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Abstract
 Trends in multinational production have complicated the issue of country of origin (COO) with products now often associated with more than one COO and no longer produced in the same country as where they were designed or where their major components originate.  This leads to a new stream of COO studies being termed “hybrid product research”. 

This paper studies the impact of assembly location on Thai consumer perception of automobile quality. While automobiles assembled domestically (CKD) are considerably cheaper, COO studies have reported that consumers prefer automobiles assembled in highly industrialised countries (CBU). Two surveys were conducted with 186 respondents in Bangkok, Thailand. It was found that a brand with a strong quality image could reduce COA bias when evaluating automobiles from a country with a negative quality image. Consumer ethnocentrism was also studied to determine whether it can play a role in consumers’ evaluation of domestically assembled automobiles (CKD). The result, as expected, revealed that ethnocentric consumers exhibit their home country bias by championing locally assembled automobiles. As expected, ethnocentric consumers were found to have lower education achievements and live in larger households but age and income were found to have no bearing unlike previous research. Following these findings, conceptual and practical implications were discussed. This study supported previous research findings and provided two new research scales. Meanwhile, practical implications for automakers are that they need to weigh up the benefit of relocating their assembly plants against a very likely reduction in perceived value due to associations with a country’s negative quality image.

Background 
Country stereotypes significantly impact consumers’ product perceptions and their subsequent purchase decisions (Haubl, 1996). Consumers associate COO with the image of the country where the final assembly takes place (Al-Sulaiti and Baker, 1998). However, origin has now become much more complex with firms striving for competitive advantage by outsourcing various operations, the objective being to take advantage of lower cost labour and cheaper raw materials as well as gain access to attractive developing markets protected by tariffs and quotas (Terpstra and Sarathy, 1997).
 
Thailand was chosen due to its automobile market and the automobile focus based on Liefeld’s (1993) finding that the largest COO effect on consumers’ evaluation was found in the complex, fashion-orientated, and expensive product. 
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While consumers use COO to evaluate products, they also use this to seek a domestic source. Ethnocentrism represents “the beliefs held by consumers about the appropriateness of purchasing products originating in a foreign country” (Shimp & Sharma, 1987; pp.280). Highly ethnocentric consumers question the appropriateness and morality of buying foreign-made products because they believe this harms the domestic economy and causes unemployment (Usunier and Lee, 2005). Thus, ethnocentric consumers tend to accentuate the positive aspects of the domestic products and discount the virtues of foreign-made products (Srinivasan et al., 2004). 

Influencing factors include demographics such as age, education, income, and social class (Klein et al., 1998; Jaffe and Nebenzahl, 2006). It is believed that older consumers and those with lower education and income are prone to ethnocentric consumption. Bailey and Gutierrez de Pineres’ (1997) study in Mexico revealed that ethnocentric consumers are older, less educated, and earn less income and live in larger households. 

Deconstructing COO

Chao in 1993 deconstructed COO into COA and COD. He found that the COA of a television set was influential in consumers’ perception of its build quality and concluded that favourable COD location could not compensate for a product with poor COA perception. Tse and Lee (1993) looked at how consumers use COO information to evaluate and compare stereo equipment and observed that while COA has a significant effect on evaluation, a well-known brand name could in fact override a negative COA effect. 

Insch and McBride (1998) reported that the importance of COA in product evaluation differed by product categories, COA was more important in athletic shoes than in mountain bikes. For athletic shoes, COA was an important evaluative criterion because assembly quality was viewed as an important component of durability. Therefore, consumers preferred athletic shoes assembled in USA and Japan to those assembled in Mexico.  

Van Pham (2006) studied multi-dimensional COO on four different types of products including automobiles, the objective  being to rank countries on the level of their favourable association against product categories using Roth and Romeo’s (1992) framework. Respondents from across the continents highlighted workmanship as the most important attribute. Van Pham (2006) concluded that of all the COO dimensions, COA emerged as the most important variable influencing perceptions of product quality.

Consumers are aware of a complex manufacturing process and use this information, when available, to form perceptions of products. While consumers were concerned about where the parts of certain products (e.g. televisions) originated, it was overwhelmingly concluded that COA represented the most influential dimension in consumers’ product evaluation. It was also found that consumers prefer products from highly industrialised countries. This is because consumers often hold a more positive stereotype when products were associated with a country with a high level of technological and economic development (Ahmed and d’Astous, 1999). 
 
Johansson and Nebenzahl (1986) studied the effects on brand image when moving automobile production abroad and found that by moving the manufacturing of Buick or Chevrolet cars from the United States to Korea or Mexico, the value of cars would fall by as much as 17%. Seaton and Laskey (1999) conducted a study widely cited in COO automotive research of the effects on perceived value of mid-size automobiles of changing COA. For an automobile worth US $17,000, moving its assembly operation to less-developed countries would result in lower perceived value. Moving its assembly to Korea, the perceived value would reduce by US $1,795 (10.6%) while moving to Mexico would result in a reduction of US $1,952 (11.5%). Seaton and Laskey (1999) concluded that marketers needed to carefully evaluate the cost saving schemes of moving production abroad against the likely losses in perceived value. “Quality” is a difficult concept as it is subjective and ambiguous. Consequently, consumers use their own judgment to form an opinion on a product’s overall perceived excellence and superiority (Zeithaml, 1988). 
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 The automobile industry is currently the country’s third largest industry (OIE, 2006). Locally assembled passenger automobiles account for as much as 95% while imported (CBU) automobiles account for 5% (OIE, 2006). The implication of the tariff structure is reflected in the final price of automobiles. Due to import duty, CBU passenger automobiles are significantly more expensive than CKD options. The price difference of the Mercedes-Benz C-Class W204 introduced in 2007.as a CBU had a price tag of THB (Thai Baht) 3,990,000 then, six months later, a locally assembled CKD version launched at THB 2,990,000, reflecting a price discount of 25% (Varghese, 2008).
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[bookmark: _Toc205808801]Mercedes-Benz was selected based on its brand strength and because the largest COO effects are often found among luxurious, expensive products (Liefield, 1993; Piron, 2000). The brand is commonly associated with being the best, with high quality German engineering (Olins, 1999). Available in CKD and CBU versions, we may then compare the pricing and branding effect.

Mercedes-Benz entered   in 1957 appointing Thonburi Phanich Co., Ltd. as  sole distributor (Thonburi Automotive, 2008);  assembling their passenger automobiles in 1979 and established a wholly-owned subsidiary in 1998 (Mercedes-Benz Thailand, 2008). Mercedes-Benz have retained their dealer network and claim the leading position in the luxury car segment where they control a significant market share with the flagship S-Class.
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Defining the Population of Interest
Car drivers in Bangkok, Thailand, currently owners of a Mercedes-Benz or potential buyers who are looking to purchase new cars over the next 12 months
Bangkok is the capital with six million residents, and most luxury automobile owners reside within Bangkok (Anurit et al., 1999). 

This study used two different samples.  The main Mercedes dealership in Bangkok was selected to carry out interviews, where potential buyers were intercepted. The second sample involved current owners from a database of recent buyers. From evaluation of previous studies, the target sample size was set at 200.

Likert scaling was used with the exception of ethnocentrism constructs, where a ten-item CETSCALE was adopted. Other scales used in this questionnaire were developed specifically for this study. 

Hypothesis 1: Thai consumers will evaluate the automobiles assembled in a highly industrialised country (CBU) better than those from an industrialising country (CKD). 
Despite various findings that image of COA is important when evaluating automobile quality, it has been found that brand information can interact with and significantly affect COA information. Consumers do in fact rely on brand information to form an expectation of automobile quality. Thus, as Jo et al. (2003) concluded, a strong brand image can significantly reduce the discounting of perceived quality even if the product is associated with a country with a negative quality image. Thus, the second and third hypotheses:

Hypothesis 2: There is a relationship between brand image and perceptions of automobile quality assembled in Thailand (CKD) and Germany (CBU)

Hypothesis 3: A strong and consistent automobile brand image can lessen the COA bias on perceived quality when evaluating automobiles from country with unfavourable image. 

Ethnocentrism arguably influences consumer evaluation. In an industrialising country, highly ethnocentric consumers are found to exhibit patriotism through choosing domestic products over foreign alternatives, regardless of the superiority of the product in question. This leads to:

Hypothesis 4: Ethnocentric consumers would exhibit higher home country bias by evaluating the perceived quality of CKD automobiles higher than non-ethnocentric consumers

Hypothesis 5: Ethnocentric consumers would tend to have a lower income and education level, live in larger households, and are part of the older age group

Research has shown that consumers who have travelled extensively abroad or lived abroad exhibit less home bias compared to those who have not (Liefeld, 1993). Thus, the final hypothesis:

Hypothesis 6: Thai consumers, who have travelled or resided abroad for an extended period, are less ethnocentric than those who have had no cross-border travel experience


Table 1 Origin of Perceived Quality Statements and Brand Image Attributes
	Construct
	Statement
	Sources (Year)

	Automobile 
Qualities
	Highly Reliable
	Roth and Romeo (1992)

	
	Technologically Advanced
	Agarwal and Sikri (1996)

	
	Excellent Workmanship
	Roth and Romeo (1992) Haubl (1996)

	
	Assembled with attention to detail
	Agarwal and Sikri (1996)

	
	Very Durable
	Roth and Romeo (1992)
Brodowsky (1998)

	
	Infrequent Repairs
	Haubl (1996)

	
	Assembled by highly quality workforce
	Li and Monroe (1992)

	
	Innovative features
	Li and Dant (1997)

	
	Result of Extensive Quality Control
	Brodowsky (1998)

	
	Overall Superb Build Quality
	Roth and Romeo (1992)

	Brand Image
(Mercedes-Benz)
	Luxury
	Piron (2000)

	
	Attractive
	Haubl (1996)

	
	Exclusivity
	Roth and Romeo (1992)

	
	Reliability
	Haubl (1996)

	
	Perfection
	Haubl (1996)

	
	Reputable
	Roth and Romeo (1992)

	
	Elegance
	Olins (1999)

	
	Quality
	Haubl (1996)

	
	Prestigious
	Roth and Romeo (1992)

	
	Passenger Safety
	Haubl (1996)



There were a maximum of ten statements per construct to avoid respondent fatigue (Batra et al., 2000; Shimp and Sharma, 1987). For each statement, respondents were subjected to five levels of agreement in most questions, from ‘strongly disagree’ to ‘strongly agree’. The pilot test was conducted with Thai respondents who met the criteria (N=40). In order to test the statistical validity and reliability of the scales, Cronbach’s coefficient alpha technique was used. In order to establish the reliability level of the study, the minimum level of 0.7 recommended by Nunnally (1978) was used. 

Following the pilot test, two items were removed from the Ethnocentrism scale to improve the internal consistency. The final ethnocentrism scale used in this study contains 8 final items with very high consistency, scoring .8815 on Cronbach’s Alpha Level. 

Table 2 Cronbach’s Coefficient Alpha of the Scales used in this Study.
	Scale
	Scale Topic
	Cronbach’s Alpha

	1.1
	CKD Automobiles (Non-Branded)
	.9262

	1.2
	CBU Automobiles (Non-Branded)
	.9106

	2.1
	Mercedes-Benz Brand Image
	.9383

	2.2
	CKD Automobiles (Mercedes-Benz)
	.9216

	2.3
	CBU Automobiles (Mercedes-Benz)
	.9457

	3
	Consumer Ethnocentrism
	.8815



Interviews were conducted in July 2008 in Bangkok, Thailand. 186 respondents were contacted: 80 respondents were interviewed by telephone while 106 were approached in face-to-face interviews. The screening question was useful in ensuring that respondents had the relevant product experience and sufficiently familiar with the concept of CBU and CKD to form trustworthy perceptions. In total, 99 respondents (representing 53.2% of total respondents) were looking to purchase automobiles, while 87 were current owners.

Gender
The majority of respondents were men, accounting for 123 out of the total of 186 (66%). Previous research had indicated that men tend to have more influence in major purchasing decisions (Green et al., 1983) and this was the approach adopted by Ahmed and d’Astous (2007).

Age
 Most of the respondents fall into the 31-40 category (40.9 %) followed by the age range of 41-50 (25.3%), 20-30 (20.4%), and finally 51-65 (13.4%). The wide range in age was not unexpected as Mercedes-Benz has a range of models to cater for most age groups. Thus, even without setting a quota, it was possible to capture a wide range of respondents by age, to test whether there was a relationship between age and consumer ethnocentrism in hypothesis 4.

Household Members
The question on the number of occupants living in the same household, was introduced following Bailey and Gutierrez de Pineres’ (1997) finding that this can influence consumers’ acceptance of foreign products. The results revealed that the majority of respondents live in households with 3 members (24.7%) followed by 4 members (22%) and 5 members (18.3%). This finding was largely expected due to Thai society being collectivistic, resulting in generally larger households and the small number of respondents living with just their partner (8.6%) or on their own (5.4%).
 
Education
When questioned about education level attained, most interviewees responded that they had completed an undergraduate degree (46.8%), 37.1% had achieved a postgraduate degree. This was followed by respondents who had not completed their undergraduate degrees (8.6%) or gained a doctorate, (7.5%).

Occupation
The majority of respondents have their own businesses (25.8%). In second place, office workers in managerial and executive positions (18.3%) followed by general office workers (16.1%) and occupations.

Monthly Income
The income groups were distributed evenly across the range, most respondents earning between 20,001 – 35,000 Thai Baht per month (24.2%), closely followed by the group earning between 30,001-50,000  (23.7%). Meanwhile, both 50,001-75,000 Baht and 100,000 or more were each represented by 16.1%. Finally, the income group of 75,001-100,000 Baht and less than 20,000 Baht, recorded 12.4% and 7.5% of respondents respectively. While it may be surprising that most appeared to come from lower income groups, this could be explained by a recent Mercedes-Benz campaign on attractive financing options, coupled with the launch of the new C-Class, one of the  cheaper models (Varghese, 2008).  

Respondents’ Travel Experience
Respondents were asked whether they had travelled abroad or not. The vast majority indicated that they had travelled abroad (74.2% ).  However, most of them did not stay abroad for long (58.7%). Instead, most had travelled abroad for holiday or work, while 41.3% lived abroad for more than half a year.

Automobile Quality and COA Image

 Respondents were asked to rate the quality of automobiles assembled in two different countries. Firstly, those assembled in a newly industrialising country (Thailand) and available as CKD models, then, those assembled in a highly industrialised country (Germany), imported as CBU automobiles. This was achieved through the use of ten item Likert scales featuring quality related statements. The purpose was to address hypothesis 1:




In order to address this hypothesis, the means () of respondents’ ratings derived from the ten item automobile quality scale were used to compare quality perceptions attributed to CKD and CBU automobiles. Table 16 shows differences in the automobiles’ perceived quality. The respondents evaluated automobiles assembled in Germany highly, with the means () of 4.13. and rated the quality of automobiles assembled in Thailand lower, with the means () of 2.557. Thus, based on this finding, the first hypothesis is supported.

Table 3: Level of Respondents’ Perception of Automobile Quality
	Automobiles
	Perceptions of Automobiles Quality

	
	

	S.D.
	Level

	 Automobiles assembled in Germany (CBU)
	4.132
	.426
	High

	 Automobiles assembled in Thailand (CKD)
	2.557
	.658
	Medium





 Respondents were asked to indicate their level of agreement on various expressions associated with cars and then with the Mercedes-Benz brand. This was conducted to measure the saliency of brand image. To answer this second hypothesis, Pearson Product – Moment Correlation Coefficient was used to analyse the statistical relationship between brand image and Mercedes-Benz automobiles. Table 4 outlines the relationship between the brand image and respondents’ perceptions of its automobiles assembled in Thailand (CKD) and abroad (CBU). 

Table 4 Relationship between Brand Image and Country-of-Assembly
	Variables
	IMG
	CKD
	CBU

	IMG
	1.00
	
	

	CKD
	.248**
	1.00
	

	CBU
	.717**
	.298**
	1.00


(**P < .01)

Note:  	IMG refers to Mercedes-Benz’s brand image
CKD refers to perceptions of automobiles assembled in Thailand
CBU refers to perceptions of automobiles assembled in Germany

There appears to be a relationship between brand image and respondents’ perceptions of automobiles quality, findings revealing a relationship between the Mercedes-Benz brand image and assembly in Thailand (r = .248). A similar finding was reported for Mercedes-Benz assembly in Germany where there is a positive relationship between the brand image and CBU automobiles (r = .717) at a significance level of .01. It was also found that the quality perception of respondents on CKD Mercedes-Benz had a positive relationship with CBU Mercedes-Benz (r = .298) at significance level of .01. Thus, it can be argued that respondents with a positive attitude towards the Mercedes-Benz brand will have a positive perception of Mercedes-Benz quality assembled both locally (CKD) and abroad (CBU). As a result, hypothesis 2 is supported.




Having established a relationship between brand image and respondents’ perception, hypothesis 3 examines whether positive brand attitude can improve quality perceptions of Thai automobile assembly. Paired Sample T-Test was used in Table 5 to analyse respondents’ perceptions by comparing the means () between non-branded CKD automobiles and CKD Mercedes-Benz. At a statistical significance level of 0.01, respondents’ perception of automobile quality greatly improved when presented with brand information. By conducting a paired sample T-Test, it was found that respondents evaluate quality of CKD Mercedes-Benz ( = 33.220) much higher than before being presented with the brand ( = 25.575). Thus, it can be concluded that that when confronted with a brand associated with a favourable image, respondents would evaluate automobiles assembled in Thailand more highly. As a result, hypothesis 3 is supported.

Table 5 Comparison of Respondents’ Quality Perceptions (CKD) before and after introduction of the Mercedes-Benz brand
 
	Brand Image Evaluation
	N
	

	SD.
	T
	P
(1- tailed)

	Before presented with brand
	186
	25.575
	6.584
	17.546
	.000**

	Brand information presented
	186
	33.220
	4.418
	
	


(**P < .01)

Consumer Ethnocentrism 
In the third set, consumers were asked to state their level of agreement with statements taken from a ten-item CETSCALE to answer the final three hypotheses of this study. 

Table 6 F-Test comparison of perceptions on CKD automobiles’ quality based on level of consumer ethnocentrism 
	
	df
	SS
	MS
	F
	P

	Ethnocentrism
	
	
	
	
	

	Between Groups
	6
	1629.787
	271.631
	7.607
	.000**

	Within Groups
	179
	6391.659
	35.708
	
	

	Total
	185
	8021.446
	
	
	


(** P < .01)

 There appears to be a statistical relationship between ethnocentrism and quality perceptions. Respondents with a different level of ethnocentrism were found to have different quality perceptions of CKD automobiles at a statistical significance of .01. Therefore, it is now appropriate to address the fourth hypothesis.

In order to assess whether there is a significant difference in quality perceptions of CKD automobiles between respondents with different levels of ethnocentrism, Scheffe’s Test technique was deployed to compare  the means score between groups of respondents. A significance level (P-value) was then calculated for each test to establish which groups were significantly different and which were not. 

Based on Table 6, the results indicate that respondents with different levels of consumer ethnocentrism have different quality perceptions. There were 3 pairs within Table 7 that establish significant statistical differences. At a statistical significance  level of .05 (P < 0.05), it was found that respondents within the high ethnocentrism group had  a higher quality perception of domestically assembled automobiles (CKD) than the group with medium, low, and very low levels of ethnocentrism. As a result, hypothesis 4 is supported.

Table 7 Scheffe’s Test on Differences in Perceptions of CKD quality comparing respondents grouped by different level of ethnocentrism

	Level of Ethnocentrism
	n
	

	Level of Ethnocentrism

	
	
	
	Highest
	Very High
	High
	Medium
	Low
	Very Low
	Lowest

	Highest
	2
	21.00
	-
	6.80
	10.76
	4.85
	4.68
	1.09
	7.5

	Very High
	15
	27.80
	
	-
	3.96
	1.95
	2.11
	5.70
	.70

	High
	21
	31.76
	
	
	-
	5.91*
	6.07*
	9.66*
	3.26

	Medium
	40
	25.85
	
	
	
	-
	.16
	3.75
	2.65

	Low
	48
	25.68
	
	
	
	
	-
	3.59
	2.81

	Very Low
	54
	22.09
	
	
	
	
	
	-
	6.40

	Lowest
	6
	28.50
	
	
	
	
	
	
	-


(*p <.05)

 Hypothesis 5 will look at how respondents’ level of ethnocentrism may differ based on different demographic variables. As highlighted in Table 7, it was interesting to find that that there were no differences in the level of respondents’ ethnocentrism from different income groups at a statistical significance  of .05 (P > .05). Due to this finding, this hypothesis is now at least partially unsupported.

Table 8 Ethnocentrism Comparison: Based on Income Level
	
	df
	SS
	MS
	F
	P

	Ethnocentrism
	
	
	
	
	

	Between Groups
	5
	578.297
	155.659
	1.354
	.244

	Within Groups
	180
	15370.99
	85.394
	
	

	Total
	185
	15949.29
	
	
	



The next variable under discussion is education. Table 9 provides evidence of differences in respondents’ ethnocentric attitudes based on their education level at a significant level of .01 (P<0.01).  This warrants further examination.

Table 9 Ethnocentrism Comparison: Based on Education 
	
	Df
	SS
	MS
	F
	P

	Ethnocentrism
	
	
	
	
	

	Between Groups
	3
	2741.342
	913.781
	12.592
	.000**

	Within Groups
	182
	13207.95
	72.571
	
	

	Total
	185
	15949.29
	
	
	


(**P < .01)


In order to detect differences between education and ethnocentric attitudes, the LSD pairing technique was used. While similar to Scheffe’s Test, this allowed analysis of finer details.

Table 10 Paired Comparisons between Differences in Ethnocentric Levels Based on Educational Achievement
	Education Level
	N
	

	Education Level

	
	
	
	Lower than undergraduate
	Undergraduate
	Postgraduate
	Doctorate

	Lower than Undergraduate
	16
	36.43
	-
	6.92*
	12.55*
	12.79*

	Undergraduate
	87
	29.51
	
	-
	5.63*
	5.87*

	Postgraduate
	69
	23.88
	
	
	-
	.24

	Doctorate
	14
	23.64
	
	
	
	-




 Significant differences were revealed at various levels of education. In total, there are five pairs, as highlighted in Table 10, which are statistically significant at .05 (P < 0.05) Respondents who had not completed an undergraduate degree were more ethnocentric than those who had, as well as more than those who graduated from postgraduate and doctorate levels. Thus, it can be concluded that respondents with lower educational background were more ethnocentric than those who had achieved higher degrees. As a result, hypothesis 5 is supported in regards to the differences in education level.

Meanwhile, the F-test conducted in Table 11 on the number of household members highlighted significant statistical differences between respondents from various sizes of household membership at the significance level of .01 (P < .01).

Table 11 Ethnocentrism Comparison: Based on No. of Household Members
	
	Df
	SS
	MS
	F
	P

	Ethnocentrism
	
	
	
	
	

	Between Groups
	5
	4384.164
	876.833
	13.647
	.000**

	Within Groups
	180
	11565.13
	64.251
	
	

	Total
	185
	15949.29
	
	
	


(**P < .01)
 Having established significant differences, the LSD pairing-test was used to find the significant differences between numbers in the household, as below.

Table 12 Paired comparison of level of ethnocentrism based on number of household members
	Number of household members
	N
	

	Number of household members

	
	
	
	1
	2
	3
	4
	5
	More than 5

	1
	10
	23.90
	-
	1.58
	.59
	.78
	9.35*
	10.01*

	2
	16
	22.31
	
	-
	.99
	2.37
	10.94*
	11.59*

	3
	46
	23.30
	
	
	-
	1.37
	9.95*
	10.60*

	4
	41
	24.68
	
	
	
	-
	8.57*
	9.22*

	5
	39
	33.25
	
	
	
	
	-
	.65

	More than 5
	34
	33.91
	
	
	
	
	
	-




Table 12 shows 8 comparison pairs significantly different at the level of .05. Based on this finding, it can be summarised that there are significant differences between respondents in larger household memberships, between those living with five or more and the smaller households. Higher means () suggest that respondents tend to be more ethnocentric than those living in smaller households. Thus, another part of hypothesis 5 is supported, as it was proposed that respondents from larger households would exhibit more ethnocentric behaviours.

 It was also proposed in the fifth hypothesis that the level of consumer ethnocentrism can differ based on age. With the aim of testing this particular demographic variable, an F-test was again conducted to identify whether there were statistically significant relationships between different age groups and levels of ethnocentrism. In Table 13 below, differences were found in different age groups at the statistical significant level of .05 (P< 0.5) 

Table 13 F-Test on Ethnocentrism between different Age Groups
	
	df
	SS
	MS
	F
	P

	Ethnocentrism
	
	
	
	
	

	Between Groups
	3
	861.856
	287.285
	3.466
	.017*

	Within Groups
	182
	15087.43
	82.898
	
	

	Total
	185
	15949.29
	
	
	


(*P < .05)

The LSD pairing technique was used to specifically test for the statistical significance of the relationship.  The most interesting finding was unexpected. While there were 2 pairs that were statistically significant at .05 (P<0.05), it was found that the means of respondents aged between 20-30 was in fact higher than for the 31-40 year olds. This was unexpected as it was hypothesised that the older the consumers, the more likely that they would exhibit ethnocentric behaviours. Based on this statistical finding, the fifth hypothesis was partially unsupported concerning the age attribute.    

Table 14: Paired Comparison between different Age Groups on their ethnocentric Attitudes.

	Age Group
	n
	

	Age Group

	
	
	
	20-30
	31-40
	41-50
	51-65

	20-30
	38
	29.26
	-
	4.26*
	.35
	.22

	31-40
	76
	25.00
	
	-
	4.61*
	4.04

	41-50
	47
	29.61
	
	
	-
	.57

	51-60
	25
	29.04
	
	
	
	-



To summarise, the F-Test and the subsequent Scheffe’s Test and LSD Test revealed interesting findings on the relationship between levels of consumer ethnocentrism and different demographic variables. The proposed relationships were found between education level, and the number of household members with ethnocentric levels. However, the findings also showed that the proposed relationship was not found in regard to respondents’ age and income. Thus, hypothesis 5 was only partially supported.


The sixth and final hypothesis considers the effect of consumer ethnocentrism, where it was proposed that there is a relationship between travel experience and ethnocentric attitudes. To satisfy this particular hypothesis, the T-Test technique was used to identify whether there was a statistical significance between groups of respondents who have travelled abroad and those who have not. The means () score of their agreement to ethnocentric statements were then used to compare between different groups. This is Table 15

Table 15 Comparison of ethnocentrism level segmented by travel experience and living abroad
	
	N
	

	S.D.
	t
	P

	Ethnocentrism
	
	
	
	
	

	Have travelled abroad
	138
	26.108
	8.502
	3.478
	.001**

	Never travelled abroad
	48
	31.812
	10.197
	
	

	Lived abroad for an extended period
	57
	24.0526
	8.096
	3.759
	.000**

	 Never lived abroad
	129
	29.1395
	9.377
	
	


(**P < .01)




 There were differences in level of ethnocentrism between respondents who had travelled abroad and those who had not. At a statistically significant level of .01 (P <0.01), it was found that respondents who had not travelled abroad were more ethnocentric (mean () = 31.812) than those who had (mean () = 26.108). At the same time, it was also hypothesised that respondents who had lived abroad for an extended period were less likely to possess an ethnocentric attitude. This was confirmed in Table 15.   The mean score for respondents who had lived abroad for an extended period (mean () = 24.0526) was lowest when compared to those who had not, at a significance level of .01. As a result, hypothesis 6 is fully supported by the statistical findings.

Discussion 

This study found COA image to be an important evaluative criterion. Thai consumers preferred automobiles assembled in a highly industrialised country. This was reflected in their quality assessment where they rated automobiles assembled in Germany much higher than those assembled in Thailand. Its significance, though, appeared to reduce in the presence of brand information. The brand image hypotheses were based on findings of Jo et al. (2003) that strong brand image can discount negative origin perception. It provides consumers’ with a frame of reference of what to expect when evaluating a brand’s product, including its quality (Aiello et al., 2008). 

The majority of hypotheses were supported. COA image matters when evaluating automobile quality. Nevertheless, brand image was able to lessen the negative COA discount as consumers’ perceived CKD automobiles to be of better quality once presented with brand information. Ethnocentric respondents rated CKD automobiles of better quality than those who were non-ethnocentric. 

Conclusion

Several contributions had been made. A scale had been developed a scale for testing consumers’ perceptions of automobiles. At the same time, a new ten-item brand image scale was developed as an extension to Haubl’s (1996) three-item scales. Both quality and brand image scales scored very highly in term of validity and reliability when tested with Cronbach’s Alpha technique. Thus, the major contribution of this study was in creating two scales for future research on automobile quality perceptions and brand image interaction. While this study did not reveal surprising results, the findings confirmed the importance of COA on Thai consumers’ perceptions when evaluating automobiles. 

This study also extended knowledge by incorporating branding information, which had an important bearing as Thai consumers’ quality perceptions were significantly improved when the Mercedes-Benz brand was revealed. It was concluded that for automobiles assembled CKD in Thailand, a strong brand can lessen the COA quality discount. 
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