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ABSTRACT

This thematic paper Is conducted in order to explore and understand the
factors that influence Chinese consumers -purchase behaviour on Thal skincare product.
The conceptual framework is used to assume the factors that might be significant or
potential factors that influence Chinese consumers purchase behaviour on Thai skincare
product. To conduct this research, quantitetive research method is applied to 135 Chinese
respondents so as to better understand the actual factors that influence the purchase
intention on Thai skincare product. The survey was distributed through Chinese online
guestionnaire platform to Chinese\potential and existing customer.

The study shows that country of origin effect isthe most influential factor
after using factor analysis to extract the most significant factor. Moreover, Multiple
regression analysis aso points out the relationships between different factors and group
of questions. The result of this study confirmed that country of origin effect holds the
most influential factor that influences Chinese consumers purchase intention on Thai

skincare product.

KEY WORDS: Thai Skincare Product/ Chinese Purchase Intention/ Beauty Product/
Factors Influence Chinese Purchase Intention
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CHAPTER
INTRODUCTION

Thailand --the Land of Smiles-- is considered as an in-demand tourism
destination for international traveler around the world. According to Nijathaworn (2017),
inbound Chinese traveler is the major lead for Thailand tourism sector pushing to the
new highest record. Statisties show that inyear 2017, the highest proportion of international
tourist that inboundto Thailand is from China, helding approximately 3,133,411 visits
up until August 2017 (Nijathaworn, 2017). In addition, according to World Travel &
Tourism Council (n.d.)direct or indirect travel and tourism are still be one of the key
drivers toward GDP that remains at a certain level of impacting Thai economy. In
other words, Chingse tourist, who isranked as the most populated inbound tourist in
Thailand, takes a significant lead on infiuencing the economy of Thailand.

Due to the sharp increase of Chinese tourist in recent years, many sectors
such asretail sectors, hotel and related service sectors have been benefited from the boost.
Especialy, in the skincare or cosmetics market, Thaland is deemed as one of the top
leadersin this sector within ASEAN. To clarify, Thalland isthe top OEM cosmetics or
skincare product manufacturer and exporter in ASEAN (Asia Today, 2017). Additionally,
Thailand ranks at the.number 17 of most significant manufacturer and exporter in the
world (AsiaToday, 2017). Thishidden sign of top ranking position in OEM manufacturer
and exporting business ensures the quality of Thai skincare product. In other words, the
cosmetics or skincare product that is Made-In-Thailand is considered as quality-product,
and it enhances consumers confidence. This make a great leap on perception of foreigner
toward Thai originated product.

Since as a traveler, one of the Chinese tradition is buying gifts or special
Thai product for friends or family, they tend to spend more on buying Thai product back
to China. According to Tungsirisurp & Athigapanich (2017), Tourism Authority of
Thailand (TAT) survey shows that Chinese tourist spends 41% of budget on shopping,
especialy for skincare and personal product, they allocate 49% of their shopping budget



on these kinds of product. As an example, one of the Thai skincare product that is very
popular for Chinese tourist is Beauty Buffet (Tungsirisurp & Athigapanich, 2017). With
the reasonabl e price and continuous positive feedback from Chinese users, it has become a
must-buy skincare product that most traveler would like to buy. This also lead to the
positive image and perception toward Thai skincare product.

The inspiration of doing this research topic is based on personal online
business in WeChat and Facebook, which targeting Hong Kong and Chinese consumer
interms of Thai skincare and beauty product. Therefore, apart from my working experience,
| would like to explore other hidden factors thai influence target consumers’ purchase
intention. These factors are grouped inta 4 main factor groups. country of origin effect,
skincare product trend, product relatedifaciors and buying experience related factors.
For the product related factors, it IS related to the product itself which are price, product
benefit and reviews of the product. For the buying experience related factors, it basically
related to the ease of consumer buying and psychology perception toward the product.

The objective of this research is to identify the key factors that influence
Chinese Consumers' Purchase Intention on-Thal Skincare Product. Due to the fact that
there are still many'business oppertunities in skincare or beauty product sector that allow
to explore and develop related businesses. By ‘conducting this research, it would provide
further consumer insight related,to skincare product section in Thailand so as to better
develop product to meet with target consumers wants and needs. In the meantime, this
research also reveals the related buying experience related factors in terms of internal
perception and external factors that might help retailing business to better understand
Chinese consumers' buying intention.

The targeted respondent in this research would be Chinese consumer whose
age is above 18 years old who has traveled Thailand or bought or has experience on
using skincare product. The quantitative research method would be applied to the data
collection process and the data would be gathered by questionnaire. In this research,

136 respondents would be the sample size in order to fulfill the data collection.



CHAPTERIII
LITERATURE REVIEW

In recent years, Chinese inbound tourist has been causing a huge impact on
Thai’ s tourism industry and Thai economy. There is an increasing number of local brand
beauty product that be distributed and sold all over Thailand, even in overseas. Moreover,
as we can see that there are mare and more Thai local product are attached with Chinese
language on the packages, which shows an emerging growth about the targeting for
Chinese consumer. Thereforegthe literature reviewsis conducted regarding to this aspect to
better understand the factors that influence Chinese consumers' purchase intention on
Thai skincare product.

Regardto the research topic of “ Factors that influence Chinese consumers
purchase intention on Thal skincare product”, In this chapter, there are some internal
and external factors that might drive the purchase intention of Chinese consumer on
Thai skincare product. Merely focusing en-the product factor would not be sufficient
to match or grow in this specific market. \Hence, it IS very significant to study about
the consumer purchase intention or consumer behavior in terms of the process of how
they perceive, what they are interested in and how they select and make decision to
purchase. Understand more@bout the targeted consumers insight, it would help different
related business sectors to improve and offer product that matched with the targets needs
S0 as to generate more sales and revenue. This chapter shows a summary of literature
reviews from previous researches and evidences that related to country perception, country
of origin, skincare product trend, product related factors and buying experience related
factors.



2.1 Country of Origin Effect

2.1.1 Imported Product Perception

In this research, perception towards imported product refers to how consumers
consider imported product rather than local or domestic manufactured product. According
to “5 Reasons Why Chinese Like to Buy Imported Brands’ (n.d.), Chinese consumer
always have a better perception towards imported product over Chinese product because
they think that imported goods will ways have better quality than the local’s. Furthermore,
emotional perception refers to the intrinsic pereeption that a consumer holds toward
the product. Most of the time, emotional influence might affect buying behavior of
consumer. According to M.A. Desmet (2012);.regards to_consumer research, positive
emotional perception tendsto impact on consumers' buying intention, repurchase decision
and product attachment. Furthermore, emotional perception also create a so-called
product attachment./The product attachiment could arouse positive emotional perception
interms of pride, satisfaction and appreciation(Mugge, P.L. Schoormans & N.J. Schiffergtein,
2005). That isto say, when a constuimer i sbuying a product which influenced by positive
and emotional perception, these Kinds of perception would eventually create a sense of
attachment to the product. It might evoke to be a positive emotion to be a long-lasting

perception to the consumer.

2.1.2 Thailand'General Perception

When talking-about Thailand, theLand-of Smile surely would pop up in
the mind of people. The greatest attractions are those beaches and good value-for-money
shopping experience (Fernquest, 2012). For Chinese, the first thing that might pop up
in their mind is travel destination in which Thailand is ranked at top 10 countries for
Chinese outbound tourist. Spoken by Ctrip spokesman, especidly for the travel destination
in Southeast Asia, Thailand is considered the most popular destination in Chinese's
mind (Ming, 2017). It is full of unique culture country with special goods, food and
many of interesting travel destinations. Moreover, with currency advantage of Chinese
Y uan, Chinese tourist tend to shop more in Thailand. As a result, Thailand also has
been considered as a major shopping destination (Tungsirisurp & Athigapanich, 2017).
In addition, according to Tourism Authority of Thailand (2017), for the first 2 quarter



in year 2017, China generates one of the largest contribution for Thai’s inbound tourism
and inbound spending.

2.1.3 Thai Skincare Product Per ception

Due to the globalization, consumer could choose and purchase various
types of product from different countries easily. Apart from the perception of a country,
the country of origin aso plays a big role on influencing the consumer's purchase
decision. Country of origin has a great impact on perceived quality of a product. No
matter in which country, it is asignificant signtoreflect the association between country
of origin and valued quality of.consumer (Nirg) @and Parker,; 1994). Product that is made in
Thailand are percelved as niche preductsemphas zing the unique characteristics of Thai
culture as good quality with affordable price, which.makes tourists perceive as a type
of increase value of money (Tungsirislrp & Athigapanich, 2017).

2.2 Skincare Product Trend

Thailand Is ranked at the top- OEM cosmetics manufacturer for local and
international cosmetics brands.in which those Thal manufacturer are able to produce
beauty product at premium level among ASEAN countries (“Thailand - Personal Care
and Beauty Products’; 2017). This.implies that the quality of Tha beauty product is
considerable good and trustable., According to “Asia Persona Care & Cosmetics Market
Guide’, (2016), the statistic from-International Trade Administration shows there was
an increasing trend of importing personal care and cosmetics product from Thailand to
China, in which up until year 2015, there was a three year average growth at 16%. To
put it in other words, the demand of Thai beauty product from Chinese consumer has

been increasing over years.



2.3 Product Related Factor

Before Chinese consumer decide to purchase Thai skincare product, the
product related factor takes a great part on influencing the consideration extrinsically.
The factors such as price, benefit of product offered and reviews are considered as the
external driver toward the demand of Thai skincare product by Chinese consumer.

2.3.1 Price

Price is one of the major drivers that influence most consumer in terms of
buying intention. While comparing to international brands, as Thailand is a lead of
manufacturing beauty product in ASEAN, it certainly offers at a more reasonable price
compared to internationda brands,which offer geed. guality of product. In addition, according
to Globa Habit “\Waomen's Perceptions of Beauty Products in 14 Asian Cities’ (2012),
the survey shows in most important cities in China, in consumer's’ point of view, one
of the most significant attributes of skincare product Is at reasonabl e price. Moreover,

Thai product is considered cheap and affordable for Chinese consumers.

2.3.2 Product benefitioffered

According to U.S. Cemmercia Service Hong K ong (n.d.), even though the
competition of Chinese'skincare product is relatively high and the price is competitive
than imported skincare product; the selection of Chinese consumer still based on the
quality especially those skineare product that is only for Asian skin. It can be deem that
apart from price level, Chinese consumer perceive the benefit offered by the product
as well. in this case, skin product for Asian skin is highly perceived and accepted by
Chinese customer. With Thai skincare product that sdlls a a reasonable price with premium
quality, this provide a great value-added perception as product benefit offered.

2.3.3 Reviews

When consumer search for comments or reviews on social media about
product or services, it influences original perception toward brand and selection (Sema,
2013). Furthermore, according to Kim & Chu (2011), Electronic word-of-mouth is
defined as consumer exchange information online, which includes sharing attitudes,

perception and behavior or comments for specific product or services. eWOM also



stimulates consumer engagement in socia network and influence perception of product,
purchase intention and decison making (Kim and Chu, 2011). Moreover, Chinese
consumer tends to be open and willing to gather information from word-of-mouth (Luo,
2009). That isto say, reviews on the internet take part in influencing consumer to make
decision. Plus, for Chinese consumer, it is more comfortable that they search for online
reviewsin Chinese social network before making decisions.

2.4 Buying Experience Related Factor

Asde from the product itself, some externa and.internal factors that consumer
encounter is also considered crueid to Impact.on the purchase intention of Chinese
consumers. Those factors are variety of product, emotiona perception, convenient

channels and convenience of payment.

2.4.1 Variety of Product

In Thalland, there are numerous flea market, outdoor markets and shopping
malls available for shopping such:as As atigue River Front, Train Market, JJ Market
and Artbox Market. There are thousands of products that allow tourist to make purchase
such as local food or drinks, souvenirs, DIY' items, accessories and skincare product
etc. There are high product variety with similar functions and packages available. Most
of the places have become popular destination.for both local and tourists. Variety of
product is considered significant to shopper. It alows a sense that consumers are free
to compare and choose product that they saw whether which product best fit with their
wants and needs (W. Dillon and L. Reif, n.d.). This means that it would influence

consumers’ buying experience during the shopping process.

2.4.2 Convenient Channel

In this research, convenient channel refers to the channels that Chinese
consumer would approach to search or purchase skincare product with the ease of
accessibility in both online and offline channel. The online channel in this research

refers to the Chinese webpages or socia media platforms that sell skincare product.



On the other hands, offline channel in this research refers to virtual retail stores that
sell skincare product in Thailand.

2.4.2.1 Offline Channel (Thai retail stores)

According to (Tungsirisurp & Athigapanich, 2017), in some
major tourist area, there are several branches of 7-Eleven that provide special product
shelf targeting Chinese consumers which includes Thai skincare product, Thai dried
fruits, souvenir and Thai herbal product. Moreover, recently, with more than hundreds
of retail stores like Watsons and Boots, there are various types of Thai skincare product
and related souvenirs that targeis to Chinese consumer available in amost al branches,
and provide some testers for customersto test using the product.

2:4.2.2 Qulinei€haniel (Chinese social medias)

In.Chinese perception, health, family and persona experience
are prioritized than other factors, more.of them tend to seek for a balancing of life in
which using the internet and mobile phones to facilitate daily activities in their lives
(Enkhchimeg, 2016). Also, with the globalization and internet access bility, the Statistics
Portal (n.d.) shows that there are 1004.11-million of Chinese internet users currently.
With the ease of internet access, online e-commerce platform such as JingDong, Taobao,
Alibaba and \WeChat together with-convenient. online payment like Aplipay or WeChat
pay, Chinese consumer._have changed! the culture of purchase product (Enkhchimeg,
2016). The integration of online shopping-and E-payment platform enable Chinese

consumer to easilyspurchaseimported or local product withless effort.
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CHAPTER 11
RESEARCH METHODOLOGY

The purpose of this research is to identify the factors that influence Chinese
consumers purchase intention towards Thai skincare product. Moreover, through this
research, country of origin, country perception, factor-related product, psychological
consumer insight and channels that potentially. affect buying decision of Chinese consumer
on Thai product would al so be explored.

3.1 Research Design

This research aims to discover Chinese consumers buying behavior toward
Thai local product like Skincare product-and the reasons that drive them to make purchase
on Thai skincare product. As in recent:years, Thailand has been one of the top tourist
destination for Chinese tourist as Well as Thai.local product are sold significantly to
Chinese market, it would be an' advantage If business owners or retailers understand
more about the target consumers. insight and know what actual trigger their purchase
intention and to make decision. To address the findings of this research, quantitative
research method would be applied to gather ‘data: In quantitative research design, the
guestionnaires would be distributed to specifie-group of respondent.

3.2 Instrument

The guestionnaire questions would be divided into two parts as following:

Part 1: Generd and Demographic Questions that would focusing on the previous
travel in Thailand and Thai skincare product purchasing

Part 11: Specific questions for each factor that considered as potential factor

that influence Chinese consumers' purchase intention on Thai skincare product
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The survey guestions would be applied to Likert scale structure assess the
perception and motivation on purchasing Thai skincare product. There are 22 factor-related
guestions which would be scaled by 4 points. Strongly Disagree (1), Disagree (2), Agree
(3) and Strongly Agree (4).

Table 3.1 Questionsfor each factor

Factors Questions
Country of Thailand appeals to me as atourist destination
origin effect | In Thailand, there are various specific goods and culture that |
likely to explore or try
| prefer to consume products that.is made overseas
| .am likely to trust the quality of productsthat is made in Thailand
My perceptionsef Thai skineare product is that they are good value
for money
| prefer to purchase Thal skincare products because of the skin
improvement after using them
Purchasing Thal skincare products makes me feel emotionally
satisfied
| like the feeling after applying Thai skincare product
It makes me think of Thailand when | use Thai skincare product
Generally, | have quiie specific brand preferences when buying
Thai skincare products
| am likely to recemnmend-othersto buy Tha skincare products
Trend Thepopular trend of imports from countries like South Korea has
made me more open to buying skincare products from Thailand too
I am likely'to purchase Thai product because Thailand is the top
OEM manufacturerin ASEAN
Reviews | 'am likely to purchase skincare products based on positive
feedback or'reviews from online users
| am likely to'purchase skineare products based on online top
ranking list or must-buy products list
Variety of | like the variety options available when shopping for Tha skincare
Product products
Thai skincare product offer avariety of benefitsto users, which
makes me want to consume them
Channels When | shop for Thai skincare products, | first like to inspect them
at retail stores
When | shop for Thai skincare product, | like to test them first
| do not mind to buying Thai skincare products which | have never
consume before via online channel
| prefer to repurchase Thai skincare product via Chinese online
stores
| purchase Thai skincare products via Chinese online stores because
it makes my life easier
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3.3 Sample

In this study, the factors that influence Chinese consumers purchase intention
towards Thai skincare product would be explored. Thus, targeted respondents would
be narrow down to whose age above 18 years old, have visited to Thailand within
passing 5 years and bought Thai skincare product. The sample size of questionnaire
would be applied to 136 respondents. The demographic aspect would not be taken into
account since the actual purchase behavior would only be the most focused field of study.

3.4 Data Collection

The questionnairewould be distributed via online channel. Since the 136
targeted respondents are.Chinese tourist who have visited Thailand and bought skincare
product before, it would be convenient-for them to do the guestionnaires with less effort
viathe Internet. Moreover, the questitonnaires would be presented in English together
with Chinese tranglation. This isto'clarify the meaning of each question clearly in case
that some respondents might have misunderstanding in some questions. The data will
be collected via www.wjx.cn -- a Chinese online questionngi re platform where widely
used by Chinese -- and those survey requests would be distributed through WeChat,
WeiBo and QQ mobile application:

3.5 Data Analysis

After datais collected via online survey, the SPSS program would be used
for data analysis. In this research, descriptive statistic, factor analysis, correlation and
cross-tabulation analysiswould be used to analyze the data. Firstly, for descriptive statistic
function, it would be used to group the Chinese consumers' demographic characteristic
and experience in purchasing Thai skincare product. Secondly, for factor analysis, it
would be used to narrow down the specific factors that actudly influence Chinese consumers
purchase intention on Thai skincare product, which show the direction of analyzing data
and predict the accuracy. Third, multiple regression analysis, correlation analysis and
cross-tabulation are used to testify the likelihood of relationship between each factor.
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CHAPTER IV
RESEARCH FINDING AND DISCUSSION

After collecting online survey from 136 Chinese respondents, the result of
refined data, research finding and discussion will be discussed in detail. In this chapter,
it will start from the demographic information of Chinese respondents and general
information in terms of purchasing Thai product and Thal beauty product. Next, cross-
tabulation would be discussed in order to compare some specific datasets and identify

some interesting findings to s sussions. By then, the process of factor
ger number of factors to become
small and precise factg “Cor hinese purchase behavior on
Thai skincare prod I regres scussed in order to test the

hypothesis before

andysis finding will be di

pven or not in which have
influences on purc

4.1 Demographic |

GENDER

Figure4.1 Summarized charts of respondents demographic information
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Under figure 4.1, it illustrates the basic summary of demographic information
of Chinese respondents in terms in the scope of gender, age and income per month. In
this figure, among all 136 respondents, in terms of gender, it shows the 65% of the tota
Chinese respondents are female. In terms of age range, the majority of age rangeis 26-
30 years old holds at 27%, followed by respondents above 35 years old at 26%, 21-25
years and 31-35 years old at 21% per each and 15-20 years old at 6%.

In addition, related income per month of al respondents shows that the highest
proportion is a 20% per each which contributes to income per month below 2,000 CNY,
3001-5000 CNY and 8001-15000 CNY'. By then, followed by 5001-8000 CNY at 18%,
2000-3000 CHY at 12%. 15001-50000 CNY at 9% and more than 50000 CNY at 1%.

4.2 General Information of Respondents

Do you buy Thai skincare product? Praduct that purchase as a souvenir

® Handmade Thal Jewelry

= Thai Skincare Product
® Thai Spa Product

Thai Food Product
= Thai Fashion Product
 Interior Design Product

mOthers

Figure4.2 Summarized table of respondents general information

Under figure 4.2, it shows the basic summary of general information of
Chinese respondents in terms of previous experience of gpproaching Tha skincare product
such as whether they buy Thai skincare product or not, frequency of buying and which
types of product they choose to buy as Thai souvenir.

The summary table illustrates that 71% of respondents would like to buy
Thai skincare product. Moreover, top 3 product that Chinese respondents would like to
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buy among variety of choicesas Thai souvenir are Thai skincare product at 23%, followed
by Thai food product and handmade Thai jewelry. Thisimpliesthat Thai skincare product

is positioned at the top priorities in consumers’ buying list.

4.3 Cross-tabulation Analysis

Cross-tabulation is used to compare between segments with the calculation
of frequency. It would clearly present a comparison between segments details with
frequency so as to examine the relationship among selected datasets that might not be

clear when analyzing the entire dataset in the survey.

Table4.1 Cross-tabulation (Gender x How often buy Thai skincare product)

Gender * How often buy Thai skincare product Crosstabulation

How often buy Thai skincare product
Always Sometimes Rarely Total
Gender  Male Count } 11 28 48
% within Gender 18 8% 22.92) 58.3% || -100.0%
Female Count 21 42 25 88
% within Gender | < 23.9% 47. 28.4% | 100.0%
Total Count 30 53 53 136
7 within Gender 22.1% 39.0% 39.0% | 100.0%
Chi;Square Tests
Asymptotic
Significance
Valtie df (Z-sided)
Spf‘ﬁ;gn e 12.4112 2
Likelihood Ratio 12.507 2 .002
Linear-by-Linear
Assaciation 6.507 1 011
N of Valid Cases 136

a. 0 cells (0.0%) have expected count less than 5. The
minimum expected count is 10.59.

In table 4.1, it shows the relationships between gender and the frequency
that they purchase Thai skincare product. By looking at the crosstab table, there is 72%
of female who aways and sometimes buy Thai skincare product while comparing to
male, there is merely 42%. Therefore, it could be deemed that the segment that sellers
should focus on is Chinese female consumers. With the Chi-Square Test table, the
significant level at 0.002 indicates that this relationship can be trusted.
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Table 4.2 Cross-tabulation (Buy Thai skincare product x Timesvisit to Thailand)

Buy Thai skincare product * Times visit to Thailand Crosstabulation

Count
Times visit to Thailand
More than 2
None Only Once | 2 Times times Total
Buy Thai skincare  Yes 40 21 10 26 97
product No 33 1 2 3 39
Total 73 22 12 29 136
Chi-Square Tests
Asymptotic
Significance
Value df (2-sided)

i ca 21.626° 3 .000
Likelihood Ratio 24.223 3
Linear-by-Linear
Association 14.075 ¥ .000
N of Valid Cases 136

a. 1 cells (12.5%) haveexpected
minimum expectedwcountds

AVA

(=]

NN
.2 tHe ows the significant level
of thistest is datidl| / > value of 0.005. Therefore,
this comparison c« ' e {2 oulation, it implies that of
total 136 responde C product no matter whether
they have visited or ' point out a quite interesting
point that even for respa '
willing to purchase Thal skincare uct. Li e, for those who have visited Thailand
at least for once and so on, they have the likelihood to purchase Tha skincare product
either.
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Table 4.3 Cross-tabulation (Timesvisit to Thailand x How often buy Thai skincare
product)

Times visit to Thailand * How often buy Thai skincare product Crosstabulation

How often buy Thai skincare product
Always Sometimes Rarely Total
Til:mis vci|sit to None Count 6 26 41 73
Thailan % within Times
visit to Thailand 8.2% 35.6% 100.0%
Only Once Count 5 14 3 22
% within Times N
visit to Thailand Qa2.7% 63.6% )  13.6% | 100.0%
2 Times Count 6 2 4 12
% within Times
visit to Thailand 50.0% 16.7% 33.3% | 100.0%
More than 2 Count 13 11 S 29
times .
B a1 4478% 37.9% 17.2% | 100.0%
Total Gount 30 53 53 136
o i Times 22.1% 39.0% 39.0% | 100.0%

Pearson Chi-
Square
Likelihood Ratio
Linear-by=Linear
Association

N of Valid Cases

a. 4 cells (33.3%) have
minimum expected d

According > 4.3, it shows the relationship

between timesvisitto Thala y buying Thai skincare product. From
the figure, it can be seen that-Chinese consumers who-visit Thailand for once get the
highest percentage at 86% that they always and sometimes buy Thai skincare product.
It impliesthefirst trial or impression of Tha skincare of product is very important. On
the other hands, Chinese consumers who never visited to Thailand before and rarely buy
Thai skincare product are at 56%. Thisimpliesthat people who never visited to Thailand

would buy Thai skincare product |ess often.

4.4 Factor Analysis
Since there are several factors that are assumed affecting to the Chinese
purchase intention towards Thai skincare product, Factor Analysis is used to analyze

the correlations among different variables and reduce the numbers of variables to be
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smaller and easier to narrow down the only important factors or components for further
uses. It is aso a data reduction technique that could make the analysis easier to conduct
and interpret those relationships.

4.4.1 Total Variance Explained

Table4.4 Total Variance Explained for 1st round significant factors

Total Variance Explained

Initial Eigenvalues Rotation Sums of Squared Loadings
Component Total % of Wariance | Cumulative % Total % of Variance | Cumulative %

13.358 60.719 60.719 7.973 36.241 36.241

1.665 7.568 68.288 4.516 20.528 56.769
5.575 :

63 3.761 17.094 73.863

WO~ WV A Wi

In table 4.4 Total-Variance Explainedfor 1st round significant factors, the
first three factors that have Initial Eigenvalues more than 1, which indicates these factors
are significant and reliable than other nineteen factors. For the rest of nineteen factors
that have the Initial Eigenvalues lessthan 1, it indicates that they are less significant or
have a weaker correlation. As aresult, the first three factors are the significant factors

that influence the Chinese consumers' purchase intention on Thal skincare product.



4.4.2 Rotated Component Matrix

Table4.5 1% Round Rotated Component

Rotated Component Matrix®

consume before via online channel

Component
| prefer to purchase Thai skincare products because of the skin 832
improvement after using them :
I am likely to trust the quality of products that is made in Thailand .818
My perception of Thai skincare product is that they are good value 792
for money .
I like the feeling after applying Thai skincare product 777
| prefer to consume products that is made overseas .769
I am likely to recommend others to buy Thai skincare preducts .760
Generally, | have quite specific brand preferences when buying.Thai 243
skincare products :
Purchasing Thai skincare productsymakes me feel emotionally 742
satisfied .
It makes me think®f Thaidand, when | use %05 458
| am likely to purchase T hai prod 668
OEM manufacturer infASEAN .
The popular trendeffmpor,
made me more apenio b -860 512
I am likely to purchase
feedback or reviews frg 588 560
Thailand @ppeals to ny .564 .544
When | shop for Thai 869
at retail stores 1
When | shop for Tha .776
| like the varietyept
products . 491 .653
I am likely to purcha
ranking list or must- 1554 489
In Thailand, there are
to exploré.or try 478 527
Thai skincare product
makes me Want fo_consu 472 -503 489
| prefer to repurchase Tha
stores -852
| purchase Thai skincare products 848
because it makes my life easier :
1 do not mind to buying Thai skincare produc | have never 812

Extraction Method: Principal Component Analysis:
Rotation Method: Varimax with. Kaiser Normalization.

a. Rotation converged in 6 iterations.
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According to the table 4.5, there are three components |oaded in each factors.

This figure would only show the factors that are greater than 0.4. Anyhow, there are

some cross-loading occurs in which there will be more than one component that shown

under the same factor. In this figure, there are eight cross-loadings that needs to be

reduce in order to get a more precise factor reduction.



20

4.4.3 Result after crossloading reduction

Table 4.6 Final Round Rotated Component Matrix

Rotated Component Matrix®

Component

1 2
| prefer to purchase Thai skincare products because of 257
the skin improvement after using them :
I am likely to trust the quality of products that is made in 1 . .
Thailand .842 Country of origin
My perception of Thai skincare product is that they are .
good value for money 823 effect factor
| like the feeling after applying Thai skincare product .804
| prefer to consume products that is made overseas .793
I am likely to recommend others to buy Thai skincare 293
products ’

Purchasing Thai skincare productsimakesdme feel
emotionally satisfied

Generally, | have quite spe€ific brand prefergnces when
buying Thai skincare preducts

| am likely to purchasé Thai peoduet beca
the top OEM manufacturer fmASEAN
| purchase Thai skihcare pFodticgs i
stores because it makéspnylife g

¥ B

.76%F

Buyer experience

| prefer to repdrchaselThai skj rel ated factor
online stores /= o y )

| do not mindto buying Thg (Channel)

have never gonsume befo

When | shop for Thai ski Buyer experience
inspect them at retail sto

When | shop for Thai ski | related factor

first -
Extraction Method: Fring
Rotation Method: Varim
a. Rotation converged in

" (Channl in terms of
product testing)

From table 4 g the cross loadings and factors,

the result remains to two mai ors, which are country of origin effect
factor and buying experience factor. Under the buying experience factor in this table,
it consists two related components which are channel and channel in terms of product
testing, which are represented by component 2 and component 3 respectively. Therefore,
we could utilize from these three components—country of origin effect, channel and
product testing— to further analyze. In other words, the components or factors could
be explained as:

e Country of origin effect in which consists of imported product perception,
Thailand general perception and Thai skincare product perception.

e Buying experience related factor in which consists of channel and channel
in terms of product testing.
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4.5 Linear Regression

After conducting factor analysis, a more precise and narrowed significant
factors are obtained. To put it differently, country of origin effect, channel and channel
in terms of product testing are the significant factors that influence the Chinese consumers
purchase intention on Thai skincare product. In this section, linear regression is used
to predict and test hypothesis that have set previously by applying dependent variable
and independent variables to conduct the analysis. In this research, the selected dependent
variable is the purchase intention of Chinese consumers towards Thai skincare product.
The independent variables are the factors of country of origin effect, channel and channel

interms of product testing.

Table4.7 Model Summary of Linear Regression

Model Summary

Adjusted R Std. Error of

Model R R Square Square the Estimate

1 .338% (114) 094 432
—

a. Predictors: (Constant), Channél-ProductTesting, Channe|,
Country_of origin_effect

Intable4.7, the R Square in the model summary isequaled to 0.114 or 11.4%,
which could be interpreted as 11.4% of fluctuatton of dataset or the independent variables
(country of origin effect, channel and channel in terms of product testing) can be predicted
by the dependent variables (Chinese consumers purchase intention on Thai skincare
product).

Table4.8 ANOVA table

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 3.180 3 1.060 | 5.679 @
Residual 24.636 132 187
Total 27.816 135

a. Dependent Variable: Buy Thai skincare product
b. Predictors: (Constant), Channel_ProductTesting, Channel, Country_of_origin_effect
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In table 4.8, after running regression, according to the ANOCA table, the
significant level is shown as 0.001, which is matched with the requirement that the
significant level has be to be lower than 0.05. This could be interpreted as a statistical
significant, which implies that the result of regression analysis is significant or very

low risk to be wrong.

Table4.9 Coefficientsof Linear Regression

Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1677 171 9:808 .000
- AN —
Country_of origin % \ /
“effect \--275 .068 -.445 | -4.026 ]‘\909
Channel .068 .059 2 1 1,158 249
Y A > i 078 061 e 274 205

a. Dependent Variable: Buy Thai skincare product

The ahove table showsitheresuit of coefficient of three factors (country of
origin effect, channel, channel in termsof product testing). | n order to identifying the
significant factor, by checking the-condition thet only the factor with significant level
below 0.05 could be usad for identifying factors that influence Chinese consumers  purchase
intention on Thai skincare product. To \llustrate, from the result in table 4.9 indicates
that only one out of three factors has therelationship with Chinese consumers' purchase
intention on Thai skincare product. From the coefficient table, it shows that the factor
of country of origin effect is statistically significant with P value equal to 0.000, which
islessthan P value of 0.05. However, the channel factor and channel in terms of product
testing factor are not statistically significant with P value 0.249 and 0.205 respectively,
which both P values are greater than 0.05. As aresult, the result as shown in table 4.9, it

also could be written as a regression equation as following:

Purchase Intention = 1.677 — (0.275 x Country of origin effect)

From the equation above, it shows that there is only one significant factor

that influence purchase intention in this research. This factor is country of origin effect.
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With the Beta at -0.275, it shows a negative relationship in the equation; anyhow, the
dependent variable with smaller value shows respondents are likely to buy Tha skincare
product, which implies as another negative relationship in this condition. As a result,
two negatives become a positive relationship. Therefore, it could be summarized as when
avalue increase in country of origin effect factor, there will be an increase in purchase
intention. To put it differently, it also could be interpreted as the country of origin effect
has a positive relationship to influence purchase intention.

4.6 Hypothesis Testing

By running the facteranalysis, linear regression and cross-tabulation, they
are used to test the hypothesis of the conceptual framework in this research. By doing
this, it would providean easier way to-identify relationships among dependent variable
and independent variables, which are as following:

H1: Country of origin effect has positive influence on Chinese consumers
purchase intention on Thal skincare product

H2: Skincare product trend-has positive influence on Chinese consumers
purchase intention on Thal skincare product

H3: Product related factors has positive influence on Chinese consumers
purchase intention.on Thal skincare product

H4: Buying. experience related factors haspasitive influence on Chinese
consumers’ purchase intention on-Thal skincare product

Referring to the figure 4.8.2 Coefficients of Linear Regression, the result
of regression shows that with the statistically significant level of 0.000 which is less
than P value of 0.05, only the factor of country of origin effect is significant. In other
words, H1 is accepted in which the Country of origin effect has positive influence on
Chinese consumers' purchase intention on Thai skincare product. On the other hands,
another two factors of channel and channel in terms of product testing (which are under
buying experience factor) are not statistically significant. In other words, H4 is rejected
in which Buying experience related factors has positive influence on Chinese consumers

purchase intention on Thal skincare product.
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4.7 Discussion

After collecting data and obtaining result from different statistic analysis,
it shows that 70.8% of respondents would like to purchase Thai skincare product. It
could be deemed that Thai skincare product is accepted by Chinese consumers, and
they would like to purchase Thai skincare product. The main target segment is Chinese
female consumers. Moreover, by summarizing the findings based on the hypothesis of
conceptua framework, the results confirm that only one factor that significantly affects
on the purchase intention of Chinese consumer towards Thai skincare product. In this
factor, referring to literature framework, the factor of country of origin effect consists
of three main e ements, which areimported product perception, Thailand genera perception

and Thai skincare perception. k liag experience related factors and other

factors might also be thed might not highly significant as

much as the factor of
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CHAPTER YV
CONCLUSION AND RECOMMENDATION

5.1 Conclusion

In this research paper, it emphasizes on identifying the factors that influence
Chinese consumers' purchase intention on Thai skincare product in which could be
potential clues for SMEs or retailers to understand the consumer behavior in different
aspects such as country of origin effect, product trend, product related factors and buying

experience related factors. E nese aspects, it could help sellersto

see a better big picture @ ove their product and marketing

strategy to develop T tive and merge the position
higher in Chinese
Referr ture revie here are eight major

components that a ablesinthisre ported product perception

Thai skincare product. By then, ambined into 4 main categories that
potentially become the key factors, which are country of origin effect, skincare
product trend, product related factors and buying experience related factors.
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> Imported product
perception

¥ Thailand general
perception

» Thaiskincare
product perception |

» Price

e Pmdl;ct_ls_apeﬁt

> Variety

» Convenient channels

descriptive statisti e Sis and regression so as to
analyze the data. T
research that 'i:fhfl'u Se ntentis edas agood and positive

the main critical fac e e purchase intention on Thai
y S to néfrow down the numbers
of unrelated factor. After tested by regressio nal significant and influential factor
remains to the factor of country of origin ef:fe_c;t..Evehiéther,, pofential factors like trend,
product related factor and buying experience rdlated factor might be somehow influential,
they are not as important as Cddntry' of origi neffect

5.2 Recommendation and Practical Implications

The main purpose of this research is to discover the factors that influence
Chinese consumers' purchase intention towards Thai skincare product, there are some
recommendations that might be beneficial as suggestions for SMEs or retailers who
areinterested in selling Thai beauty product to Chinese consumers.
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5.2.1 Build a better brand image and brand positioning

A great brand image not only provides a positive association to the brand,
but also for the country of origin aspect, especially for export goods. As nowadays more
and more Thai manufacturers and retailers aim to export Thai local product to target
Chinese consumers, the brand image itself should be highly associated with the country of
origin -- Thailand. As an example, in order to build a better brand image and association,
the manufacturers and retailers should strongly stress on the representative of Thal elements
embedded into the product no matter in terms of ingredients, functions or even packaging.
Moreover, apply for the Thailand Trust Mark to ensure the quality and enhance the
credibility in which delivering the strong value propositions of the product. Apart from
that, with the power of country of.eriginithat.the Thal government has been supported
to SMEs, Thailand trust mark also brings more exposure to international market and

easily accepted and trusted by international consumers.

5.2.2 Focuson stressing Thai' skincare product as souvenir

Since Thailand has been.ranking on the number one OEM skincare product
manufacturer and exporter in ASEAN , for thisaspect, it will surely help Thai sellersto
enter international market. However; this might still not strong enough to influence the
end buyers purchase intention or sometimes consumers do not even care about it. Therefore,
to emphasi ze on the high guality of productto retaimn the strong position in OEM field
still be crucial inlong term. From the research, Thal skincare product are considered
as the top souvenir that pop up in Chinese consumers  mind. Thus, thisis important to
maintain and strengthen emationdly with the association between Thai skincare product
with Thai souvenir. This helps to make Chinese consumer whenever think of Thal
souvenir will think of Thai skincare product at least at the top three products in their
list.

5.2.3 Creative and suitable marketing communication

From the result of research, some respondents are likely to purchase Thai
skincare product even for those have never visited Thailand. Plus, consumers who visited
Thailand tends to buy Tha skincare product more frequently. Therefore, it could be

deemed that the first impression, image and trial is quite important to make consumers
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to remember Tha beauty product. As most of the respondents are likely to buy Thai
skincare product, thisimplies that Chinese consumers have a good perception and trust
Thai skincare product. It is considered a good clue that Chinese consumers are open-
minded to try Thai skincare product even they do not know about Thailand. Therefore,
continuously improve innovation and push creative marketing in digital marketing are
equally significant either. As nowadays, Chinese consumers prefer online shopping,
Thai sellers who aim to export Thai product should decide the right channel to target
right segment precisaly and build trusts. For instance, popular online ecommerce marketing
channels in China like QQ, Wechat, Weibo, Tacbao, TMall and so on are needed to
focus on in order to beiter reach targeted segment and potential consumers, communicate
the product features, differentiati cr.andspremete the product with the linkage of country
of origin in creative ways. Fhiswould help Chinese consumer to absorb the consciousness
about Thai-made product, accept more and trust upon Thei skincare product.

With the mix of quality, strong commitment, strong association, creative
marketing and continuously Improved. innovation, this would help to strengthen the
position of Thai product in the mind.of, consumer, and so as to beiter influence Chinese

consumer to make decision on purchasing Thai skincare product in any occasion.

5.3 Research Limitation and Future Research

The limitation of -this research-is the time-constraint. A small number of
sampling as 136 respondents might not enough to represent the entire population of
China due to the limited time for data collection. Another limitation is that some of the
guestionnaires were done roughly, which might lead to bias or inaccurate of the result.

For the future research, it would be better if combining both quantitative
and qualitative to come up with a full and complete detailed research so as to better
analyze the factor of purchase intention. Moreover, extend and develop more potential
factors to conduct a more imprecise research might lead to a boarder understanding in
thisfield.
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Appendix A: Questionnaire

This set of questionnaire has been developed by College of Management
Mahidol University’s International student to be conducted for research, which aimsto
understand Chinese consumers' perception and motivation toward Thai skincare
product. All of the information given by respondents will be treated with high
confidentiality and will be used for education purpose only. It will take about 5-10
minutes to compl ete. Please be assured that the response is strictly confidential and
only and the aggregate results will be reported and used for educational purposes only.

Please completeall questions “ /7 that represent with your

opinions. Thank youfor

Part 1. Demograp

1. Gender
O Male
O Female
2. Age
O 15-20 yearsold
O 26-30 years old 1 31-35 years old
O More than 35 years old
3. What isyour level of education?

O High school O Bachelor’s Degree
O Master’ s Degree O Ph.D.

4. What is your income range per month?
O Below 2,000 CHY O 2,000-3,000 CHY
O 3,001-5,000 CHY O 5,001-8,000 CHY
O 8,001-15,000 CHY O 15,001-50,000 CHY

O More than 50,000 CHY



5. How many times have you visited Thailand?

O None O Only once
O 2 times O More than 2 times

6. Doyou buy Thai skincare product?

O Yes O No
7. How often you purchase Thai skincare product
O Always 0O Sometimes

0O Handmade Thai Jewelry
O Thai Spa product

O Tha Fashion preduct

O Other:

Part 2: Per ception/and motivation

O Rarely

8. What kind of product would you like to purchase as a souvenir from Thailand?

[0 Thai- Skincare or beauty product
1. ThairFood preduct
lnterior design product / Home decor

Please specify thelevel of your agreement on the following statement:

(Assessment scale 1 = Strongly Disagree;-2= Disagree, 3 = Agree, 4 = Strongly Agree)

Perception

Strongly
Disagree

)

Disagree

)

Agree

3)

Strongly
Agree
(4)

Thailand appeals to me as atourist
destination

In Thailand, there are various specific goods
and culture that | likely to.explore or try

| prefer to consume products that i1s made
overseas

| am likely to trust the quality of products
that is made in Thailand

My perception of Thai skincare product is
that they are good value for money

| prefer to purchase Thai skincare products
because of the skin improvement after
using them

Purchasing Thai skincare products makes
me feel emotionally satisfied
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Per ception

Strongly
Disagree

(1)

Disagree

(2)

Agree

3)

Strongly
Agree
(4)

| like the feeling after applying Thai
skincare product

It makes me think of Thailand when | use
Thai skincare product

Generaly, | have quite specific brand
preferences when buying Thai skincare
products

| am likely to recommend others to buy
Thai skincare products

Trend

The popular trend of i maports from
countries like South/Korea has made ime
more open to buying skincare products
from Thailand too

| am likely to purchase Thai product
because Thailandiis the top OEM
manufacturer in ASEAN

Reviews

| am likely to purchase skincare products
based on positive feedback or reviews
from online users

| am likely to purchase skincare products
based on online top ranking list or must-
buy products list

Variety of product

| like the variety options available when
shopping for Thai skincare products

Thai skincare product offer avariety of
benefits to users, which makes me want to
consume them

Channdls

When | shop for Thai skincare products, |
first like to inspect them at retail stores
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Per ception

Strongly
Disagree

(1)

Disagree

(2)

Agree

(3)

Strongly
Agree
4)

When | shop for Thai skincare product, |
like to test them first

| do not mind to buying Thai skincare
products which | have never consume
before via online channel

| prefer to repurchase Thai skincare
product via Chinese online stores

| purchase Thai skincare products via
Chinese online stores because it makes m
life easier

9. Please describe
When buying sking

anyway
O | havealimited

; you the best:

k there's much difference
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