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ABSTRACT 

 
 Objective: The economic development of Lao PDR has developed well over 
the last 20 years since the transformation of the socialist economy into a free economic 
system. Laos’ economy has continuously grown, especially in the capital of Laos 
"Vientiane" with foreign investment and imports of a large number of goods. People have 
gained more spending power. Laos has imported many soap products from Thailand. 
Thus, this research aims to study the factors influencing consumers’ intention to buy soap 
products in Vientiane, Lao PDR. 
 Materials & Methods: Employing quantitative method, the target population 
is the Lao population living in Vientiane. There are many factors in this research that have 
an impact on consumer intention to buy including country of origin, product quality, and 
brand image. Out of 400 questionnaires, 389 questionnaires were received from cosmetic 
clients in supermarkets, drug stores, and dealers. The data analysis in this research 
employed multiple regression method.  
 Conclusion: This finding shows that the most important factor affecting the 
intention to buy soap products was brand image followed by product quality and country 
of origin respectively. 
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CHAPTER 1 

INTRODUCTION 
 

1.1 Background of the research  

Lao’s official name is “Laos PDR” (Lao People's Democratic Republic). It is a member of 

ASEAN countries in Southeast Asia a region with population of over 7. 02 million people, 

population growth rate of 1. 53% , Birth rate 23. 9 births/ 1,000 population and death rate 7. 5 

deaths/ 1,000 population.  The capital city is Vientiane, number of population is around 665,000 

people.  (CIA, the World Fact book, July 2018). The main imported markets are Vietnam, China, 

and Thailand, and the main exported markets are Thailand, Vietnam, China, and Australia ( FTI 

ASEAN Center Thailand-FACT). Lao PDR has been one of the fastest economic growth country 

in the East Asia and Pacific region and is projected to grow at around 7% in 2016 ( world bank 

group, 2015). The inflation rate in Laos was at 0.16 percent in August of 2017. The interest rate 

in Laos was last recorded at 4. 25 percent.  Interest Rate in Laos averaged 7. 83 percent from 

1992 until 2017 (Bank of Lao PDR, 2017) 

The economy of Laos is growing rapidly.  In 1986, the government began to promote 

private sectors or private organizations.  The economy was growing at 8%  per years, the 
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government focused on children, education, and to reduce annually poverty in the country.  The 

country has opened its stock market since 2011 and has played a major role in the market among 

neighbor countries, such as China, Vietnam, and Thailand.     

A population pyramid illustrated the age structure and gender of the population in Lao 

PDR in 2016.  It represented a horizontal chart format by the male shows on the left, female 

shows on the right. The male and female are divided into five age groups from the youngest age 

to the oldest age. Age structure: 0-14 years: 33.4% (male 1,184,344/female 1,159,731), 15-24 

years:  21.29% (male 742,073/ female 751,983) , 25-54 years:  36.1% (male 1,250,108/ female 

1,283,834), 55-64 years: 5.36% (male 184,183/female 192,298), and 65 years and over: 3.85% 

(male 122,485/female 148,034) The median age total: 22.7 years, male: 22.4 years'  and female: 

23 years (Figure 1.1). 
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(Source: CIA World fact book, 2017) 

Figure 1.1. Population Pyramid  

 

The Population of Vientiane is 997,000 people. The sex ratio at birth : 1.04 male/female, 

0- 14 years:  1. 02 male( s) / female, 15- 24 years:  0. 99 male( s) / female,25- 54 years:  0. 97 

male(s)/female, 55-64 years: 0.96 male(s)/female, 65 years and over: 0.83 male(s)/female and 

total population: 0.99 male(s)/female. (CIA World Facebook 2016, Last updated on July 9, 2017)  

It was due to the current state of Lao society, there has been many changes in various 

forms, which presently are characterized by a prosperous economy and a higher competition. 

Nowadays, there is higher demand for cosmetics imported from abroad.     

Recently, foreign cosmetic companies have gained popularity among Lao customers, 

because the production of Laos is not enough for the domestic demand.  Therefore the solution 

is to import product form foreign countries.  The cosmetics mostly are imported from Thailand, 

China, South Korea, Japan, Indonesia, some form USA and Europe. There is a thousand demand 
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of imported goods each year, and it is quite profitable for imports. Most of product are well known 

among consumers of all ages in Lao society. Most of the products are attracted and sold well in 

the metropolitan areas or local markets.  However, there is not much access to cosmetic products. 

However, importers and exporters, who try to find a way to make the cosmetics more 

responsive to serve the needs of consumers.  Because rural people is influenced by radio and 

television from their neighbors (Thai, Chinese, and Vietnam) this made them to quite familiar with 

the products.  The Department of Food and Drug Administration expects that imported cosmetic 

products of Thailand would be more popular than cosmetic products from China and Vietnam, 

because Lao people prefer more products from Thailand than products from other countries. 

Nowadays, Lao has a growth rate market of cosmetics imported from Thailand, This is 

the best reflects marketing potential with a growth rate of 4. 3% ( Bank for Export and Import, 

2016). As a matter of fact, Lao people receive media from Thailand, such as radio and television. 

The majority of Lao people has more confident in products from Thailand.  In the years 2011-

2015, Laos PDR imported all cosmetic products, which total cost was around 62,042,000 US 

dollar from 22 countries. The majority is imported from Thailand cost about 56,076,000 US dollar, 

secondly is imported from Ireland cost about 2,934,000 US dollar, Thirdly is from China cost 

about 1,114,000 US dollar, fourthly is imported from Vietnam cost about 1,098,000 US dollar and 
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others (Figure 1.2).  The growth in percent annually,  in years 2011-2015, Laos import Indonesia 

117%  annually, Thailand 22%  annually, China 13%  annually, and Korean -  16%  annually 

respectively (Lao People's Democratic Republic: Trade Map, 2015) (Figure 1.2). 

 

(Source:Trade Map (2015)) 

Figure 1.2. Laos Cosmetics Import  

 

1.1.1 Economic situation in Lao PDR 

Lao PDR has had an economic system of socialism since 1975 and has reformed to 

economic liberalization in 1986 with the "reimage policy" (NEM: New Economic Mechanism) to 

promote economic relations with foreign countries.  As a part of the global economy and to 

enhance the quality of life of Lao people over the last 20 years.  Lao PDR has opened a wide 

range of investment and the opening of trade relations with other countries ( more than 50 

countries). Since 1997, as a member of Southeast Asia or ASEAN, Laos has joined the ASEAN 

Free Trade Area, or AFTA is now present themselves for membership in the World (World Bank 

-21875

0

21875

43750

65625

World Viet Nam Thailand Australia America Singapore

Value 1000 USD

Value growth 5 y.



 

 

6 
 

(2015) Lao PDR Economic Monitor, World Bank, Vientiane). In addition, Laos PDR has the policy 

to promote investment in special economic zones and special economic zones to attract both 

domestic and foreign investment.  Regards Special Economic Zone, Tha- Ten is one of the 11 

economic zones in Lao PDR that allow investors to invest (Department of International Trade).  

     The GDP represents the market value of all goods and services within the country over 

the period of one year from the consumption investment.  It is the most important of the market 

economy. The sum of the GDP as the indicator for economists and investors to see the economic 

development.  For most of the countries and governments around the world to hold the growth 

rate of GDP target and the cost of the State and Government Spending Export- Import.  Land 

management represents a measure of the sustainability of the country's wealth.  The GDP 

increase illustrates the political stability and security of the economy, which has continued to grow 

in terms of trade, investment, and tourism. 
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Trade Organization by GDP growth 7.4% due to the investment of the private and public 

sectors to increase.  Including the recovery of the tourism sector and exports in 2015, Lao PDR 

Gross domestic product (GDP) was worth 15.90 billion US dollars in 2016.The GDP value of Lao 

represents 0. 03 percent of the world economy.  GDP in Laos averaged 4. 08 USD Billion from 

1988 until 2016. And the lowest GDP that was recorded is 0.60 billion US Dollar in the year 1988 

( Trading economic, 2016) .  The GPD is a measurement of national income and output for the 

economy of the country (Figure 1.3). 

(Source: World Bank (2016)) 

Figure 1.3 Laos PDR’s GDP  
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The Gross Domestic Product ( GDP)  in Laos expanded 6. 90 percent in 2016 from the 

previous year 7.40 in 2015. GDP Annual Growth Rate in Laos PDR averaged 6.96 percent from 

1989 until 2016, reaching a high of 9. 90 percent in 1989 and a record low of 4 percent in 

1991(Figure 1.4). 

 

 

 

 

 

(Source: World Bank (2016)) 

Figure 1.4 Laos PDR’s GDP Growth  

Moreover, the main occupation of the Lao PDR citizen is farmers which including fisheries 

and forestry followed by services and industry.  And the main income of the country is generate 

from electric power industry. Lao PDR needs to import product from the foreign country. Imports 

of Laos decreased to 1143.48 million USD in the first quarter of 2017 from 1240.72 million USD 

in the fourth quarter of 2016. Imports in Laos averaged 603.36 million USD from 2004 until 2017, 
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reaching a high of 1412. 04 million USD in the first quarter of 2015 and a record low of 124. 40 

million USD in the third quarter of 2004. (World Bank, 2016) 

     Majority imports of Laos are oil, machinery, and equipment, vehicles, iron and steel, 

telecommunication equipment, beverages and cement. Lao PDR main imports partner is Thailand 

(66 percent). Other imports partners include China and Vietnam (Figure1.5). 

(Source: World Bank (2016)) 

Figure1.5 Laos PDR’s Import.  

 

1.1.2 Situation of cosmetic industry in Lao PDR 

 Lao People's Democratic Republic (Laos PDR) is a country which rich of natural resources 

materials.  Lao produces cosmetics from herbal, and only used in household and domestic. 

Because the population is low investors are declined not to likely to invest in Lao, but after the 

policy to support foreign investors, investors are investing more in Laos.  Lao PDR has an 
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economic stable situation, because it keeps inflation rate low and the exchange rate is not volatile 

so the cosmetics market is growing every year.     

     In 1997, Lao PDR joined the Association of Southeast Asian Nations ( ASEAN)  trade 

community, which governs cosmetics as part of the ASEAN Cosmetics Regulation.  However, 

cosmetics in Laos also are governed locally by Article 15 of the Law on Drug and Medicinal 

Products No. 01/NA and Presidential Decree issued No. 13/LPDR, as outlined by the Provision 

on the Quality Control of Cosmetic Products No.  2580/ MOH.  This provision defines cosmetics 

as, “ Substances used for brushing, massaging, spraying or sprinkling, with steam or any action 

aimed at any part of external human body, for beauty or to enhance beauty which include materials 

used as ingredients specifically for cosmetic production or other materials that have been classified 

by the Ministry of Health to be cosmetic products except jewelry. ”  On the other hand, the law 

defines a cosmetic as a “ Substance or processed product to be used for smearing, massaging, 

rubbing or spraying on any parts of human body (skin, hair, tooth, nail, lip, mouth)  for cleanliness, 

perfume, and beauty.” And manufacturers to produce import or sell the cosmetic product in Laos 

must apply for an official permit from the public health sector and related agencies and should 

bring samples of the products for registration with the Food and Drug Department ( FDD)  within 

the Ministry of Health. (Lao PDR Trade Portal) 
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     In 2010, its registered trademark, all 58 entries in 2012, with its trademark registrations 

increased to 133 and in 2013, with its registered trademark rose to 346 transactions in 2014 with 

its registered trademark rose to 460 of 2015 list  trademark registrations increased to 352, and 

the latest data shows that the year 2016 with its registered trademark rose steadily to 457, and 

in 2017, with its trademark up to 269 entries Food and Drug Department (FDD) of Laos: update 

2016 the reason of the increase in sales due to the opening all registered trademarks and 

attending ASEAN's economic growth. The investors are interested for more investment. The Lao 

PDR develop a better transportation network, which is benefited to all it neighboring countries 

(Figure 1.6). 

 

(Source: Food and Drug Department (FDD) of Laos PDR: update 2016.) 

Figure 1.6  Number of registered cosmetic product from year 2010 to 2017.  
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Laos also needs more soap products imported from abroad because domestic production 

is not enough to meet the demand.  Each year there is a thousand tons demand of imported 

goods, so it is quite profitable for importers because most of them are recognized to all ages of 

consumers in Lao. Most of the products are being accepted in the metropolitan market. However, 

there are importers and exporters who still trying to sell their imported soap to the people in rural 

area. These people are influenced by radio and television from their neighbors (Thailand, China, 

Vietnam). 

      Import of goods are mostly through the normal system.  Cosmetics and skin care 

products must be obtained a license from the Food and Drug Administration, Ministry of Public 

Health or from the district health department or from Vientiane Capital according to the Cosmetics 

Quality Control Regulation No. 2580 / KSC dated November 12, 2003. The statistics of imports 

of soap, cosmetics and skincare products (33 only) during the fiscal year. (September - October) 

2012-2013 and 2013-2014 are as follows. (Lao PDR Trade Portal) 
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Table 1.1 Number of Import soap in Laos PDR from 2012 to 2014. 

Unit: US 

(Source: Department of Export Promotion, Ministry of Trade and Industry, Lao PDR) 

 

There are many imported products in Lao PDR, such as soap, cream, skin and spa 

products.  The emphasis is place on the use of herbal natural products such as tamarind, aloe 

vera, mangosteen, avocado and honey etc.  Most imported products are concentrated milk & 

cream 4,454 thousands of trade value, 0.12 percent share. Hair preparations 4,261 thousands of 

trade value, 0. 11 percent share.  The Beauty & Make- up had preparations 3,011 thousands of 

trade value, 0.08 percent share. Soap had 2,960 thousands of trade value, 0.08 percent share. 

(Lao PDR Trade Portal, Last update June, 2017) 

Cosmetics are essential for body. Which is relevant to body.  Cosmetics, particularly soap 

is one of the most important personal care products. Soap is a product for washing and cleaning 

usually comes in solid form ( bar soap) .  Soaps are regulated by the FDA as cosmetic and are 

subject to the US Food and Drug Administration (FDD) 

Import Value Growth rate Ratio 

 2012-2013 2013-2104  2012-2013 2013-2104 

World 14,572,509 16,535,489 13.5% 100 100 
Thailand 11,898,269 11,161,185 -6.2% 81.65 67.50 
America 4,976 1,688,382 3,3830.5% 0.03 10.21 

China 812,380 608,196 -25.1% 5.57 3.68 
Vietnam 1,566,636 54,290 -96.5% 10.75 0.33 

Other 290,248 3,023,436 941.67% 1.99 18.28 
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The types of soap are as follows. 

1. Household soap can be divided into: 

- Cleanser always gentle and will remove oil stains, dirt, there are many different cleaning agents 

to meet the use. 

-  A dishwashing detergent is to clean hardly greasy stains by its stain bubbling, dishwashers 

have two types one is for dishwashers and another is hand washing. 

2. Laundry soap is to wash stains. There are both powder and liquid. 

3.  Soaps for cleaning are available in a variety of formulations depending on the use of the 

cleanser.  The difference between cleaning and soap is that the cleansing soap does not have 

any severe leaching. 

4. Soap cleanser is specially formulated to cleanse the human body. For hygiene, anti-bacterial 

and prevent the spread of bacteria and viruses. There are soaps for champooing the hair with a 

mixture of ingredients that can cleanse the body and hair. 

5.  Soap for newborn children are made for children only because it is gentle.  It is produced in 

various shapes, like a duck or soap like a rope for fun and enjoyment purposes. 

6. Aromatic soap is a soap that adds perfume. 
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7.  Soap for guest room service, is made for on- site work.  It is produced in small pieces.  The 

shape is commonly used as a shells and flower shape. 

8.  Beauty Soap is made from a variety of ingredients and more fragrance.  This soap is of the 

ability to nourish and to care the skin. It is a mixture of glycerin or special oil. 

9.  Soap drug is very similar to the soap in the pasty, and soaps are different from normal soap 

because it contains drugs. 

10.  Glycerin is used in soap making to keep the skin soft and subtle.  Glycerin is widely used in 

cosmetics because it is able to attract moisture, to make skin relax and soft. 

 11.  Transparent Soap; this soap has a different composition, and the alcohol is used to modify 

processes in the production. It does not contain all the glycerin ingredients. 

 12.  Liquid soap is a complex products.  Liquid soap sold in the market is also considered as 

detergent well. 
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 (Sources: ITC calculations based on UN COMTRADE statistics) 

Table 1.2: Soap Import is mainly imported in Lao PDR 

 
     Cosmetics may not important to humans as other things, but we cannot deny that 

cosmetic is one of your needs for their self-confidence. Many cosmetics businesses in the market 

are trying to meet the needs of customers by research finding about buyer needs. Especially for 

women's soaps, which can gain confident and to fix blemishes on your face. They want to be 

looked younger. Good soap would have to protect the skin. 

 
 
 
 
 

Exporters Imported value 
in 2012 

Imported value 
in 2013 

Imported value 
in 2014 

Imported value 
in 2015 

Imported value 
in 2016 

World 3999 8097 8808 7149 9982 
Thailand 3262 7432 8295 6468 8885 
China 604 277 168 268 553 
Korea 0 284 185 289 450 
Vietnam 41 32 96 53 44 
Singapore 1 0 0 3 29 
Japan 0 46 56 31 14 
Australia 0 0 0 0 3 
Iceland 0 0 0 0 3 
Taipei,Chinese 0 0 0 0 2 
France 0 0 0 2 0 
Germany 0 1 1 0 0 
Malaysia 91 24 0 31 0 
Trinidad and Tobago 0 0 9 0 0 
United States of America 0 0 0 4 0 



 

 

17 
 

1.1.3 Competitiveness of cosmetic industry in Lao PDR 

 
     Nowadays, cosmetic industry is still keep growing. Cosmetic is no longer for women only, 

but also men to fulfill their needs.  So, there is always new cosmetic innovation imported to Lao. 

(Ahmad et al., 2015). 

     In the cosmetics market competitive brands are from inevitably in Korea, Japan, and 

China. Korea selling point is a favorite Korean artist. While Japan has a strong point is the product 

quality. And the international brand has been existed for a long time. From China, It is a cheaper 

price.   Malaysia is the most formidable competitor because of its similarity to Thailand.  It was 

due to a lower labor cost, Thai brand owners moved their production to Philippines.  Therefore, 

the technical standards and expertise in Thailand will be conveyed to the Philippines’s companies. 

     According to figure 1.5 and 1.6, the number of import in Lao PDR since the year 2010 to 

2017 the number of registered soaps are increasing rising up years by years, which is likely to 

grow at a cosmetics counter to the entire economy local and global.  Although Thailand has its 

very high market share, followed by China, Vietnam, respectively.  The product is facing severe 

competition of China because China is a major investor in Laos and because of Chinese 

immigrants in northern Laos.  Also many other products from China are cheaper because of 

cheaper costs.  Because there are many advantage edges, such as quality, time, counterfeit, 
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addition the spread of counterfeit goods. South Korea start to expand more market in Lao PDR, 

Nowadays. 

(Source: ITC calculations based on UN COMTRADE statistics.) 

Figure 1.7  Number of Import value in Lao PDR. 

 

1.2. Statement of problem. 

 Lao people are interested in soap products with a positive attitude towards items from 

Thailand.  They are aware of the products quality and value.  According to figure 1.7 shows that 

the trend is increasing cosmetics market in Laos, The more likely to increase after the opening 

to all countries.  In the last three years, the Lao market had a high growth rate in soap market 

because foreign investors are interested in investing more in the soap market.  Laos has a very 
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wide range of soap brand.  Especially Thai brands are very popular in Laos, due to its similar 

culture and their favorite of television, radio, of Thai actors. This is an opportunity for Thai brand 

to get more to Lao consumer. There are also migrant workers from Myanmar and Laos who used 

to worked in Thailand, they are familiar with Thai soap. This group’s behavior has convey a wider 

consumption behavior. Moreover, there are still more brands from other countries such as China, 

Korea, Malaysia. 

      By the strong point of the Korean brand in terms of product quality and premium which 

affect on today's consumer behavior, and for China brand, is a competitive price.  This is what 

consumers use to decide to purchase. 

     This research statement of the problem focus on Thai brand and to find out what will 

affect customer purchase intention in soap market in Lao PDR (country of origin, product quality, 

and brand image).  
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1.3. Significance of study. 

1. This research can lead the enterprises to pay more attention to the group of consumer, 

to increase the customer satisfaction and to enhance the purchasing power of customers. 

2. This research is of advantage for new enterprises to enter the soap market. The result of 

research is helpful for them to design the marketing strategy and to have more competitive 

edges over the competitors. 

 

1.4 Research objectives. 

1. To explore the relationship between country of origin and purchase intention in soap 

industry in Vientiane, Laos. 

2. To explore the relationship between product category image and purchase intention in 

soap industry in Vientiane, Laos. 

3. To explore the relationship between brand image and customer purchase intention in 

soap industry in Vientiane, Laos. 

4. To explore the differences between demographics and consumer behavior in soap 

industry in Vientiane, Laos. 

1.5      Research questions. 
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1. Does country of origin have an influence on purchase intention in soap industry in 

Vientiane, Laos? 

2. Does product category image have an influence on purchase intention in soap industry 

in Vientiane, Laos? 

3. Does brand image have an influence on customer purchasing intention in soap industry 

in Vientiane, Laos? 

4. Does demographics have an influence on consumer behavior in soap industry in 

Vientiane, Laos? 

 

1.6    Benefits of the study. 

 1. This research expected to provide the benefit for importer in the soap industry. Identify 

the influence country of origin, brand image, and product quality on customer purchasing intention 

in soap industry in Vientiane, Lao PDR, which can use for a firms who are interested in this type 

of business in Laos, also could apply to improve their strategy to increase their production to 

match with the demand and supply and behavior of customers in Lao PDR. 
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     2.  This research also could be useful as a reference for those researchers who are 

interested to research about Lao customer behavior and purchase intention on soap industry in 

Lao PDR. 

 

1.7 Operational definitions 

Brand image:  Referring to the sum of word- of- mouth; when customer purchase soap in Laos, 

brand image refers to the image of the mind of the consumer and is presented with the symbolic, 

meaning that consumers associate with the characteristics of the product or service that is 

perceived to represent.  Branding in the minds of consumers or brand awareness, as well as 

consumer patterns reflecting brand relationships.  Therefore, be defined as perceptions.  The 

reason was that consumers stick to a particular brand.  Brand image can play an important role, 

especially when distinguishing products or services from product or service quality attributes.  The 

concept of a brand image is complex reflecting the diversity and brand image that often tell the 

consumer. Not only physical and functional attributes but also consumer senses, ideas, and brand 

attitudes are important to purchase. (Dobni & Zinkhan, 1990) 

Country of origin: refers to the country produce the product which has the labeled on the goods. 

Country of Origin is the term used to describe where products or goods originate from 
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manufacturing or production (Opoku, 2005, p: 28). Saeed (1994) said that country of origin refers 

to countries that produce products or brands originating in countries of origin, such as IBM from 

USA, and SONY from Japan. Indicates that the country of manufacture (COM) refers to the final 

destination or country of manufacture or assembly of a product. 

Country image:   refers to the consumer perception of the country, which the product is 

manufactured or the representation of the product or brand that is available in the consumer 

country.  The country image is one of the first variables tested in international products and 

conducts international business and consumer behavior.  The image of the country's image has 

been prominent in international business for many years.  The image of the country often refers 

to the economy, politics, technology, and society of each country and is also about the unique 

characteristics of the product. In some countries use of image education to represent the country 

and society, this shows how the image of the country affects the consumer's willingness to buy. 

Therefore, the image of the country in terms of consumer intention is the most important among 

marketers to support the product. 

Customer purchase intention:  Refer to the possibility that consumers are willing and willing to 

buy certain products and intend to buy that product. (Dodds, Monroe & Grewal, 1991). Fishbein 

& Ajzen ( 1975)  said that intention in buying intention can be an indicator of anticipation of 
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consumer behavior, which expresses the consciousness or possibility of buying consumer 

products or services.  The purchase intention is to have a positive relationship between the 

purchase intention and the actual purchase. Purchase intention should be measured by customer 

loyalty, such as a willingness to buy back products or services in the future and the willingness 

to recommend products or services to others. 

Product quality:  Refer to most products often recognize the quality of the product, it is difficult 

before buying because some products are of low quality but sold at prices higher than the quality 

of the product. So, consumers cannot predict the quality of the product before purchase it. Most 

consumers who are aware of the quality of the product will affect their purchase the next time. 

( Schmalensee, ( 1978) ; Smallwood & Conlisk, 1979; von Weizsacker, ( 1980) ) .  Schmalensee 

( 1978) , said many products it is difficult to notice the quality before buying and the company is 

motivated to sell low- quality products at high- quality prices.  The competitive models that the 

company produces low- quality products and sell them at high- quality prices often get a bad 

reputation and fall off the market. The benefits of producing high-quality products and maintaining 

a good reputation are often greater. 
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CHAPTER 2 

LITERATURE REVIEW 
 

2. Theory and related research 

2.1 Country of origin  

          Country of origin refers to the country produce the product and the product have the 

labeled as “Made in or Manufactured in” (Ahmed et al., 2004). Which is consistent Orbaiz & 

Papadopoulos (2003) said country of origin is a marketing strategy that uses the word “Made in” 

and followed by the country of origin. According to a study by Cateora & Graham (1999), country 

of origin influences the positive and negative consumer perceptions of products in different brands 

in each country. The current is very competitive, as the global market is growing day by day. 

Origin is an important factor influencing consumer behavior (Parkvithee & Miranda, 2012).  The 

influence of the source country on the buying intentions of different cultural clients leads to 

differences in the consumer, leading to different evaluations of the product. Where country of 

origin plays an important role in competitive markets and consumer behavior and is an external 

indicator of product evaluation, it is important to monitor the buying behavior of consumers in 

foreign products. This is also an indication of the brand, which will make consumers aware of the 
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company name and country of origin. (Chen, 2011), (Michaelis, Woisetschläger, Backhaus, & 

Ahlert, 2008). 

 

2.1.1 Relationship between country of origin and purchase intention 

            The influence of country of origin and willingness to buy has been studied for a long 

time in consumer behavior. Brouthers & Xu (2002), Cordell (1992), Johansson & Ebenzahl (1986), 

Klein (2002), And Lee (2005), Nagashima (1970), and Roth & Romeoin (1992), believe that 

country of origin is a major factor that affects the international market for brands, prices, quality 

of different products. The buyer also uses country of origin as a product quality indicator. 

According to a study by J. K. Lee & Lee, (2009) Country of Origin influences consumer intentions 

and consumer attitudes. Which corresponds to Lu & Johnson (2005) concluded that country of 

origin can predict the consumer's intentions and intentions. This affects the decision to buy 

because of the external evaluation of the true attributes of the product. Therefore, access to 

products from abroad is better, so the country of origin is more important than ever, which affects 

the understanding of the consumer. Consumed in product quality evaluation. According to a study 

by Fishbein & Ajzen (1975) purchase intention may be identified as a buying behavioral 

assessment. Hsieh (2004) believes that the country of origin affects the origins of customer 
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attitudes relative to intention. Purchased according to the customer's attitude which corresponds 

to Lin & Chen (2006) said that the country of origin is directly related to purchase intention. 

 

2.1.2 Country image 

        The image of the country is important in research into the origins of the country, in order 

to help discover the general attitudes of consumers to different countries and to evaluate the 

products. The perspective and concept of defining the image of a country comes from the overall 

consumer perception model of a product from a particular country, based on perceived strengths 

and weaknesses in the overall manufacturing and market of the country. Country of origin image 

refers to the perception consumers have of the country in which the product is manufactured or 

the representation of the product or brand that is available in the consumer country (Nagashima, 

1970; Roth & Romeo, 1992). Or buyer opinions related to the quality or brand image service 

produced or derived from the country of sale or service in the consumer country (Parameswaran 

& Pisharodi, 1994). The image of the country of origin depends on the consumer perception of 

the level of economic development of that country (Hamzaoui-Essoussi, 2010). This will reflect 

the characteristics of the people living in that country. Thus, the image of the country of origin is 

an important international marketing variable that is consistent with the brand image of that 
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product and service (Paswan & Sharma, 2004). In addition, Thakor & Lavack (2003) states that 

the impact of a country's brand origin is more important than the country of origin of the product, 

which plays an important role in making a purchase decision.   

         In addition, Rongbin Yanga (2016) found that country of origin represents the image of the 

country and the perception of the product does not directly influence consumer intentions but 

directly affects the brand image. This will affect the consumer's willingness to buy and future 

purchase decisions, as shown in Figure 2.1. 

 
 
 
 
 
 
 
 

(Source: Rongbin Yanga, 2016) 

 

Figure 2.1: This Figure show that the Country of origin image relationship with brand 

image and purchase intention  

 
 
 
 
 
2.1.3 Relationship between Country Image and purchase intention 
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According to previous studies by Hanzaee & Khosrozadeh (2011) the image of the country 

plays an important role in consumers' perceptions of the products and brands of that country. 

The image of the country expresses beliefs about the description and providing all information 

about a country, whose country of origin impacts on the country's image has a direct influence 

on the intent of the purchase. It also reflects the difference in product quality perceived by Pappu, 

Quester & Cooksey (2006). It also points to overall perceived quality or superiority. The product 

and the brand with the purchase intent and the perceived quality of the product and the familiarity 

of one's own brand influence the attitudes of the customers. Thus, the country of origin is an 

important factor influencing the purchase intent of consumers (Nor & Wan, 2016), as shown in 

Figure 2.2. 

 
 
 
 
 
 
 

(Source : Nor &  Wan, 2016 ) 

 

Figure 2.2: This Figure show that the country image relationship purchase intention  
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 According to a study by Bilkey & Nes (1982), Papadopoulos & Heslop, (1993) the effects 

of country of origin show the image of the country influencing the consumer's willingness to buy 

the product. In addition, Laroche et al. (2005) also noted that the nature of the product and the 

information that the customer perceives to be the source. Consistent with Chen et at., (2011) 

states that countries that influence purchase intention, when they perceive the information will 

use that information to choose to buy the product from the source country of origin and perceived 

information. 

 

2.2 Consumer behavior   

Ramakrishnan (2005) said that consumers are the Foundation of every business. What 

consumers buy and comments are important to marketers all branching to customize various 

marketing deals of their goal and that is accepted including consumer satisfaction at a high level. 

Walters (1974:7) defines a "consumer" The consumer is the person who has the ability to 

purchase goods and services offered for sale on the market to meet demand. The well-being of 

individuals and that the behavior of consumers resulting from a process that someone decided 

that doing nothing. When did? How and from whom to buy the goods and services which are 

different from Mowen(1993:6), that is the definition refers to describe consumer behavior studies 
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unit purchase and exchange processes involved in the pursuit of consumption, which will focus 

on buying goods units including a group of individuals and groups to purchase the products or 

services provided. By Schiffman & Kanuk (1997:648) define consumer behavior that consumer 

behavior in purchasing and evaluate the product or service will be based on your available 

resources, which can distinguish two types of consumer privacy and consumer organizations, 

consumer purchases of goods and services for personal use or private household or as a gift to 

someone else. The organizations most consumers will buy products and services to an 

organization's operation including organizations that make a profit and not-for-profit both the 

public and private sectors. Shiffman & Kanuk (2010) said the consumer behavior mean in the 

search is purchasing using the evaluation products or services to meet the needs of our 

customers related to consumption including what to buy, why buy, the amount of the purchase, 

how often the purchase period, which often use after evaluation and impact on future purchases. 

Thus, when companies are confident that their own product access via economic and physical it 

was necessary to assess the shopping habits of consumers in countries that need, however to 

estimate the purchase behavior of consumers or incentives to purchase cannot yet predict. 

Hawkins, Best & Coney (2001) said that consumer behavior is discussed for both internal 

and external factors that influence the decision-making process in the behavior of consumers 
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may be assessed through a social element psychology and economics. The study involved 

illustrate some important factors pushing consumer behavior towards cosmetics or soap. 

 
 
2.3 Product quality   

Gavin (1984) discusses the quality of the overall product, which can be analyzed under 

the concept of two different views on the quality and quality awareness. When consumers pay 

more attention to the quality of self-awareness you can share the concept of quality into two 

groups for example; the features inside and outside features. The study of Lefkoff-Hagius & 

Mason (1993) said product quality measurement three features such as product appearance, 

product benefits, and the image of the product. The three features are influencing consumer 

purchasing decisions and choose the format desired. The nature of the product meant to show 

the features that characterize the product or service. Product benefits Means a person or an 

interest in the data itself, the perception and image of the product. Means of interpretation in 

each part arises from the recognition. This is consistent with studies of Lee & Tai (2009) noted 

that the three features were used to explore the impact on the quality of consumers about the 

quality of the product. The benefits are tremendous impact on the quality of consumer products. 

However, products "Distinctive" and "image" does not affect the quality of consumer insignificant. 
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According to Toivonen (2012) stated that the quality of the concrete can be determined 

by the performance characteristics of the product. However, ease of use and suitability of the 

product features to meet the needs of the individual. The perceived quality is related to purchase 

intent of consumers (Bao, Bao & Sheng, 2011). 

 

2.3.1 Relationship between perceived product quality and purchase intention  

Hardie & Walsh (1994) discusses the relationship between the perceived quality of the 

product, and its intention to purchase the perceived value of customers with a product that has 

all four elements,; namely, product quality, service quality, and price Customers to compare 

competitive offerings at a competitive price. In response, customers are divided into two parts; 

while shopping and after purchase, while shopping is the customers will have to decide whether 

or not the expected performance compared to that expected with the recognition received. After 

purchase is the customers will realize the effective recognition of the real compared to the 

expectations. The company is primarily interested in the quality of the product as it pertains to 

expand its market share as well as reduce production costs and maximize profit. This is consistent 

with the opinion of Garvin (1984). That said, the company should recognize and follow specific 

qualities that can lead to better performance does not need to follow all aspects of the quality to 
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succeed. The empirical study on the relationship between quality and marketing or financial 

performance measure primarily focus on building profitable marketing strategies. The index 

includes sales of products of superior or comparable to competing products, the researchers 

found that the positive relationship between quality and market share, superior products to build 

market share was 5-6 times (Focker et al., 1996) also found that the dimensions of quality is 

associated with the business. The impact of the perceived quality of the product on its intention 

to purchase some conflicts that have a direct impact on perceived quality in purchase intention 

(Tsiotsou, 2006) also includes research in the past which were indirectly influenced the perceived 

quality of the product and intend to buy through variables that satisfy customers. However, the 

perceived quality of the product purchase intention can affect directly and indirectly. While some 

scholars such as Rust & Oliver (1994) support the view that perceived quality can cope. While 

shopping and after the purchase because of the quality of the product does not require previous 

experience with the product. However, market experts have agreed that the interaction has a 

direct or indirect between the perceived quality of the product and its intention to buy the 

relationship between the two exists. Generally, the quality of the products have an impact on 

purchase intent of these four categories. However, this effect does not represent a link with no 

intention of buying. However, perceived quality is an important factor that makes a difference in 
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the quality and usually is in the eye of the beholder. Recognition quality will encourage customers 

to buy the brand. 

 

 
 
 
 
 
 
 
 
 
 

(Source: Hardie & Walsh, 1994) 

 

Figure 2.3: This Figure show that the product quality and purchase intention 

 
 
 
 
 
 
2.4 Brand image 

       Brand Image is a key element of corporate promotions because it can determine 

consumer attitudes toward brands, products, and services, and also influence consumer 

purchasing decisions (Michaelidou, Micevski, & Cadogan, 2015).  Brand image also reflects the 
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brand in the memory of customers in terms of customer perception in features, style, attitude, 

and service including benefits from all brands (Keller, 1993).   According to the opinion of Dhillon 

(2013) & Saleemand Raja (2014) said the brand image reflects the image of the brand in the 

memory of consumers memories.  Mohajerani & Miremadi (2012) describe that the overall brand 

image that is generated in the mind of the customer varies depending on the information received 

from the brand to design and manufacture products for sale in those countries or countries, based 

on cost, and destination (Brodowsky et al., 2004). In addition to the factors of choice of producer 

countries (Choi, 1992), it has been found that the influence of current and future image influences 

the brand image. Both production costs and profit from the markets. The brand image is an 

important element in enabling customers to perceive products and services that will influence 

customer purchasing decisions. (Suhartanto & Kandampully, 2003)  In addition, Schulz & Omweri 

(2012) found that good value better than service could add value and lead to long-term customer 

retention and customer loyalty in the future. It is the result of the brand image that is created and 

produced in the mind of the customer. According to Huang & Sarigöllü (2012) brand or brand 

data management is used to build brands based on brand perception and brand image, where 

brand image plays a role in distinguishing between brands and brands within the product. Brand 

similarities by the concept of brand image not only focused on the objectivity such as quality or 
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price. The product or service but also personal, psychological, emotional brand recognition among 

consumers as well.  Erdil & Uzun, (2010) commented on the use of the above features in 

conjunction with brands' products or services to create a brand image for them. The rationality of 

the consumer model will lead to brand perceptions, which will influence the intention to buy or 

not to buy the consumer. The image of the country can help reduce the decision making process 

as shown in the figure 2.4. 

 

 

 

(Source: T. Sabri ERDİL2.3.1 Social Influence  : Word-Of-Mouth) 

 

Figure 2.4 : This Figure show that the Brand image relationship purchase intention  

 

 

 

2.4.1 Social influence: word-of-mouth 

 The study of Torlak & Ozkara, etc., (2014) found that the word of mouth refer to 

communicating with customer about goods and services by distributing product information from 

customer to customer which influences customer purchase decision. Word of mouth uses positive 
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words and negative words to communicate during Buyers, customer, familiars, and friends in 

actual or potential occurrences. Word of mouth positively influences brand Image and influences 

decision making 

rather than 

advertising in various 

areas, as shown in 

Figure 2.5.  

 

 
 
 
 
 

(Source: Torlak & Ozkara, etc., 2014) 

 

Figure 2.5: This figure show that word-of-mouth relationship with brand image 
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2.4.2 Marketing communication  

     According to a study by Riezebos (2003), The Marketing Communication it is a way to 

express the characteristics of the brand, brand Direction. This can be used to modify the brand 

image and can customize the brand to brand and the image of the brand is most consistent, 

which affect the customer purchase decision. In addition, Baker & Hart (2008) said marketing 

communication it also serves as a way for consumers to understand where the company intends 

to deliver messages that affect the brand image. The company must take into account the 

influence of marketing communications as it directly impacts customer perceptions, such as 

reducing the volume to the brand. The image of advertising is more prominent than its competitors 

(Blythe, 2006), which allows consumers to clearly perceive product information (Riezebos, 2003) 

 

2.4.3 Consumption experiences 

        According to Riezebos' study (2003) consumption has an important role in shaping 

customer image. Marketing communication and consumption experience should be in the same 

direction to give consumers a clearer image. If not in the same direction it will affect the customer 

very much in the field of brand awareness and there are have a gaps in marketing and real 

consumer experiences that influence product purchasing decisions. 
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(Source: Riezebos, 2003, p. 66) 

 

Figure 2.6: This figure show that the process of inductive inference on brand image  

 
2.4.4 Relationship between country of origin and brand image 

         Kenny & Aron (2001) says that when creating a place for consumers to recognize the 

origin of the brand culture, brand were to believe the attitude reference or inference that is 

consumed when you get to know about brand, which is the relationship of the country of origin 

and brand image are correlated significantly, but the structure looks different in each country the 

brand awareness is high. According to the guide below is not made in the image of the company 

or because of the diversity. Coinciding with the opinion of Hsieh & Lindridge (2005) says that 

each brand is different in each country, brand image, and brand recognition as reflected by the 

brand associations in the perception of the buyer. The buyer has a more developed structure for 

familiar brands and well known. 

 
2.4.5 Relationship between brand image and purchase intention 
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      According to the study by Dodds, Monroe & Grewal Monroe, which corresponds to 

Krishnan's study (1985) image is an important part of buying intentionally and influencing 

consumer purchasing intention. The perception of useful brand information influences the 

perception, quality, perceived value, and willingness of consumers to buy a product. Consumers 

are more likely to buy a product from a well-known brand. This will affect consumers in lowering 

or increasing risk perception. Identifying higher quality perceptions enhances the consumer's 

willingness to buy more. Consumers' behavior is motivating to reduce risk. According to a study 

by Bauer & Taylor, consumers' buying intentions are influenced by perceptions of risk that occur 

in the decision-making process of the consumer, which cannot predict the outcome of the 

purchase, and often occurs uncertainty arises as the perception of risk directly influences 

purchasing intent.  

 

2.5. Purchase intention 

 Customer purchase intention refers to an attempt to purchase a product or service. The 

consumer's perceptions and attitudes toward the product will influence the intention to purchase 

the product (Das, 2014). According to a study by Grewal at al., (1998), found that purchase intent 

was used as a predictor of purchase and linkage between storage and purchase intention. In the 
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study, there were three issues to consider as drivers. In purchasing decisions, brands, 

environments, and perceptual experiences, which will result in product satisfaction and loyalty, 

as well as Wu et al., (2011), the purchase intent can be used as a behavioral estimator, 

consumers who are willing to buy the product. 

 According to a study by Halim & Hameed (2005), the customer's willingness to buy can 

indicate a future purchase decision and a repeat purchase order. This is consistent with Fandos 

& Flavian (2006) opinion that buying intention is a predictable behavior in the consumer's future. 

When consumers get to know the information or experience in the product or brand by gathering 

information about the brand or product they want, then proceed to buy it again or show interest 

in the product or brand. "Intention" by intention is likely to improve by the image of the brand, 

product quality, and knowledge of the product, product involvement, product attributes, and brand 

loyalty. 

 According to a study by Richard, Loury & David (2013) purchase intention identifies the 

willingness and possibility of consumers to buy in the future. Buy intentionally determined by the 

individual's willingness to buy a particular brand that they choose after some evaluation. 

Purchasing intent is often based on past experience and their satisfaction with the product, as 

well as on the external environment to gather information for evaluating choices and making 
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decisions. Take the product and realize that the product is worth buying. The higher the brand 

image, the higher the buying intent. The brand image is important because it affects the 

consumer's desire and willingness to buy. D'Astous & Ahmed (1999) identify some of the 

resistance associated with consumer reporting in assessing the actual influence of the country of 

origin. Behavioral effects, such as to make more sense in enhancing the characteristics of the 

product within and considering the brand as a source of origin (COO). 

However, Cordell ( 1993) , Tse & Gorn ( 1993)  show that the image and image of the 

country should have a direct impact and may be offset by their willingness to buy.  Thus, 

Diamantopoulos, Schlegelmilch & Palihawadana ( 2011)  Consumers from one country do not 

affect the image of that country and this is the reverse.  Although independent image of intent to 

buy a good image of a country can balance the weakest brands (Tse & Gorn, 1993). Marketers 

often use price and product attributes as the main variables influencing product evaluation and 

product purchase intentions.  Every product has its own price range if the actual price exceeds 

the acceptable range consumers tend to decrease.  In addition, social influence also plays an 

important role in the consumer's willingness to buy. Consistent with the opinion of Ibrahim, Kassim 

& Mohamood (2013) concluded that social influences have a high impact on attracting teenagers. 

Marketers are interested in understanding their buying intentions in order to properly segment the 
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market, so there is evidence that there is a positive correlation between Brand Image.  Product 

characteristics and the influence of intention to purchase. Currently, the international trade 

market is highly competitive to attract customers, most of them are willing to buy as a trend of 

branding.  Attract customers and make a purchase (Shabbir, MS, Kirmani, S. , Iqbal, J.  & Khan, 

B.  2009) , consistent with ( Park, J.  2002) .  This shows the level of loyalty to the product.  This 

shows the unique characteristics of the product in the perception of the consumer to the country 

of origin and the perception of the country of origin influences the willingness to buy. Furthermore, 

X. Wang & Yang (2008) a willingness to act or act to show the behavior of individuals according 

to each product experienced or experienced.  

 Intentions of purchase are more related to personal commitment than perception, and 

hence the earlier measurement has more influence. They announced that their buying intent was 

a measure based on the COO's impact survey.  Other studies also show that a strong COO has 

a positive effect on the consumer's willingness to buy. (Aichner et al., 2017). Thus, this study is 

based on previous literature. This study focuses on the perception of the country of origin, brand 

image, product quality, consumer behavior is part of the process intended to influence the buying 

decision process. 

 
2.6 Theoretical model / Conceptual framework 
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Figure 2.7: This figure show that conceptual framework 
 

 In Study of Nor & Wan (2016) shows that the country of origin relationship with the 

purchase intention. For the previous study, researcher develop the conceptual framework base 

on Figure 2.1, Figure 2.2, Figure 2.3, Figure 2.4, Figure 2.5, and Figure 2.6. 

       The image shows of the relationship that influences the purchase intention in the product 

by country of origin or country image influences the purchase intention (Nor & Wan, 2016). And 

the product quality directly influences the purchase intention. Including the impact of brand image 

also affects consumer intention, there are various components that respond to consumer needs 

such as product attributes, word-of-mouth, advertisement, and customer value and added value 

(Riezebos, 2003, p. 66). 

 

Customer Purchase 
Intention 

Country of Origin 
-Country Image  

Product Quality 

Brand Image 

H1 

H2 

H3 
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2.7 Hypothesis 

The Conceptual framework (Figure 2.7) is providing to study on customer behavior and 

customer purchase intention of soap market in Lao PDR, with the following Hypothesis: 

 

Hypothesis 1: Country of origin has effect on customer purchase intention of soap 

product. 

       Country of origin is the consumer perception of the reputation of the country that 

produces the product and the perceived quality of the product from the producer country. If the 

producer country has a good reputation such as country well known for its ability to produce high-

tech products, it is possible to realize that the products produced in that country are of good 

quality. According to Permana (2013) showed that country of origin has a positive influence on 

brand image.  Country of origin is an important factor in determining how much consumers care 

about the product in the country of origin or source of the product. Country of origin is like the 

reputation or image that business people or consumers attach to the products of each country. 

According to a study by Nagashima (1970) found that country of origin also represents a 

combination of commodities, political, and economic background including the history of that 

country. Thus, the country of origin is positively correlated with consumer intentions. 
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Hypothesis 2: Product quality has effect on customer purchase intention of soap product. 

      The Product category is one factor in consumer purchase intention. This will be the filter 

for the product group to suit each group and does not directly influence the purchase intention 

(Rongbin Yang et.al, 2015).   The Product quality is used to determine the suitability of consumers 

in that country using different criteria for product selection to measure consumer intentions in the 

country. The study of Yaprak & Parameswaran (1986) showed that the product category directly 

influences consumer intentions. 

Hypothesis 3: Brand image has effect customer purchase intention of soap product. 

        Brand image is one factor that is used when shopping for a product or a similar product 

in the market and has limited time to find information from the source. Most consumers often use 

the brand image to make a purchase decision. In addition, consumers also want to buy well-

known brands because they believe they can meet their needs. According to a study by Bhakar 

et al (2013) the brand image influences consumer purchased intentions. 
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CHAPTER 3 

METHODOLOGY 
 

3.1 Research design 

          Research design refers to the plan or structure of the search to get answers to the 

research questions, classification, research patterns. According to the research methodology, 

research can be divided into two major types; the first type is observational research, and the 
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second type is experimental research depending on the independent variables, which may include 

risk factors or exposure or what we want to evaluate or testing (e.g. drug treatment 

methods),which is called “intervention". 

          In this research is the experimental research and use quantitative method which all 

information from primary sources. The Primary data was collected through the study questionnaire 

which was divided into two parts; the first part includes personal questions (gender, age, 

education level, income, occupation, and marital status), and the second part includes questions 

that are related to independent and dependent variables. It has been adopted a five-level 

(Strongly agree (5) to strongly disagree (1)), and the location is Vientiane Lao PDR. Quantitative 

methods composed of problem determination in research. There are two types of quantitative 

research; one of research general phenomena and two of specific research such as research to 

identify causes, determinants processes, and effects, etc.  

      The study uses a descriptive research design with independent variable and dependent 

variable. First pair; the independent variable is country of origin, and dependent variable is 

purchase intention (Figure3.1), Second pair; the independent variable is product quality and 

dependent variable is purchase intention (Figure3.2), Third pair; the independent variable is brand 

image and dependent variable is purchase intention (Figure3.3). 
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Figure 3.1: Relationship model between country of origin and purchase intention 

 

Figure 3.2: Relationship model between product quality and purchase intention 

 

Figure 3.3: Relationship model between brand image and purchase intention 

 

3.2 Population and sample 

3.2.1 Population strategy  

         Population means all members of the study, which does not mean people alone 

population may be a thing, place, and time. Storing data with every population can be time-

consuming, costly and sometimes required within limited time; therefore, the selection of specific 

sections of the population is necessary. Population in this research is customers who purchase 

Country of Origin Purchase Intention 

Independent variable Dependent variable 

Brand Image Purchase Intention 

Independent variable Dependent variable 

Product Quality Purchase Intention 

Independent variable Dependent variable 
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soap in Lao PDR. This reattach focus people in Vientiane Laos (997,000 people) male and female 

age of 18 years old and over in Vientiane Lao PDR. Therefore, this study will use the population 

formula to calculate the sample size scale. 

 
3.2.2 Sampling strategy 

        Sample refers to the part of the studied population. The sample will represent the 

population as a reliable reference to the population.  Samples and sample sizes must be 

selected.  This will be based on statistics to assist in sample, sampling, and size determination. 

          Sampling refers to the process of obtaining a representative sample of the population. 

The sample size would be calculated by the Estimating sample size formula with the error 

rate at 5%, 95% confident level, which related to confidence interval (Z-score) rate at 1.96, and 

“since we haven’t actually administered our survey yet, the safe decision is to use .5” for the 

standard deviation (Smith, 2013). 

𝒏 = ((𝒁(𝑺)/𝑬)^2 
 

𝑛 = Sample size 

Z = Standardized value that corresponds to the confidence level (Given 95% - Z-Score = 1.96) 

S = Sample standard deviation or estimate of the population standard deviation (Given .5) 

(1) 



 

 

52 
 

E = Acceptable magnitude of error, plus or minus error factor (Given: 2.00), which mean 95% 

confident level  

• Calculation 

 
𝒏 = ((1.96 ∗ 0.5)/0.05)^2 = 385 

 

 

3.2.3 Questionnaire design 

            In this research, there may be many qualitative data. The query consists of two parts. 

The first part consists of quantitative questions consisting of the respondent's personal data, 

namely, age, sex, education, status, occupation, and income. In addition, the question of how 

often buyers respond to a purchase specifies the personal frequency of purchases. Private details 

are required for the general background of the respondents who purchased the product. The 

second part consists of quantitative questions that consist of questions that require scores from 

1 to 5 (1 = strongly agree, 2 = agree, 3 = neutral, 4 = agreeable, and 5 = strongly disagree).  

This type of question concerns the country of origin, brand image, product quality, and purchase 

intention. This section requires a person's response to what influences them on the purchase of 

the product. The flow of the questionnaire moves from the topic to the topic related to the question 

addressed to the information source. Influence of influencers on the purchase of products. Time 
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to buy product to avoid a serious jump between topics that make the respondent sympathetic do 

not be confused. (Cuwin & Slater, 2002, p. 58). 

  

 

 

 

 

 

 

Section 1: Country of origin: 

Table 3.1 Questionnaire of Country of origin. (Khosrozadeh, Heidarzadeh & Kambi, 2011, 

Momani, 2015) 
 

Factor Measurement Item Item Adapted Form 

Country of 
Origin 

The level of economic development of Thailand is high COO Khosrozadeh , 
Heidarzadeh &  

Kambi, 2011 
Momani, 2015 

The level of democratic politics of Thailand is high COO1 
The level of industrialization of Thailand is high COO2 

The standards of living of Thailand are high COO3 
The level of technically advance of Thailand is high COO4 

The product quality of Thailand is high COO5 

It is great to have the product of Thailand COO6 
Great to have the product of the Thailand COO7 

The purchase of a commodity with a known Thailand increases the trust. COO8 

The mark of a well-known commercial Thailand cause pride in front of my friends. COO9 
The known Thailand of the soap makes it with higher level. COO10 

I prefer soap labels with well-known Thailand COO11 
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Soap with well-known Thailand makes it presences stronger in the markets COO12 

I usually connect between the soap products and its Thailand COO13 

 
 
Section 2: Product quality: 

 

Table 3.2 Questionnaire of product quality. (Momani, 2015) 
 

Factor Measurement Item Item Adapted Form 

Product Quality My favorite Thai soap reflects choosing the best quality. PQ1 Momani, 2015 

My favorite Thai soap reflects Endurance of the commodity 
strength 

PQ2 

I consider that famous Thai soaps lasts longer. PQ3 

Using a quality of Thai soap gives a safe signal PQ4 
Paying high price for quality Thai soap will equal the benefit I get 
out of this commodity. 

PQ5 

Value of the with the famous quality Thai soap is equal with the 
price paid for it 

PQ6 

Specifications of well-known quality of Thai soap reflect its selling 
price. 

PQ7 

 

Section 3: Brand image: 

 

Table 3.3 Questionnaire of brand image  (Josphine,&Mark, 2015) 

Factor Measurement Item Item Adapted Form 

Brand Image The Thai soap products have a high quality BI1 Josphine,& Mark 
2015 The Thai soap products have better characteristics than the 

competitors 
BI2 

The Thai soap products of the competitors are usually low quality BI3 
The Thai soap brand has a personality that distinguishes itself 
from competitors 

BI4 

It’s a Thai soap brand that doesn’t disappoint its customers  BI5 
It’s one of the best Thai soap brands in the sector BI6 
The Thai soap brand is very consolidated in the market BI7 
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Section 4: Purchase intention : 

 

Table 3.4 Questionnaire of purchase intention (Aman, .etc, 2012) 

 

Factor Measurement Item Item Adapted 
Form 

Purchase 
Intention 

I will definitely consider buying a quality Thai soap product. PI1 Aman, .etc, 
2012 I will prioritize a quality Thai soap product when shopping. PI2 

I feel like buying a quality Thai soap product. PI3 
I will recommend a quality Thai soap product to people around me. PI4 

I feel good about my decision to purchase Thai soap brand PI5 
I will positively recommend Thai soap brand to other people PI6 
I intend to purchase Thai soap if the cost is reasonable for me  PI7 

 

3.3 Research tools and survey 
 
        Research tools and surveys of current education have two main purposes; the first is 

analysis of the relationship between the various parameters of intention to buy. The secondly, to 

gather information on the different qualities of respondents who can respond to different types of 

disagreements including different demographic variables, which will be based on gender, age, 

income, educational level, occupation, and marital status. The status study by the variables that 

are important in this study is purchase intention, perception and understanding of product image. 

Brand image perception the country of origin recognition by the scope of the study, it was 
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accepted the literature and the study published. The first variable is the perception of a country 

of origin (Liisa, 2009), the second variable is recognize and understand the product quality (Smith, 

2015), the third variable is the perception of the brand image (Ahmad, 2015), and the fourth 

variant are: Purchasing intention (Esch et al., 2006). 

This research uses the questionnaire as a tool to collect data. These questionnaires were 

generated from a literature review and related research. The tool is in two parts. 

 
 
 
 
 
 
Part 1: Personal data 

        The first part asks about the respondent’s demographics and general consumer information 

in Vientiane, Laos PDR. The questionnaire is Close–Ended Response Question divided into five 

parts: gender, age, education level, status, occupation, and income. 

 

Part 2: Research variables 

Consumer questions, Country of origin, Product quality, Brand image, and purchase 

intention. The questionnaires were forty-four closed-ended response questionnaires. 
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Item 1: Consumer behavior about five items 

 According the research of Kangan (2012), the questionnaire of consumer behavior include 

five questions. It was measured on a five-point semantic different scale from “1-strongly disagree” 

to “5-strongly agree”, which were adapted from previous research of Kangan (2012). 

 

Item 2: Country of origin about fourteen items 
 
        According the research of Shirin & Kambi, (2011), Momani, (2015), the questionnaire 

of country of origin include fourteen questions. It was measured on a five-point semantic different 

scale from “1-strongly disagree” to “5-strongly agree”, which were adapted from previous research 

of Shirin & Kambi, (2011), Momani, (2015).  

 

Item 3: Product quality about seven items 
 
         According the research of  Momani (2015) the questionnaire of product quality  include 

seven questions It was measured on a five-point semantic different scale from “1-strongly 

disagree” to “5-strongly agree”, which were adapted from previous research of Momani (2015).  
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Item 4: Brand image about seven items 
 
         According the research of Chepchirchir & Leting, (2015), the questionnaire of brand 

image include seven questions It was measured on a five-point semantic different scale from “1-

strongly disagree” to “5-strongly agree”, which were adapted from previous research of  

Chepchirchir & Leting, (2015). 

 

 

 

 

Item 5: Purchase intention about seven items 
 
         According the research of  Aman,.etc , (2012), the questionnaire of purchase intention 

include seven questions It was measured on a five-point semantic different scale from “1-strongly 

disagree” to “5-strongly agree”, which were adapted from previous research of Aman,.etc ,(2012). 

 
3.4 Data measurement 

            According to Cavana (2001), there are 4 types of constructs measurement. There are 

interval scale, nominal scale, ordinal scale and ratio. This research has used interval, nominal 

and ordinal scale to measure behavior.  
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3.4.1 Interval scale 

 Interval Scale is often used to measure the subjective nature of the respondents. In this 

study, respondents were asked about the intention to buy soap in country of origin, product 

quality, brand image, and consumer behavior using the interval scale, and Likert Scale. Likert 

Scale is a one-dimensional scale, where respondents choose one option that corresponds to their 

view usually consisting of five options and each question is a statement that the complainant may 

agree or disagree and the ratings are like 1, indicating that strongly disagree. 2 Disagree; 3 

means Neutral; 4 means agree and 5 means strongly. 

Table 3.5 Five-point likert scale 

 
Discussion of research results. Researchers use criteria to transform. The results are 

calculated using the formula. The width of the interpersonal layers are as follows Manikandan, S, 

(2011). 

For the formula: Decide about width of the class denote by h and obtained by 

Agreement Level Point 
Strongly agree 5 
Agree 4 
Neutral 3 
Disagree 2 
Strongly disagree 1 
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h = Range / Number of class 

= 5-1/5 

= 0.8 

Therefore the criteria for evaluation. Descriptive discussion of the results of the research. 

The questionnaire used the interval scale. 

Average score of 4.21-5.00 means consumers in Vientiane, Lao People's Democratic 

Republic have opinions on country of origin, product quality, brand image, and purchase intention 

in Thai soap product at the highest level. 

Average score of 3.41- 4.21 means consumers in Vientiane, Lao People's Democratic 

Republic have opinions on country of origin, product quality, brand image, and purchase intention 

in Thai soap product at the high level. 

Average score of 2.61 - 3.40 means consumers in Vientiane, Lao People's Democratic 

Republic have opinions on country of origin, product quality, brand image, and purchase intention 

in Thai soap product at the median level. 

Average score of 1.81 – 2.60 means consumers in Vientiane, Lao People's Democratic 

Republic have opinions on country of origin, product quality, brand image, and purchase intention 

in Thai soap product at the low level. 
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Average score of 1.00 – 1.80 means consumers in Vientiane, Lao People's Democratic 

Republic have opinions on country of origin, product quality, brand image, and purchase intention 

in Thai soap product at the lowest level. 

 

 

3.4.2 Nominal scale 

 According to Kinnear (1993), said normal scale is used for identification purposes 

because it has no numeric value, no quantitative data, and no order is placed on the variable. 

 

3.4.3 Ordinal scale  

 Ordinal scale is the scale that arranges objects based on magnitude in an ordered 

relationship since there is no different measurement. Ordinary Scale is used to measure age 

and personal spending monthly. 

 

3.5 Data analysis   

Data analysis is use the data collection to summarize and analyzed the quantitative result. 

The first step analysis the statistical data using IBM SOSS software 20 to analyzed the 
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demographic characteristic (frequency and percentage of respondents). Secondary analyzed the 

descriptive statistics for each variable influencing purchase intention. According to Cavana (2001), 

there are 4 types of constructs measurement. There are interval scale, nominal scale, ordinal 

scale and ratio. This research has used interval, nominal, and ordinal scale to measure behavior. 

3.5.1 Testing tools 

  The part study validity and reliability were investigated. 

 

  3.5.1.1. Validity 

The researcher was asked to create a questionnaire. Consider and verify the content 

validity and the appropriateness of the language used (Wording) to correct before the inquiry 

into the actual data. 

 
 3.5.1.2. Reliability 

Reliability Analysis is a reliable measure of reliability (IBM). It helps researchers 

understand and study the properties and components of the instrument. It also provides 

information on the connection between each item on the scale. The pilot test was a process of 

measuring the reliability of the questionnaire before the questionnaire was distributed to the 

respondents. Samples of thirty questionnaires were distributed online. The questionnaire took 
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about 3-5 minutes determine the problem of the questionnaire such as the observer's 

understanding of the question to observe the bias or obscurity of the respondent and most 

importantly objective research. 

The researcher was asked to create a questionnaire. Pre-test 30 samples with the 

closest target group to determine if the question can be interpreted as desired. No matter how 

easy or difficult it is. The Cronbach 'Alpha' questionnaire was then tested using a threshold 

value of more than 0.700. 

By applying the questionnaire to 30 samples, the Cronbach's alpha coefficient was as 

follows: Country of origin was 0.783, product quality was 0.842, brand image was 0.740, and 

purchase Intention equal to 0.891 

Almost all of the coefficients of alpha coefficient are close to 1 and not less than 0.65 

(Nunnally, 1978). Have reliability of this tool can be used to collect data for the target group. 

The results are shown in Table 3.6, 3.7, 3.8, 3.9, 3.10, 3.11, 3.12, and 3.13. 
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Table 3.6: Country of origin questionnaire (n = 30) 
 

Country of origin Corrected Item-Total 
Correlation 

The level of economic development of Thailand is high .275 

The level of democratic politics of Thailand is high .584 

The level of industrialization of Thailand is high .483 

The standards of living of Thailand are high .562 

The level of technically advance of Thailand is high .597 

The product quality of Thailand is high .667 

It is great to have the product of Thailand .743 

Great to have the product of the Thailand .729 

The purchase of a commodity with a known Thailand increases the 
trust 

.605 

The mark of a well-known commercial Thailand cause pride in front of 
my friends. 

.729 

The known Thailand of the soap makes it with higher level .632 

I prefer soap labels with well-known Thailand .736 

Soap with well-known Thailand makes it presences stronger in the 
markets 

.445 

I usually connect between the soap products and its Thailand .383 
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From Table 3.6. The Cronbach 'Alpha' questionnaire was then tested using a threshold 

value of more than 0.700. Therefore, the questionnaire can be used in the table 3.7 

 

 
 
 
 

Table 3.7: Country of origin questionnaire (n = 30) 
 

Country of origin Corrected Item-Total 
Correlation 

The product quality of Thailand is high .667 

It is great to have the product of Thailand .743 

Great to have the product of the Thailand .729 

The mark of a well-known commercial Thailand cause pride in front of 
my friends. 

.729 

I prefer soap labels with well-known Thailand .736 
 

 

Table 3.8: Relationship of questionnaire product quality (n = 30) 
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Product quality Corrected Item-Total 
Correlation 

My favorite Thai soap reflects choosing the best quality. .632 
My favorite Thai soap reflects Endurance of the commodity strength .768 
I consider that famous Thai soap lasts longer. .530 
Using a quality of Thai soap gives a safe signal .534 
Paying high price for quality Thai soap will equal the benefit I get out of 
this commodity 

.686 

Value of the with the famous quality Thai soap is equal with the price 
paid for it 

.361 

Specifications of well-known quality of Thai soap reflect its selling price. .708 

 

From Table 3.8. The Cronbach 'Alpha' questionnaire was then tested using a threshold 

value of more than 0.700. Therefore, the questionnaire can be used in the table 3.9 

 

Table 3.9: Relationship of questionnaire product quality (n = 30) 
 

Product quality Corrected Item-Total 
Correlation 

My favorite Thai soap reflects Endurance of the commodity strength .768 
Paying high price for quality Thai soap will equal the benefit I get out of 
this commodity 

.686 

Specifications of well-known quality of Thai soap reflect its selling price. .708 

 

 

Table 3.10: Relationship value of brand image (n = 30) 
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From Table 3.10. The Cronbach 'Alpha' questionnaire was then tested using a threshold 

value of more than 0.700. Therefore, the questionnaire can be used in the table 3.11 

 

 
 

Table 3.11: Relationship value of brand image (n = 30) 
 

Brand image Corrected Item-Total 
Correlation 

The Thai soap products have a high quality .658 
The Thai soap products of the competitors are usually low quality .834 
It’s one of the best Thai soap brands in the sector .718 

 
 

Table 3.12: Relationship of purchase intention (n = 30) 
 

Brand image Corrected Item-Total 
Correlation 

The Thai soap products have a high quality .658 
The Thai soap products have better characteristics than the competitors .378 
The Thai soap products of the competitors are usually low quality .834 
The Thai soap brand has a personality that distinguishes itself from 
competitors 

.318 

It’s a Thai soap brand that doesn’t disappoint its customers .394 
It’s one of the best Thai soap brands in the sector .718 
The Thai soap brand is very consolidated in the market .597 
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From Table 3.12. The Cronbach 'Alpha' questionnaire was then tested using a threshold 

value of more than 0.700. Therefore, the questionnaire can be used in the table 3.13 

 

 

 

 

 

 

 

Table 3.13: Relationship of purchase intention (n = 30) 
 

Purchase intention Corrected Item-Total 
Correlation 

I feel like buying a quality Thai soap product. .759 
I will recommend a quality Thai soap product to people around me .781 
I feel good about my decision to purchase Thai soap brand .769 
I will positively recommend Thai soap brand to other people .772 
I intend to purchase Thai soap if the cost is reasonable for me .662 

 
 
3.6 Experimental and data collection 

Purchase intention Corrected Item-Total 
Correlation 

I will definitely consider buying a quality Thai soap product .591 
I will prioritize a quality Thai soap product when shopping .486 
I feel like buying a quality Thai soap product. .759 
I will recommend a quality Thai soap product to people around me .781 
I feel good about my decision to purchase Thai soap brand .769 
I will positively recommend Thai soap brand to other people .772 
I intend to purchase Thai soap if the cost is reasonable for me .662 
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 This research uses both primary data and secondary data to collect data. Primary Data 

is information obtained directly from interviews or observations, which is the most reliable 

information but it is time consuming and costly. Secondary Data is historical information derived 

from archived sources. The data collected through the preliminary analysis, can be used to save 

time and money but the data may not be accurate. There is insufficient information and users do 

not know the error of the data, which may affect the results of the research.  This research 

collected the data from the market, supermarket, drugstore, or cosmetics stores.  

        Data were collected in Vientiane, Lao PDR from various geographic regions in Lao PDR. 

It is the country’s capital city and is the country’s political, cultural, educational and military center. 

This research was undertaken with consumers using a soap product, where by shoppers were 

randomly approached and asked to participate in the study. In total 389 questionnaires were 

completed. 

         The collected data. The researcher studied the theory of documents related to the 

framework. The study and the questionnaire, this is used to collect data from selected sample 

groups will be collected using 389 questionnaires, which will be collected from February 2018 to 

March 2018. Which use the appropriate time to facilitate the respondents and to obtain the right 
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information most clear and completed. The questionnaire will be designed in two languages; 

English languages and Lao languages. Therefore, 389 questionnaires will be distributed to 

random soap clients in supermarkets 40%, drug stores 20%, and dealers 40%. 150 

questionnaires will be collect at supermarkets, 150 questionnaires will be collect at dealer, and 

90 questionnaires will be collect at drugstores, locate in Vientiane capital city. So, divide the 

distribution into three groups. By analyzing the data collected by the questionnaire and then 

distributing it as a percentage. The respondents would have to be customers who buy real soap 

and what is the factor in making the intention buying the brand. The accuracy and completeness 

of the questionnaire obtained from the respondents will be processed in the system. It was 

advised by the consultant, individual education and the above experts. The data obtained from 

the questionnaire will be analyzed by using the IBM SPSS software 20 program to analyze the 

variables of each variable group in determining the factors that affect the intention to buy 

cosmetics in Laos. To use multiple regression analysis to evaluate the country of origin and 

customer image of purchase intention. Linear regression was used to determine the impact of 

each country of origin and to influence the brand image on consumer intentions. ANOVA analysis 

was used to evaluate the effects of differentiation study. 
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CHAPTER 4 

      RESULT OF ANALYSIS 
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In the study of the relationship factors and influence of the country, origin, consumer 

behavior, product quality, and brand Image. The researchers collected data from February 2018 

to March 2018 using a questionnaire distributed to consumers who intentionally purchased soap 

products. The data collected in this research were collected from the consumers in Vientiane, 

Laos. Consumers who intend to buy soap products. A total of 389 questionnaires were returned 

to the respondents in Vientiane, Lao PDR, with a response rate of around 100%. The Cronbach's 

Alpha Coefficient was as follows: Country of origin was 0.783, Product quality was 0.842, Brand 

Image was 0.740, and purchased intention was 0.891. 

The 389 question set is highly convincing. The results of this study were as follows. The 

data were analyzed and presented as follows. 

 
 
 
 
 
 
4.1 Summary of demographic data 

  4.1.1 General information of the respondents. 
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The data were analyzed by descriptive statistics. Frequency percentage describe the 

general characteristics of the respondent's general variables, including gender, age, education, 

income, occupation, and marital status. Consumer behavior as shown in the table 4.1.1, 4.1.2. 

 
Table 4.1.1: Demographics of respondents 

 
  

Frequency Percent 
Gender Male 

Female 
136 
253 

35.0 
65.0 

Age Less than 20 years old 
20-30 years old 
31-40 years old 
41-50 years old 
More than 50 years old 

19 
220 
101 
28 
21 

4.9 
56.6 
26.0 
7.2 
5.4 

Marital Status Single 
Married 
Other (Please Specify) 

234 
148 
7 

60.2 
38.0 
1.8 

Income Lower than 1,500,000 kip 
Between 1,500,000 to 3,000,000 kip 
Between 3,000,000 to 6,000,000 kip 
More than 6,000,000 kip 

53 
194 
84 
58 

13.6 
49.9 
21.6 
14.9 

Education Level Below Bachelor degree 
Bachelor's Degree 
Higher than Bachelor's Degree 

95 
204 
90 

24.4 
52.4 
23.1 

work Student 
Officer worker 
Government agency 
Unemployed 
Business Owner 
Other (Please Specify) 

80 
81 
120 
20 
68 
20 

20.6 
20.8 
30.8 
5.1 
17.5 
5.1 

 
 
 

Based on the study of the gender of the respondents. The study indicated that Answerer 

Most of them are female 253 or 65 percent more than male, which is 136 or 35 percent. 
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For the age of the respondents. The study indicated that responders most of them belong 

to group age from 20 to 30 years old, there are 220 respondents or 56. 6 percent, and then 101 

respondents or 26 percent belong to group 31 to 40 years old, and then 28 respondents or 7. 2 

percent belong to group 41 to 50 years old, and then 21 respondents or 5. 4 percent belong to 

group more than 50 years old, and then the less of them belong to group age less than 20 years 

old. 

For the marital status of the respondents.  The study indicated that responders most of 

them belong to single status, there are 234 respondents or 60. 2 percent, and then 148 

respondents or 38 percent belong to married status, and then 7 respondents or 1. 8 percent 

belong to other status. 

For the income of the respondents.  The study indicated that responders most of them 

belong to income group between 1,500,000 to 3,000,000 kip, there are 194 respondents or 49.9 

percent, and then 84 respondents or 21.6 percent belong to between 3,000,001 to 6,000,000 kip, 

and then 58 respondents or 14. 9 percent belong to more than 6,000,001 kip, and then 53 

respondents or 13.6 percent belong to lower than 1,500,000 kip. 
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  For the education level of the respondents. The study indicated that responders most of 

them there are 204 respondents or 52.4 percent in education level of bachelor degree, and then 

95 respondents or 24. 4 percent in education level of below bachelor degree, and then 90 

respondents or 23.1 percent in education level of higher than bachelor degree. 

For the work of the respondents. The study indicated that responders most of them there 

are 120 respondents or 30.8 percent in government agency, and then 81 respondents or 20.8 

percent in  officer worker, and then 80 respondents or 20.6 percent in  student, and then 68 

respondents or 17.5 percent in  business owner , and then 20 respondents or 5.1 percent in 

unemployed and other. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4.1.2: Consumer behavior of respondents 
   

Frequency Percent 
Have you ever use the bar soap from Thailand Yes 

No (Please specify) 
381 
8 

97.95% 
2.10% 
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 For the consumer behavior the answered most of them there are 381 respondents or 

97.95 percent in customer ever use the bar soap from Thailand, 235 respondents or 60.4 percent 

in personally buy 2 - 3 piece every month, 322 respondents or 82. 8 percent in normally buy 

foreign brand, and 197 respondents or 50. 6 percent in change brands more than three months 

in the last six months. 

Comparison of differences in consumers' behavior to purchase intention soap product in 

Vientiane, Laos PDR. In term of foamy soap, thick lather soap, transparent soap, milky soap, 

colored soap, glycerin soap, medicinal soap, herb soap, and sandalwood soap are classified 

according to demography such as gender, age, education, occupation, and income. 

 

How many bath soaps do you personally buy every 
month 

1 Piece 
2-3 Piece 
4-5 Piece 
6 or More Piece 

44 
235 
77 
33 

11.30% 
60.40% 
19.80% 
8.50% 

Which brand do you normally buy (Please specify …) Local brand 
Foreign brand 

67 
322 

17.20% 
82.80% 

How often did you change brands in the last 6 months Once month 
Twice months 
More than three months 

82 
110 
197 

21.10% 
28.30% 
50.60% 
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Table 4.1.3 Comparison of differences in consumers' behavior to purchase intention soap 

product in Vientiane, Laos PDR. In term of foamy soap, thick lather soap, transparent 

soap, milky soap, colored soap, glycerin soap, medicinal soap, herb soap, and 

sandalwood soap. classified by gender 
 

Gender N Mean SD t Sig. 
The Foamy  Male 

Female 
136 
253 

3.13 
3.15 

1.125 
0.866 

-0.263 0.397 

The Thick lather  Male 
Female 

136 
253 

3.35 
3.41 

1.037 
0.987 

-0.544 0.293 

The Transparent  Male 
Female 

136 
253 

2.88 
3.09 

0.835 
0.643 

-2.489 0.007 

The Milky  Male 
Female 

136 
253 

2.76 
2.81 

0.791 
0.861 

-0.512 0.305 

The Colored Male 
Female 

136 
253 

2.88 
3.11 

1.155 
1.067 

-1.955 0.026 

The Glycerin  Male 
Female 

136 
253 

2.77 
3.07 

1.04 
1.021 

-2.737 0.003 

The Medicinal  Male 
Female 

136 
253 

2.74 
2.77 

0.921 
0.985 

-0.346 0.365 

The Herb  Male 
Female 

136 
253 

3.01 
2.89 

1.078 
0.936 

1.123 0.131 

The Sandalwood Male 
Female 

136 
253 

3.29 
3.01 

0.834 
0.873 

3.052 0.001 
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Table 4.1.4 Comparison of differences in consumers' behavior to purchase intention soap product in 

Vientiane, Laos PDR. In term of foamy soap, thick lather soap, transparent soap, milky soap, colored 

soap, glycerin soap, medicinal soap, herb soap, and sandalwood soap. classified by gender (T-Test) 

 

Independent Samples Test 
 Levene's Test 

for Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Differenc

e 

Std. 

Error 

Differenc

e 

95% Confidence Interval 

of the Difference 

Lower Upper 

The Foamy of bar 

soaps do you like? 

Equal variances assumed 

Equal variances not 

assumed 

16.791 .000 -.284 

-.263 

387 

222.593 

.776 

.793 

-.029 

-.029 

.103 

.111 

-.231 

-.247 

.172 

.189 

The Thick lather of 

bar soaps do you 

like? 

Equal variances assumed 

Equal variances not 

assumed 

.456 .500 -.544 

-.536 

387 

264.827 

.587 

.592 

-.058 

-.058 

.107 

.108 

-.268 

-.272 

.152 

.155 

The Transparent of 

bar soaps do you 

like? 

Equal variances assumed 

Equal variances not 

assumed 

8.439 .004 -2.689 

-2.489 

387 

222.587 

.007 

.014 

-.205 

-.205 

.076 

.082 

-.354 

-.367 

-.055 

-.043 

The Milky of bar 

soaps do you like? 

Equal variances assumed 

Equal variances not 

assumed 

.205 .651 -.512 

-.525 

387 

297.200 

.609 

.600 

-.046 

-.046 

.089 

.087 

-.221 

-.216 

.129 

.125 

The Colored of bar 

soaps do you like? 

Equal variances assumed 

Equal variances not 

assumed 

1.282 .258 -1.955 

-1.909 

387 

258.155 

.051 

.057 

-.228 

-.228 

.117 

.120 

-.458 

-.464 

.001 

.007 

The Glycerin of bar 

soaps do you like? 

Equal variances assumed 

Equal variances not 

assumed 

.234 .629 -2.737 

-2.722 

387 

272.084 

.006 

.007 

-.299 

-.299 

.109 

.110 

-.514 

-.515 

-.084 

-.083 

The Medicinal of 

bar soaps do you 

like? 

Equal variances assumed 

Equal variances not 

assumed 

.367 .545 -.346 

-.353 

387 

292.907 

.729 

.724 

-.035 

-.035 

.102 

.100 

-.237 

-.233 

.166 

.162 

The herb of bar 

soaps do you like? 

Equal variances assumed 

Equal variances not 

assumed 

.026 .872 1.123 

1.077 

387 

245.018 

.262 

.283 

.118 

.118 

.105 

.110 

-.089 

-.098 

.325 

.334 

The Sandal wood of 

bar soaps do you 

like? 

Equal variances assumed 

Equal variances not 

assumed 

.569 .451 3.052 

3.094 

387 

287.506 

.002 

.002 

.279 

.279 

.091 

.090 

.099 

.101 

.459 

.456 
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Analysis for comparison. The difference in consumer purchasing behavior in 

Vientiane, Lao PDR, by gender. 

Assumptions for testing: 

Ho: Personal factors of consumers in Vientiane, Lao PDR, classified by gender, have a 

habit of making an intention to buy soap products from Thailand. In the frequency of liking is 

not different. 

H1: The personal factors of consumers in Vientiane, Lao PDR, classified by gender, 

have a habit of making an intention to buy soap products from Thailand. In terms of frequency 

different.  

The average test Table 4.1.3 and Table 4.1.4 using the t-test statistic has the following 

assumptions: 

 

 

For the foamy of soaps. The t-test is -0.263 and Sig is 0.793 (2-tailed). However, we 

wanted to test one way, so Sig value is 0.793 / 2 it equal 0.3965 (1-tailed), which is greater than 

0.05. So it is concluded that accept the hypothesis H0. It means that males like foamy of bar 

soaps do not different from females. 
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From the thick lather. It was found that t-test is -0.544 and Sig is 0.587 (2-tailed). However, 

we wanted to test one way so Sig value is 0.587 / 2 it equal 0.2935 (1-tailed). More than 0.05, 

so it is concluded that the hypothesis H0 is accepted. It means that men like thick lather of bar 

soaps are not different from females. 

From the transparent of bar soaps, the t-test statistic is -2.489 and the Sig value is 0.014 

(2-tailed). However, we want to test one way, so the Sig value = 0.014 / 2 = 0.007 (1-tailed), 

which is less than 0.05, so it is concluded that accept the hypothesis H0. So, conclude Meaning 

that males like Transparent of bar soaps different from females. 

From the milky of bar soaps, it was found that t-test = -0.512 and Sig = 0.609 (2-tailed) 

but we wanted to test one way so Sig value = 0.609 / 2 = 0.3045 (1-tailed). Which is greater than 

0.05, thus concluding that the hypothesis H0 is accepted. Meaning that men like Milky of bar 

soaps are no different to females. 

The Colored score of bar soaps showed that t-test = -1.955 and Sig = 0.051 (2-tailed), 

but we wanted to test one way. Sig value = 0.051 / 2 = 0.0255 (1-tailed). Which is less than 0.05. 

Therefore, it is concluded that the hypothesis H0 is accepted. Meaning that males like Colored 

of bar soaps different from females. 
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Glycerin of bar soaps showed that t-test = -2.737 and Sig = 0.006 (2-tailed). However, 

we wanted to test one way so Sig value = 0.006 / 2 = 0.003 (1-tailed). Which is less than 0.05. 

Therefore, it is concluded that the hypothesis H0 is accepted. It means that males like Glycerin 

of bar soaps different from females. 

A study of the medicinal. The t-test = -0.346 and the Sig value = 0.729 (2-tailed), but we 

want to test one way, so the Sig value = 0.729 / 2 = 0.3645 (1-tailed), which is greater than 0.05, 

so it is concluded that the accepted hypothesis H0. So, conclude meaning that males like 

Medicinal of bar soaps are no different to females. 

From herb of bar soaps. The t-test = 1.123 and the Sig value = 0.262 (2-tailed), but we 

want to test one way, so Sig value = 0.262 / 2 = 0.131 (1-tailed), which is greater than 0.05. 

Therefore, it is concluded that accepting the hypothesis H0 is so conclusive that it means that 

males like herb of bar soaps are not different from females. 

A study of sandalwood. The t-test = 3.052 and the value = 0.002 (2-tailed), but we want 

to test one way, so Sig = 0.002 / 2 = 0.001 (1-tailed), which is less than 0.05. Therefore, it is 

concluded that accepting the hypothesis H0 is so conclusive that it means that males like 

sandalwood of bar soaps different from females. 
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Analysis for comparison. The difference in consumer purchasing behavior in 

Vientiane, Lao PDR, by age. 

Assumptions for testing: 

Ho: Personal factors of consumers in Vientiane, Lao PDR, classified by Age, have a 

habit of making an intention to buy soap products from Thailand. In the frequency of liking is 

not different. 

H1: The personal factors of consumers in Vientiane, Lao PDR, classified by Age, have a habit 

of making an intention to buy soap products from Thailand. In terms of frequency different.   

 



 

 

83 
 

Table 4.1.5: Test to compare the differences purchase intention of soap classified by age 

*Significant = 0.05 

 
Form Table 4. 1. 5.  One- way analysis of ANOVA statistic at significance level of 0. 05 

showed that Sig value was significantly higher than statistical significance level α =  0. 05 in 3 

channels:  Foamy of bar soaps, Transparent of bar Soaps, and Sandalwood of bar soaps, show 

that the Vientiane population in different age groups has a habit of buying soap.  On the side of 

Classified by Age 
 

Sum of Squares df Mean Square F Sig. 
The Foamy  Between Groups 

Within Groups 
Total 

1.794 
358.144 
359.938 

4 
384 
388 

0.449 
0.933 

0.481 0.75 

The Thick lather  Between Groups 
Within Groups 
Total 

35.22 
355.386 
390.607 

4 
384 
388 

8.805 
0.925 

9.514 .000* 

The Transparent  Between Groups 
Within Groups 
Total 

1.596 
200.312 
201.907 

4 
384 
388 

0.399 
0.522 

0.765 0.549 

The Milky  Between Groups 
Within Groups 
Total 

7.534 
264.013 
271.548 

4 
384 
388 

1.884 
0.688 

2.74 .029* 

The Colored  Between Groups 
Within Groups 
Total 

74.16 
397.47 
471.63 

4 
384 
388 

18.54 
1.035 

17.912 .000* 

The Glycerin  Between Groups 
Within Groups 
Total 

21.16 
395.406 
416.566 

4 
384 
388 

5.29 
1.03 

5.137 .000* 

The Medicinal Between Groups 
Within Groups 
Total 

42.243 
317.043 
359.285 

4 
384 
388 

10.561 
0.826 

12.791 .000* 

The Herb  Between Groups 
Within Groups 
Total 

24.646 
354.48 
379.126 

4 
384 
388 

6.161 
0.923 

6.675 .000* 

The Sandalwood  Between Groups 
Within Groups 
Total 

6.94 
285.739 
292.679 

4 
384 
388 

1.735 
0.744 

2.332 0.055 
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bar soaps, Transparent of bar soaps, and Sandalwood of bar soaps are not different.  Sig value 

was lower than level. Statistical significance α = 0.05, in 6 channels: Milks of bar soaps (Sig. = 

0.029), Colonic of bar soaps (Sig. = 0.000), Glycerin of bar soaps (Sig. = 0.000), Medicinal of 

bar soaps Sig.  =  0. 000) , and herb of bar soaps ( Sig.  =  0. 000)  showed that the Vientiane 

population in different age groups had a habit of buying soap.  On the side of the bar soaps, so 

many bar soaps, soaps, soaps, barley soaps, soaps, soaps, and so many different bar soaps. 

Table 4.1.5.1: Dual-difference test with LSD method. Show the difference purchase 

intention soap in term of thick lather of bar soaps, classified by age 

 
Age Mean Less than 

20 years old 

20 -30 

years old 

31- 40 

years old 

41-50 

years old 

More than 50 
years old 

Less than 20 years old 2.79  0.025* 0.024* 0.000* 0.000* 

20 -30 years old 3.31 0.025*   0.000* 0.001* 

31- 40 years old 3.33 0.024*   0.000* 0.002* 

41-50 years old 4.18      

More than 50 years old 4.05 0.000* 0.000* 0.000*   

*Significant = 0.05 

    By comparison, found Less than 20 years old the mean difference was lower than other 

group. Show that there were significant. 
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Table 4.1.5.2: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of milky of bar soaps, classified by age 

Age Mean Less than 

20 years old 

20 -30 

years old 

31- 40 

years old 

41-50 

years old 

More than 50 
years old 

Less than 20 years old 2.74      

20 -30 years old 2.89     0.003* 

31- 40 years old 2.70      

41-50 years old 2.79      

More than 50 years old 2.33  0.003*    

*Significant = 0.05 

By comparison, found More than 50 years old the mean difference was lower than other 

group. Show that there were significant. 

 
Table 4.1.5.3: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of colored of bar soaps, classified by age 

*Significant = 0.05 

By comparison, found 20-30 years old the mean difference was lower than other group. 

Show that there were significant. 

Age Mean Less than 

20 years old 

20 -30 

years old 

31- 40 

years old 

41-50 

years old 

More than 50 
years old 

Less than 20 years old 3.05    0.000* 0.028* 

20 -30 years old 2.74   0.000* 0.000* 0.000* 

31- 40 years old 3.18  0.000* 0.000*  0.017* 

41-50 years old 4.25 0.000* 0.000* 0.000*   

More than 50 years old 3.76 0.028* 0.000* 0.017*   
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Table 4.1.5.4: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of glycerin of bar soaps, classified by age 

*Significant = 0.05 

By comparison, found More than 50 years old the mean difference was lower than other 

group. Show that there were significant. 

Table 4.1.5.5: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of medicinal of bar soaps, classified by age 

Age Mean Less than 

20 years old 

20 -30 

years old 

31- 40 

years old 

41-50 

years old 

More than 50 
years old 

Less than 20 years old 2.32   0.000* 0.008*  

20 -30 years old 2.63   0.000* 0.025* 0.003* 

31- 40 years old 3.21 0.000* 0.000*   0.000* 

41-50 years old 3.04 0.008* 0.025*   0.000* 

More than 50 years old 2.00  0.003* 0.000* 0.000*  

*Significant = 0.05 

By comparison, found More than 50 years old the mean difference was lower than other 

group. Show that there were significant. 

Age Mean Less than 

20 years old 

20 -30 

years old 

31- 40 

years old 

41-50 

years old 

More than 50 
years old 

Less than 20 years old 3.21     0.001* 

20 -30 years old 3.01     0.000* 

31- 40 years old 3.08     0.000* 

41-50 years old 2.68     0.047* 

More than 50 years old 2.10 0.001* 0.000* 0.000* 0.047*  
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Table 4.1.5.6: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of herb of bar soaps, classified by age 

*Significant = 0.05 

By comparison, found 31-40 years old the mean difference was lower than other group. 

Show that there were significant. 

Analysis for comparison. The difference in consumer purchasing behavior in 

Vientiane, Lao PDR, by marital status. 

Assumptions for testing: 
Ho: Personal factors of consumers in Vientiane, Lao PDR, classified by marital status, 

have a habit of making an intention to buy soap products from Thailand. In the frequency of 

liking is not different. 

H1: The personal factors of consumers in Vientiane, Lao PDR, classified by marital 

status, have a habit of making an intention to buy soap products from Thailand. In terms of 

frequency different. 

 

Age Mean Less than 

20 years old 

20 -30 

years old 

31- 40 

years old 

41-50 

years old 

More than 50 
years old 

Less than 20 years old 3.89  0.000* 0.000* 0.002*  

20 -30 years old 2.88 0.000*    0.038* 

31- 40 years old 2.76 0.000*    0.014* 

41-50 years old 3.00 0.002*     

More than 50 years old 3.33  0.038* 0.014*   
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Table 4.1.6: Test to compare the differences purchase intention of soap classified by 

marital status. 

Classified by Marital Status Sum of Squares df Mean Square F Sig. 
The Foamy  Between Groups 

Within Groups 
Total 

3.736 
356.202 
359.938 

2 
386 
388 

1.868 
0.923 

2.024 0.133 

The Thick lather  Between Groups 
Within Groups 
Total 

6.528 
384.079 
390.607 

2 
386 
388 

3.264 
0.995 

3.280 .039* 

The Transparent  Between Groups 
Within Groups 
Total 

9.312 
192.595 
201.907 

2 
386 
388 

4.656 
0.499 

9.332 .000* 

The Milky  Between Groups 
Within Groups 
Total 

0.578 
270.970 
271.548 

2 
386 
388 

0.289 
0.702 

0.412 0.663 

The Colored  Between Groups 
Within Groups 
Total 

49.130 
422.500 
471.630 

2 
386 
388 

24.565 
1.095 

22.443 .000* 

The Glycerin  Between Groups 
Within Groups 
Total 

15.249 
401.316 
416.566 

2 
386 
388 

7.625 
1.04 

7.334 .001* 

The Medicinal  Between Groups 
Within Groups 
Total 

15.392 
343.893 
359.285 

2 
386 
388 

7.696 
0.891 

8.639 .000* 

The Herb  Between Groups 
Within Groups 
Total 

1.260 
377.866 
379.126 

2 
386 
388 

0.63 
0.979 

0.643 0.526 

The Sandalwood Between Groups 
Within Groups 
Total 

27.300 
265.379 
292.679 

2 
386 
388 

13.65 
0.688 

19.854 .000* 

*Significant = 0.05 
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Form Table 4.1.6. One-way analysis of ANOVA statistic at significance level of 0.05 

showed that Sig value was significantly higher than statistical significance level α = 0.05 in 3 

channels: Foamy of bar soaps, Milky of bar soaps, and herb of bar soaps show that the Vientiane 

population in different status groups have a habit of buying soap. On the side of the bar soaps, 

so many bars of bar soaps, and herb of bar soaps are not different. However, Sig. Statistical 

significance level α = 0.05, in 6 channels: Thick lather of bar soaps (Sig. = 0.039), Transparent 

of bar soaps (Sig. = 0.000), Colonic of bar soaps (Sig. = 0.000), Glycerin of bar soaps (Sig. = 

0.001), Medicinal of bar soaps (Sig. = 0.000), and Sandalwood of bar soaps (Sig. = 0.000). It 

shows that the Vientiane population in different status groups have behavioral decision to buy 

soap. On the side of the bar soaps, Transparent of bar soaps, Colostrum of bar soaps, Glycerin 

of bar soaps, Medicinal of bar soaps, and Sandalwood of bar soaps are different. 

 
 
 
 
 
 
 

Table 4.1.6.1: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of thick lather of bar soaps, classified by marital status. 
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Marital Mean Single Married Other 

Single 

Married 

Other 

3.29  0.014*  

3.55 0.014*   

3.14    

*Significant = 0.05 

By comparison, found other the mean difference was lower than other group. Show that 

there were significant. 

Table 4.1.6.2: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of transparent of bar soaps, classified by marital status. 

 

Marital Mean Single Married Other 

Single 

Married 

Other 

2.97   0.000* 
3.03 0.000*  0.000* 
4.14 0.000* 0.000*  

*Significant = 0.05 

By comparison, found single the mean difference was lower than other group. Show that 

there were significant. 

 

Table 4.1.6.3: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of colored of bar soaps, classified by marital status. 
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Marital Mean Single Married Other 

Single 

Married 

Other 

2.82  0.000* 0.002* 
3.43 0.000*  0.000* 
1.57 0.002* 0.000*  

 *Significant = 0.05 

By comparison, found other the mean difference was lower than other group. Show that 

there were significant. 

Table 4.1.6.4: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of glycerin of bar soaps, classified by marital status. 

 

Marital Mean Single Married Other 

Single 

Married 

Other 

2.94   0.000* 
2.93   0.000* 
4.43 0.000* 0.000*  

 *Significant = 0.05 

By comparison, found married the mean difference was lower than other group. Show 

that there were significant 

. 

Table 4.1.6.5: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of medicinal of bar soaps, classified by marital status. 
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Marital Mean Single Married Other 

Single 

Married 

Other 

2.68   0.000* 
2.82   0.000* 
4.14 0.000* 0.000*  

 *Significant = 0.05 

By comparison, found single the mean difference was lower than other group. Show that 

there were significant. 

 

Table 4.1.6.6: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of sandalwood of bar soaps, classified by marital status 

 

Marital Mean Single Married Other 

Single 

Married 

Other 

3.12 
2.99 
5.00 

  0.000* 
  0.000* 
0.000* 0.000*  

*Significant = 0.05 

By comparison, found married the mean difference was lower than other group. Show 

that there were significant. 

 

Analysis for comparison. The difference in consumer purchasing behavior in 

Vientiane, Lao PDR, by income. 

Assumptions for testing: 
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Ho: Personal factors of consumers in Vientiane, Lao PDR, classified by income, have a 

habit of making an intention to buy soap products from Thailand. In the frequency of liking is 

not different. 

H1: The personal factors of consumers in Vientiane, Lao PDR, classified by income, 

have a habit of making an intention decision to buy soap products from Thailand. In terms of 

frequency different.  

 

 

 

 

 

 

 

 

Table 4.1.7: Test to compare the differences purchase intention of soap classified by 

income. 

Classified by Income Sum of Squares df Mean Square F Sig. 
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*Significant = 0.05 

 

The Foamy  Between Groups 
Within Groups 
Total 

19.425 
340.513 
359.938 

3 
385 
388 

6.475 
0.884 

7.321 .000* 

The Thick lather  Between Groups 
Within Groups 
Total 

30.716 
359.891 
390.607 

3 
385 
388 

10.239 
0.935 

10.953 .000* 

The 
Transparent  

Between Groups 
Within Groups 
Total 

4.375 
197.532 
201.907 

3 
385 
388 

1.458 
0.513 

2.843 .038* 

The Milky  Between Groups 
Within Groups 
Total 

30.369 
241.178 
271.548 

3 
385 
388 

10.123 
0.626 

16.16 .000* 

The Colored  Between Groups 
Within Groups 
Total 

10.184 
461.446 
471.630 

3 
385 
388 

3.395 
1.199 

2.832 .038* 

The Glycerin  Between Groups 
Within Groups 
Total 

36.867 
379.698 
416.566 

3 
385 
388 

12.289 
0.986 

12.461 .000* 

The Medicinal  Between Groups 
Within Groups 
Total 

17.9 
341.386 
359.285 

3 
385 
388 

5.967 
0.887 

6.729 .000* 

The Herb  Between Groups 
Within Groups 
Total 

26.390 
352.736 
379.126 

3 
385 
388 

8.797 
0.916 

9.601 .000* 

The 
Sandalwood 

Between Groups 
Within Groups 
Total 

7.780 
284.898 
292.679 

3 
385 
388 

2.593 
0.74 

3.505 .016* 
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Form Table 4.1.7.The data were analyzed by One Way ANOVA statistic at 0.05 level. 

Sig. it is less than the statistical significance level α = 0.05 in 9 channels: Thickness of bar soaps 

(Sig. = 0.000), Barium soaps (Sig. = 0.000), Colored of bar soaps (Sig. = 0.038), Glycerin of bar 

soaps (Sig. = 0.000), Medicinal of bar soaps (Sig. = 0.000), herb of bar soaps (Sig. = 000), and 

Sandalwood of bar soaps. Show that Vientiane people in different income groups have a tendency 

to buy soap in the side of bar soaps, bar soaps, bars of bar soaps, bars of bar soaps, Glycerin 

of bar soaps, Medicinal of bar soaps, herb of bar soaps, and Sandalwood of bar soaps it different. 

Table 4.1.7.1: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of foamy of bar soaps, classified by income. 

 
Income Mean Lower than 

1,500,000 kip 
Between 

1,500,000 to 
3,000,000 Kip 

Between 
3,000,001 to 

6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 1,500,000 
kip 

3.06    0.001* 

Between 1,500,000 to 
3,000,000 Kip 

3.03    0.000* 

Between 3,000,001 to 
6,000,000 Kip 

3.11    0.000* 

More than 6,000,000 
Kip 

3.67 0.001* 0.000* 0.000*  

*Significant = 0.05 

     By comparison, found between 1,500,000 to 3,000,000 Kip the mean difference was lower 

than other group. Show that there were significant. 
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Table 4.1.7.2: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of thick lather of bar soaps, classified by income. 

 
Income Mean Lower than 

1,500,000 kip 
Between 

1,500,000 to 
3,000,000 Kip 

Between 
3,000,001 to 

6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 
1,500,000 kip 

2.72  0.000* 0.000* 0.000* 

Between 1,500,000 
to 3,000,000 Kip 

3.52 0.000*    

Between 3,000,001 
to 6,000,000 Kip 

3.36 0.000*    

More than 6,000,000 
Kip 

3.64 0.000*    

*Significant = 0.05 

     By comparison, found lower than 1,500,000 Kip the mean difference was lower than other 

group. Show that there were significant. 
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Table 4.1.7.3: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of transparent of bar soaps, classified by income. 

*Significant = 0.05 

By comparison, found between 1,500,000 to 3,000,000 Kip the mean difference was lower 

than other group. Show that there were significant. 

Table 4.1.7.4: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of milky of bar soaps, classified by income. 

*Significant = 0.05 

By comparison, found lower than 1,500,000 Kip the mean difference was lower than other 

group. Show that there were significant. 

Table 4.1.7.5: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of colored of bar soaps, classified by income. 

Income Mean Lower than 
1,500,000 kip 

Between 1,500,000 
to 3,000,000 Kip 

Between 3,000,001 
to 6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 1,500,000 kip 3.06     

Between 1,500,000 to 
3,000,000 Kip 

2.93    0.004* 

Between 3,000,001 to 
6,000,000 Kip 

3.02     

More than 6,000,000 Kip 3.24  0.004*   

Income Mean Lower than 
1,500,000 kip 

Between 1,500,000 
to 3,000,000 Kip 

Between 3,000,001 
to 6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 1,500,000 
kip 

2.32  0.002* 0.000* 0.000* 

Between 1,500,000 to 
3,000,000 Kip 

2.70 0.002*  0.005* 0.000* 

Between 3,000,001 to 
6,000,000 Kip 

2.99 0.000* 0.005*  0.034* 

More than 6,000,000 Kip 3.28 0.000* 0.000* 0.034*  
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Income Mean Lower than 
1,500,000 kip 

Between 1,500,000 
to 3,000,000 Kip 

Between 3,000,001 
to 6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 1,500,000 
kip 

2.98     

Between 1,500,000 to 
3,000,000 Kip 

2.99   0.028*  

Between 3,000,001 to 
6,000,000 Kip 

3.31  0.028*   

More than 6,000,000 Kip 2.79   0.006*  

*Significant = 0.05 

By comparison, found lower than 1,500,000 Kip the mean difference was lower than other 

group. Show that there were significant. 

Table 4.1.7.6: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of glycerin of bar soaps, classified by income. 

*Significant = 0.05 

By comparison, found between 1,500,000 to 3,000,000 Kip the mean difference was lower 

than other group. Show that there were significant. 

Income Mean Lower than 
1,500,000 kip 

Between 
1,500,000 to 

3,000,000 Kip 

Between 
3,000,001 to 

6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 1,500,000 
kip 

3.26  0.000*   

Between 1,500,000 to 
3,000,000 Kip 

2.67 0.000*  0.000* 0.000* 

Between 3,000,001 to 
6,000,000 Kip 

3.14  0.000*   

More than 6,000,000 
Kip 

3.43  0.000*   
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Table 4.1.7.7: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of medicinal of bar soaps, classified by income. 

*Significant = 0.05 

By comparison, found between 1,500,000 to 3,000,000 Kip the mean difference was lower 

than other group. Show that there were significant. 

Table 4.1.7.8: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of herb of bar soaps, classified by income. 

 

*Significant = 0.05 

By comparison, found between 1,500,000 to 3,000,000 Kip the mean difference was lower 

than other group. Show that there were significant. 

Income Mean Lower than 
1,500,000 kip 

Between 1,500,000 
to 3,000,000 Kip 

Between 3,000,001 
to 6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 1,500,000 
kip 

2.79     

Between 1,500,000 to 
3,000,000 Kip 

2.56   0.000* 0.003* 

Between 3,000,001 to 
6,000,000 Kip 

3.05  0.000*   

More than 6,000,000 Kip 2.98  0.003*   

Income Mean Lower than 
1,500,000 kip 

Between 1,500,000 
to 3,000,000 Kip 

Between 3,000,001 
to 6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 1,500,000 kip 3.15  0.001*   

Between 1,500,000 to 
3,000,000 Kip 

2.67 0.001*  0.000* 0.000* 

Between 3,000,001 to 
6,000,000 Kip 

3.21  0.000*   

More than 6,000,000 Kip 3.19  0.000*   



 

 

100 
 

Table 4.1.7.9: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of sandalwood of bar soaps, classified by income. 

*Significant = 0.05 

By comparison, found between 1,500,000 to 3,000,000 Kip the mean difference was lower 

than other group. Show that there were significant. 

Analysis for comparison. The difference in consumer purchasing behavior in 

Vientiane, Lao PDR, by education. 

Assumptions for testing: 

Ho: Personal factors of consumers in Vientiane, Lao PDR, classified by education, have 

a habit of making an intention to buy soap products from Thailand. In the frequency of liking is 

not different. 

H1: The personal factors of consumers in Vientiane, Lao PDR, classified by education, 

have a habit of making an intention to buy soap products from Thailand. In terms of frequency 

different 

Income Mean Lower than 
1,500,000 kip 

Between 1,500,000 
to 3,000,000 Kip 

Between 3,000,001 
to 6,000,000 Kip 

More than 
6,000,000 Kip 

Lower than 1,500,000 kip 3.36  0.004*   

Between 1,500,000 to 
3,000,000 Kip 

2.97 0.004*    

Between 3,000,001 to 
6,000,000 Kip 

3.18     

More than 6,000,000 Kip 3.21     



 

 

101 
 

Table 4.1.8: Test to compare the differences purchase intention of soap classified by 

education. 

*Significant = 0.05 

Classified by Education Sum of Squares df Mean Square F Sig. 
The Foamy  Between Groups 

Within Groups 
Total 

7.447 
352.492 
359.938 

2 
386 
388 

3.723 
0.913 

4.077 .018* 

The Thick lather  Between Groups 
Within Groups 
Total 

21.432 
369.175 
390.607 

2 
386 
388 

10.716 
0.956 

11.204 .000* 

The 
Transparent  

Between Groups 
Within Groups 
Total 

1.531 
200.376 
201.907 

2 
386 
388 

0.766 
0.519 

1.475 0.23 

The Milky  Between Groups 
Within Groups 
Total 

16.305 
255.242 
271.548 

2 
386 
388 

8.153 
0.661 

12.329 .000* 

The Colored  Between Groups 
Within Groups 
Total 

31.691 
439.939 
471.630 

2 
386 
388 

15.846 
1.14 

13.903 .000* 

The Glycerin  Between Groups 
Within Groups 
Total 

41.827 
374.739 
416.566 

2 
386 
388 

20.913 
0.971 

21.542 .000* 

The Medicinal  Between Groups 
Within Groups 
Total 

14.166 
345.12 
359.285 

2 
386 
388 

7.083 
0.894 

7.922 .000* 

The Herb  Between Groups 
Within Groups 
Total 

7.168 
371.958 
379.126 

2 
386 
388 

3.584 
0.964 

3.719 .025* 

The 
Sandalwood 

Between Groups 
Within Groups 
Total 

0.822 
291.856 
292.679 

2 
386 
388 

0.411 
0.756 

0.544 0.581 
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Form Table 4.1.8. One-way analysis of ANOVA statistic at significance level of 0.05 

showed that Sig value was significantly higher than statistical significance level α = 0.05 in 2 

channels: Transparent of bar soaps and Sandalwood of bar Soaps show that the Vientiane 

population in the different education groups had soap purchase behavior in the aspect of bar 

soaps and sandalwood bar soaps are not different but the Sig value is less than the level. 

Statistical significance α = 0.05, in 7 channels: Thickness of bar soaps (Sig. = 0.000), Milky of 

bar soaps (Sig. = 0.000), Colored of bar soaps (Sig. = 0.000), Glycerin of bar soaps (Sig. = 

0.000), Medicinal of bar soaps (Sig. = 0.000), and herb of bar soaps (Sig. = 0.025) showed that 

the Vientiane population in the different education levels had purchasing decision behavior in 

term of Foamy of bar soaps, Thick lather of bar soaps, Milky of bar soaps, Colored of bar soaps, 

Glycerin of bar soaps,  Medicinal of bar soaps, and herb of bar soaps are different. 

 
Table 4.1.8.1: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of foamy of bar soaps, classified by education. 

Education Mean Below 
Bachelor 
degree 

Bachelor’s Degree Higher than 
Bachelor’s 

Degree 

Below Bachelor degree 2.97  0.005*  

Bachelor’s Degree 3.13   0.049* 

Higher than Bachelor’s Degree 3.37 0.005* 0.049*  

*Significant = 0.05 
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By comparison, found that the below bachelor degree the mean difference was lower 

than other group. Show that there were significant. 

Table 4.1.8.2: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of thick lather of bar soaps, classified by education. 

Education Mean Below Bachelor 
degree 

Bachelor’s Degree Higher than 
Bachelor’s Degree 

Below Bachelor degree 3.05  0.000*  

Bachelor’s Degree 3.60 0.000*  0.007* 

Higher than Bachelor’s 
Degree 

3.27  0.007*  

*Significant = 0.05 

By comparison, found that the below bachelor degree the mean difference was lower 

than other group. Show that there were significant. 

Table 4.1.8.3: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of milky of bar soaps, classified by education. 

Education Mean Below Bachelor 
degree 

Bachelor’s Degree Higher than 
Bachelor’s Degree 

Below Bachelor degree 2.71   0.000* 

Bachelor’s Degree 2.67   0.000* 

Higher than Bachelor’s 
Degree 

3.17 0.000* 0.000*  

*Significant = 0.05 

By comparison, found that the bachelor’s degree the mean difference was lower than 

other group. Show that there were significant. 
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Table 4.1.8.4: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of colored of bar soaps, classified by education. 

 
Education Mean Below Bachelor 

degree 
Bachelor’s Degree Higher than 

Bachelor’s 
Degree 

Below Bachelor degree 3.28   0.000* 

Bachelor’s Degree 3.14   0.000* 

Higher than Bachelor’s 
Degree 

2.52 0.000* 0.000*  

*Significant = 0.05 

By comparison, found that the bachelor’s degree the mean difference was lower than 

other group. Show that there were significant. 

 

Table 4.1.8.5: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of glycerin of bar soaps, classified by education. 

 
Education Mean Below Bachelor 

degree 
Bachelor’s Degree Higher than 

Bachelor’s 
Degree 

Below Bachelor degree 3.17  0.000*  

Bachelor’s Degree 2.67 0.000*   

Higher than Bachelor’s 
Degree 

3.43  0.000*  

*Significant = 0.05 

By comparison, found that the bachelor’s degree the mean difference was lower than 

other group. Show that there were significant. 
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Table 4.1.8.6: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of medicinal of bar soaps, classified by education. 

 
Education Mean Below Bachelor 

degree 
Bachelor’s Degree Higher than 

Bachelor’s Degree 

Below Bachelor degree 2.46  0.007* 0.000* 

Bachelor’s Degree 2.78 0.007*   

Higher than Bachelor’s 
Degree 

3.01 0.000*   

*Significant = 0.05 

By comparison, found that the below bachelor degree the mean difference was lower 

than other group. Show that there were significant. 

 

Table 4.1.8.7: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of herb of bar soaps, classified by education. 

 
Education Mean Below Bachelor 

degree 
Bachelor’s Degree Higher than 

Bachelor’s 
Degree 

Below Bachelor degree 2.77   0.008* 

Bachelor’s Degree 2.91   0.046* 

Higher than Bachelor’s 
Degree 

3.16 0.008* 0.046*  

*Significant = 0.05 

By comparison, found that the below bachelor degree the mean difference was lower 

than other group. Show that there were significant. 
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Analysis for comparison. The difference in consumer purchasing behavior in 

Vientiane, Lao PDR, by occupation. 

Assumptions for testing: 

Ho: Personal factors of consumers in Vientiane, Lao PDR, classified by occupation, 

have a habit of making an intention to buy soap products from Thailand. In the frequency of 

liking is not different. 

H1: The personal factors of consumers in Vientiane, Lao PDR, classified by occupation, 

have a habit of making an intention to buy soap products from Thailand. In terms of frequency 

different. 
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Table 4.1.9: Test to compare the differences purchase intention of soap classified by 

occupation. 

*Significant = 0.05 

Classified by Occupation Sum of Squares df Mean Square F Sig. 
The Foamy  Between Groups 

Within Groups 
Total 

36.535 
323.404 
359.938 

5 
383 
388 

7.307 
0.844 

8.653 .000* 

The Thick lather  Between Groups 
Within Groups 
Total 

53.569 
337.038 
390.607 

5 
383 
388 

10.714 
0.88 

12.175 .000* 

The Transparent Between Groups 
Within Groups 
Total 

14.326 
187.581 
201.907 

5 
383 
388 

2.865 
0.49 

5.85 .000* 

The Milky  Between Groups 
Within Groups 
Total 

19.29 
252.257 
271.548 

5 
383 
388 

3.858 
0.659 

5.858 .000* 

The Colored  Between Groups 
Within Groups 
Total 

59.970 
411.659 
471.630 

5 
383 
388 

11.994 
1.075 

11.159 .000* 

The Glycerin  Between Groups 
Within Groups 
Total 

42.815 
373.751 
416.566 

5 
383 
388 

8.563 
0.976 

8.775 .000* 

The Medicinal  Between Groups 
Within Groups 
Total 

32.159 
327.126 
359.285 

5 
383 
388 

6.432 
0.854 

7.53 .000* 

The Herb  Between Groups 
Within Groups 
Total 

11.927 
367.199 
379.126 

5 
383 
388 

2.385 
0.959 

2.488 .031* 

The Sandalwood Between Groups 
Within Groups 
Total 

14.274 
278.405 
292.679 

5 
383 
388 

2.855 
0.727 

3.927 .002* 
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Table 4.1.9 shows that the Sig value is less than the level of ANOVA. Statistical 

significance α = 0.05 in 9 channels: Thickness of bar soaps (Sig. = 0.000), Barium soaps (Sig. 

= 0.000), Barium soaps (Sig. = 0.000) Significance = 0.000), Glycerin of bar soaps (Sig. = 0.000), 

Medicinal of bar soaps (Sig. = 0.000), herb of bar soaps (Sig. = 031), and Sandalwood of bar 

soaps 0.002). It was found that Vientiane people in different occupational groups had a tendency 

to buy soap in the aspect of bar soaps, Thick lather of bar soaps, Transparent bar soaps, Colored 

bar soaps, Glycerin of bar soaps, Medicinal of bar soaps, herb of bar soaps, and Sandalwood of 

bar soaps are different. 

Table 4.1.9.1: Dual-difference test with LSD method. Show the difference of 

Purchase intention soap in term of foamy of bar soaps, classified by occupation. 

 
Occupation Mean Student Officer 

worker 
Government 

agency 
Unempl

oyed 
Business 

Owner 
Other 

(Please 
specify) 

Student 3.29   0.001*   0.000* 

Officer worker 3.33   0.000*   0.000* 

Government agency 2.83 0.001* 0.000*   0.000*  

Unemployed 3.10      0.026* 

Business Owner 3.53   0.000*   0.000* 

Other (Please specify) 2.45 0.000* 0.000*  0.026* 0.000*  

*Significant = 0.05 

By comparison, found other the mean difference was lower than other group. Show that 

there were significant. 
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Table 4.1.9.2: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of thick lather of bar soaps, classified by occupation. 

*Significant = 0.05 

By comparison, found government agency the mean difference was lower than other 

group. Show that there were significant. 

Table 4.1.9.3: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of transparent of bar soaps, classified by occupation. 

Occupation Mean Student Officer 
worker 

Government 
agency 

Unemplo
yed 

Business 
Owner 

Other 
(Please 
specify) 

Student 2.91    0.019* 0.008* 0.001* 

Officer worker 3.05    0.002*  0.010* 

Government agency 2.95    0.008* 0.011* 0.001* 

Unemployed 2.50 0.019* 0.002* 0.008*  0.000* 0.000* 

Business Owner 3.22 0.008*  0.011* 0.000*   

Other (Please specify) 3.50 0.001* 0.010* 0.001* 0.000*   

*Significant = 0.05 

By comparison, found unemployed the mean difference was lower than other 

group. Show that there were significant. 

Occupation Mean Student Officer 
worker 

Government 
agency 

Unempl
oyed 

Business 
Owner 

Other 
(Please 
specify) 

Student 3.29     0.000*  

Officer worker 3.44   0.004*  0.000*  

Government agency 3.06  0.004*   0.000*  

Unemployed 3.00     0.000*  

Business Owner 4.12 0.000* 0.000* 0.000* 0.000*  0.010* 

Other (Please specify) 3.50     0.010*  
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Table 4.1.9.4: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of milky of bar soaps, classified by occupation. 

Occupation Mean Student Officer 
worker 

Government 
agency 

Unemplo
yed 

Business 
Owner 

Other 
(Please 
specify) 

Student 2.51   0.012* 0.001* 0.006* 0.000* 

Officer worker 2.72    0.017*  0.000* 

Government agency 2.81 0.012*     0.001* 

Unemployed 3.20 0.001* 0.017* 0.046*    

Business Owner 2.88 0.006*     0.006* 

Other (Please specify) 3.45 0.000* 0.000* 0.001*  0.006*  

*Significant = 0.05 

By comparison, found student the mean difference was lower than other group. Show 

that there were significant. 

Table 4.1.9.5: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of colored of bar soaps, classified by occupation. 

*Significant = 0.05 

By comparison, found other the mean difference was lower than other group. Show that 

there were significant. 

Occupation Mean Student Officer 
worker 

Government 
agency 

Unemplo
yed 

Business 
Owner 

Other 
(Please 
specify) 

Student 2.71  0.005*   0.000*  

Officer worker 3.17 0.005*    0.001* 0.000* 

Government agency 2.91     0.000* 0.009* 

Unemployed 2.80     0.000*  

Business Owner 3.75 0.000* 0.001* 0.000* 0.000*  0.000* 

Other (Please specify) 2.25  0.000* 0.009*  0.000*  
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Table 4.1.9.6: Dual-difference test with LSD method. Show the difference of purchase 

intention soap in term of glycerin of bar soaps, classified by occupation. 

Occupation Mean Student Officer 
worker 

Government 
agency 

Unemplo
yed 

Business 
Owner 

Other 
(Please 
specify) 

Student 3.15      0.000* 

Officer worker 2.94      0.000* 

Government agency 2.99      0.000* 

Unemployed 3.30      0.000* 

Business Owner 3.04      0.000* 

Other (Please specify) 1.60 0.000* 0.000* 0.000* 0.000* 0.000*  

*Significant = 0.05 

By comparison, found other the mean difference was lower than other group. Show that 

there were significant. 

Table 4.1.9.7: Dual-difference test with LSD method. Show the difference of 

purchase intention soap in term of medicinal of bar soaps, classified by occupation. 

Occupation Mean Student Officer 
worker 

Government 
agency 

Unemplo
yed 

Business 
Owner 

Other 
(Please 
specify) 

Student 2.31  0.000* 0.000* 0.003* 0.000*  

Officer worker 2.85 0.000*     0.003* 

Government agency 2.92 0.000*     0.001* 

Unemployed 3.00 0.000*     0.004* 

Business Owner 3.00 0.000*     0.000* 

Other (Please specify) 2.15  0.003* 0.001* 0.004* 0.000*  

*Significant = 0.05 

By comparison, found other the mean difference was lower than other group. Show that 

there were significant. 
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Table 4.1.9.8: Dual-difference test with LSD method. Show the difference of 

purchase intention soap in term of herb of bar soaps, classified by occupation. 

*Significant = 0.05 

By comparison, found other the mean difference was lower than other group. Show that 

there were significant. 

Table 4.1.9.9: Dual-difference test with LSD method. Show the difference of 

purchase intention soap in term of sandalwood of bar soaps, classified by occupation. 

Occupation Mean Student Officer 
worker 

Government 
agency 

Unempl
oyed 

Business 
Owner 

Other 
(Please 
specify) 

Student 3.30   0.004*  0.002*  

Officer worker 3.32   0.002*  0.001*  

Government agency 2.94 0.004* 0.002*     

Unemployed 3.10       

Business Owner 2.87 0.002* 0.001*     

Other (Please specify) 3.25       

*Significant = 0.05 

By comparison, found business owner the mean difference was lower than other group. 

Show that there were significant. 

 

Occupation Mean Student Officer 
worker 

Government 
agency 

Unemplo
yed 

Business 
Owner 

Other 
(Please 
specify) 

Student 2.96       

Officer worker 2.79    0.013*   

Government agency 2.90    0.035*   

Unemployed 3.40  0.013* 0.035*    

Business Owner 3.10      0.016* 

Other (Please specify) 2.50    0.004* 0.016*  
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4.1.2 Average and standard deviation. 

This study will describe the results of each variable by mean and standard deviation, and 

the following contains the descriptive statistic results of the variables. 

Table 4.1.2.1 Descriptive statistic results of country of origin 

Country of origin Mean Std. Deviation 

The level of economic development of Thailand is high 3.93 .683 
The level of democratic politics of Thailand is high 3.42 .862 
The level of industrialization of Thailand is high 3.84 .695 
The standards of living of Thailand are high 3.87 .743 
The level of technically advance of Thailand is high 3.97 .631 

The product quality of Thailand is high 3.80 .663 
It is great to have the product of Thailand 3.74 .712 
Great to have the product of the Thailand 3.82 .714 
The purchase of a commodity with a known Thailand 
increases the trust 

3.79 .732 

The mark of a well-known commercial Thailand cause 
pride in front of my friends. 

3.76 .754 

The known Thailand of the soap makes it with higher level 3.78 .792 

I prefer soap labels with well-known Thailand 3.65 .819 
Soap with well-known Thailand makes it presences 
stronger in the markets 

3.63 .862 

I usually connect between the soap products and its 
Thailand 

3.57 .915 
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The table 4. 1. 2. 1 show the agreement status of the Country of Origin in Forth- teen 

dimensions, the result shows there is highest most agree is  ‘The level of technically advance of 

Thailand is high’ (mean =3.97) , and the second agree is ‘The level of economic development of 

Thailand is high’ (mean = 3.93), the third agree is ‘The standards of living of Thailand are high’ 

(mean = 3.87), the forth agree is ‘The level of industrialization of Thailand is high’ (mean=3.84), 

and following agree is ‘Great to have the product of the  Thailand’ (mean = 3.82), and following 

agree is ‘The product quality of Thailand is  high’ ( mean=  3. 80) , and following agree is ‘The 

purchase of a commodity with a known Thailand increases the trust’ (mean=3.79), and following 

agree is ‘The known Thailand of the soap makes it with higher level’(mean=3.78), and following 

agree is ‘ The mark of a well- known commercial Thailand cause pride in front of my 

friends. ’ ( mean= 3. 76) , and following agree is ‘ It is great to have the product of  

Thailand’ ( mean= 3. 74) , and following agree is ‘ I prefer soap labels with well- known 

Thailand’(mean=3.65), and following agree is ‘Soap with well-known Thailand  makes it presences 

stronger in the  markets’(mean=3.63), and following agree is ‘I usually connect between the soap 

products and its Thailand’(mean=3.57), and following agree is ‘The level of democratic politics of 

Thailand is high’ (mean=3.42) 
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Table 4.1.2.2 Descriptive statistic results of product quality 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The table 4.1.2.2 show the agreement status of the Product quality in seven dimensions, 

the result shows there is highest most agree is ‘Using a quality of Thai soap gives a safe signal’ 

(mean =3.83), and ‘Value of the with the famous quality Thai soap is equal with the price paid 

for it’ (mean = 3.83), the second agree is ‘I consider that famous Thai soap lasts longer.’ (mean 

= 3.73), the third agree is ‘My favorite Thai soap reflects choosing the best quality.’(mean=3.69), 

and following agree is ‘Specifications of well-known quality of Thai soap reflect its selling 

price.’(mean= 3.67), and following agree is ‘My favorite Thai soap reflects Endurance of the 

commodity strength’ (mean= 3.64), and following agree is ‘Paying high price for quality Thai soap 

will equal the benefit I get out of this commodity’ (mean=3.52). 

 
 
 

Product quality Mean Std. Deviation 

My favorite Thai soap reflects choosing the best quality. 3.69 .653 

My favorite Thai soap reflects Endurance of the commodity strength 3.64 .706 

I consider that famous Thai soap lasts longer. 3.73 .729 

Using a quality of Thai soap gives a safe signal 3.83 .734 

Paying high price for quality Thai soap will equal the benefit I get out of 

this commodity 

3.52 .762 

Value of the with the famous quality Thai soap is equal with the price 

paid for it 

3.83 .722 

Specifications of well-known quality of Thai soap reflect its selling price. 3.67 .745 
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Table 4.1.2.3 Descriptive statistic results of brand image 

 

The table 4.1.2.3 show the agreement status of the Brand Image in seven dimensions, 

the result shows there is highest most agree is ‘The Thai soap products have a high quality’ 

(mean =3.75), and the second agree is ‘The Thai soap brand is very  consolidated in the market’ 

(mean = 3.70), the third agree is’ The Thai soap brand has a personality that distinguishes itself 

from competitors’(mean=3.63), and following agree is ‘The Thai soap products have better 

characteristics than the competitors.’ (mean = 3.61), and following agree is ‘It’s one of the best 

Thai soap brands in the sector.’(mean=3.60), and following agree is ‘It’s a Thai soap brand that 

doesn’t disappoint its customers.’(mean= 3.46), and following agree is ‘The Thai soap products 

of the competitors are usually low quality’(mean= 3.41). 

 
 
 
 

Brand image Mean Std. Deviation 

The Thai soap products have a high quality 3.75 .749 
The Thai soap products have better characteristics than the competitors 3.61 .704 
The Thai soap products of the competitors are usually low quality 3.41 .771 
The Thai soap brand has a personality that distinguishes itself from competitors 3.63 .781 
It’s a Thai soap brand that does not disappoint its customers 3.46 .945 
It’s one of the best Thai soap brands in the sector 3.60 .887 
The Thai soap brand is very consolidated in the market 3.70 .730 
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Table 4.1.2.4 Descriptive statistic results of purchase intention   

Purchase Intention Mean Std. Deviation 

I will definitely consider buying a quality Thai soap product 3.71 .669 

I will prioritize a quality Thai soap product when shopping 3.68 .667 

I feel like buying a quality Thai soap product. 3.68 .760 

I will recommend a quality Thai soap product to people around me 3.52 .762 

I feel good about my decision to purchase Thai soap brand 3.64 .732 

I will positively recommend Thai soap brand to other people 3.58 .761 

I intend to purchase Thai soap if the cost is reasonable for me 3.88 .731 

 
 

The table 4.1.2.4 show the agreement status of the Purchase Intention in seven 

dimensions, the result shows there is highest most agree is ‘I intend to purchase Thai soap if the 

cost is reasonable for me’ (mean =3.88), and the second agree is ‘I will definitely consider buying 

a quality Thai soap product’ (mean = 3.71), the third agree is’ I will prioritize a quality Thai soap 

product when shopping’(mean=3.68), and ‘I feel like buying a quality Thai soap product.’ (mean 

= 3.68), and following agree is ‘I feel good about my decision to purchase Thai soap 

brand.’(mean=3.64), and following agree is I will positively recommend Thai soap brand to other 

people.’(mean= 3.58), and following agree is ‘I will recommend a quality Thai soap product to 

people around me’(mean= 3.52). 
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4.2. Testing of hypothesis 1-3 

 

This study will test the Hypothesis 1 to Hypothesis 3 by multiple regression, and the 

results was show as table 4.2.1 

 

Table 4.2.1 Results of Hypothesis 1 to hypothesis 3 test 

 

The equation of multiple linear regressions as bellow: 

Y = β0 + β1X1 + β2X2 +…… + βpXp        (2) 

In table 4.2.1, this study uses the purchase intention as the dependent variable, the 

country of origin, product quality, brand image, and consumer behavior as the independent 

variables, therefore the purchase intention is Y, the country of origin, product quality, brand image, 

and consumer behavior are the X1, X2, X3, the relationship between them was written as bellow: 

Y=0.714+0.144X1+0.198X2+0.471X3 

 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

Beta 

t Sig. Collinearity Statistics 

B Std. Error Tolerance VIF 
 (Constant) .714 .133  5.372 .000   

Country of Origin .144 .051 .135 2.797 .005 .427 2.343 

Product Quality .198 .055 .195 3.608 .000 .338 2.957 

Brand Image .471 .050 .515 9.386 .000 .329 3.039 

       a. Dependent Variable: Purchase Intention 
       b. R=0.786, 𝑹𝟐=0.618, Adjusted 𝑹𝟐=0.615, F=207.653 
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According to table 4.2.1, the result showed that there was 61.8% (𝑅2=0.618) of variance 

in the purchase intention (dependent variable) which can be explained by the country of origin, 

product quality, brand image (independent variable) 

The result revealed that country of origin (p-value=0.005), product quality (p-value=0.000) 

and brand image (p-value=0.000) and were related to the purchase intention, because the p-

value of these three independent variables were all less than 0.05, the hypothesis 1, hypothesis 

2, hypothesis 3 were accepted. 

 

4.3 Summary of hypothesis testing result 

This study there are total 3 hypotheses that analyzed on country of origin, product quality, 

brand image, and purchase intention the result was showed in table 4.3. 

 

Table 4.3 Summary of hypothesis testing result 

Item Description of Hypothesis Result 

H1 Country of Origin related to the Purchase Intention Accepted 

H2 Product Quality related to the Purchase Intention. Accepted 

H3 Brand Image is positive related to the Purchase Intention. Accepted 
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CHAPTER 5 

CONCLUSION AND DISCUSSION 
 

The purpose of this research is to study the impact of the purchasing factor of soap 

products on the population of Vientiane and to provide more effective marketing strategy for soap 

market. There are three parts: country of origin, product quality, and brand image. 

 
5.1 Conclusion 

The main objective of this article is to explore the relationship between country of origin, 

product quality, and brand image. This research is a study of the Lao population in Vientiane, 

Lao PDR. This article is designed to measure the influences that affect to the buying behavior of 

Lao people. There is a theoretical model to confirm the relationship between country of origin, 

product quality, and brand image that influence the intention (Khosrozadeh, Heidarzadeh, & 

Kambi, (2011), Momani, (2015), Chepchirchir, & Leting, (2015), Lizawati. & Aman, .etc. (2012)). 

By analyzing this above the data in chapter 4, the results are as follows;  

 

 

5.1.1 Demographic information 
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According to a survey of 389 people to explores and focuses on the Lao people living in 

Vientiane, there were total 389 valid questionnaires that were collected in the final, the main 

responders were women ( 65 percent) , aged between 20- 30 years ( 56. 6 percent)  had a single 

status (60.2 percent) , earning between 1,500,000 to 3,000,000 (49.9 percent) .  Education level 

was Bachelor’s degrees (52.4 percent) and a government agency (30.8 percent). 

This research found that consumers with different gender behaviors bought different 

soaps.  It can make sure that males and females have different taste in purchase intention on 

soap. Females are more likely to buy soap than male, males only focuses on soap for cleansing 

while females focus on soap for various skin types such as acne, reduce oily skin and nourishing 

skin. It shows that females are significantly different from males choosing soap. 

The consumers with different ages, there are different purchasing behaviors for soap 

products, because consumers of different ages have a preference for different types of soaps. 

Especially in case of thick leather, milky, colored, glycerin, medicinal, and herb, which shows that 

consumers have different interests and preferences which can be classified as follows: 

Consumers over 50 years of age tend to have the same preference for thick lather, glycerin and 

medicinal, consumers aged 20-30 years have the same preference for the color of different soap 

products, consumers aged 31-40 often have a preference for the most different herb. 
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The consumers with different status, there are different purchasing behaviors for different 

soap products.  Especially in the case of thick lather, transparent, colored, glycerin, medicinal, 

and sandalwood.  Regards to thick lather, consumers with other status are most different in the 

subject.  Regards to transparent, single status are most different in this subject.   The difference 

in glycerin and sandalwood are most different from those with a marital status.  

The consumers with different incomes, there are different behaviors of purchasing soap 

products. In terms of foamy, transparent, glycerin, herb, sandalwood, and medicinal, consumers 

with an income between 1,500,000 to 3,000,000 kip are most different.  In terms of thick lather, 

milky, and colored, consumers with an income of lower than 1,500,000 kip are the most different. 

The consumers with different educational levels, there are different behaviors of 

purchasing different types of soap products; in term of foamy, thick lather, medicinal, and herb. 

The consumers below the bachelor degree are the most different. In term of milky, colored, and 

glycerin, the bachelor degree are the most different. 

The consumers with different occupations, there are different consumer behaviors of 

purchasing different type of soap products. In term of foamy, colored, glycerin, medicinal, and 

herb, the other occupations consumers with the most varied distinctions. In term of thick lather, 

and government agency, the occupations consumers are the most different. For the transparent, 
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unemployed, the occupations consumers are the most different. In the milky, student occupations 

consumers are the most different, and for the sandalwood, business owner occupations 

consumers are the different. 

The study of a consumer behavior intention in Vientiane, Lao PDR, found that consumers 

often purchase imported soap.  This demonstrates that the consumer's perception of the quality 

of goods from overseas is better than the quality of local goods, especially products from Thailand. 

Therefore, the company have to consider the soap for selling in Vientiane to satisfy the consumer. 

In addition, Vientiane consumers take more than three months to change the brand. They would 

use the old brand rather than try to change the brand because of the uncertainty in quality and 

satisfaction to get on the trial. Consequently, the company should be aware of the product quality, 

reasonable price, and diversity of the product to persuade the consumers. 

 

5.1.2 Country of origin, product quality, and brand image influencing the purchase behavior of 

soap in Vientiane 

 The country of origin, consumers always focus on "The level of technically advance of 

Thailand is high" which influences their buying intentions, with average 3.97, followed by "The 
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level of economical the development of Thailand is high. The mean of 3.93 and the "average of 

living standards of Thailand are high" is 3.87. 

 The consumers behavior of product quality have been emphasized in the "Use of quality 

of Thai soap gives a safe signal" and "Value of the quality of Thai soap is equal to the price paid 

for it"  influence of buying intention was highest with the mean of 3. 83, followed by " I consider 

that famous Thai soap lasts longer" average of 3.73. 

 For the brand image, the consumers focus on " The Thai soap products have a high 

quality", which influenced the intention to buy the most with an average of 3.75, followed by "The 

Thai soap brand is very consolidated in the market "average of 3.70 and"  The Thai soap brand 

has a personality distinguishing itself from competitors "has an average of 3.63. 

 For the purchase intention, consumers often focus on "I intend to buy Thai soap if the 

cost is reasonable for me", the average is 3.88, followed by "I will definitely consider buying a 

quality Thai soap product" Mean 3.71 and "I will prioritize a quality Thai soap product when 

shopping" and "I like to buy a quality Thai soap product." was average 3.68. 

The results of the hypothesis testing show that the country of origin, product quality, and 

brand image are positively correlated with the willingness of purchasing soap for the Vientiane 

population. 
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5.2 Discussion  

 Based on model analysis the country of origin, product quality, and brand image influence 

purchase intention on soap market in Vientiane Lao PDR. The model developed by the researcher 

was consistent with the empirical data and statistically significant at all values.  It shows that the 

intention of purchasing soap of the population in Vientiane consists of country of origin, product 

quality, and brand image.  It is an important component of the purchase decision soap products 

of the Vientiane population.  This is consistent with the research framework and research 

hypothesis.  The research consists of three main components; country of origin, product quality, 

and brand image. Currently, the market of soap in Vientiane is very competitive. The customers 

have the opportunity to choose. Summarized as follows: 

 

5.2.1 Implication  

5.2.1.1 Country of origin 

 According to the result from Chapter 4, the item hypothesis 1 shows the country of origin 

influence purchasing intention it have positive correlations with previous research, such as 

Brouthers & Xu (2002), Cordell (1992), Johansson & Ebenzahl (1986), Klein (2002), Lee (2005), 
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Nagashima (1970), and Roth & Romeoin (1992) They are all pointed out the country of origin is 

an important role for consumers' behavior of the products and brands of that country. The image 

of the country expresses beliefs about the description and providing all information about a 

country, whose country of origin impacts on the country's image has a direct influence on the 

intention.  It also reflects the difference in product quality perceived and also points to overall 

perceived quality or superiority.  For the brand product, the perceived quality of the product and 

the familiarity of own brand influence the attitudes of the customers.  This survey also showed 

that there was a positive relationship between the countries of origin and purchase intention for 

purchasing soap of the Lao population in Vientiane. 

 

 

 

5.2.1.2 Product quality 

 Based on the result from Chapter 4, the item hypothesis 2 shows product quality influence 

purchase intention is positive. This is consistent with previous research such as Gavin (1984), 

Lefkoff-Hagius & Mason (1993), Hardie & Walsh, 1994, Bao & Sheng 2011. Based on all previous 

research, between the product quality and its intention to purchase the perceived value of 
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customers, that has all four elements; namely product quality, service quality, and price.  The 

customers are compared competitive offerings at a competitive price. In response, customers are 

divided into two parts; first parts, before purchasing; customers have to decide the expected 

performance compared to that expected with the recognition received. Second parts, after 

purchasing; customers will realize the effective recognition of the real compared to the 

expectations. The company is primarily interested in the quality of the product as it pertains to 

expand its market share as well as reduce production costs and maximize profit. Product quality 

is the direct role in the intention to purchase a product. Thus, this survey also showed that there 

was a positive relationship between product quality and purchase intention and shown that Lao 

population in Vientiane very concern about the product quality. 

 

5.2.1.3 Brand image 

From the result Chapter 4, the item hypothesis 3 demonstrates that brand image is 

positive relate to purchase intention. This is consistent with previous research, such as Mohajerani 

& Miremadi (2012), Omer & Behcet etc., (2014), anf Riezebos, (2003). Based on all previous 

research, image is an important part of buying intentionally and influencing consumer purchasing 

intention. The perception of useful brand information influences the perception, quality, perceived 
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value, and willingness of consumers to purchase a product. Consumers are more likely to buy a 

product from a well-known brand. This will affect consumers in lowering or increasing risk 

perception. Identifying higher quality perceptions enhances the consumer's willingness to buy 

more. Consumer behavior is motivating to reduce risk brand image influences purchase intention 

due to many factors. This survey also showed there was a positive relationship between brand 

image and purchase intention purchase soap of the Lao population in Vientiane. 

 

 

 

 

5.2.2 Limitation 

   According to studies, it has been found that in this study, there is a limitation in the scope 

of the study because it is a specific study for the population in Vientiane, which may lead to 

inaccurate data. If you want to use the information to make a decision and plan a business to 

invest in new markets in Laos should have more factor and areas to study. 

 

5.2.3 Recommendation 
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 The results of the research can identify the relation of the factors of the country of origin, 

brand image, and product quality that influence the purchase intention soap products in Vientiane, 

Laos. They are all positively correlated in order of importance as follows; the first is brand image, 

the second is product quality, and the last is country of origin. The information is commercially 

available to the operator. The company can apply the research as a guideline to improve the 

marketing strategy, therefore they can respond to the target group more. The information in this 

section will help to develop the design of soap as well as the way of selling products in Vientiane, 

Laos. The researcher would like to summarize the suggestions for entrepreneurs in the following 

factors that affect the purchasing intention of soap products in Vientiane, Laos. 

5.2.3.1 Brand image 

Entrepreneurs should focus on brand image as it is the most influential factor. From 

consumer research the importance of product image, reputation, word of mouth, a star is used, 

the quality of the product is high. The research found that consumers choose to buy brand image, 

so famous brand image will result in consumers make a purchasing decision easier. 

 

5.2.3.2 Product quality 
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 The entrepreneur should focus on the quality of product as it the second influences 

willingness to purchase intention soap. Based on consumer research, focus on quality and 

reliability of products, novelty, and product quality. Choose from a wide range of options and get 

the right product. The entrepreneur should focus on the design of good quality products and the 

price should be reasonable taking into account the product quality and value to the buyer. Shown 

the product quality and consumer benefits to consumers to recognize the value of the product. 

The research found that consumers choose to buy with regard to product quality. 

 

 

 

5.2.3.3 Country of origin 

The entrepreneur should focus on the country of origin factor. Reputation of the country, 

the economy of the producer country as well as the quality of the products produced in that 

country. Based on consumer research, the focus is on the source of the product. The reputation 

of producing countries, technology used in production including product quality. The entrepreneur 

should focus on controlling the production of goods to a high level and using quality technology 
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to produce. Labeling made-in or manufacturing and the quality of the products meets the needs 

of consumers. 

 

5.2.4 Recommendation for future research 

1. Determining the variables that influence the intentions of the next purchase may be based 

on other ideas or theories to better understand the factors that influence the purchase 

intention. 

2. Based on the limitations of this research on data collection tools to provide accurate 

information from shoppers other tools may be used to support the same questionnaire 

such as Focus group interview. And add more factor to be considered such as 

promotional, brand loyalty, and customer satisfaction, etc. 

3. The collect data is limited in Vientiane, Laos only. The next research may increase the 

area of study to find the difference of consumers who are more likely to purchase 

products, such as Luang Prabang province, Pakse province, and Savannakhet province, 

etc. It will fully help the future research to get more specifically information for the new 

enterprise wants to enter the soap market in Laos. 
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APPENDIX                         
 

  Questionnaire 
 
Instruction: This questionnaire has 5 parts 

Part 1: Personal Information 

Part 2: Consumer behavior  

Part 3: Country of origin image 

Part 4: Product Quality 

Part 5: Brand Image 

Part 6: Brand Familiarity 

 

Part 1: Personal Information 

Instruction: Please mark x in       for the most possible answer 

1.1 Gender: What is your gender? 

Male      Female 

1.2 Age: Please indicate your age-groups? 

Less than 20 years old  20 - 30 years old 

31 - 40 years old   41 - 50 years old 

More than 50 years old 
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1.3 Marital status: What is your current marital status? 

Single     Married 

  Other (Please Specify) …… 

1.4 Income: Please indicate your approximate annual income in Kip? 

Lower than 1,500,000 Kip 

Between 1,500,000 to 3,000,000 Kip 

Between 3,000,001 to 6,000,000 Kip 

More than 6,000,000 Kip 

1.5 Education: Your highest educational level and the answer can be 

Below Bachelor degree 

Bachelor’s Degree 

Higher than Bachelor’s Degree 

1.6 Work Situation: Please indicate your work situation 

Student 

Office worker 

Government agency 

Unemployed 

Business Owner 

Other (Please Specify) …… 
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Part 2: Consumer behavior 

 

1.7 Have you ever use the bar soap from Thailand? 

Yes  

No (Please Specify) ……  

1.8 How many bath soaps do you personally buy every month? 

1 Piece  

2-3 Piece 

4-5 Piece 

 6 or more Piece 

1.9 Which kind of bar soaps do you like? (Likert scale) 

      

 Level of Like 
 Dislike Extremely Dislike Very much Neither Like nor 

Dislike 
Like Very much Like Extremely 

Foamy        

Thick lather      

Transparent      

Milky      

Colored      

Glycerin      

Medicinal      

Herbal      

Sandal Wood      
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1.10 Which brand do you normally buy? (Please specify …) 

Local brand ……. 

Foreign brand ……. 

1.11 How often did you change brands in the last 6 months? 

Once month 

Twice months 

More than three months 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

151 
 

 Part 3: Country of origin image (Evaluation Principle:  5 = Strong Agree , 4 = Agree, 3 = 

Uncertain, 2 = Disagree, 1 = Strongly Disagree) 

 

Country of origin image Levels of Agreement 
 5 

Strong 

Agree 

4 
 Agree 

3 
Uncertain 

2 
Disagree 

1 
Strongly 

Disagree 

The level of economic development of 
Thailand is high 

     

The level of democratic politics of  
Thailand is high 

     

The level of industrialization of Thailand 
is high 

     

The standards of living of Thailand are 
high 

     

The level of technically advance of 
Thailand is high 

     

The product quality of Thailand is high      

It is great to have the product of 
Thailand 

     

Great to have the product of the 
Thailand 

     

The purchase of a commodity with a 
known Thailand increases the trust. 

     

The mark of a well-known commercial 
Thailand cause pride in front of my 
friends. 

     

The known Thailand of the soap makes 
it with higher level. 

     

I prefer soap labels with well-known 
Thailand 

     

Soap with well-known Thailand makes 
it presences stronger in the markets 

     

I usually connect between the soap 
products and its Thailand 
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Part 4: Product Quality: (Evaluation Principle:  5 = Strong Agree, 4 = Agree, 3 = Uncertain, 

2 = Disagree, 1 = Strongly Disagree) 

 

 

 

 

 

 

 

 

Product Quality Levels of Agreement 
 5 

Strong 

Agree 

4 
 Agree 

3 
Uncertain 

2 
Disagree 

1 
Strongly 

Disagree 

My favorite Thai soap reflects choosing the best 
quality. 

     

My favorite Thai soap reflects Endurance of the 
commodity strength 

     

I consider that famous Thai soap lasts longer.      

Using a quality of Thai soap  gives a safe signal      

Paying high price for quality Thai soap will equal the 
benefit I get out of this commodity. 

     

value of the with the famous  quality Thai soap  is 
equal with the price paid for it 

     

Specifications of well-known quality of Thai soap 
reflect its selling price. 
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Part 5: Brand Image: (Evaluation Principle:  5 = Strong Agree, 4 = Agree, 3 = Uncertain, 2 = 

Disagree, 1 = Strongly Disagree) 

Brand Image Levels of Agreement 
 5 

Strong 

Agree 

4 
 Agree 

3 
Uncertain 

2 
Disagree 

1 
Strongly 

Disagree 

The Thai soap products have a high quality      

The Thai soap products have better 

characteristics than the competitors 

     

The Thai soap products of the competitors are 

usually low quality 

     

The Thai soap brand has a personality that 
distinguishes itself from competitors 

     

It is a Thai soap brand that does not 
disappoint its customers  

     

It’s one of the best Thai soap brands in the 
sector 

     

The Thai soap brand is very consolidated in 
the market 
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Part 6: Purchase intention: (Evaluation Principle:  5 = Strong Agree, 4 = Agree, 3 = 

Uncertain, 2 = Disagree, 1 = Strongly Disagree) 

Purchase intention Levels of Agreement 
 5 

Strong 

Agree 

4 
 Agree 

3 
Uncertain 

2 
Disagree 

1 
Strongly 

Disagree 

I will definitely consider buying a quality 

Thai soap product. 

     

I will prioritize a quality Thai soap 

product when shopping. 

     

I feel like buying a quality Thai soap 

product. 

     

I will recommend a quality Thai soap 

product to people around me. 

     

I feel good about my decision to 

purchase Thai soap brand 

     

I will positively recommend Thai soap 

brand to other people 

     

I intend to purchase Thai soap if the cost 

is reasonable for me  
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ຄ ຳຖຳມບົດວິທະຍຳນິພົນ   
ຫັວຂ ໍ້ : ອິທິພົນຂອງປະເທດຕົໍ້ ນກ ຳເນິດຕ ໍ່ ພຳບລັກຂອງແບນ,ຕ ໍ່ ພຶກຕິ

ກ ຳຜ ໍ້ ອຸປະໂພກ-ບ ລິໂພກ ແລະ ຄຸນນະພຳບຂອງຜະລິດຕະພັນໃນຄວຳມ

ຕັໍ້ ງໃຈທ ໍ່ ຈະຊ ໍ້ ຜະລິດຕະພັນສະບ ຂອງລ ກຄໍ້ ຳໃນນະຄອນຫລວງວຽງຈັນ 
 

ພຳກ 1: ຄ ຳຖຳມຂ ໍ້ ມ ນກໍ່ຽວກັບບຸກຄົນ 

ກະລຸນາເລຶອກຂ ໍ້ ທ ີ່ ຖຶກກັບຕົວຂອງທີ່ານ 
1.1 ເພດ 

(  ) ຊາຍ (  ) ຍິງ 
 

1.2.ອຳຍຸ 

(  ) ຕ ີ່ າກວີ່ າ 20 ປ  (  ) 20-30 ປ  

(  ) 31-40 ປ   (  ) 41-50 ປ  

(  ) ຫລາຍກວີ່ າ 50 ປ  
 

1.3. ສະຖຳນະພຳບ 

(  ) ໂສດ  (  ) ແຕີ່ງງານແລໍ້ວ 

(  ) ອ ີ່ ນໆ ( ກະລຸນາລະບຸ )......................... 
 

1.4. ລຳຍຮັບປະຈ ຳເດຶອນ  

(  ) ຕ ີ່ າກວີ່ າ 1,500,000 ກິບ          (  ) ລະຫວີ່ າງ 1,500,000 – 3,000,000 ກິບ 

(  ) ລະຫວີ່ າງ 3,000,001 – 6,000,000  ກິບ            (  ) ຫລາຍກວີ່ າ 6,000,000 ກິບ 
 

1.5. ລະດັບກຳນສຶກສຳ 

(  ) ບ ີ່ ເຖ ງປະລ ນຍາຕ ຣ   (  ) ລະດັບປະລ ນຍາຕ ຣ 

(  ) ສູງກວີ່ າປະລ ນຍາຕ ຣ  
 

1.6. ສະຖຳນະພຳບທຳງດໍ້ຳນກຳນງຳນ 

(  ) ນັກຮຽນ & ນັກສຶກສາ   (  ) ພະນັກງານບ ລິສັດ 

(  ) ພະນັກງານລັດຖະກອນ  (  ) ວີ່ າງງານ 
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(  ) ເຈົໍ້ າຂອງທຸລະກິດ   (  ) ອຶີ່ ນໆ (ກະລຸນາລະບຸ)................................. 
 

ພຳກ 2: ພຶກຕິກ ຳຜ ໍ້ ອຸປະໂພກ-ບ ລິໂພກ 
 

1.7. ທໍ່ຳນເຄ ຍໃຊໍ້ຜະລິດຕະພັນສະບ ກໍ້ອນອຳບນ ໍ້ ຳຂອງປະເທດໄທຫ  ບ ໍ່ ? 

(  ) ເຄ ຍ   (  ) ບ ີ່ ເຄ ຍ (ກະລຸນາສະບູປະເທດໃດທ ີ່ ທີ່ ານ

ໃຊໍ້)................................. 
 
 
 
 

1.8. ປົກກະຕິແລໍ້ວທໍ່ຳນຊ ໍ້ ສະບ ກໍ້ອນອຳບນ ໍ້ ຳຫລຳຍປຳນໃດຕ ໍ່ ເດ ອນ ? 

(  ) 1 ອັນ  (  ) 2-3 ອັນ 

(  ) 4-5 ອັນ   (  ) ຫລາຍກວີ່ າ 6 ອັນຂ ໍ້ ນໄປ 
 
 

1.9. ສະບ ກໍ່ອນອຳບນ ໍ້ ຳຊະນິດໃດທ ໍ່ ທໍ່ຳນຖຶກໃຈ? (Likert scale ) (ລະດັບຄວາມ

ມັກ) 

ກະລຸນາຫມາຍ √ ໃສີ່ຫໍ້ອງຕາຕະລາງທ ີ່ ທີ່ ານຖຶກໃຈແລະພຶງພ ໃຈທີ່ານທ ີ່ ສຸດ 
 

ລະດັບຄວຳມມັກ 

 ບ ມັກທ ໍ່

ສຸດ 
ບ ໍ່ ຄໍ່ອຍ

ມັກ 
ປຳນກຳງ ມັກຫລຳຍ ມັກທ ໍ່ ສຸດ 

ແບບໂຟມ      

ແບບຟອງຫນາໆ      

ແບບໃສີ່ໆ      

ແບບນົມ      

ແບບມ ສ       

ແບບອີ່ອນໂອນ      

ແບບສະບູຢາ      

ແບບລົດສິວ      

ແບບສະຫມຸນໄພ      
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1.10. ປົກກະຕິແລໍ້ວທໍ່ຳນຊ ໍ້ ແບນໃດ? 

(  ) ແບນພາຍໃນປະເທດ( ກະລຸນາລະບຸ ).....................  (  ) ແບນຕີ່າງປະເທດ( 

ກະລຸນາລະບຸ )........................ 
 

1.11. ປົກກະຕິແລໍ້ວທໍ່ຳນປໍ່ ຽນແບນຂອງຜະລິດຕະພັນສະບ ຫລຳຍ

ປຳນໃດໃນຊໍ່ວງໄລຍະເວລຳ 6 ເດຶອນທ ໍ່ ຜໍ່ ຳນ 

(  ) ປີ່ ຽນເດ ອນ 1 ເທ ີ່ ອ 1   (  ) ປີ່ ຽນ 2 ເດ ອນເທ ີ່ ອ 1 

(  ) ຫລາຍກວີ່ າ 3 ເດ ອນເທ ີ່ ອ 1 
 

ພຳກ3: ປະເທດຕົໍ້ ນກ ຳເນ ດຂອງແບນ ( ຫລັກການປະເມ ນ: 5 ເຫັນດ ທ ສຸດ 4 

ເຫັນດ  3 ທ າມະດາ 2 ບ ີ່ ເຫັນດ  1 ບ ີ່ ເຫັນດ ທ ີ່ ສຸດ 
ກະລຸນຳຫມຳຍ √ ໃສໍ່ຫໍ້ອງຕຳຕະລຳງ 

 
 

 

ປະເທດຕົໍ້ ນກ ຳເນ ດ ລະດັບຄວຳມເຫັນດ  

 5 ເຫັນດ ທ 

ສຸດ 

4 ເຫັນດ  3 ທ ຳມະດຳ 2 ບ ໍ່ ເຫັນດ  1 ບ ໍ່ ເຫັນດ ທ ໍ່

ສຸດ 
ລະດັບການພັດທະນາທາງດໍ້ານເສດຖະກິດຂອງ

ປະເທດໄທຢູີ່ ໃນລະດັບສູງ 

     

ລະດັບການເມ ອງປະຊາທິປະໄຕຂອງປະເທດໄທຢູີ່ ໃນ

ລະດັບສູງ 

     

ລະດັບຂອງອຸດສາຫະກ າຂອງຂອງປະເທດໄທຢູີ່ ໃນ

ລະດັບສູງ 

     

ມາດຕະຖານການຄອງຊ ບ ຂອງປະເທດໄທຢູີ່ ໃນ
ລະດັບສູງ 

     

ລະດັບຄວາມກວໍ້າໜໍ້ າທາງດໍ້ານເທັກນິກຂອງປະເທດ

ໄທຢູີ່ ໃນລະດັບສູງ 

     

ສິນຄໍ້າຂອງທະເທດໄທມ ຄຸນນະພາບສູງ      

ເປັນການດ ທ ີ່ ຈະໃຊໍ້ຜະລິດຕະພັນຂອງປະເທດໄທ      

ຍ ນດ ທ ີ່ ຈະໃຊໍ້ຜະລິດຕະພັນຂອງປະເທດໄທ      

ການຊ ໍ້ ສິງຄໍ້າຂອງໄທເປັນທ ີ່ ຮູໍ້ ຈັກເພ ີ່ ມຂ ໍ້ ນແລະມ 

ຄວາມເຊ ີ່ ອຖ ຫລາຍຂ ໍ້ ນ 

     

ເຄ ີ່ ອງໝາຍການຄໍ້າຂອງປະເທດໄທເປັນທ ີ່ ຮູໍ້ ຈັກດ 

ແລະເຮັດໃຫໍ້ພູມໃຈເມ ີ່ ອຢູີ່ຕ ີ່ ໜໍ້ າໝູີ່ ເພ ີ່ ອນ 

     

ສະບູຂອງໄທເປັນທ ຮູໍ້ຈັກໃນລະດັບສູງ      

ຂໍ້ອຍມັກຈະໃຊໍ້ສະບູທ ມ ສະຫລາກຈາກປະເທດໄທ      

ສະບູທ ີ່ ມາຈາກປະເທດໄທມ ຄວາມແຂງແຮງທາງດໍ້ານ

ການຕະຫລາດຫລາຍກວີ່າ 

     

ຂໍ້ອຍມັກໃຊໍ້ສະບູຂອງປະເທດໄທ      
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ພຳກທ 4: ຄຸນນະພຳບຂອງສິນຄໍ້ຳ ( ຫລັກການປະເມ ນ: 5=ເຫັນດ ທ ສຸດ 4=

ເຫັນດ  3=ທ າມະດາ 2=ບ ີ່ ເຫັນດ  1=ບ ີ່ ເຫັນດ ທ ີ່ ສຸດ 
ກະລຸນຳຫມຳຍ √ ໃສໍ່ຫໍ້ອງຕຳຕະລຳງ  

ຄຸນນະພຳບຂອງສິນຄໍ້ຳ ລະດັບຄວຳມເຫັນດ  

 5 ເຫັນດ ທ 

ສຸດ 

4 ເຫັນດ  3 ທ ຳມະດຳ 2 ບ ໍ່ ເຫັນດ  1 ບ ໍ່ ເຫັນດ ທ ໍ່

ສຸດ 
ສະບູຂອງໄທທ ີ່ ຂອໍ້ຍມັກນັໍ້ ນສະທໍ້ອນໃຫໍ້ເຫັນເຖິງສິນຄໍ້າທ ມ ຄຸນ

ນະພາບດ ທ ີ່ ສຸດ 

     

ສະບູຂອງໄທທ ີ່ ຂອໍ້ຍມັກນັໍ້ ນສະທໍ້ອນໃຫໍ້ເຫັນເຖິງຄວາມແຂງແຮງ

ຂອງສິນຄໍ້າ 

     

ຂໍ້ອຍຄິດວີ່ າສະບູຂອງໄທມ ຊ ີ່ ສຽງທ ີ່ ຍາວນານ      

ການເລ ີ່ ອກໃຊໍ້ສະບູທ ີ່ ມ ຄຸນນະພາບຂອງໄທຊີ່ວຍໃນເລ ີ່ ອງຄວາມປອດ

ໄພຂອຜູໍ້ ໃຊໍ້ 

     

ການຊ ໍ້ ສະບູທ ີ່ ມ ຄຸນນະພາບຂອງໄທໃນລາຄາທ ີ່ ສູງຂ ໍ້ ນກ ີ່ ຈະໄດໍ້ ຮັບ

ປະໂຫຍດທ ີ່ ສູງຂ ໍ້ ນເຊັີ່ ນດີ່ຽວກັນ 

     

ສະບູທ ີ່ ມ ຄຸນນະພາບຂອງໄທມ ຄຸນນະພາບຄຸໍ້ມຄີ່າກັບເງ ນທ ີ່ ທີ່ ານຊ ໍ້       

ລາຄາຂອງສະບູຂອງໄທສະທໍ້ອນໃຫໍ້ເຫັນເຖິງຄຸນນະສົມບັດແລະຄຸນ

ນະພາບຂອງສະບູ 

     

 

ພຳກ5: ພຳບຫລັກຂອງສິນຄໍ້ຳ  ( ຫລັກການປະເມ ນ: 5 =ເຫັນດ ທ ສຸດ 4=ເຫັນ

ດ  3=ທ າມະດາ 2=ບ ີ່ ເຫັນດ  1=ບ ີ່ ເຫັນດ ທ ີ່ ສຸດ) 
ກະລຸນຳຫມຳຍ √ ໃສໍ່ຫໍ້ອງຕຳຕະລຳງ  

ພຳບຫລັກຂອງສິນຄໍ້ຳ ລະດັບຄວຳມເຫັນດ  

 5 ເຫັນດ ທ 

ສຸດ 

4 ເຫັນດ  3 ທ ຳມະດຳ 2 ບ ໍ່ ເຫັນດ  1 ບ ໍ່ ເຫັນດ 

ທ ໍ່ ສຸດ 
ສະບູຂອງໄທມ ຄຸນະພາບສູງ      

ສະບູຂອງໄທມ ຄຸນລັກສະນະດ ກວີ່ າຄູີ່ແຂີ່ງ      

ສະບູຈາກຄູີ່ແຂງມັກຈະມ ຄຸນນະພາບຕ ີ່ າກວີ່ າ      

ແບນສະບູຈາກໄທມ ລັກສະນະທ ີ່ ໂດດເດັີ່ ນແລະແຕີ່ກຕີ່າງຈາກ

ຄູີ່ແຂີ່ງ 

     

ແບນສະບູຈາກໄທບ ເຮັດເຄິຍເຮັດໃຫໍ້ ລູກຄໍ້າຜິດຫວັງ      

ແບນສະບູຈາກປະເທດໄທເປັນໜ ີ່ ງໃນແບນທ ີ່ ດ ທ ີ່ ສຸດຂອງ

ອຸດສາຫະກ າສະບູ 

     

ແບນສະບູຂອງໄທມ ຄວາມແຂງແຮງຫລາຍໃນຕະຫລາດ      
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ພຳກ6: ຄວຳມຕັໍ້ ງໃຈທ ໍ່ ຈະຊ ໍ້  ( ຫລັກການປະເມ ນ: 5=ເຫັນດ ທ ສຸດ 4=ເຫັນດ  3=

ທ າມະດາ 2=ບ ີ່ ເຫັນດ  1=ບ ີ່ ເຫັນດ ທ ີ່ ສຸດ)  
ກະລຸນຳຫມຳຍ √ ໃສໍ່ຫໍ້ອງຕຳຕະລຳງ  

ຄວຳມຕັໍ້ ງໃຈທ ໍ່ ຈະຊ ໍ້  ລະດັບຄວຳມເຫັນດ  

 5 ເຫັນດ ທ 

ສຸດ 

4 ເຫັນດ  3 ທ ຳມະດຳ 2 ບ ໍ່ ເຫັນດ  1 ບ ໍ່ ເຫັນດ ທ ໍ່ ສຸດ 

ຂໍ້ອຍພິຈາລະນາທ ີ່ ຈະຊ ໍ້ ຜະລິດຕະພັນສະບູທ ີ່ ມ ຄຸນນະພາບ

ຂອງປະເທດໄທແນີ່ ນອນ 

     

ເມ ີ່ ອໄປຊ ໍ້ ເຄ ີ່ ອງຂໍ້ອຍມັກຈະໃຫໍ້ຄວາມສ າຄັນໃນການເລ ອກຊ ໍ້

ຜະລິດຕະພັນສະບູທ ີ່ ມ ຄຸນນະພາບຂອງໄທ 

     

ຂໍ້ອຍຮູໍ້ສຶກຢາກຊ ໍ້ ຜະລິດຕະພັນສະບູທ ີ່ ມ ຄຸນນະພາບຂອງໄທ      

ຂໍ້ອຍຂະແນະນ າສະບູທ ີ່ ມ ຄຸນນະພາບຂອງໄທໃຫໍ້ກັບທຸກຄົນ

ອໍ້ອມຂໍ້າງຂໍ້ອຍ 

     

ຂໍ້ອຍຮູໍ້ສຶກດ ກັບການຕັດສິນໃຈເລຶອກຊ ໍ້ ຜະລິດຕະພັນສະບູທ 

ມ ຄຸນນະພາບຂອງໄທ 

     

ຂອໍ້ຍຍິນດ ແນະນ າແບນສະບູໄທໃຫໍ້ກັບຜູໍ້ ອ ີ່ ນ      

ຂໍ້ອຍຕັໍ້ ງໃຈຈະຊ ໍ້ ສະບູຂອງໄທຖໍ້າລາຄາສົມເຫດສົມຜົນ      

 


