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ABSTRACT
The object aim of this study was to probe into the relationship of country of origin image, relationship benefit and New product
expansion. In addintion, we alysisiation the Intermediary effect of Consumer country center principle between New product
ex-pansion and country of origin image. The country of origin image was measurement by nation image and product image.
Additional, new product expansion was was measure-ment by new product relative advantage, complexity, probation, compatibility
and ob-servation.The study was send out 480 questionnairies and the reclamation rate is 90.8%.We used Simple regression and
social stratum regression model to analysis and supposition examination. Presentation of Results, the New product expansion had
been significant impacted by country of origin image and relationship benefit. We also investigate and advance the theory, Study
limitations, Suggestion in this thesis.

Keywords : country of origin imagel relationship benefitO relative advantage[] compatibilityd complexity triabilityd observaility
Table of Contents

0000 0000000 0ob0o0D00oD0oo00oooDobooDgDmbooooDob0o0oD0oDODOooOo0ooOOobOooO0nDg
0000ivOhO00O00000O000O0DO00000O0bO00DO0O0OvOODODOoOODO0oDOOoDOOoO0ODOoDODOoOOODOO
oooooOviboOooooOoOoOooooOooooOoOoooooOooboOviiCOOoOoOOoOoOoOoDOoOoOooDooOoo
gboobddxooboobobobooboobgoobooobooboobol1oboobobbobooboobon
ooooobooboolgbooogooboboooooboooobobOooboob200bD0obOoOooobOoboboOooDOon
ooooooooo3spouoooooboooooboooobobooooobOo3goobooooobobobooooo
gbooobgoobobeb0bO0obOo0bOobbOO0ObO0ODbOoO0bOobLOO0ODbObODbDbLODOODbOODOD
gboobgooboboisoobgooboboooboobooboboooboobogoooboooboobon
gbooobgoobobbogbzrboobobooobooboooboobooobooboobaiooboooboobon
gbooobgoobobooboossioboboooboobooboboooboobooboba1oooboobOon
gboooboobobbooboobgssbbogbooobooboooobooboobuoboo40boobon
gboooboobobbooboobuoob420b0b00bo0obooooboobooboboobo4uobonn
ooooboobobbooboobuoobob4b000booboboboobooboobuobboboob48b OO
ooo0obo0obobboobooobooboooosedboobooboobooobo0oboboboobooobOooeln
gooobooboboboboobooboboboboboesbooboboboob0oboboobobbOobooOoDbgTs
ooooboobobobobooboobooboobooosibgoobooboboboobooboobobbooog
gsiiboooboobobooobooboboboboooboossbgopooboobooboboooboobon
goosoboooboboooboobobobobooobooborooDoobooboobobooobooboo
goodpblotb0o b 2-1000b00boobobobob0o0bo0bbM40 - 1lgooobooboobon
oooobgoobs3rh 32000b00obooboboooboobobobossu 3ubopboooooboubo
OO0000O0040041000000000000OM=436) 0000040 420000000000000O0000O
obo0odb470 430000000000 000O00ODO0ODOO0OOOD47T0 44000000O0ODO0ODOOOODODO
obo0od480 4500000000000 00000O0DO0O0OO0O4 D 460000000 0O0O0ODOOOODODO
ooos00 470000000000 0DO0OO0OOODOODOO0OORO0480000DO00OO0ODODODOOOODODO
gos20 4900 00000000000000000O00O00DOO5%0 410000000000 D0ODOOODLOODODOO
gs550 4-110 0000000000000 0b00D000bO00sS7T0 412000000 0O00O0O0OOODOOODOO0ODO
gs80 4-1300000b0bo0bo0bobobobooboost 4400000000 DOOOODLDOODO0ODO
0590 4-150 0000000000000 0O0D000b00O0e00 416000 00D0O0ODOOOOODOODLDOODO
Uoobooboobobooboobobobobe2b 41700000000 O0ODO0ODLODOLOODLDOODG4D
4-180 00 0000000000000 00Db0O0beD 410000 0Db0O0DbOLODObLDOObDOO0DbUOOOe7O
42000 0000000000000 bOO00bOo0b 0DbOobOboO0obOo0obOoO0bUobbOobDOoOobDOesd 4-2100



0o0o00obo0obobobOobooobgoobOorO 4220000000000 0000DO0O0DLO0ODODOOT10 4-2300
00o00obo0obOobObOobDooboobor2i 4240000000000 0000DO0O0DOODODOOT30 4-2500
ooooboobobobobDooboobodu 4260000000000 0DO0ODODODOODOODDO DODDOO
ooooboooboboboboooborbh 42700000000 0O0DO0ODOODODDODODOOD ODOODDbDODDOO
oooobooobooborso 42800 00000000000 0D0O0DDODODODODO0 ODO0bDOODbDOODbODDOOO
oooobogooosob 5-100doooboobooboboooboobosroob D 1- i obgobooobooobooo
oooobobooooso 2100 ooooboooobooboooobobno2200dogboooooDoon
oooobob0o1z0 3-1000ooobooooooboooooboooa

REFERENCES

o000 O00oOoooOooooEOoOoooooooooOoOoOoOoOoOoOooOoOoOoOoOoOoOoOoOooOooOooOOooOonD 0o
gojOoOpoODOOOODOOOODOODOOODODOODOODOODOODODOOO—-DOO0O0DOOODODODOODOOOODOOOOOOOOO
goooOoOoOoOoOoOoOOOOOOOO0O0O0ORUUOODOOOOOOO0O00O00O0OOU0UOUOUOOOOOOOOOOO
go0oOoOoOoOoOoOOO0OO O00OOERIUOUbOOOnoooo0000o0U0ULOULOU0UOOUULLLLo
go0oOoOoOoOoOoOoOoOoOoOO0OOgEIcUUbb0OLUUUUU0ULULU0U0U0U0ULOULOUUULOUOL UL
go0oOoOoOoOoOoOoOO0oOgeIgigoooooooo0o0U0U000UUULULUUULOUOLLLLo
goooOoOoOoOoOoOoOoOoOUUOOdERONWOUOUOUOUOUOUOOUUOOULULOUUULULULUULOULOUUULUOUOLULLLO
go0oOoO0oOoOoO0O0OO00O0EIUUUbUUUL0ULUUU0000UL00L0U0000LULUO0LOUOOLOOOLLLLO
0000000 000(RoUOULODO00N0ONON0N0NU00NU000ULNU0U0U0UL0UL0UOULOULOUL OOOEoo7 OO
00000000000 0:00000 O0O0DO00 Ahmed, S. A, Alaind A, & Lemire, S. (1997). Country-of-Origin Ef-fects in the U.S.
and Canada: Implication for the Marketing of Products made in Mexico. Journal of International Consumer Marketing, 24, 73-92. Bannister, J. P.,
& Saunders, J. A. (1978). UK Consumers’  Attitudes Toward Imports: The Measurement of National Stereotype Im-age. European Journal of
Marketing, 12, 562-570. Barnett, H. G. (1953). Innovation: The basis of cultural change. New York: McGraw-Hill. Bilkey,W. J., & Nes, E. (1982).
Country-of-Origin Effects on Product Evaluations. Journal of International Business Studies, 13, 89-99. Boddewyn, J. J. (1982). Advertising
Regulation in the 1980’ s: The Underlying Global Forces. Journal of Marketing, 46(1), 27-36. Cattin, P., Jolibert, A., & Lohnes, C. (1982). A
Cross-Cultural Study of Made-In Concept. Journal of International Business Studies, 17, 388-396. Chao, P. (1993). Partitioning Country of Origin
Effects: Consumer Evaluation of a Hybrid Product. Journal of International Busi-ness Studies, 21, 54-76. Cordell, V. V. (1992). Effects of
Consumer Preferences for Foreign sourced Products. Journal of International Business Studies, second quarter, 19, 251-269. Gatignon, H.,
Jehoshuan E., & Robertson, T. S. (1989). Modeling Multional Diffusion Patters: An Efficient Methodology. Mar-keting Science, 8(3), 231-247.
Gilman, D. A. (1985). The educational effects of Project Prime Time. Phi Delta Kappan, 67(9), 663. Hampton, G. M. (1997). Perceived Risk in
Buying Products Made Abroad by American Firms. Journal of Retailing, 5(4), 45-48. Han, C. M., & Terpstra, V. (1988). Country-of-Origin Effects
for Uni-National and Bi-National Products. Journal of Internation-al Business Studies, 19(2), 235-256. Han, C. M. (1988). The Role of Consumer
Patriotism in the Choice of Domestic versus Foreign Products. Journal of Advertising Re-search, 28, 25-32. Han, C. M. (1989). Country Image:
Halo or Summary Construct? Journal of Marketing Research, 26(2), 224. Herche, J. (1992). Ethnocentric Tendencies, Marketing Strategy and
Import Purchase Behaviour. International Marketing Review, 11, 4-16. Herche, J. (1994). A Note On the Predictive Validity of the CETS-CALE.
Journal of the Academy of Marketing Science, 20, 261-264. Hong, S. T., & Wyer, R. S. (1989). Effect of country-of-origin and product-attribute
information on product evaluation: An infor-mation processing perspective. Journal of Consumer Research, 16(2), 175-187. Huber, J., & McCann,
J. (1982). The Impact of Inferential Beliefs on Product Evaluations. Journal of Marketing Research, 19(8), 324-33. Insch, G. S., & McBride, J. B.
(1998). Decomposing the country of origin construct: An empirical test of country of design, country of parts and country of assembly. Journal of
International Consumer Marketing, 10(4), 69-91. lyer, G. R., & Kalita, J. K. (1997). The Impact of Country-of-Origin and
Country-of-Manufacture Clues on Consumer Perceptions of Quality and Value. Journal of Global Marketing, 11(1), 7-28. Johansson, J. K.,
Douglas, S. P., & Nonaka, I. (1985). Assessing the Impact of Country of Origin on Product Evaluation: A New Methodological Perspective. Journal
of Marketing Research, 22, 388-396. Keegan, W. J. (1995). Global Marketing Management. New Jersey: Prentice-Hall. Kotler, P. (1994).
Marketing Management: Analysis, lanning, Imple-mentation, and Control. Hall International, 8, 12-34. Krishnakumar, P. (1974). An Exploratory
Study of The Influence of Country of Origin on The Product Images of Persons from Se-lected Counties. Florida: The University of Florida. Li, Z.
G., & Dant, R. P. (1997). Dimensions of Product Quality and Country of Origin Effects Research. Journal of International Consumer Marketing,
10, 93-112. Nagashima, A. (1970). A Comparison of Japanese and US Attitudes toward Foreign Products. Journal of Marketing, 34(1), 68-74.
Nagashima, A. (1977). A Comparative Made in Product Image Survey Among Japanese Businessmen. Journal of Marketing, 8, 23-37. Narayana,
C. L. (1981). Arrgegate Images of American and Japanese Products: Implications on International Marketing. Columbia Journal of World Business,
16(2), 31-35. Nes, E. B. (1981). Consumer Perceptions of Product Risk and Quality for Goods Manufactured in Developing Versus Industrialized
Nations, Diseration. Madison, Wisconsin: University of Wis-consin. Netemeyer, R. G., Durvasula, S., & Lichtenstein, D. R. (1991). A Cross-
National Assessment of the Reliability and Validity of the CETSCALE. Journal of Marketing Research, 28(8), 320-327. Nunnally, J. (1978).



Psychometric Theory. New York: McGraw-Hill. Olson, J. C., & Jacoby, J. (1974). Cue Utilization in the Quality Per-ception Process, of the third
annual conference Ann Arbor. As-sociation for Consumer Research, 6, 23-31. Roger, E. M. (1983). Diffusion of Innovation. New York: Free Press.
Rogers, E. M. (1995). Diffusion of Innovations (3rd ed.). New York: Free Press. Roth, M. S., & Romeo, J. B. (1992). Matching Product Category
and Country Image Perceptions: A Framework for Managing Coun-try-of-Origin Effects. Journal of International Business Studies, 23(3), 477-497.
Samiee, S. (1994). Consumer Evaluation of Products in a Global Market. Journal of International Business Studies, 25(3), 579-604. Schooler, R. D.
(1965). Product Bias in The Central American Com-mon Market. Journal of Research in Marketing, 2, 394-397. Sharma, T. A. S. (1987).
Consumer Ethnocentrism: Contruction and Validation of CETSCALE. Journal of Marketing Research, 24, 280-289. Simon, H. A. (1974). How
Big is a Chunk? Science, 183(2), 1-23. Summer, W. G. (1906). Folkways a study of the sociological impor-tance of usages, manners, customs, mores
and morals, boston. Journal of Marketing Research, 10(1), 15-23. Takada, H., & Dipak J. (1991). Cross-National Analysis of Diffusion of Consumer
Durablee Goods in Pacific Rin Countries. Journal of Marketing, 55, 48-54. Tan, C. T., & Farley, J. U. (1987). The Impact of Cultural Patterns on
Cognition and Intention in Singapore. Journal of Consumer Re-search, 13, 540-544. Tse, I., & Gerald G. (1993). An experiment on the Salience of
Coun-try-of-Origin in the Era of Global Brands. Journal of Interna-tional Marketing, 1(1), 57-75. Wall, M., Liefeld, J., & Heslop, L. A. (1991).
Impact of Country of Origimal Cus on Consumer Judgment in Multi-Cue Situation: a Covariance Analysis. Journal of the Academy of Marketing
Science, 19(2), 105-113. Wang, C. K., & Lamb, C. W. J. R. (1983). The Impact of Selected En-vironmental Forces upon Consumers’  Willingness
to Buy For-eign Products. Journal of the Academy of Marketing Science, 11, 71-84. White, P. D. (1979). Attitudes of U.S. Purchasing Manager
toward Industrial Products Manufactured in Selected Western European Nations. Journal of International Business Studies, 10, 81-90. Yagic, M. I.
(2001). Evaluation the Effects of Country-of-Origin and Consumer Ethnocentrism: A Case of a Transplant Products. Journal of International
Consumer Marketing, 13(3), 63-85.



