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Abstract

The expansion of e-commerce and international trade policies has increased interest in Taiwanese products
in the Thai market. This research aims to investigate the psychological and cultural factors influencing the purchase
intention of Taiwanese (ROC) products among Generation Z consumers in Thailand by integrating the Theory of
Planned Behavior (TPB) with the concept of Country of Origin (COO) and ethnocentrism. A quantitative approach
was employed, with data collected through an online survey from 507 undergraduate students and analyzed using
multiple regression analysis. The findings indicate that perceived behavioral control exerted the strongest positive
influence on purchase intention, followed by subjective norms, ethnocentrism, and attitude, respectively. The
positive association between ethnocentrism and purchase intention suggests that consumers perceive Taiwanese
products as culturally compatible with Thai lifestyle rather than as competing alternatives. In contrast, the Country
of Origin factor did not have a statistically significant effect on purchase intention. This study concludes that
entrepreneurs should prioritize the development of seamless and user-friendly purchasing platforms and employ
social influence strategies to stimulate purchase intentions among this digital-native generation. Such strategies
include leveraging online influence through Key Opinion Leaders (KOLs) who are relevant to the target consumer
group in order to enhance persuasive effectiveness. Finally, brands should adopt culturally oriented communication
strategies that emphasize cultural harmony, thereby fostering a stronger sense of identification and connection

with the brand.

Keywords: 1. Consumer behavior 2. Generation Z 3. Theory of Planned Behavior (TPB)
4. Country of Origin (COO) effect 5. Ethnocentrism
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(Hansen et al., 2004; Shanbhag et al., 2023; Veale &
Quester, 2009) §28819TDAN0N LT “FUWLIIMITe
naanmrnnaa lwldniurnutesnasanlaiidusas
e wae “dudnwennsfisnuimsunstonaas
ndaluldwsurinwunaanasuaanlad

aNTWaTaILnaIT LA WA (COO Effect) aNTWA
289 COO Qﬂi’@I@ﬂ’["ﬁﬂTﬂﬁmmﬁﬂ”@LLﬂaommm’i'ﬁ'ﬂ
Aauwneini 6'1‘%\13;;\1Lﬁu"l,ﬂﬁmﬁ'uqumwmaawﬁmn"’msﬁ
MULASITLEAFUAN (Hsu et al., 2017; Veale & Quester,
2009) @22819TMDNN LT “WRAN N LANIN
(ROC) ﬁqmmwgaﬂiwNﬁ@ﬂhﬁﬁﬁhﬂﬂiﬂﬂﬂﬁ% 9" W38
“msj’dﬁN§mn”m6v‘fw5@1u"L@T%a“uﬁﬂﬁdfm%aﬁu1u
ATNWYDINW I8 “AUTOUHNRAN AN LAR TN
{50d00na”

AABHUNNIITAUDITN DARUNNIIRIUTITNALY DU
wwaliwvesguilnalumilienumayiunfanud
amuludssinanaznisdadunianmsiaIdssing
Lﬁaamnmwmﬂgﬁlﬂui’@uumm%‘%amwmq%"ﬂn”ﬂﬁ
matasegha Tasawldsunmsaauilasain CETSCALE
Uy Balabanis et al. (2019) wag Shimp and Sharma
(1987) @208719T86NDN LT “NNTBONE A A
dlsanadunmsnseyini lisnand” nie “aulnoads

g
A a &a

BONAANWNNNA MU TN N UNUNIZTONRA N DU
INLAWIN B8 “MITONAAN NG UTENAFINALEY
dalasnghalny”
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A A a v v A Y a
LA ILATIVUDNALA YN TINIMUILSTTN
mylnegidayadufiunislaslsliunin spPss
25 NalFinaian1izdalun1sUssuIananazIasei
iagaﬁtﬁm’;mawuﬁmsw:ﬁﬁagaﬁuUmm@mam‘fm
WA (multiple regression analysis) HONANTHb Q’L”ﬂ"]
Jrunnldlwanuinseulasaiaslanannazyin
LUURBUDNY “anani iagaﬁwmgmﬁu%’nmu,ﬂu
@ A A A o A o
mmmJLLa:"luumﬁzi_qmamammmwam"hﬁmm'm
uliswuvesgaaunuuzauay

HAN13I98
mnn’mﬁm’mnuﬁagamnﬂ@;mﬁaihaﬁfﬂﬁﬂm
Q- =y d& | = Y oAl >
i:ﬂuﬂityzywmsmmumLLﬂumaa;dusInﬂLaLuaLimu z
FIUIU 507 AU LNBANBIANBIAENIIUTLTINTHAS
wo@nysuLdaan Namﬁmﬁ:ﬁﬂ”ayjaL%{lmimﬂ
WU mg'm”aamamusl,m}ujl,ﬂmww@u UL 412 A
U = dl U
(Fowaz 81.3) uaziiang 21 i VINNFA (F088s 42.4)
J098940 A a1y 20 I (Sovaz 25.6) @ngﬁmmmulmg
mé’fuayj’lun‘gaqu uaztIumma (Sauaz 41.6)
lugmaasngdnssumsuilan wui mjwé’mma
= .d' 4‘!’ a v 6 A .ai A 3
umwunlumimaﬁumaauvl,aumaﬂagﬂnﬂmau (F08a
46.2) 7098941 D nnmﬁmﬁ(‘?@ma: 28.6) WAZEIHLAD)
ﬁmwé:umUﬂ”ﬂﬁuﬁwhdmmm:ﬁuﬁauinﬂ’u%u
£ & v 1 ] L= 1 [-%]
(30882 60.2) 6110mesl,vxLﬁm’mqumamuﬁﬂnﬂmwum
USTRUMIDUNNTTO FUAITERINIUTENARIUT BIN
4 = a o A
aawlatl laudnuazlfuaasansnen 1

wda NSIUWA aNad Sauaz
1) 19 1 7 14
20 1 130 25.6
21 1 215 42.4
221 99 19.5
23 1 36 7.1
241 14 238
25 1 4 0.8
26 1 2 0.4
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A1INN 1 “UQHNL%GUSSﬂWUWQGﬂQN(ﬂQQUWG (n = 507) (a18)

%220 193N i Souas
LG jgld] 85 16.8
ni 412 81.3
laivzy 10 2.0
ﬁugm NNy uazdIumma 211 41.6
N1AN|N 124 24.5
memile 50 9.9
meaaziuoaniioaniie 66 13.0
mald 56 11.0
anwiivasmitevasaanlan DGR 2 0.4
wisaisluwne 9 1iou 75 14.8
nnLHan 234 46.2
nnanfiad 145 28.6
nnIn 51 10.1
ANNABTUADAUAAITIA lidandudu 122 24.1
AoutnIfuTn 305 60.2
AuTunn 59 11.6
Sofumansmaday 9 21 4.1

msmwaauqmm‘wmaam’%‘aoﬁauaz’?mm:ﬁaﬁﬁ
NuuvasduLsanmn wuh edilsAnsamudesiu
(Cronbach’s alpha) v84a2uLlsNneu ddnagszning
0.753 19 0.829 (AN 2) TININNT 0.70 BULFNS
Tduuuureumafenuiissassasiionuazanu
saaasasmuluiie manzsuigmsumailuSessing

HaRansondade (Mean: M) wazsweaumn

" : a aa A A ao
FATINN 2 ANLBANLNININAVDILATDINDIVLY

4199313 (Standard Deviation: SD) WU NEAUAR (ATT)
Lﬂuﬂﬁlﬁ'ﬂﬁﬁmmﬁﬂgaqﬂ (M = 11.21, SD = 2.298) @4
axviouiguilnanduiaiuaistu z Ivauadiisuands
ms%ae"mﬁwmnvl,ﬁm”u‘l,mm”ugo 7098907 A ANTWA
YAIUNRITUHAFUAT (COO) (M = 10.26, SD = 2.687)
Tnw e fsa RN TausIIN (ETH) ﬁ@hmﬁm‘%wﬁqﬂ
(M = 8.13, SD = 2.857)

298 el M sD Cronbach’s alpha VIF
NAUAG ATT 1121 2298 0.787 1.940
UITNAFIUNIFIAN SON 1019 2545 0.759 2.600
ms%'ufmmmmmlumimuqquﬁmm BECO 10.25 2.582 0.758 2.161
anusalada INT 985 23885 0.753 -
ANTWABILNEITLEAFUAN CO0 10.26  2.687 0.827 1.347
AR UNIIRUTTTY ETH 8.13 2.857 0.829 1.359
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luﬂﬁi’imi’]:‘ﬁrﬂ’]iﬂﬂﬂaﬂL‘EdWiﬁﬂm Fududas
mmaawﬁa@mmLﬁvadﬁmﬁiaﬁuﬂ'umwgnﬁawm
Tuan lasiSuarnnisasaseuiynianuauwus
senasudsBas: (multicollinearity) TaRansonainen
Variance Inflation Factor (VIF) HaMTIL@TER WU 6N
VIF va3duilsdaazyned denagszning 1.347 £14 2.600
AIANTIT 2 %ﬂ@%wndwLﬂmsvfuwmigﬂuﬁﬁmuﬂvﬁ (VIF < 10)
wsaliiAnieuldas ifenudmutiuesgaiuly
ﬁavl,siLﬁ@ﬂtymmmé'ww”uﬁ%aLﬁ"uwnlumﬁﬁ'ﬂﬁ

wanannit q%'ﬂvl.@i”ﬁwmsmwaaumwué'uw”uﬁ
VBILEW (linear relationship) 32W3962uU 88z
fudsan uiimInszansveInNaMaLndan
(residuals) HANNIILATIZRHIBNIINNNITAADBILIFIN
(partial regression plot) SLumW‘Ydll 2(n) ﬁdmwﬁl 2(3)

Partial Regression Plot
Dependent Variable: INT

T
T

Partial Regression Plot
Dependent Variable: INT

wr
wr

()

Partal Regression Plot
Dependent Variable: INT

Partal Regression Plot

Dependent Variable: INT
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waasliiAudsuur lilnanusunufiioduntaian
seninedulsBaszudazduiuanuasleda daulu
MW 2(2) Tl wmsnszane (scatter plot) wWuin
mmmgmmmmmﬂmmﬂﬁauﬁmiﬂi:mm"’mumju
(random pattern) Joulduaus ldimznguidugluuy
Ainen Fastinanuamandandenuulslsiuasd
(homoscedasticity) LL&:“IT?JQaﬁmwmm:awﬁﬁﬂfumi
JaNARDA Sﬂﬂg\ﬂ,ﬁaﬁmimwmiﬂizmmﬁmaﬁaga
HINUI1 eauUs INT dnnsnszanoanuudnd lag
ﬁmimmmﬁugﬂhmwﬁ 2(a) AIMIBIGINUAN O
e SAaasrint 9.85 wazAranuL (skewness)
WAL -0.017 %ﬁﬁu{i’u"l,@i”dﬁagaﬁmmmm:auﬁm%"u
m3eneiahe lasfinoaziaassning 2

Partal Regression Plot
Dependent Variable: INT

wr

()

Seatterplot
Dependent Variable: INT

Regression Standardized Residual

A9 2 NTINNTNANBELNIEIRITZRINNAALUT (1NN : Thacha Tapaneeyakorn)

mnmﬁmi’]:ﬁmmmam%awvmm (multiple
regression analysis) ianagauasufAianinadonny
asladonaanmaiannldnin namsdnm wui wuu
$rnesitianuminzavadadtuidyniaia (F-test
flen p < 0.05) lagdausBaszrsnuaaunsaTING%
afunwauEuLYsvsnuasladeldTona: 62.4
(Adjusted R? = 0.624) uaz lidTmanuaunusszning
mmﬂmmﬂﬁiau (Durbin-Watson = 1.969)

WaRanIaHaNINaReUFNNGAIUTIEYE WU Tade
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Afianswaifouandaninuasladaatedismagns
&0A L ms%’ujmmmmmlum‘sm‘uqquaﬂﬁu (H3)
%aﬁﬁw%wagﬁq@ (B = 0.513) 3998331 fla UIINAZIN
NWFIAN (H2) (B = 0.319) aaBhauMIIAWBIIIN (H5)
(B = 0.132) uaz Vieuad (H1) (B = 0.101) awEGL B9
aﬁfum&uauuﬁgmﬁ@%vﬁ lusnAsninasosunssinda
FUAN (H4) wuin mﬁuﬂs:ﬁﬂﬁ%maﬂajﬁﬁfﬂﬁm@
NNRD& (p > 0.05) %‘avlajaﬁfuaguauwﬁgmﬂ]’a@”\mdn
TosdinoazBuanamInasauauadgin diaed 3
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A1597 3 HAMTLATIAMINanaBEINig MNanaFaUFNNAZ LTI

ANNATIN aauils dussAnd B @1t @1 pvalue HARNSDOIANNGZIN
HI  viaued 0.101 2.118 0.035 ESTEAN
H2  uIsriagIuneaInu 0.319 6.380 0.000 ESTEAN
H3 mysuianuaanInlunIauguwginTw 0.513 11.399 0.000 CIBTEAN
H4 antwazasunaiiiaduan -0.006 -0.176 0.860 Taaiuayu
H5 ARYNNIIRIUTTTY 0.132 4.095 0.000 CIBTEAN

NINaFIURNNAZIUAILNITIATIZANTNGNEY
\TINRA A ;d”ﬁﬁ]”ﬂvlﬁﬂwmé'uﬂszﬁﬂﬁ%maymmgm
(Standardized coefficients %38 Beta) N udawinny
T EUWMIANU RTINS TRDURAIIWIALAS
Aamsvesdninanaaudsbaszudazsuddannueile

Re

a

s v a td a o
FanAanmsinnldniu Ssununiwagluaniid
(NN 3) WRAILAAUDEITALANIN MITUIAN

mmsnlumsmuquwnﬁmiu \uiasunidnsna

Attitudes

Subjective norms

Perceived behavioral
control

-
-

Country of origin
effect

L%amﬂgaﬁ'q@ PINFILUITNATIUNIRIAY BARINNII
Sanssin uasviaund luumenaninavasunssrindie
fueh (coo) lwAnaTastdnfi lifvibddymada
(waasdodulys) Deszrianldidininluusunves
Auilnalaiualati z anudasiuluanusunInUes
antasuazusinaaunsgsaudiminlunisaasula
mnn’h%aLﬁmmaqﬁmmaa;&”wﬁ@

Intention to purchase
made-in-ROC
products

Ethnocentrism

3 “ A laa a \ & ¥ a o v @ @ | o a af
A1 3 ImLmﬁaﬁ]Umem@lﬁﬁa'ﬂﬁwa@amwumlﬁawa@mmsv‘i‘ﬁrm"l,@mumawmauﬂiza'ﬂﬁnmaymmgm

(‘ﬁlm : Thacha Tapaneeyakorn)
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