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Sixthly, to investigate the relationship between appearance consciousness
and attitude toward natural skin care products, the result of the study shows that there
is a relationship between appearance consciousness and attitude toward natural skin
care products at the 0.01 significant level. Correlation coefficient value of 0.631, it
means that there is a strong positive relationship between appearance consciousness
and attitude toward natural skin care products. This finding is corresponding with Kim
& Chung (2011) claimed that appearance consciousness positively affects attitude
toward purchasing organic skin/hair care products. Souiden & Diagne (2009) stated
that the physical attractiveness has a positive affect on men’s cosmetics products

consumptions.

Lastly, to investigate the relationship between attitude toward natural skin
care products and consumer purchase intention of Thai natural skin care products, the
result of the study shows that there is a relationship between attitude toward natural
skin care products and consumer purchase intention of Thai natural skin care products
at the 0.01 significant level. Correlation coefficient value of 0.470, it means that there
is a moderate positive relationship between attitude toward natural skin care products
and consumer purchase intention of Thai natural skin care products. This finding is
corresponding with Kim & Chung’s (2011) findings that consumers’ attitude toward
purchasing organic skin/hair care products positively affects on consumers’ intentions
to purchase organic skin/hair care products. The findings of consumers’ attitude has a
significant influence in consumers’ purchase intention is corresponding with many
previous studies (e.g. Ajzen, 1991 ; Magistris & Gracia, 2008 ; Chen, 2008 ; Aman et
al., 2012 ; George, 2004 ).

The majority of respondents are female (64%). The respondents are people
who intend to buy the Thai natural skin care products who are in the age between 21-
25 years old (22.8%). Most of the respondents are single (50.5%). Income per month
of most of the respondents is under 550 USD (41%). The education level of most of
the respondents is high school or less (36.3%), and most of them are private sector

employees (41%).

98



6.2.2 Implications

The result of the correlation coefficient value from the hypothesis testing
(see figure 6.1), hypothesis 1, shows that there is a relationship between country-of-
origin image of Thailand and product image of Thai natural skin care products (0.735).
For hypothesis 6, there is a relationship between appearance consciousness and
attitude toward natural skin care products (0.631) have strong positive relationship.
Moreover, for hypothesis 7, there is a relationship between attitude toward natural
skin care products and consumer purchase intention of Thai natural skin care products
(0.470). Results for hypothesis 2, shows that there is a relationship between product
image of Thai natural skin care products and consumer purchase intention of Thai
natural skin care products (0.469). For hypothesis 3, there is a relationship between
health consciousness and healthy lifestyle (0.457). For hypothesis 4, there is a
relationship between environmental attitudes and healthy lifestyle (0.412), and for
hypothesis 5, there is a relationship between healthy lifestyle and attitude toward
natural skin care products (0.409), respectively. Hypothesis 7, 2, 3, 4, 5 have

moderate positive relationship. All of the hypotheses have positive relationship.

The findings of correlation coefficient value implied that firstly, Chinese
consumers believed that Thai natural skin care products have high quality with truly
of natural ingredients. Product image of Thai natural skin care products have been
significant related to the country-of-origin image of Thailand. It also implied that the
country-of-origin image of Thailand is an agricultural country, and Thailand has
richness in natural environment and natural resources which are strongly related to
Thailand has a high potential to produce and develop the natural skin care products.
Chinese consumers believe that Thai natural skin care products are reliable and have

good ingredients.

Secondly, Chinese consumers are aware of their health, and environmental

protection. They emphasize on their healthy living. Chinese consumers trust natural
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skin care products and believe that natural skin care products of Thailand are harmless.
They think that to use natural skin care products is beneficial for their health; as a
result they desire to purchase natural skin care products. Chinese consumers recognize
that good health is of major importance in a happy life. They prefer consuming

natural skin care products and they often eat fruits and vegetable.

Thirdly, Chinese consumers have very high appearance consciousness. They
think that what they look like is the important part of who they are. They will be
happier, if they could look just as they wish. As a result, they have a same recognition
that they accept natural skin care products since natural skin care products able to

satisfy their needs for beauty and improve their general appearances.

Lastly, Chinese consumers recognize that natural skin care products are
healthier. They perceived that natural skin care products are in fashion, and they have
a highly acceptance toward natural skin care products. They plan to buy Thai natural

skin care products.
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6.3 Recommendations

The findings of this study suggest that country-of-origin image of Thailand,
products image of Thai natural skin care products, health consciousness,
environmental attitude, healthy lifestyle, appearance consciousness, and attitude
toward natural skin care products are significant considerations for Thai cosmetic
firms to increase consumer purchase intention of Thai natural skin care products. As a
result, this study recommends that Thai cosmetic firms should develop the country-of-
origin image of Thailand and product image of Thai natural skin care products
through the sense of nature, green, beauty together with the agricultural country image
of Thailand. Since most of Chinese consumers believed that Thai natural skin care
products are reliable and have good ingredients due to richness of natural environment,
natural resources, and historical agricultural country which is a deeply rooted in

agricultural social structure of Thailand.

Chinese consumers are aware of their health, and environmental protection.
They emphasize on their healthy living. Chinese consumers trust natural skin care
products and believe that natural skin care products of Thailand are harmless. They
think that to use natural skin care products is beneficial for their health; as a result
they desire to purchase natural skin care products. Chinese consumers recognize that
good health is of major importance in a happy life. They prefer consuming natural
skin care products and they often eat fruits and vegetable. In order to expand the Thai
natural skin care products to the Chinese market, Thai cosmetics firms should apply
the green marketing. For example, eco-label, eco-brand and environmental

advertisement are the green marketing tools (Rahbar and Wahid, 2011).

Additionally, Chinese consumers have very high appearance consciousness.
They think that what they look like is the important part of who they are. They will be
happier, if they could look just as they wish. As a result, they have a same recognition

that they accept natural skin care products since natural skin care products able to
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satisfy their needs for beauty and improve their general appearances. Therefore, Thai
cosmetics firms should develop the products to satisfy the needs for beauty. The
marketing campaign can be developed based on the concept of “Beauty with natural”.
Moreover, Chinese consumers recognize that natural skin care products are healthier.
They perceived that natural skin care products are in fashion, and they have a highly
acceptance toward natural skin care products. They plan to buy Thai natural skin care
products even they are not able to see the physical products in the distribution channel
that they trust which is department stores but they still have moderately high intention
to purchase Thai natural skin care products. It can be implied that Chinese consumers
have the high expectation in Thainatural skin care products and Thai natural skin care

products have high potential to grow in China market.

For the potential consumers of Thai natural skin care products, Thai
cosmetic firms may focus on consumers who have high appearance consciousness,
healthy lifestyle consumers, and new couples since the arrival of babies in the family
is the trigger of green product consumption. For the price of the products, it should
not higher than 15% premium from the non-green products. Additionally, department
stores are the key distribution channel for Thai natural skin care products because
most of Chinese consumers trust that this channel will provides safe, reliable and

certified products for them.
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64 Further study

The study investigated the impact of country-of-origin image of Thailand
and the consumers’ attitude toward natural skin care products through consumers’
individual healthy lifestyle on consumers purchase intention of Thai natural skin care
products only. Whether such results would be consistent in other natural skin care
products from other countries would need to be verified through further research. The

further study could be studied on other natural skin care products from other countries.

There are more factors that would affect consumers purchase intention of
natural skin care products. Further study could be studied on different factors that
would affect consumers purchase intention of natural skin care products such as age,

income, past experience with natural skin care products, and etc.

The result of this study has a limitation in geographic areas since the
researcher collected the data in only one city which is Guangzhou, China, therefore
the feedback of the target respondents may differ from people in other geographic
areas. The further study would study in different geographic areas such as Beijing,

Shanghai, and etc.

Since the Chinese consumers are willing to pay higher premium for non-
Chinese foreign green products that are produced in foreign countries by foreign firms
than the green products that are produced in China even the manufacture facility is
invested by foreign firms. Therefore, the further study would study how many percent
of a premium that Chinese consumers are willing to pay for Thai natural skin care

products or Thai green products.
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APPENDIX: A.Questionnaire English Version

Questionnaire:

This questionnaire is produced by an MBA student from Assumption
University to obtain information of “Determinant factors toward purchase intention: A
case study of Thai natural skin care products in Guangzhou, China.”. The purpose of
this research project is to complete a Thesis of Master Degree in Business

Administration, Assumption University. Your responds will be keep confidence.

Thank you for your cooperation.

Part 1: Screening question

Do you intend to buy the Thai natural skin care product?

[1Yes [1No (If no, respond no further.)

Part 2: Main Questionnaire

Please indicate by “\ into the blank which is most accurately describes your
opinion toward Thai natural skin care products. The scale method thatuses in this

questionnaire starts from 1 to 5 which have this following scale;

1 = Strongly disagree 2 = Disagree 3 = Neutral 4= Agree 5= Strongly agree
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No.

Items

products.

Thai natural skin care products are known for its

high quality.

Thailand is known for the high-quality of its 5
natural skin care products.

2 Thailand offers natural skin care products that 5
have a good quality to price ratio.

3 Thai natural skin care products are superior to 5
their competitors from other counftries.

4 Thailand produces reliable natural skin care 5

Thai natural skin care products are reliable
products.

Thai natural skin care products are very useful.

Thai natural skin care products have good

ingredients.

I am prepared to leave a lot, to eat as healthy as

possible.

10

I think thatI take health into account a lot in my
life.

11

I think it is important to know well how to eat

healthy.

12

Good health is of major importance in a happy

life.
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13 | Natural skin care products are not harmful to 5
environment.

14 | Buying natural products would be environmental 5
conservation tasks.

15 | It is important to me how natural skin care 5
products may affect the environment.

16 | I prefer consuming natural skin care products. 5

(working/private life)

17 | I do exercise regularly. (regular exercise) 5

18 | I often eat fruits and vegetables. (high fruit 5
consumption)

19 | I take regular health check-ups. (regular health 5
control)

20 | I try to balance work and personal aspects. 5

21 | WhatI look like is an important part of who I am. 5

22 | If I could look just as I wish, my life would be 5
much happier.

23 | I'm usually aware of my appearance. 5

pleasant.

24 | Natural skin care products are healthier. (health 5
benefit)

25 | Natural skin care products have no harmful 5
effects. ( no harmful)

26 | Natural skin care products are in fashion. (fashion) 5

27 | For me buying natural skin care products would be 5
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28 | For me buying natural skin care products wouldbe | 1 | 2 3 4 5

beneficial.

I am highly considering the purchase of Thai 1 |2 3 4 5

natural skin care products

30 | I recommend the Thai natural skin care productsto | 1 | 2 3 4 5

others.

31 | I think that people around me love Thainatural 1 |2 3 4 5

skin care products.

32 | If Thai natural skin care products were available, I | 1 2 3 4 5
would buy them.

33 | I plan to buy Thai natural skin care product. 1 |2 3 4 5

Part 3: Demographic Factors

1. Gender
[1 Male [1 Female

2. Age Category

0 Under 20 years old 0 21-25 years old
0 26-30 years old 0 31-35 years old
0 36-40 years old 0 41 years old or above

3. Marital Status
[ Single [J Married

[1 Divorced
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4. Income per month

[ Under 550 USD [1551-786 USD
0 787-1,022 USD 01,023-1,258 USD
[J More than 1,258 USD

5. Education level

[1 High school or less [1 College graduate
I Bachelor Degree [J Master Degree
] Higher than Master Degree

6. Occupation

[ Student [ Government sector employee
[] Private sector employee [ Business owner

[1 Freelance [0 Others (Please specify)
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APPENDIX: B. Questionnaire Chinese Version

G HE
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5 ZR B FARY I A A A% T 001D v o B 1 (2 |3 |4 |5
6 ZeE RARY R d A& R AR AT HE 1977 1 (2 |3 |4 |5
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Table 1.1: Price of Thai, Chinese, and international brands of natural skin care
products from www.taobao.com

Thaibrand Product Price USD
Abhaibhubejhr Ginger shampoo 300 ml. 7.08
ARB-IMS Essential oil handmade soap 110 g. 4.71
MADAME HENG | Original formula 150 g. 5.35
MADAME HENG | Acne clear soap 150 g. 5.17
MAITHONG Jasmine rice soap 100 g. 3.93
MAITHONG Mangosteen soap 100 g. 3.93
No brand from Carbon handmade soap 100g. 3.93
floating market
THANN Oriental essence shower cream 300 ml. 32.39
Twin Lotus Jasmine rice milk shower cream 250 ml. 6.26
Twin Lotus Herbal soap 1.57

Chinese brand Product Price USD
Arboreal (5 5i4) | Rose hydrating& moisturizing cream 50g. 4.91
Arboreal (75 5i42) | Rose hydrating essential oil 20 ml. 6.92
Bai Zhen Tang Green tea handmade soap 120g. 1.58
(fai)

Bai Zhen Tang Carbon handmade soap 120g. 4.56

(fH2 %)

Bo Qian (1# 1) Ginger shower cream 1,000 ml. 4.10

Bo Qian (f#1#) Ginger shampoo 800 ml. 4.18

Doctor Li(Z=24=) | Deep natural herbal cleanser 130g. 3.14

Perfect(585%) Aloe gel 40g. 4.56

ROST(#) 2 %) Ginger shampoo 450 ml.+ Ginger conditioner 7.71
450ml.

Zhen Ben Cao Herbal shower cream 500 ml. 5.98

(IEAE)

International Product Price USD
brand

Body Shop Nutriganics smoothing day cream 50 ml. 21.23

Body Shop Nutriganics softening cleansing gel 100ml. 6.29

Burt‘s Bees Honey&Shea soap 140 g. 6.92

Burt's Bees Replenishing lip balm with pomegranate 3.46
4.25g.

Skin food Broccoli cleansing foam 120ml. 9.43

Source: Taobao.com. (2013). A7 /4. Retrieved from http://www.taobao.com/
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Table 2.1: Summary of previous studies

Author Objective Key findings
Souiden  To examine consumers’ | A strong of country-of-origin’s image
et al. behavior in emerging countries, | positively impacts on the image of the
(2011) and at the same time the impacts | nation’s high-tech products, country-
of country image and country- | of-origin’s image and country image
of-origin’s image on consumers’ | obviously decrease consumer
uncertainty, aspiration and | uncertainty while increase aspiration
purchasing intention of high-|in relevance to the purchase of
tech products have also been | complex products. The impact of
assessed. country image is greater than country-
of-origin’s image; however, country-
of-origin’s image plays a significant
role in affecting the product image.
Uncertainty and product image have
lesser affect on consumer purchase
intention than aspiration.
Chen To examine the assumptions | Health consciousness and
(2009) whether health consciousness | environmental attitudes affect

and environmental attitudes

affect the consumers’ attitude
toward organic foods through an

individual’s healthy lifestyle.

consumers’ attitude toward organic

foods through their healthy lifestyle.
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Table 2.1: Summary of previous studies (continued)

Author Objective Key findings
Kim& To investigate the effects of Environmental consciousness and
Chung consumer values and past appearance consciousness have more
(2011) experiences on consumers positively influenced in attitude
purchase intentions of organic toward buying organic personal care
personal care products by using | products than health consciousness.
the theory of planned behaviors | Past experiences are a predictor of
(TPB), and the moderating purchase intention and perceived
effect of perceived behavioral behavioral control is the moderator of
control on the attitude-intention | attitude-purchase intention
relationship is aimed to consider | relationship resulted in the
further. improvement on the theory of planned
behaviors (TPB).
Souiden& | To examine and illustrate the There are the different motivations
Diagne effect of personal variables, and drives between Canadian and
(2009) socio-culture variable, and French males when regarding to
marketing variables on purchase and consume the men’s
Canadian and French males’ grooming products. However, the
attitude toward the consumption | physical attractiveness has positive
and purchase of men’s affect on men’s cosmetics
cosmetics. consumptions are strongly supported
by Canadian and French males.
Wang& To examine the relationship Brand personality and country-of-
Yang among brand personality, origin image exert important positive
(2008) country-of-origin image and main impacts on purchase intention.

purchase intention.

124




Table 3.1: Operationalization of the variables

Variable Concept of Operational components | Measurement
Variable scale
Country-of- Country-of origin | - Thailand is known for the | Interval Scale

origin image of

Thailand

image is defined as
a picture, a
stereotype, and a
representation that
consumers and
businessmen link to
the products of a
specific country
(Souiden et al.,

2011).

high-quality of its natural
skin care products.

- Thailand offers natural
skin care products that have
a good quality to price
ratio.

- Thai natural skin care
products are superior to
their competitors from
other countries.

- Thailand produces
reliable natural skin care

products.
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Table 3.1: Operationalization of the variables (continued)

Variable

Concept of
Variable

Operational components

Measurement

scale

Product image
of Thai
natural skin

care products

Product image is
defined as a picture
and information that
consumers perceived
from the products
(Souiden et al.,

2011).

- Thai natural skin care
products are known for its
high quality.

- Thai natural skin care
products are reliable
products.

- Thai natural skin care
products are very useful.
- Thai natural skin care
products have good

ingredients.

Interval Scale

Health

consciousness

Health
consciousness leads
people to undertake
healthy behavior,
and consumers who
are health conscious
people will care
about the desired
state of good health
and put ahead an
attempt to keep a
healthy life (Kim
&Chung, 2011).

- [ am prepared to leave a
lot, to eat as healthy as
possible.

- [ think that I take health
into account a lot in my life
- I think it is important to
know well how to eat
healthy.

- Good health is of major

importance in a happy life.

Interval Scale
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Table 3.1: Operationalization of the variables (continued)

Variable Concept of Operational components | Measurement
Variable scale
Environmental | Environmental - Natural skin care products | Interval Scale
attitudes attitudes refer to the | are not harmful to
notions of environment.
maintaining the - Buying natural products
productivity of the would be environmental
land, and preserving | conservation tasks.
the natural resources | - Itis important to me how
(Chen, 2009). natural skin care products
may affect the
environment.
- I prefer consuming
natural skin care products.
Healthy Healthy lifestyle - [ do exercise regularly. Interval Scale
lifestyle underlines physical | (regular exercise)

health-related
movements
essentially
healthcare, life
equilibrium, and
food consumption

(Chen, 2009).

- I often eat fruits and
vegetables. (high fruit
consumption)

- [ take regular health
check-ups. (regular health
control)

- [ try to balance work and
personal aspects.

(working/private life)
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Table 3.1: Operationalization of the variables (continued)

Variable Concept of Variable Operational Measurement
components scale

Appearance Appearance - WhatI look like is an | Interval Scale
consciousness | consciousness leads important part of who |

people to hold the am.

attention in cosmetics - If I could look just as

and clothing thatexpress | [ wish, my life would

or make the different on | be much happier.

their images (Kim - I'm usually aware of

&Chung, 2011). my appearance.
Attitude Attitude toward - Natural skin care Interval Scale
toward behavior is defined as | products are healthier.
natural skin individual assessments | (health benefit)

care products

being favorable or
unfavorable to behave
the behavior (Kim
&Chung, 2011).
Therefore, attitude
toward natural skin care
products mean
individual assessments
being favorable or
unfavorable to purchase
or use natural skin care

products.

- Natural skin care
products have no
harmful effects. ( no
harmful)

- Natural skin care
products are in fashion.
(fashion)

- For me buying natural
skin care products
would be pleasant.

- For me buying natural
skin care products

would be beneficial.
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Table 3.1: Operationalization of the variables (continued)

Variable Concept of Operational components | Measurement
Variable scale
Consumer Consumer - I am highly considering Interval Scale
purchase purchase intention | the purchase of Thai natural
intention of refers to the skin care products.
Thainatural | possibility that - I recommend the Thai
skin care consumers will by natural skin care products to
products the products due to others.
their needs, attitudes, | - I think thatpeople around

perceptions, and
information of the
products (Souiden et
al., 2011).

me love Thai natural skin
care products.

- If Thai natural skin care
products were available, I
would buy them.

- [ plan to buy Thainatural

skin care product.
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Table 4.1: The population density ratio and locations that choose to collect data

District | Population | Percentage | Respondents Location
density
Yuexiu 34,239 42% 168 Zhongshan Wu road and
Huanshi Dong road
(Each location has 84
respondents)
Liwan 15,198 19% 76 Shan g-xia-jiu pedestrian
shopping street
Haizhu 17,242 21% 84 Jiangnan Xiroad
Tianhe 14,870 18% 72 Tianhe road
Total 81,549 100% 400 5 locations
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Table 4.2: The summary of the questionnaires of this study and its sources

Sources

Items from previous study

Item of this research

Country-of-

origin image

Souiden et al.

(2011)

Product

image

Souiden etal.

(2011)

1. Canada is known for the high
quality of its high-tech products.

2. Canada offers high-tech products
that have a good quality to price
ratio.

3. Canadian high-tech products are
superior to their competitors from
other countries.

4. Canada produces reliable high-

tech products.

1. The Blackberry is known for its
high quality.

2. The Blackberry is areliable
product.

3. The Blackberry is very useful.

4. The Blackberry has good features.

1. Thailand is known for the
high-quality of its natural
skin care products.

2. Thailand offers natural
skin care products that have
a good quality to price ratio.
3. Thai natural skin care
products are superior to their
competitors from other
countries.

4. Thailand produces reliable

natural skin care products.

1. Thai natural skin care
products are known for its
high quality.

2. Thai natural skin care
products are reliable
products.

3. Thai natural skin care
products are very useful.
4. Thai natural skin care
products have good

ingredients.
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Table 4.2: The summary of the questionnaires of this study and its sources (continued)

Sources Items from previous study Item of this research
Health 1. I am prepared to leave a lot, to eat | 1. I am prepared to leave a
consciousness | as healthy as possible. lot, to eat as healthy as
Chen (2009) 2. I think that I take health into possible.
account a lot in my life 2. I think that I take health
3. I think itis important to know well | into account a lot in my life
how to eat healthy. 3. I think it is important to
know well how to eat
healthy.
Kim& Chung | 4. Good health is of major 4. Good health is of major
(2011) importance in a happy life. importance in a happy life.
Environment 1. Natural skin care products
al attitudes 1. I practice environmental are not harmful to
Chen (2009) conservation tasks (environmental environment.
conservation). 2. Buying natural products
2. I prefer consuming recycled would be environmental
products (recycled product conservation tasks.
consumption). 3. Itis important to me how
natural skin care products
Follows & 3. How a diaper may affect the may affect the environment.
Jobber (2000) | environment is important to me. 4. I prefer consuming natural

skin care products.
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Table 4.2: The summary of the questionnaires of this study and its sources (continued)

Sources Items from previous study Item of this research
Healthy 1. I do exercise regularly. (regular 1. I do exercise regularly.
lifestyle exercise) (regular exercise)

Chen (2009) 2. I often eat fruits and vegetables. 2. I often eat fruits and

(high fruit consumption) vegetables. (high fruit
3. I take regular health check-ups. consumption)
(regular health control) 3. I take regular health

4. 1 try to balance work and personal | check-ups. (regular health
aspects. (working/private life) control)

4.1 try to balance work and
personal aspects.

(working/private life)

Appearance | 1. WhatI look like is an important 1. What I look like is an
consciousness | partof who I am. important part of who [ am.

Kim& Chung | 2. IfI could look justas I wish, my 2. IfI could look justas I

(2011) life would be much happier. wish, my life would be much
3. I'm usually aware of my happier.
appearance. 3. I'musually aware of my
appearance.
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Table 4.2: The summary of the questionnaires of this study and its sources (continued)

Sources Items from previous study Item of this research

Attitude 1. Organic products are healthier. 1. Natural skin care products
toward (health benefit) are healthier. (health benefit)
naturalskin | 2. Organic products have no harmful | 2. Natural skin care products

care products

Chen (2009)

Kim & Chung
(2011)

effects. (no harmful effects)

3. Organic products are in fashion.

(fashion)

4. For me buying organic body
lotion/shampoo would be unpleasant
/ pleasant.

5. For me buying organic body
lotion/shampoo would be harmful/

beneficial.

have no harmful effects. ( no
harmful)

3. Natural skin care products
are in fashion. (fashion)

4. For me buying natural
skin care products would be
pleasant.

5. For me buyingnatural
skin care products would be

beneficial.
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Table 4.2: The summary of the questionnaires of this study and its sources (continued)

Sources Items from previous study Item of this research
Consumer 1. I am highly considering the 1. I am highly considering
purchase purchase of a Blackberry. the purchase of Thai natural
intention 2. I recommend the Blackberry to skin care products.

Souiden et al.

(2011)

Kim & Chung
(2011)

others.
3. I think that my surrounding people
love the Blackberry.

4. If organic body lotion/shampoo
was available, I would buy it.
5. I plan to buy organic body

lotion/shampoo.

2. I recommend the Thai
natural skin care products to
others.

3. I think that people around
me love Thai natural skin
care products.

4. If Thai natural skin care
products were available, I
would buy them.

5. Tplan to buy Thai natural

skin care product.
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Table 4 .3: The research instrument reliability

Variables Alpha
Country-of-origin image of Thailand 0.887
Product image of Thai natural skin care products 0.890
Health consciousness 0.875
Environment attitudes 0.772
Healthy lifestyle 0.830
Appearance consciousness 0.890
Attitude toward natural skin care products 0.887
Consumer purchase intention of Thai natural skin care 0.891

products
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Table 4 .4: The summary of statistical treatment for hypothesis testing of this research

Hypotheses Statistical
Treatment

H1,: There is no significant relationship between country-of-origin Pearson

image of Thailand and product image of Thai natural skin care Correlation

products.

Hl.: There is a significant relationship between country-of-origin

image of Thailand and product image of Thai natural skin care

products.

H2,: There is no significant relationship between product image of Pearson

Thai natural skin care products and consumer purchase intention of Correlation

Thai natural skin care products.

H2,: There is a significant relationship between product image of Thai

natural skin care products and consumer purchase intention of Thai

natural skin care products.

H3,: There is no significant relationship between health consciousness | Pearson

and healthy lifestyle. Correlation

H3,: There is a significant relationship between health consciousness

and healthy lifestyle.

H4,: There is no significant relationship between environmental Pearson

attitudes and healthy lifestyle. Correlation

H4.: There is a significant relationship between environmental

attitudes and healthy lifestyle.

H5,: There is no significant relationship between healthy lifestyle and | Pearson

attitude toward natural skin care products. Correlation

HS5,: There is a significant relationship between healthy lifestyle and

attitude toward natural skin care products.
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Table 4 .4: The summary of statistical treatment for hypothesis testing of this research

(continued)

Hypotheses Statistical
Treatment

H6,: There is no significant relationship between appearance Pearson

consciousness and attitude toward natural skin care products. Correlation

H6,: There is a significant relationship between appearance

consciousness and attitude toward natural skin care products.

H7, There is no significant relationship between attitude toward | Pearson

natural skin care products and consumer purchase intention of Thai | Correlation

natural skin care products.
H7.: There is asignificant relationship between attitude toward natural
skin care products and consumer purchase intention of Thainatural

skin care products.

138




Table 5.1: Gender

Gender
Frequency Percent Valid Percent Cumulative
Percent
Male 144 36.0 36.0 36.0
Valid Female 256 64.0 64.0 100.0
Total 400 100.0 100.0

Source: Survey data gathered in February 2013

Table 5.2: Age

Age Category
Frequency Percent | Valid Percent Cumulative
Percent

Under 20 years old 67 16.8 16.8 16.8

21-25years old 91 22.8 22.8 39.5

26-30 years old 79 19.8 19.8 59.3
Valid ~ 31-35 years old 70 17.5 17.5 76.8

36-40 years old 44 11.0 11.0 87.8

41 years old or abowe 49 12.3 12.3 100.0

Total 400 100.0 100.0

Source: Survey data gathered in February 2013
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Table 5.3: Marital status

Marital Status

Frequency Percent Valid Percent Cumulative
Percent
Single 202 50.5 50.5 50.5
Married 180 45.0 45.0 95.5
Valid
Divorced 18 45 4.5 100.0
Total 400 100.0 100.0
Source: Survey data gathered in February 2013
Table 5.4: Income per month
Income per month
Frequency Percent | Valid Percent Cumulative
Percent
Under 550 USD 164 41.0 41.0 41.0
551-786 USD 130 325 32.5 735
787-1,022 USD 40 10.0 10.0 83.5
Valid
1,023-1,258 USD 38 9.5 9.5 93.0
More than 1,258 USD 28 7.0 7.0 100.0
Total 400 100.0 100.0

Source: Survey data gathered in February 2013
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Table 5.5: Education level

Education level

Frequency Percent | Valid Percent Cumulative
Percent
High school or less 145 36.3 36.3 36.3
College graduate 92 23.0 23.0 59.3
\VValid Bachelor Degree 135 33.8 33.8 93.0
Master Degree 28 7.0 7.0 100.0
Total 400 100.0 100.0
Source: Survey data gathered in February 2013
Table 5.6: Occupation
Occupation
Frequency Percent Valid Percent Cumulative
Percent
Student 70 17.5 17.5 17.5
Government sector
— 35 8.8 8.8 26.3
_ Private sector employee 164 41.0 41.0 67.3
Vald Business owner 33 8.3 8.3 75.5
Freelance 77 19.3 19.3 94.8
Others 21 5.3 53 100.0
Total 400 100.0 100.0

Source: Survey data gathered in February 2013
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Table 5.7: The analysis of country-of-origin image of Thailand variable by using

average mean and standard deviation

Descriptive Statistics

N

Minimum

Maximum

Mean

Std. Deviation

Thailand is known for the
high-quality of its natural
skin care products.
Thailand offers natural skin
care products that have a
good quality to price rafio.
Thai natural skin care
products are superior to
their competitors from other
countries.

Thailand produces reliable
natural skin care products.
MeanCOO

Valid N (listwise)

400

400

400

400

400
400

1.00

5.00

3.25

3.59

3.27

3.71

3.4531

.922

.985

.946

.982

77303

Source: Survey data gathered in February 2013
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Table 5.8: The analysis of product image of Thai natural skin care product variable

by using average mean and standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Thai natural skin care
products are known for its 400 1 5 3.17 .893
high quality.
Thai natural skin care
products are reliable 400 1 5 3.65 1.028
products.
Thai natural skin care
products are very useful. §° 1 ° 301 1,008
Thai natural skin care
products have good 400 1 5 3.76 1.076
ingredients.
|MeanPI 400 1.00 5.00 3.5450 .86358
\Valid N (listwise) 400

Source: Survey data gathered in February 2013
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Table 5.9: The analysis of health consciousness variable by using average mean and

standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

| am prepared to leave a lot,

400 1 5 4.23 .868
|to eat as healthy as possible.
| think that | take health into

400 2 5 4.26 .780
accounta lotin my life.
| think itis important to know

400 1 5 4.34 .852
well how to eat healthy.
Good health is of major

400 1 5 4.52 .759
importance in a happy life.
|MeanHC 400 1.25 5.00 4.3350 .66648
\Valid N (listwise) 400

Source: Survey data gathered in February 2013
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Table 5.10: The analysis of environmental attitude variable by using average mean

and standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Natural skin care products
are not harmful to 400 1 5 3.77 1.008
environment.
Buying natural products
would be environmental 400 1 5 3.79 .962
consenvation tasks.
Itis important to me how
natural skin care products 400 1 5 3.66 925
may affect the environment.
| prefer consuming natural
skin care products. §°° 1 ° 402 994
MeanEA 400 1.25 5.00 3.8125 .78709
Valid N (listwise) 400

Source: Survey data gathered in February 2013
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Table 5.11: The analysis of healthy lifestyle variable by using average mean and

standard deviation

Descriptive Statistics

N Minimum | Maximum Mean Std. Deviation

| do exercise regularly. 400 1 5 3.74 .883
| often eat fruits and

400 1 5 4.21 .862
vegetables.
| take regular health check-

400 1 5 3.51 1.040
ups.
| ry to balance work and

400 1 5 4.06 .852
personal aspects.
|MeanHL 400 1.25 5.00 3.8794 .63939
\Valid N (listwise) 400

Source: Survey data gathered in February 2013

Table 5.12: The analysis of appearance consciousness variable by using average

mean and standard deviation

Descriptive Statistics

N Minimum | Maximum Mean Std. Deviation

\Whatl look like is an

400 1 5 428 .857
important partof who lam.
If | could look justas | wish,
my life would be much 400 2 5 429 .864
happier.
I'm usually aware of my

400 1 5 419 .885
appearance.
[MeanAC 400 1.33 5.00 4.2550 .76942
\Valid N (listwise) 400

Source: Survey data gathered in February 2013
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Table 5.13: The analysis of attitude toward natural skin care products variable by

using average mean and standard deviation

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

Natural skin care products

400 1 5 4.08 .969
are healthier.
Natural skin care products

400 1 5 3.86 1.023
have no harmful effects.
Natural skin care products

400 1 5 3.89 1.060
are in fashion.
For me buying natural skin
care products would be 400 1 5 3.65 914
pleasant.
For me buying natural skin
care products would be 400 1 5 3.98 .938
beneficial.
|MeanAT 400 1.00 5.00 3.8910 79429
\Valid N (listwise) 400

Source: Survey data gathered in February 2013
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Table 5.14: The analysis of consumer purchase intention of Thainatural skin care

products variable by using average mean and standard deviation

Descriptive Statistics

N

Minimum

Maximum

Mean

Std. Deviation

| am highly considering the
purchase of Thai natural
skin care products.

| recommend the Thai
natural skin care products to
others.

| think that people around
me love Thai natural skin
care products.

If Thai natural skin care
products were available, |
would buy them.

| plan to buy Thai natural
skin care product
MeanCPI

Valid N (listwise)

400

400

400

400

400

400
400

1.00

5.00

3.18

3.23

3.06

3.34

3.53

3.2680

.887

.907

.903

.925

1.008

.75206

Source: Survey data gathered in February 2013
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Table 5.15: Pearson Correlation Coefficient (Bivariate) for hypothesis 1

Correlations

MeanCOO | MeanPI
Pearson Correlaton 1 735"
IMeanCOO  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 735" 1
IMeanPI Sig. (2-tailed) .000
N 400 400

**. Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013

Table 5.16: Pearson Correlation Coefficient (Bivariate) for hypothesis 2

Correlations

MeanPI MeanCPI
Pearson Correlation 1 469"
[MeanP1  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 469" 1
IMeanCPI  Sig. (2-tailed) .000
N 400 400

**_Correlation is significant at the 0.01

Source: Survey data gathered in February 2013

level (2-tailed).
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Table 5.17: Pearson Correlation Coefficient (Bivariate) for hypothesis 3

Correlations

MeanHC | MeanHL
Pearson Correlation 1 457"
[MeanHC  Sig. (2-tailed) .000
N 400 400
Pearson Correlation A57" 1
[MeanHL  Sig. (2-tailed) .000
N 400 400

**. Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013

Table 5.18: Pearson Correlation Coefficient (Bivariate) for hypothesis 4

Correlations

MeanEA | MeanHL
Pearson Correlation 1 4127
IMeanEA  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 412" 1
IMeanHL  Sig. (2-tailed) .000
N 400 400

**_Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013
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Table 5.19: Pearson Correlation Coefficient (Bivariate) for hypothesis 5

Correlations

MeanHL | MeanAT
Pearson Correlation 1 409"
IMeanHL  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 409" 1
IMeanAT  Sig. (2-tailed) .000
N 400 400

** Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013

Table 5.20: Pearson Correlation Coefficient (Bivariate) for hypothesis 6

Correlations

MeanAC | MeanAT
Pearson Correlation 1 6317
IMeanAC  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 6317 1
IMeanAT  Sig. (2-tailed) .000
N 400 400

**_Correlation is significantat the 0.01 level (2-tailed).

Source: Survey data gathered in February 2013
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Table 5.21: Pearson Correlation Coefficient (Bivariate) for hypothesis 7

Correlations

MeanAT [ MeanCPI
Pearson Correlation 1 4707
[MeanAT  Sig. (2-tailed) .000
N 400 400
Pearson Correlation 470" 1
IMeanCPI  Sig. (2-tailed) .000
N 400 400

**. Correlation is significantatthe 0.01 level (2-tailed).

Source: Survey data gathered in February 2013
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Table 5.22: Summary of hypothesis testing

Hypo thesis Sig. r Result

H1,: There is no significant relationship between
country-of-origin image of Thailand and product image

of Thai natural skin care products.

0.000 | 0.735 | Reject
H1,: There is a significant relationship between country-

of-origin image of Thailand and product image of Thai Ho

natural skin care products.

H2,: There is no significant relationship between

product image of Thai natural skin care products and

consumer purchase intention of Thai natural skin care

products. 0.000 | 0.469 | Reject
H,

H2,: There is asignificant relationship between product
image of Thai natural skin care products and consumer

purchase intention of Thai natural skin care products.

H3,: There is no significant relationship between health

consciousness and healthy lifestyle. )
0.000 | 0.457 | Reject

H3.: There is a significant relationship between health Ho

consciousness and healthy lifestyle.

H4,: There is no significant relationship between

environmental attitudes and healthy lifestyle. _
0.000 | 0.412 | Reject

H4,: There is asignificant relationship between H,

environmental attitudes and healthy lifestyle.

153



Table 5.22: Summary of hypothesis testing (continued)

Hypothesis

Sig.

Result

H50: There is no significant relationship between
healthy lifestyle and attitude toward natural skin care

products.

H5a: There is a significant relationship between healthy

lifestyle and attitude toward natural skin care products.

0.000

0.409

Reject

H6,: There is no significant relationship between
appearance consciousness and attitude toward natural

skin care products.

H6,: There is a significant relationship between
appearance consciousness and attitude toward natural

skin care products.

0.000

0.631

Reject

H7,: There is no significant relationship between
attitude toward natural skin care products and consumer

purchase intention of Thai natural skin care products.

H7,: There is a significant relationship between attitude
toward natural skin care products and consumer

purchase intention of Thai natural skin care products.

0.000

0470

Reject
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Table 6.1: Summary of demographic factors

Demographic profiles Majority in Percent
Gender Female - 64% (256)
Age 21-25 years old - 22.8% (91)
Marital status Single - 50.5% (202)
Income per month Under 550 USD - 41% (164)
Education level High school or less - 36.3% (145)
Occupation Private sector employees - 41% (164)

Source: Survey data gathered in February 2013

Table 6.2: Summary of average mean and standard de viation

Variable Average mean Standard
deviation

Country-of-origin image of Thailand 3.4531 0.77303
Product image of Thai natural skin care 3.5450 0.86358
products
Health consciousness 4.3350 0.66648
Environmental attitudes 3.8125 0.78709
Healthy lifestyle 3.8794 0.63939
Appearance consciousness 4.2550 0.76942
Attitude toward natural skin care products 3.8910 0.79429
Consumer purchase intention of Thai natural 3.2680 0.75206
skin care products

Source: Survey data gathered in February 2013
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Figurel.1: 2012 Greendex map of the world

2012 Greendex Map of the World

Roll over a country to reveal its consumers' Greendex

Graendex scora, 2012
W 55.1-600
B 50.1-55.0

451 -500

40.1 =450

L Notsurveyed A

Source: National Geographic. (2012). Greendex 2012: consumer choice and the
environment- A worldwide tracking survey. Retrieved from
http://environment.nationalgeographic.com/environment/greendex/
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Figurel.2: Changes in overall Greendex score

Changes in Overall Greendex Score

Trends: 2010-2012

Canadians Germans
British
Fretié!"; i«
Americans ) r i
Spanish _* Hungarians
. Q
L]
Meicans
Australians

Largest inCreases

Moderate increases

Argentinians Madest increases

Sroallesl increases

Smallest decreases

Modest decreses

Moderate decresses

i Lavgest decreases

Source: National Geographic. (2012). Greendex 2012: consumer choice and the
environment- A worldwide tracking survey. Retrieved from
http://images.nationalgeographic.com/wpf/media-
content/file/NGS_2012 Final Global report Jul20-cb1343059672 pdf
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Figurel.3: Environmental problems are having a negative impact on people health

today

Environmental Problems Are Having a Negative Impact on My Health Today

Percentage of Consumers in Each Country, 2012
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The white space in this chart represents “3” (on a scale of 1 to S where 1 means "Strongly disagree” and 5
means “Strongly agree”) and “DK/MNA."

Source: National Geographic. (2012). Greendex 2012: consumer choice and the
environment- Aworldwide tracking survey. Retrieved from
http://images.nationalgeographic.com/wpf/media-
content/file/NGS_ 2012 Final Global report Jul20-cb1343059672 pdf
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Figure 14: Soaps and cleansers: Market demand growth (% real change pa)

Soaps and cleansers: Market demand growth (% real change pa)

Territory 2008 2009 2010 2011 2012 2013 2014 2015
Asia and Australasia 4.3 6.5 5.2 59 7.0 5.9 5.8 5.3
China 13.3 186 32 120 127 9.7 9.3 7.3
Hong Kong 3.9 7.0 87 8.6 6.8 3.7 34 3.0
India 10.2 166 141 111 9.9 105 9.8 9.8
Japan -0.8 0.6 35 -06 2.4 1.5 1.4 1.0
Taiwan -0.8 26 50 5.5 5.4 41 4.8 47

Source: Economist Intelligence Unit
Figures for 2011 onwards are forecasts. Prior years are actuals or estimates.

Source: Pricewaterhousecooper. (2012). 2012 Outlook for the retail and consumer
products sector in Asia. Retrieved from
http://www.pwchk.com/webmedia/doc/634593712079638863 rc ap
products_outlook 2012.pdf
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Figure 1.5: Soaps and cleansers: Market demand (nominal US $ million)

Soaps and cleansers: Market demand (nominal US $ million)
180,000
160,000
140,000
120,000
~— Agia and
Australasia
100,000
Morth America
80,000 Western Europe
60,000
40,000
2008 2009 2010 2011 2012 2013 2014 2015
Source: Economist Intelligence Unit

Source: Pricewaterhousecooper. (2012). 2012 Outlook for the retail and consumer
products sector in Asia. Retrieved from
http:/www pwchk.com/webmedia/doc/634593712079638863 rc_ap
products_outlook 2012.pdf
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Figure 1.6: Cosmetic market

% Of total

us. China Europe
o Aﬁti-aging treatments 1 Moisturizers
B Cleansers, toners, masks, peels [ Eye treatments
@ Body products [ All other
@ Whitening products

Source: UK Trade and Investment. (2010). Cosmetics Market in South China.
Retrieved from
http://static.globaltrade.net/files/pdf/2011022400532271 1.pdf

Figure 1.7: Greentouch products

i
! &%
i

Source: Greentouchchina.com. (2012). /=44 4/#. Retrieved from
http://www.greentouchchina.com/Product.asp

162



Figure 1.8: Thai herbal soaps

Source: Taobao.com. (2012). Z&/% Z7Z. Retrieved from http://www.taobao.com/
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Figure3.1: Marketing high-tech products in emerging markets: the differential

impacts of country image and country-of-origin's image

Sources: Souiden, N., Pons, F., & Mayrand, E. M. (2011). Marketing high-tech
products in emerging markets: the differential impacts of country
image and country-of-origin's image. Journal of Product & Brand

Management, 20(5), 356-367.
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Figure3.2: Attitude toward organic foods among Taiwanese as related to health
consciousness, environmental attitudes, and the mediating effects of a

healthy lifestyle

Health
Consciousness

Attitude toward
Organic Foods

Environmental
Attitudes

Sources: Chen, M. F. (2009). Attitude toward organic foods among Taiwanese as
related to health consciousness, environmental attitudes, and the
mediating effects of a healthy lifestyle. British Food Journal,
111(2), 165-178.
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Figure3.3: Consumer purchase intention for organic personal care products

Consumer Values
+ Health Consciousness
+ Environmental Consciousness
+ Appearance Consciousness

Attitude Toward
Buying Organie Skin/Hair
Care Products

Intention to Buy
Organic Skin/Hair
Care Products

Perceived
Behavioral Control

Past Experiences
With Organic Products

Sources: Kim, H. Y., & Chung, J. E. (2011). Consumer purchase intention for organic

personal care products. Journal of Consumer Marketing, 28(1),
40-47.
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Figure3.4: Determinant factors toward purchase intention: A case study of Thai

natural skin care products in Guangzhou, China.
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Figure 4.1: Guangzhou geographic location

B A R

The People™s- Rtpﬂbllb of China

Source: Guangzhou International. (2012). Geographic Location. Retrieved from
http ://english.gz.gov .cn/publicfiles/business/htmlifiles/gzgoven/s9 148/
201104/789509.html

Figure 4.2: Guangzhou Administrative Regions

GUANGZHOU

RIE  LiWan
2 BEE fusdiu
3 EAE TenHe
4 BigE Hai Zhu
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5 FRE LuoGang

Source: Guangzhou International. (2012). Administrative Regions and Population.
Retrieved from
http://www.gz.gov.cn/publicfiles/business/htmlfiles/gzgoven/s9148/2
01104/789512.html
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Figure 4.3: Guangzhou’s area and population in 2010

Guangzhou’s area and population in 2010

District and county-| Area Populati ::dbv year's P‘;F:;':i‘ti;’“
level cities {(km?) (person) (0! km?)

The city 7434 .4 12700800 1708
Yuexiu 591 1157277 34239
Liwan 338 898204 15108
Haizhu 90.4 1558663 17242
Tianhe 96.33 1432431 14870
Baiyun 795.79 2222658 2793
Huangpu 90.95 457930 5035
Panyu 786.15 1764869 2245
Huadu 970.04 845053 974
Nansha 527 65 259899 493
Luogang 383.22 373670 950
Zengcheng 1616.47 1036731 641
Conghua 1974.5 593415 301

Source: Guangzhou International. (2012). Administrative Regions and Population.
Retrieved from
http://www.gz.gov.cn/publicfiles/business/htmlfiles/gzgoven/s9148/2
01104/789512.html
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Figure 4 .4: Rough guide to interpreting correlation coefficients in the natural and

social science

Natural sciences

08-1 Strong relationship

0.6 -0.79 Moderate relationship
0.4 -0.59 Weak relationship

Weak Moderate Strong
Little or no association association association association

e et

0 0.1 0.2 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1

Social sciences
06-1 Strong relationship

0.3 -0.55 Moderate to fairly strong relationship
0.15- 0.3 Weak relationship

Little or no Weak Moderate  Fairly strong Strong Very strong
association  association association  association  association association

| il

0 0.1 0.2 0.3 0.4 0.5 0.6 0.7 0.8 0.9 1

Source: Walker, J., & Almond, P. (2010). Interpreting statistical findings: A guide
for health professionals and students. Maidenhead, UK.: Open
University Press Mc Graw Hill.
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Determinant factors toward purchase intenfion: A case study of Thai

natural skin care productz in Guangzhou, China.

Sisi Huang
Aszumintinn Linvareity
E-mail: eystal_sisigiive com

Absfract

Counkry-of-origin's image is & highly regarded facior i the purchase decision.
Undersianding consumers” atiibude is the significant detesminant to success m the markel
The purpese of this shudy is to investigete the impact of couniry-of-origin image of Thailand
and the consumers’ sttiudes toward netursl skin care prodects through consumans” individus!
healthy Bestyle on consumers purchase intention of Thai nabural skin care products. The
prmary data were collected from 400 respondents wiho intend o buy Thii natwsl skin cans
products and live in Gusngzhou, Ching. The sef-administerad questonnaires were u==d a3
the research instrument. The primary data were processed by the Satistical Packege. The
resuits of this study shows that country-of-arigin imaqa of Thaiand, products imsga of Thai
natural skin care products, heaith conseiousness. envionmentsd atithude, healthy [festyle.
sppearance consciousness, and stiitede foward nafural skin care products are significant
sonsidergtions for Thai cosmefic firms to increase consumer purchase intention of Thai natural

skin cane products,

Kewaonds: China, consumer behavior, consumer purchase imengion, courtry-of-origin, Thaiand

MsUsyuIEINss=auEna Us=5l 2556 763
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Introduction

Country-of-origin's image is
brgadly recognized {o be asignificant
impacton censumers” decision-making
and plays & significant roée in sffecting
proeduct image (Sosden et sl 2011). In
loclang =t attifude toward organic foogds,
health conscisusness and emvdaronmental
atiitisdes bE used to estimate influence
in consumers' sthibsde fowsnd ocrgsnic
foods through an individual's heslthy
Ifestyle (Chen. 2008). However, e
difference between organic foods snd
organic: personal care producis emsts, but
the similar values will form eensumers’

behaviors {Kim and Chung, 2014}

Since the heginning of the twenty-
first cenfury, cosmelics consumers hawe
gone green, therefore, they are aware of
the possinle dangerous chemicals inthe
preducts such as mersban snd
phengsyethanol (Canavan =t al., 2011).

Im China. the most valesble sectorin
cosmetiz and toiletries sre skin care
praducts, the popularand growing sub-
s=cinrs Bra the natursl sand phammeceutical
gosmete secior whech are expecied o
grow at a rate of 10%:-20% annually (UK
Trade and Investmant, 2010). Mainiand
China consumers purchass green

preducts because they are concemned

apout their personst health. The armival of
bpabies i ihe famiy i a tngger of green
product sonsumptisn. Additionally. for the
same kind of green products, mainland
China consumers are willing ta pay highar
premium for non-Chinese foreign green
products. that are produced in foreign
couniries by foreign firms than the green
products that are produced in China
{Hong Kong Trade Development Councl,
2011). Especislly, Guangzhou eensumers
have the mast precise knowledge about a
brsnds’ country of onigin when compared
fo Baijing, Shanghsi and Chongging
consumers (Paproski, 2011). For green
personal oane products, the respandents
are willing to pay & 155% premium of non-
green products. Ching green market is st
mid- {o high-end mariet (Hong Kong
Trace Devalopmant Council, 2041}

Iwonecvar, Gresndex scons of
Chinese consumers & 578 and fhe
ranking has risen up one pastion to 2nd
place, sfer Indian consurmers. For the
GiEnges n owersl Greendex score rends
in2010-2012, it shown that Chinese
Greendsy has moderaizly increazed.
Chinese consurmers indicate that
environmentsl problems are bringing an
adverse imgact on their health, Chinsse
consumers prefer o purchase

764 aunnuanmuuanuinuisnsuiKuls:nAing
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ermvirenmentally friendly products and are
tme 2nd most that are probsbly going fo
awaid environimentsly unfriendly products
{Makianal Geographic, 204 Z).

Purposes

The purpose of this shudy is to
imvestigete the: impeet of country-of-orgin
image of Thailand and the consumers’
sttitude foevand natursd skin care products
thocegh consumers’ indrvidusd heslthy
lifestyle onconsumers purchase intention
by wsing Thai matursl skin cane products s
inveshgats in Guangzhou, Chana.

Theoretical framnework

Theoretical framework was spplisd
from three relafed reseanch papers.
Coumntry-of-onigin image is siqnfcanthy
relgted to product image which mn tem
gffect consumer purchase intention has
been confirmed from previous study
(Sowsden =t al_, 2011). Health
consecusness and envwonmental
ghtitudes affect sonsumers’ attiude towand
organiz foads through their haalthy ifestyis
has beenconfimmed from previous siudy
(Chem, 2003). Furthermare, ervirenmentsl
consciousness, health consciousmess and
SPDeEranceE consciousness have posdnely
infleenced in atitude foward buying

msuUs:muIsnnss:ausa Us:dl 2556 765

onganic personal care products which in
turn affect consumer purchase intention
has baen canfirmed from previous shudy
(Kim and Chung, 2011).

Figure 1: Research framework

Couniry-of-onigin's image is.
brogdly recognized thet it has a significant
impact on consumess’ degisicm-making.
Geniers! country imsge s slsn found in
some shedies that 8350 has influeniced
consumers’ decisicn-making as well.
These two factors have become mare and
muore important with the new market
Economies in the emerging courtries.
When multinstional firms sitempt o
establish themsehies in those marksts,
they often encounter competition from
different natiens. Amn adventage of country-
oi-origin's image is the ability o secure
competive advantsge st the expense of
the compebiors (Sowden stal., 2011),
Additionally. developing the product image
in consumers” minds become the

important markeling stretegies for
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marketers by the reason of producis with
‘the sirong image will be elassified in
consumers long term memaonies and can
also mzan that when consumers need to
buy & parficular product, they will buy Ehe
preduct from their minds. The level of
product equity may be increasad by &
good product imsge ({Chen-Yuand
Kincade, 2001}

Hesfth consciousness lesds people o
ungertake heathy behavior. Environmental
conscicusness leads people to consume
emvironmentslly friendly produets.
Apoearance consciouzness lesods peonle
1o hold the stienton in cosmetics snd
cloting that express or creste difference
on their images. As & resut, in 2ms of
skin care products punchsss | o0 NSUMss:
who possess high heslth consciousness
may consider whether products ane safe
for-their skin (Kim and Chung, 2011). It can
imply that consumer who passesses high
ermEsnments] consciousness may
consider whether prodweic are polluting
the emvironment. Since emdronmient
sititedes. refer to the notions of mentsining
the productivity of the land, &nd presere
‘e natural resgurces (Chen, 2003).
Furtrermaore, lifestyle factor is significant
aEogenous determinants in the processs of
decision-making which influence

consumers atfitwdes included inother
assessment processes (Magistis snd
Graeia_2008). For example, Canadian
men's cansumpbion of cosmietics is
strongly sffected by their lifestyles
{Souiden and Diagne, 2009]

Definitions of the variables are
diszussed gs fiolowr
Appearance consciousness lesds people
fo hold the attention in cosmefics and
clathing that express or create difference
on their images (Kam & Chung, 2011).
Aritude toward behavior is defined as
individual assessment= being fevorabls or
unffeworanle to behsve the behsvor [Km &
Chung, 2011}
Astitwde toward natural skin care products
mean indivigus! assessments eing
fewerable or unfaworable o purchase or
use matursl skin cars products.
Conzurmer purchase nienton refess to the
possitility that conswmers wil| buy the:
products due fo their needs, aftitudes,
perceptions, and infionmetion of the
products (Souiden et al, 2011}
Country-of-origin image is defined as 3
picture. g skerectyipe, and & nepresentation
that consumers and businessmeen link to
the products of & specific country (Souiden
etal, 2011}
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Environment aititudes refer to the nofions
of maintsining the productivily of the land.
and presenve the nstural resources (Chen,
20089).

Heslth consciousness [sads peopls to
underiake healthy behavier, and
conswmers whoanre health conscious
pecple will care sbout their desired siete
of good health, and therefore put shead an
atiernpt to keep a hesithy Iifie (Kim &
Chung, 2011).

Heafthy Festyle underines physical
health-elated mevements essenfially
healtheare, §fe equibrium, and food
consismpéion (Chen, 2003}

Matural refers to ingredient that demves or
is made from & renewabie resource
dscoueny in neture, snd sbsolutely without
peiroleum compounds (Mstural Producis
Assoigtion, 2040}

Matural skin care product means skin care
product that is mede from a renewshie
resource discovery in neture, and
gbsolutely without petrsleum compounds,
For example, jesmine rice soap.
mangostesn soap, carbon handmede
SOED, [EEMing rice milk shower cream, aloe
gel, ginger shampoo. and ete.

Product image is defined &5 & pacture and
information that consumers pemcened from
the preducts (Souiden et gl., 201).

Hypothesis

H1; There is significant miluence bebween
couniny-of-origin image of Thailand and
product image of Thal natural skin care
producks.

H2: There is significant miluence bebween
health consciousness and healthy lifestyie.
H3: There is signifizant influence bebween
environments! atttedes and healthy
lifestyle.

H4: There is signiificent mfluence between
healthy lifestyle and atiitude toward nafurs!
skin care produgts.

HE: There is significant mfluence between
appedrance consciousness snd stithude
ftoward ngtural skin products.

HE: There is significant influence between
product image of Thal natursl skin care
producks and consumer purchase infenbion
of Thai netural skim care products.

H7: There is sagnificant miluence between
aifitude toward ratural skin care products

and consumer purchase imention of Thai

nafural skim care products.

Benefl of Ressarch

This study would be wuseful and
beneficial for Thai cosmetic finms. in order
o shape their marksting shretegies o
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reach more Chinese consumers, increase
market share. sales volume, snd profils.
Furthermiore, sosmetics firms from ather
wountries will also comprehend and
understand mare about consurmer
purchase infention i natural skin cane
praducts in China besause Thai natural
ekin care procucts can represant gs 5
benchmark for them.

Research Process

The prmany dsts of this study was
oellacted from sonsumers whao inend to
buy Thai natural skin care producis and
Ive in Busngzhow, China by using non-
prabability samipling includes judgmentsl
sampiing, quota ssmpling, and
eonvenence sampling techmigue. This
study caollzoted dats from the responderts
Easad on the population density ratio from
foaur main distrivts in Guangzhou, Chira,
IGuangzhou Intermationsl, 2012). The
locstions and the population density rakio
that choose to collect the dets are
summarnized in Table 1.

Table 1: The populstion densty fatic and
leeations that choose to cobect data

Population and Sample
The primary asta wers aollected
from 400 respondents who intend o by
Thai natural skin cane products and live in
Guangzhou, China:
Instruments

The self-sdministered
guesfionnaines were used to collect the
primary dsta. The questionnaire used in
this study comprised of three parts
includes sereening guestion, main
guesfisnnaine (=z= Appendiz 7). and
demographic factors. The msin
guesfionnene’s scales, ranging from 1 =
Sirongty disagree., 2 = Disagree. 3=
Meutrsl, £ = Agres and 5 = Strongly agres.
The guestionnaires were transisted info
Chinese language. The research
instrumiznt relishil by was tested by
distributing 50 Chinese langusge
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guestonnaires fo the Chinese respondents
in Guangzhou, China.

Table 2: The research nstrumenmnt reliability
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_Hﬂ-:ﬂrmﬂc— | L]
Crareamse pmwin | am
Wasny et 0 aan |
L e eilasiscie] e I Bow W
fahsin kewd mabarmi ke s red v Lur
Cormurur purstms rton ol The ratat s s
e ]

Data Analysis

The deta was gathered in
February 20H3. The primary data were:
processed by the Statisfical Package. This
siudy @ims o testthe 7 hypotheses by
using negression analysis. Regression
equation of fhe reseanch model &s follows:
mModel4: ¥ = Bo+ B1 X4
Madel 2 ¥ = o+ B4 X 4+ B2 X 24e
Modsl 3: ¥ = Bo+ B1 X 12 B2 X242
Madel 4- 7 = fo+ B1 Xa= B2 X242
The result of the regression analysis s
cummanzed in Appendx 1.
Recit of model 1: Product image of Thai
nabural skin care prodects = TOB+ (B22)
Couniry-of-ongin image of Thailand
Result of mode! 2; Healthy Fesiyle = 1.730
+ (320 Health consciousness + (.185)
Emwironment afifudes

Result of model 3: = Atfitude foward
natural skin eare preducts = 732 + ((158)
Healthy lif=shde + (587 Appearance
consciolsness

Resuft of modsl £ = Consumer purchass
inkentiom of Thal natural skin care producis
=1.311+ { 248) Product image of Thai
naturel skin cafe products + | 276E) Atitds
fowand natural skin care products

Conchision

The concission of this shudy will be
concluded based on the ressanch
objective as folow:

The result of madeld 1, HY predicts.
that there i significant influsnce between
country-gf-anigin image of Theilend and
preduct image of Thaei natural skinm care
products which has s significant walue st
0.000 wehich is less than 0.05 meaning that
HY is supparted. Bets value of country-of-
ofigin imsge of Thafsnd snd product
image of Tha naturs! ckin care preducds ic
(735 which mean countny-of- arigin image
of Thailand has a pesitive significant
influence to product image of Thai natural
skin care products. The resultis
consisient with the previous study of
Souiden et &l (2041}

The result of medel 2, H2 predicts
that there is significant influence bebaeen
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health conscicusness and healthy Besiyle,
and K32 predicts that there is significant
infiuenas bateen environmantal stitudes
and healthy [ifestyie which have the
significant value af 0000 which ane less
then 0.0 meaning that H2 and H3 are
supported  Bets wakse of heatth
conscitusness and envicnmantsl
atitudes are 0.333 and 0.240 whach mean
health consciousness and environmental
atiitudes heve postive significant influence
to heatthy lifestyle. The results are
eonsistent with the previcus sludies (e.g.
Chen, 2003: Kim and Chang, 2041).

The result of modsl 3, HS predicts
that there is significent mfluence between
healthy kfestyle and sttituds towand netural
=kin cafe praducts, snd HS predicts that
there is significant influence between
SppEarsnce consciousness and stffude
toward natural skin care products which
have significant value at 00, snd 0000
which are less than 0.05 meaning that H3
and HS are supported. Beta value of
haalthy ety and SppEErancs
conscogusness are 0,127 and (U568 which
mean healthy lifestyle snd appearance:
GOnSciousness have positive significant
infivence to atiiude towmard natural skin
care progucis. The result is consistent with
the previous studies (e.g. Chen, 2002 Kim

and Chung. 2011, Sousden and Diagne.
2009).

The resuft of medel 4, HE predicts
that there s signficant influsnce betwesn
product imsge of Thal netural skin cane
products snd consumer purchase intention
of Thai netural skin care products, snd HF
predicts that there is significant
influence between atftude toward matural
skin care produsts snd consumer
purchase imienton of Thai natural skin cars
products. which heve significant valus st
0.000 which are kess than 0.0 meaning
that HG and HT are supported. Bels value
of product imsge of Thas netursl skin cara
products snd stttude towsrd natursl skin
care progwcts are 0 286 and 0251 which
miean product image of Thai netural skin
care producis and atitwde toward natursl
skin care products have
positive sigrficant influznce to consumer
purchese nienton of Ther natural skin cans
products. The result is consistent with the
previous studies (e.g. Ajzen, 1831; Aman
=t 8., A012; Chen, 2008; George, 2004;
¥im and Chung, 2011; Magiskris and
Gracia. 2008; Soeden etal, 2011).

The majority of respondents are
femnale (B4%). The respandents are people
who infend to buy Thai natural skin cane
product whe are in the age bebween 21-25
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yesrs ofd {22.8%), Most of the respondents
are single (50.5%) Incoma par marith of
most of the respondents is under 3,500
Yusn (41%). The edusstion lzvel of most of
the respondents is high school or less
(36.3%}, and most of them are private
szcinr employess (41%). S=ealze
Appendx 3.

Racommiendation

The findings of this study suggest
that country-ci-ongin image of Thailand,
pradusts image of Thai nabers! =kin care
preducts, health consciousness,
emvironmentsl stitude, healthy lifestyle,
Sppearance consciousness, and atiiiede
toward natural skin care products are
significant considerafions for Thas
cosmatic firms 10 incresse cansumsar
punchase ntertion of Thai naburel skin care
products. As g result, fhis study
regammends thet Thai casmetic fims
should develop the country-of-ongin image
of Thailand snd product image of Thai
namal skin care procucts threwgh the
sense of nature, green. besuly together
with the sgricutural comntny imsge of
Thailand. Since most of Chinese
censumers Gelieved thal Thai natural skin
care products are reliabde and have good
ingredients due fo nchness of netural

enwirenment, natural resources, and
histarical soricuthersl country which i 8
deeply rooted in agriculural socis|
structure of Thailand.

Chevese consumers ane aware of
their heslfh, snd snvircnmenial probecton.
They emphasize on their healthy living.
Chinese consumers trust natural skin care
products snd believe that natursl skin cane
producis of Thaliand sre harmless. They
think that fo use natursl =0 care products
i= meneficial for their heslih; &5 5 result
they desire fo purchese natural skin care
products Chinese CONSUMENs Necagn e
that goad health is of major importance in
g hapoy Ife. They prefer consuming
natural skin care products and they often
eatfruits and wegetable. In order to
expand thie Thai netural skin care products
to the Chinese market. Thai cosmetics
firms should spply the green marksging.
For example, eco-label, eco-brand and
environments! advertisemsant ans the green
marketing tools (Rahkar and Wahid. 2011).
Additionally, Chinese consumers hawe very
high sppearsnce consciousness. They
think that what they look like is the
important part of who they are. They will be
hapipier, if they could ook just as they
wish. fic a result, they have @ same
recoqgrition that they scoept natural skin
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care progucts since natural skin care
prociucts aile i sstisfy their nesds for
besuty and improve their general
appearences. Therefore, Thai casmetics
firms sheuld develop the products fo
satisfy the needs for besuty. The maketng
campaign can be d=veloped ba==d on the
concept of "Beauty with natural”.
Mioreowsr, Chinese Consumears recognize
that nsfural skin care products are
healtheer. They percsreed that naturs| skin
sare products sre in fashion, and they
have @ highly sceeptence toward natural
skin cane products. They plan to buy This
natural skin cane products even they are
not abie to see the physical products in the
distrilbution channel that they trust which is
degartment stores but thay stll have
mioderstedy high intenticn to purchase Thei
natural skin care products. fean be
implied that Chinese consurmers have the
high expectabion in Tha naturs! skin care
preducts and Thai nstural skn care
praducts have high poiential to grow in
China market.

For the potentis! congumears of
Thai natural skimcare products. Thai
cosmetc firms may focus on conswmers
whi have high eppearance
consceusness, healthy lifestyle

consumers, and new couplss sincs the

amivad of belbies in the family is the ingger
of green product conzumpdion. For the
price of the products, it should naot higher
than 153 premium from the non-green
preducis. Addiboraly, deparment stores
ane the key distrioution channe! for Thai
naturel skin eare produsts bessuse most
of Chinese consumers frust that this
channsl will provides ssfe mlisble snd
gerfified preducts for them (UK Trade and
Ivvestment, 2010). The further study could
be studizd on diff=rent fectors thet would
affect consumers purchase intertion of
natursl skin care products such as age,
income, past experence with natural skin
care products, and els. Additicnally, how
many percents of & premium that Chinese
consumers are willing to pay for Thai
natursl skin care products or Thai green
preducts is siso an interesting fopic for the
furthier study sncethe Chinese consumers
are willing to pay hagher premium far non-
Chinese forsign green products thet sre
preduced in foreigncountries by foreign
firms: than the gresn products thet s
preduced in China zven the manufacturs
fasility is invested by forsign firms (Hong
Kong Trade Development Council, 2011).
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