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ABSTRACT
The purpose of this study was to explore into the influence on purchase intention
of consumer ethnocentrism. In the parameter one in the customer participation, divide
into structure, for the information provision, the co-production, probe into these structure
to the influence of purchase intention of the dependent variable, and whether the
intermediary parameter of customer participation has intermediary's result function.
The purposive sampling method was used to conduct surveys with structured
questionnaires in Taiwan and China. A total of 428 participants returned valid responses
for further analysis.
The result of study shows, the customer participation to consumer ethnocentrism,
the purchase intention will produce intermediary’s result.
Key

Keywords : consumer ethnocentrism{ customer participationd purchase intention
Table of Contents

o000 OoopoooOoobDooOooooogooood i
o000 O0O0opooO0o00ooOo0oOoOoDoOoOoooDoogg v
gboooooboobobobobooboobgoobv
000 000OQCO0000O0O00OOoOoOuoooogg i
000000000 00OOOoO0OooDooogooogg vii
gboooooboobobobobooboobooDb x
gboooboooboobobobobooboobOooDb1
goooboobooboboobooboooboos
oo ooobobobobooboobobooo 2
oboooboooboboboobooobooboboonDoo 4
oooooobooboboobooboooo 4
oooooobooboboooboobooobo s
oo obooobooboboooboobobobo s
oo ooobobobobooobobobobooo
oo ooobooboboboboooboobooob e
oo oooboboboooobobobobooo 19
o0 oooboobobooobooboboboo 20
oo oobooooobooooboooooob 23
oo ooooboooooooooooooboo 2
oo oooooooboooobooooogb 28
oo oooobooooobobooooobooooo 3o
oo obooobooboboobgooboboo 3o
oo obooobooboboobgoobonboog 35
oo ooobobboobooboboboboon 42
oo oooboobobooboobonbogso
oo ooobobboobooboboboboo 52
oo oooboobobobobooboobooo sy
oo oooboobobooobooboboog 57



000 o0o0obo0obobooobooboboboo 58
o0 oooboboboboo0oboboboboo 59
o000 oobo0obobobooboo0obooboboboeo
00 0b00o0obo0oboboboboooboobonob e6

oogd
2-100gob0obooooboobooooobooooog 7y
2-200000000O0DbObObOObOObDOobOnOO 2
2-300000b000bo0buobobooboOoboOononog 16
F2000000000000000O00O0O0DO0O0OO 23
F3000000000Db00b0ob00bOonong 24
F4000000D000DODODOODO0ODbO0O0OO 26
F5000000000D0O00DOODOODOOOOg 27
4-100000000000O0D00O0bO00bOonD 30
4-2000000000000000DO0ODO0OD 33
4-300000000000O00O00bDO00ODbOonbOD 34
4-400000000000O0O0O0O0ODO0ODO0ODO 35
4-5000000000000000D000Db0O0OD 36
4-60000000DOO0ODOODODOODOODOODO 37
4-70000000000DO0OOOODO0ODbDOOD 38
4-80000000DO00O0DLO0ODODOObDOoObOonbOD 39
4-90000000D000DbODODbOObDOoOobOonOD 40
4-10000000000DO0O0DbO0ODbOOobDOoOoDbDO 41
4-11 000000020 0t00000b00bOob
gbooobgooboboobooboobon
4-120000000000000DO0O00O00OO0ODOO 43
4-30000000000000DO0b000D00ODbO 45
4-140000000000000000O0000O000O0 47
4-15000000000000000000000O0 49
4-l600000000O0DO0OOODOODOO0ODOO 81
4-17000000000DO0O00O0ODOO0O0bO0O0DbOg 52
4-18000000000DOO00LOODOOObOO0ODbOg 53
4-90000000000000O0O00bO0ODb0O0ODbOO 54
4-200 0 0000000000000 0O0ODbOO0O0O0O 54
4-210000000000000000O000O0DbO0 55
4-22000000000000000O0DbOO0DbO
oooobo0obobobobooobooobooose

Ny [ ey [ [ e e Iy I

gdn
0310000000000 o0ob0oobuoobOoD 19

REFERENCES

O0000000oooooo@ees)ooooiooo. 000000000000 ooooRecgI D00 ooooooooog
O000000000o000oo00oo:.000000000oooooooO1sEOo73-1000000@9uuinooooooog
0000000o0oooOo?Mo00dbD0b00000oooooooDooooEIDOD 000D oD0boboooooooogon
0000000390 343-3340 000 @o02UODO0O0O0OODOOO0DOO0O00ODOOD0O0ODOD0O0OOOOMWO0O00DO00OO
OO000000ooooooo@eyyooodooooooooooMo00oo0ooooooooooooooooog

O Bateson, J. E. G. (1985). Self-service Consumer: An Exploratory Study. Journal of Retailing, 61(3), 49-76.Balabanis, G. A., Diamantopoulos, R.
D. M., & Melewar, T. C. (2001). The Impact of Nationalism, Partiotism and Internationalism on Consumer Ethnocentric Tendencies. Journal of
International Business Studies, 32(1), 157-175.Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variabledistinction in social
psychological research: Conceptual strategic, and statistical considerations. Journal of Personality and Social Psychology, 51, 1173-1182.Bitner, B.
J., Faranda, W. T., Hubbert, A. R., & Zeithaml, V. A. (1997). Customer Contributions and Roles in Service Delivery. International Journal of



Service Industry Management, 8(3), 193-205.Biswas, A. (1992). The Moderating Role of Brand Familiarity in Reference Price Advertisement.
Journal of Business Research, 25(3), 251-262.Claycomb, C., Lengnick-Hall, C. A., & Inks, L. W. (2001). The customer as a productive resource: A
pilot study and strategic implications. Journal of Business Strategies, 18(1), 47-68.Cermak, D. S. P., File, K. M., & Prince, R. A. (1994). Customer
Participation in Service Specification and Delivery. Journal of Applied Business Research, 10(2), 90-97.Czepiel, J. (1990). Service Encounters and
Service Relationships:Implications for Research. Journal of Business Research, 20(1),13-21.Durvasula, S. J. C., & Netemeeyer, R. G. (1997). A
Cross-CulturalComparison of Consumer Ethnocentrism in the United Statesabd Russia. Journal of International Consumer Marketing, 9(4),
73-93Dabholkar, P. (1990). How to Improve Perceived Service Quality Improving Customer Participation, in Developments in MaketingScience.
North Carolina: Academy of Marketing Science, 483-487.Ennew, C. T., & Binks, M. R. (1996). Good and Bad Customers: TheBenefits of
Participating in the Banking Relationship. InternationalJournal of Bank Marketing, 14(2), 5-13.Ennew, C. T., & Binks, M. R. (1999). Impact of
Participative ServiceRelationships on Quality, Satisfaction and Retention: An ExploratoryStudy. Journal of Business Research, 46(2), 121-132.File,
K. M., Judd, B. B., & Prince, R. A. (1992). Interactive Marketing: The Influence of Participation on Positive Word-of-Mouthand Referrals. The
Journal of Services Marketing, 6(4), 5-14.Herche, J. (1994). Ethnocentric Tendencies, Marketing Strategy andImprt Purchase Behavior.
International Marketing Review,11(3), 4-16.Huddleston, P. L. K., & Stoel, L. (2001). ConsumerEthnocentrism,Product necessity and Polish
Consumers’  Perceptions of Quality.International Journal of Retail & Distribution Management,29(5), 236-246.Javalgi, R. G., Khare, V. P.,
Gross, A. C., & Scherer, R. F. (2005). An Application of the Consumer Ethnocentrism Model to FranceConsumers. International Business Review,
14, 325-344.Kuchkemiroglu, O. (1999). Marketing Segmentation by Using ConsumerLifestyle Dimensions and Ethnocentrism: an EmpiricalStudy.
European Joural of Marketing, 33(5), 470-487.Lam, H., & Selmer, J. (2004). Are Former Third-culture Kids theldeal Business Expartrates? Career
Development International,9(2), 109-122.Lee, W. N., Hong, J. Y., & Lee, S. J. (2003). Communicating withAmerican Consumers in the Post 9/11
Climate: an Empiricallnvestigation of Consumers Ethnocentrism in the United States.International Journal of Advertising, 22, 487-510.Nielsen, J.
A., & Spence, M. T. (1997). A Test of The Stability of The CETSCALE, A Measure of Consumers’ EthnocentricTevdencies.Journal Marketing
Theory and Practice, 5(4), 68-76Piron, F. (2002). International Outshopoing and Ethnocentrism.European Journal of Marketing, 36(1/2),
189-210R?my, E. & Kopel, S. (2002) Social Linking and Human ResourcesManagement in the Service Sector. The Service IndustriesJournal,
22(1), 35-56.Ken, H. T. & Teo, C. W. (1990). Retail Customers as Partial Employessin Service Provision: A Conceptual Framwork.
InternationalJournal of Retail, 66(3), 315-335Sharma, S., Shimp, T. A., & Shin, J. (1995). Consumer Ethnocentrism:a Test of Antecedents and
Moderators. Journal of theAcademy of Marketing Sciebce ,23(1), 26-37Shimp, T. A. & Sharma, S. (1987). Consumer Ethnocentrism: Construction
and Validation of the CETSCALE. Journal of MarketingResearch, 24(3), 280-289Sumner, W. G. (1996). Folkways: The Socololgical Importance
ofUsages, Manners, Costomer, Mores, & Morals. New York: Gin & Co.Silpskit, P. & Fisk, R. P. (1985). Participartizing the Service Encounter: a
Theoretical Framework.in Bloch. Service MarketingChanging Enviroment. Chicago: American Marketing Association,117-121Thomas, M., &
Hill, H. (1999). The Impact of Ethnocentrism on Devising and Implementing a Corporate Identity Strategy for NewlInternational Markets.
International Marketing Rview, 16(4/5),376-390Vida, 1., & Fairhurst, A. (1999). Factors Underlying the Phenomenonof Consumer
Rthnocentricity: Evidence from Four CentralEuropean, The International Review of Retail. Distribution andConsumer Research, 9(4), 321-337



