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ABSTRACT

This research aims to study the confidence in the brand, image of origin country of the product from
China and Spain, purchasing decisions of consumers and the relationship between the confidences in the
brand, image of origin country of the product toward purchasing decisions of consumers. The sample in the
study is Female population of working age In Bangkok of 400 people.

The results showed that (1) the sample were aged 30-39 years Education Bachelor's degree or
equivalent. Private Employees Personal income is not more than 30,000 baht and 100,001 baht with family

incomes up (2) In Image of product from China, The ability to produce is at low level, the design is at low



level and the advancement of technology is at high level. While the image of the product from Spain, The
ability to produce is at high level, the design is at high level and the advancement of technology is at
moderate level. (3) In Confidence in the brand, Reliability is at high level, the benevolence is at moderate
level and the integrity is at high level. (4) Decision to buy products “COACH” which made in China is at low
level and Decision to buy products “COACH” which made in Spain is at high level. (5) An image of the
industrial production and design of product from Spain is higher than the product from China but an image of
the advancement of technology of product from China is higher than product from Spain at significance level
of 0.05 (6) In confidence in the brand, Reliability Is positively correlated with the decision to buy goods from
Spain, The benevolence Is positively correlated with the decision to buy goods made in China and Integrity Is

positively correlated with the decision to buy goods made in China and Spain at significance level of 0.05.
Keywords: Country of Origin Images, Brand Trust, Purchase decision
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