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ABSTRACT

Economists believe that the behavior of consumers in one country in
relation to the commodity and services produced in the country is the main
factor affecting the economic development of that country. With the opening
of the economic integration into the region and the world, on the Vietnam
market today, consumers can easily learn and choose goods with multiple
quality levels of products, prices, types, different code samples, which are
produced from many different countries. Choose domestic or foreign goods?
Perhaps this is a question often posed to consumers when purchasing.

Thesis "Assessing the Factors Driving Customers to Purchase Domestic
Products in Vietnam: Examining the roles of national pride, ethnocentrism,
self-awareness" was performed for the purpose of examining the role the
concept of national pride, ethnocentrism, self-awareness, assess the value of
domestic goods and willingness to purchase consumer internal market in
Vietnam.

Furthermore, to discuss the moderating effect of marketing strategy and
self-efficacy on the proposed relationships. These relationships are proposed at
Vietnam market to test the integrated model. After collect and analysis data,

the result show that 13 hypothesis is significant and 1 hypothesis is rejected.

II



These findings provide an important implication for the companies which
intend to develop its products in the domestic market. This study also points
out that to achieve the best result, domestic companies should focus on seven
factors when building marketing strategies for their products in the domestic
market. Furthermore, some directions for possible future research are also

identified.
Keyword: Domestic Product, Consumer Decision-Making Style, National

Culture, National Pride, Marketing Strategy, Self-Awareness,
Ethnocentrism, Self-Efficacy
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CHAPTER ONE
INTRODUCTION

1.1 Research Motivation

Vietnam is a developing country in Asia with per capita income level are relatively low
and there are disparities between the regions. Vietnam aims to promote economic growth,
improve living standards of the people and strive to become developed countries in 2025. In
the process of pursuing this goal, the government recognized that sustainable growth that
Vietnam wants can’t depend too much on imported goods to serve the needs of the country.
The business needs to be supported to develop production, Vietnamese consumers need to
trust and willing to buy domestic goods, such should be able to compete with goods of the
countries in the region and the world. However, this is a difficult problem and needs more
time as well as efforts to change because the majority of consumers in Vietnam prefer foreign
products more than local goods.

Since opening the door to development towards a market economy, competition in the
market of Vietnam is becoming fierce. It is not just a war between enterprises in the country,
which also is the race between the products, the services of the different countries of the
world. Globalization is a concept that was mentioned a lot since Vietnam joined the WTO.
The integration brings many benefits, but also lead to many downsides. Domestic enterprises
will have to put more effort to survive in competition market, with the great wall appearance
of foreign rivals. The import goods join in the market which no facing rigid intervention of
tariffs. During the war between "domestic goods" and "foreign goods", besides the positive
signs showed the domestic goods still has a foothold in the consumer mind and are gradually
affirmed on the market, such as the" Vietnamese people use the free goods " campaign, the
awards honor Vietnam Goods" high quality", still many domestic businesses have to face
many difficult when foreign goods are dominant in home country. Even in recent times,
some Vietnam enterprise must go abroad to order produce their own products and importing
as exclusive distributors that aim to make their goods become "foreign product" to attract
customers.

So, once embarks on global integration, Vietnam businesses necessarily need to
understand domestic market, including finding out about consumer trends of Vietnamese:
What factors impact the consumer propensity use domestic goods? The particular answer is

more useful for Vietnam enterprises in the fierce competition with foreign brands in the



domestic market. With these reasons, I decided to choose research topics “Assessing the
Factors Driving Customers to Purchase Domestic Products in Vietnam: Examining the roles
of National pride, Ethnocentrism, Self-awareness”.

1.2 Research Background

Purchase intention has been affected by decision-making style of consumers that a
mental orientation characterizing approach of consumers to making the decision. Therefore,
in order to develop a marketing strategy we need to analyze this concept, through which can
better understand consumer behavior and market segmentation of the product (Sproles and
Kendall. 1986; Walsh et.al. 2001). Understanding the style decision-making of consumer is
essential for businesses both in and outside the country in creating business strategy and
build product marketing plans. Pan (2012) and Chung, Chen, and Lin (2012) suggested that
purchase intention is used to measure customers’ level of transformation into purchase
behavior towards a product, and it also as an index to forecasting consumers’ purchase
decision making. Purchase intention has attracted an interest of many researchers. Many
previous research finding provide rich information about the style decision-making of
consumer, but studies only focus on the relationship between local brand biases of the
customers and consumer behavior.

The tendency choosing to purchase domestic or foreign goods will be affected by
perceiving product quality (Wang & Chen, 2004). The objectivity quality is exceptional
characteristics of the product that can be measured and appraised based on criteria predefined
ideal (Zeithaml & CTG 1991). While perceive is opinion or the rating of the customer for
the excellence of product (Dawar, 1999, quoted in Alhabeeb 2007). Perceived quality,
therefore, as a subjective concept, and value and scope of it can change depending on the
subject and the type of product.

The previous studies had given the correlation between the evaluation of domestic
goods with the economic development of that country (Wang & Lamb 1983; Gaedeke 1973;
Toyne & Walters 1989; quoted in Wang & Chen 2004). In which, consumers tend to buy
products that are produced by countries with advanced technical and they judge that the
quality of production of that country better than a country with a lower technical skill (Wang
& Chen 2004). The studies also show that producing countries have an impact on the
perception of product attributes (Kaynak & Kara 2002)



Nowadays, with the rapid globalization, the world market will homogenization soon
and multinational companies will rapidly mark their presence in most countries in the world
to internationalize their brands (Bandara, 2014). With the advantage of modern technology
and the large capital resources, as well as professional skill and many year experiences in
the business, the multinational company easily occupied the market in the host countries.
This makes the domestic companies compete in fierce competition. Maintaining and
growing market share in the country have become a lot more difficult. To combat that,
domestic companies should analyze factors that can promote consumers to respond
positively to the domestic products, and then they need have a better understanding of the
influence of four major key factors: the national cultural, national pride, ethnocentrism and
personal awareness in promoting consumer purchasing and loyalty to domestic products.

National Culture has significant impact on value and Self-awareness, and also have a
significant impact on consumer behaviour (Leo, Bennet, & Hartel, 2005). National pride is
an aspect of national identity. It is a positive feeling that people feel for their country (Smith
& Kim, 2006). According to Quin (2011), national identity is the most characteristic trait of
a country through which people feel positive and proud of their country. Ethnocentrism is
included in the framework of national identity (Keillor & Hult, 1999), and national pride as
an important aspect of national identity, tied Ethnocentrism consumer used (De Mooij, 2010).
The concept of Ethnocentrism consumers reflect consumers' attitudes, feelings and behavior
towards domestic product is the object of pride and identity (Shimp & Sharma, 1987).
Further, some researchers indicated that consumers decide to choice domestic goods or
foreign goods based on level ethnocentrism of them (Shimp and Sharma, 1987)

1.3 Research Objectives

As introduced, this study will contribute additional for answers to two major questions:
What are the factors affecting the trend of domestic consumption? How do these factors
impact on this trend? The answer to these questions as clearly will more helpful to
consolidate domestic market of Vietnam's businesses during the period of fierce competition
with import goods.

Based on the above discussions, the research objectives of this research are as follows:
1. To investigate the effects of six factors: National Cultural, National Pride,
Ethnocentrism, Self-Awareness, Marketing Strategy and Self-Efficacy to consumer

preference for domestic products. Specifically, this study focuses on the role of



National Pride, Self-awareness and Ethnocentrism of consumers to understand the
consumer reviews of the product from the perspective of the host country or not.

2. To provide the guideline to local marketers identify the right audience of potential
customers and having the clearly understanding about factors promote consumer to
purchase domestic products such as Ethnocentrism and national pride and base on

that to build marketing strategies

1.4 Research Flow

This study began with choosing a research topic which is the effect of ethnocentrism to
willing customers to purchase domestic products but after reviewed and explored literature
that has many other factors relevant to ethnocentrism and purchase intention such as:
national pride, national culture, marketing strategy, self-awareness, self-efficacy. And
identify conceptual framework and hypotheses of this study, then the interrelationships

between the constructs are also made up.
The research methodology used mainly quantitative. Survey area in Ho Chi Minh city and

Hanoi city are the largest cities in Vietnam. The respondents are the consumer that over 18
years old and living and working in Vietnam. They were surveyed via email and direct

surveys.

Data analysis and hypotheses testing are analyzed with following techniques:

1. Factor Analysis

2. CFA

3. SEM

4. Hierarchical Regression

After analyzing data, results obtained from this study will provide suggestions for

future research. The flow chart of this research is shown in Figure 1-1
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Figure 1-1 Research flow

1.5 Structure of Research

The content of this study has five chapter. The summary of each chapter are as follow:

Chapter one: Introduction

This is overview chapter on the research topic, introducing about research motivation,
research background, research objectives, research flow and research structure.

Chapter two: Literature Review



This chapter will explain previous literature that related to national pride, ethnocentrism,
self-awareness, national culture, marketing strategy, self-efficacy and purchase intentions
are also explained. And then, it presents the theory basis and model of proposed research,
research hypothesis, as the basis for the following chapter.

Chapter three: Methodology

This chapter is presenting interrelationship between constructs, research on the
measurement methods and also discuss the experimental design, plan collect sample, plan
collect data, and data analysis method.

Chapter four: Result and Data analysis

Chapter four is presenting the results of statistical and analytical research. After
analyzing the data obtained by methods such as descriptive statistics, factor analysis,
reliability test, CFA, SEM and hierarchical regression, the results will be showed and
specific analysis. The results of data analysis associated with each research hypotheses are
also presented in this chapter.

Chapter five: Conclusion and Suggestion

Chapter five is presenting a summary of the significant findings and conclusions of this
study. It also summary the content of the research, managerial implications of the results,
through which mentions contributions research as well as the limitations research and

oriented the studies in future.



CHAPTER TWO
LITERATURE REVIEW

Chapter 2 will introduce the theoretical basis of the study. Through which the research
model and hypothesis about the relationship between the concepts in the research are
proposed. The content of this chapter will include the following sections:

1. The theoretical foundations

2. Definition of Constructs

3. Interrelationship among Research Constructs and Hypotheses Development
2.1 Theoretical Foundations

Many of the previous research have taken the doctrine prove culture have a huge impact
the behavior of consumers. According to Hofstede (1991) culture is the soul of a country, it
is the factor affecting to thinking and behaviour of people. Moreover, it helps to distinguish
the members of one group, community or country from those of another. Although
globalization has changed in part the way thinking and behave of people but the people from
different countries will always have different routine and tastes that are considered
characteristic standard rooted in their national cultures. National culture had strong impact
on personal awareness, raising national pride of every people in that nation. In addition,
culture is the source of ethnocentrism in each nation. Many marketers have become
convinced that the human role and the culture of individuals and ethnic are main factors
affect the consumer decision-making. So, how do these factors impact on consumer
decision-making? And how do we apply them to driving customers to purchase domestic
products? In the framework of research, we will consider two theoretical foundation to build
this models goal.

2.1.1 Ethnocentrism Theory

The term "ethnocentrism" was first used by William Graham Summer in 1906. It was
defined as a sociological phenomenon and it also been specific analysis in the article by
Shimp and Sharma (1987). It shows the view of a person about all things, which their
community is the center, is characteristic, is the measure of all things around. Until now it
has become an important factor and is used in many sociological studies and consumer
behavior. Ethnocentrism is a multidimensional construct that encompasses five dimensions:
prosociality, cognition, insecurity, reflexiveness, and habituation (Siamagka and Balabanis,

2015). Overall, in sociology and psychology, the ethnocentric concept is understood as self-



conception tendencies, self-assessment of the individual about their race, their community
that has higher quality than other communities. It is a common phenomenon can affect every
interaction between different communities (Sinkovics & Holzmuller 1994). According to the
broader view, ethnocentrism makes people thinks their community, their group is the center
of everything and they rely on their community's standards to evaluate everything (Sumner
1906, p. 13)

In marketing activities, ethnocentric known by the term "consumer ethnocentrism"
(Shimp & Sharma 1987), as a unique form of ethnocentric, and is a concept that characterizes
consumer behavior research. Consumer ethnocentrism mention to the belief of consumer
about morality and appropriate of buying foreign products (Shimp and Sharma 1987). Some
previous studies had also mentioned that consumers think the purchase of foreign goods is
not right, even as unpatriotic because it could hurt the economy of country (Klein, 2002;
Netemeyer et al., 1991; Sharma, Shimp, & Shin, 1995; Shimp & Sharma, 1987) Consumer
ethnocentrism is a form of Ethnocentrism in economic aspect. People will prioritize domestic
consumer goods because they fear that buying imported products will hurt the economy and
cause unemployment (Verlegh 2007). Consumers have high ethnocentrism tend to prefer to
use domestic goods. The ethnocentric trend makes consumers buy domestic goods although
product quality lower than import goods (Wall & Heslop 1986, quoted in Wang & Chen
2004); ethnocentric have the important role when it is believed that the interests of countries
and individual are threatened by imports (Sharma & CTG 1995; Shimp & Sharma 1987).
Some researchers have suggested that consumer ethnocentrism is a type of prosocial
behavior because consumers may need to ignore concerns about the quality and price to
purchase the domestic products (Powers and Hopkins 2006). Consumer ethnocentrism is
very important factor in building a global brand (Alden et al. 2013). In marketing activities,
ethnocentrism has known by the term "consumer ethnocentrism" (Shimp & Sharma 1987),
as a unique form of ethnocentrism, and that is a concept that characterizes for consumer
behavior research. Besides, it is also important to global positioning (Westjohn, Singh, and
Magnusson 2012) and market entry mode decisions (Fong, Lee, and Du 2014).

Consumer ethnocentrism has been measured using the CETSCALE (consumer
ethnocentrism tendencies scale), a reliable scale with proven predictive validity.
CETSCALE focuses on the purchase domestic goods trends and measures the economic

manifestation of national identity (Lanz & Loeb, 1996). Consumers choose to buy domestic



products for various reasons such as the familiar, the belief that they are helping the country's
economy, create more jobs and bolster national pride (Pecotich & Ward, 2007). Leverage
this theory, modern marketers usually create campaign messages that encourage consumers
to buy domestic products as a way to show national pride and loyalty to the country.

Ethnocentrism has also been mentioned in some previous studies in Vietnam.
Accordingly, the results of this study have concluded that consumer ethnocentrism has a role
in impacting consumer trends internal or foreign goods. In particular, research on factors
affecting domestic consumer trends has concluded that ethnocentric consumers have a
positive impact on domestic consumption trend of Vietnam; when a person has high
ethnocentrism, they tend to glorify goods are manufactured in their own country, then they
tend to internal consumption (Nguyen Dinh Tho and Nguyen Thi Mai Trang 2008, page
221).

Although ethnocentrism term might seem strange in Vietnam, but the application of
ethnocentrism, in fact, has been used in the advocacy program "Vietnamese people use
Vietnamese goods". A survey of Vina-research company in May 2013 on the impact of the
program "Vietnamese people use Vietnamese goods" implemented in the period 2009-2012,
showed that the most majority reason of respondents group that said "yes" with Vietnam
products is an attempt to "Express patriotism" and "to promote economic development".
2.1.2 Self-awareness Theory

Shelley Duval and Robert Wicklund had published the first critical Self-awareness
theory in the early 1970s, they said that self-awareness is the ability to look inside yourself,
to think deeply about your behavior, and connected to the ethical standards and human values
(Shelley Duval and Robert Wicklund's 1972). People are not only capable of perception,
feeling about the world and the things around. People also have the ability to be aware of
thoughts, beliefs, attitudes, feelings and their inner state. That is self-awareness. The
researchers also pointed out that a person can focus on themselves or on the external
environment in the same moment. When they self-focused, they will compare themselves
with the proper standards and based on this to feel, think and behave. This is the process
helping people change behavioral and awareness through self-compare yourself with proper
standards. So might say self-awareness is an important aspect of self-control.

The researchers do this by placing a large mirror in front of subjects, filming them,

having someone to hear their voice recordings. The degree of self-awareness is then



measured using people's self-referential themselves and recognize themselves about relevant
information. Research has shown that when human behavior is not consistent with the
standards of the individual, they feel discomfort, dissatisfaction, and other negative feelings.
Conversely, when the behavior and their values are linked, they feel more confident and
positive. Self-awareness also helps individuals deepen understanding of attitudes, opinions,
and their own understanding.

Self-awareness theory was strongly supported by many studies from the 1970s (Dual
and Silvia 2001). Self-awareness is essential for people, it helps to reduce the gap between
their actions and their ideals. Many previous studies have shown that a person's actions will
not involve their personal standards when they are not self-focused. When people self-
focused, they will tend to compare ourselves with the standards and try to achieve it, and
they will feel disappointed if they do not meet those standards. When people recognize
having the difference between their behaviour and standard, they should enhance self-
focused to reduce the gap of difference (Gibbons 1990). Self-awareness has a direct
consequent impact on consumer decision-making and the ease of preference formation
accompanying private self-awareness makes people more willing and able to rely on their
personal preference weights (Goukens, Dewitte & Warlop, 2010).

Besides that, the self-awareness theory divided into two types: public self-awareness
and private self-awareness (Buss 1980; Carver and Scheier 1981; Froming, Walker, and
Lopyan 1982). Private self-awareness refers to the perception of an individual person from
the perspective of their own as looking in the mirror and self-recognition, whereas public
self-awareness refers the perception of an individual person from the perspective of others
as standing in front of the audience (Fejfar and Hoyle 2000). This research will focus on
private self-awareness.

2.2 Definition of Constructs
2.2.1 National Culture

Consumers' views with regards to any product are strongly influenced by culture.
Consumption choice of the people can be understood based on culture backgrounds. Culture
is the traditional values and morals of a community, a nation. Culture is the basis to form
beliefs, behavior, and priorities of the people. At the same time, it has the certain influence

on people's perception of an object, event or product. Kotler & Armstrong said that culture
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will constantly development values, attitudes and thus the social system will change and
develop with time. This is really good (Kotler & Armstrong 2010; Solomon 1996)

According to Laroche, national culture is the lifestyle, behavior, communication that is
rooted in common values and the conventions of society (Laroche et al, 2004). Within the
national culture, has many different small subcultures but all towards a common cultural
value of the entire nation. National culture is a factor that leads to differences in the
implementation of promotional marketing programs in each country (Tse et al. 1988).
Considering the values and needs of specific groups create advantages in the application of
appropriate marketing strategy for each company. Sometimes, customers switched to
purchase other products because it has the equilibrium with the interests, values, and their
cultural norms.

Many previous studies have given the specific evidence on the differences of the
strategy to build brand image (Roth 1995) and the effectively of emotional advertising based
on national culture (Aaker and Williams 1998). Kahle (1983) have found relationships
between individual values and cultural values while studying consumer behavior across
countries. Kahle (1983) argues that trust is determinant of consumer behavior that been
influenced by national culture. So may say the nation's cultural factors have a strong impact
on consumer behavior and marketing strategy of the business. National culture has five
aspects such as uncertainty avoidance, individualism-collectivism, power distance,
masculinity-femininity and long-term orientation (Hofstede, 1980). But this study, national
culture will be divided into four dimensions: (1) individualism/collectivism, (2) uncertainty
avoidance, (3) masculinity and (4) power distance because long-term orientation doesn't fit
the context of this research.

2.2.2 National Pride

National pride is formed and developed base on ethnic identity in which each person
considers themselves a member of a nation that shares the same culture, politics, and
economy. Smith & Kim (2006) confirmed that national pride is the positive sentiment of
people toward their country.

According to (Evans & Kelly, 2002), national pride and national identity strengthen
each other. Besides, De Mooij also pointed out that national pride is an aspect of national
identity which tied consumer Ethnocentrism (De Mooij, 2010). Therefore, in a certain degree,

national pride will spur individuals to choose domestic products.
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2.2.3 Ethnocentrism

The term "ethnocentrism" was first used by William Graham Summer in 1906. It was
defined as a sociological phenomenon and it also been specific analysis in the article by
Shimp and Sharma (1987). It shows the view of a person about all things, which their
community is the center, is characteristic, is the measure of all things around. Until now it
has become an important factor and is used in many sociological studies and consumer
behavior. Consumers’ local bias is an important factor of domestic product purchase
behavior. Consumer ethnocentrism directly affects willingness to buy products (Alexander
Josiassen, 2011). According to the broader concept, ethnocentrism makes people thinks their
community, their group is the center of everything and they rely on their community's
standards to evaluate everything (Sumner 1906, p. 13). Furthermore, Ethnocentrism makes
individuals tend to evaluate every issue from the viewpoint of one's own culture. Under this
study, ethnocentrism will be divided into five dimensions: (1) prosociality, (2) cognition, (3)
insecurity, (4) reflexiveness, and (5) habituation (Siamagka and Balabanis, 2015).

2.2.4 Self-awareness

Shelley Duval and Robert Wicklund had published the first critical Self-awareness
theory in the early 1970s, they said that self-awareness is the ability to look inside yourself,
to think deeply about your behavior, and connect to the ethical standards and human values
(Shelley Duval and Robert Wicklund's 1972).

Individuals been influenced by national culture should bring a lot of standards which
called cultural standards derived such as loyalty, selflessness, conservative... The research
shows that standards remain hidden until an individual self-awareness, the ability to self-
reflection, individuals will pay attention to the difference between behavior and their
standards. In this article, we focus on individual self-awareness and analyzing its influence
on customer behavior. Finally, we discuss the significance of individual self-awareness in
the decision-making process of consumers. And then given management tactics to promote
self-awareness to affects buying decisions.

2.2.5 Self-efficacy

Self-efficacy refers to the impact of the actions can affect a person's life. It is a very
important aspect of human behavior developed by Albert Bandura (1995). Bandura said that
self-efficacy is the belief in one's self that they can control and solve situations happening in

the future. A number of previous studies have also mentioned this term. According to
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(Snyder & Lopez, 2007), self-efficacy is the ability and believe of each person that they can
solve certain situations in future. Self-efficiency is an important factor, it can affect
motivation, behavior, performance and the determination of an individual. If a person
believes that they have the ability to succeed, they will make every effort to achieve that.
Lunenburg (2011) suggested that self-efficacy is an aspect or consequence of self-esteem
2.2.6 Marketing Strategy

Before going to learn about the marketing strategy, we need review "What is the
marketing?”. Marketing term was first launched in the US in the early twentieth century. It
spread to Europe, Asia, and Vietnam in the 1980 Marketing word derived from "market" and
then addition tail "ing" meaning approach. Marketing is a form of human activity in order to
satisfy the needs and wants of them through exchanges. Marketing is a science research on
the business activities related directly to the transportation flow of goods or services from
the producer to the consumer to find out the effective measures to protect, maintain and
develop the market. Marketing also applied in many areas of society.

Strategic Marketing is the way that businesses take to achieve marketing objectives and
typically involves 4P. The goal that companies want to achieve on the market as product
volume, market share target is called marketing goal. A good marketing strategy will help
companies increase revenue and profits from the limited resources and thus achieve a
sustainable competitive advantage in the market.

In the framework of this study, we will analyze the effects of the marketing mix to
consumer behavior. Marketing mix is tool that combines many activities and various
marketing techniques for purpose of marketing a product or service. The marketing mix term
was used for the first time in 1953 by Neil Borden. Then, a famous marketer, E. Jerome
McCarthy, proposed classification 4P in 1960 including Product, Price, Place and Promotion
(McCarthy, Jerome E, 1964). According to Kotler and Armstrong (2012), marketing mix is
a set of marketing tools including product, price, distribution and promotion. Marketing mix
strategies are used to achieve the marketing goals in target markets. Marketing mix needs to
focus on the end customer to develop a strategy. Note that the four Ps represent the views of
the seller and it is designed to influence buyers. This can be seen in Figure 2-1.

1. Product

The first element in the marketing mix is the product. In any industry, the product is a

core element in every company and each business has their own products. Product is a
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tangible object or an intangible service is produced or provided on a large scale with a
specific weight of the unit. According to Ennew and Binks (1999), product is what you have
to offer in order to satisfy market demand and customer satisfaction. Customers purchase a
product because of many factors including partially impact of marketing strategy. Normally,
the marketer emphasis on product quality. But different individual perceives will have
different quality standard. So in addition to product quality, they also invest in packaging,

design...and other associated services to attract customer

Marketing mix

Prodyct/ Pricé Pl}ce

P\romotion

* Quality * Allowance  Channels * Advertising
* Design * List price * Inventory * Promotion
* Brand name * Discount * Location * Public relation
 Packaging » Payment » Coverage * Customer
* Service period * Transport service
* Warranties * Credit terms « Assortment * Personal
* Features selling
* Size
Figure 2-1 The Marketing Mix (Kotler 1990)
2. Price

Price, 2nd letter P in the marketing mix strategy, it is the cost that consumer must pay to
get the product or service of the provider. It is determined by several factors such as the cost
of raw materials, brands, competitive products and value perceived by the customer to the
product. The pricing in a competitive environment is not only important but also extremely
challenging. According to Lindsay, and Evans (2011), providers must find ways to meet the
needs of consumers with lower prices to improve competitive advantage in a competitive

market. This is a very important element in the marketing mix.
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3. Place

Place, 3rd letter P in the marketing mix strategy, that is how to target customers of the
enterprise have access to the products quickly, convenience, through building the
distribution systems. The distribution channel can include any physical stores and virtual
stores on the Internet. The supply of the product to the place and at a time when customer
requirements are one of the most important sides of any marketing plan.

4. Promotion

Promotion is simply how to target customers know your products and services. It's all
work to ensure that customers get to know about the product or service of the company, have
a good impression on them and execute real transactions. Promotion includes factors such
as advertising on television, radio, newspapers, billboards, public relations, sales
organization and sales promotion...

This is the important factor in marketing campaign. Ennew and Binks (1999) said that
promotion as part of the marketing mix elements is an instrument which firms uses to
communicate with their potential consumer. This helps product further spread and more
widely known.

2.3 Interrelationship among Research Constructs and Hypotheses Development

Brand awareness is increasingly becoming an important factor for consumers.
Consumers evaluate other domestic products with the products are manufactured overseas
(Herche, 1992). Depending on each country, consumers evaluate domestic products
differently than products made in foreign country. Toyne and Walters (1989) said that, there
is a positive correlation in the evaluation of the product in the country and the economy of
the country of origin. In developing countries, consumer prefer the imported products more
(Agbonifoh & Elimimian 1999; Wang et al. 2000). While in the developed countries, the
picture quality of the imported product is lower than domestic products (Agbonifoh &
Elimimian 1999; Wang et al. 2000). To find more in-depth explanation on the causal
relationship of these important factors significantly impact the perceptions and behavior of
consumers towards domestic products, we offer following assumptions:
2.3.1 The Effect of National Culture

This study proposes that national culture has a positive effect on national pride, self-
awareness, ethnocentrism and intention to buy. According to Hofstede (1980), culture is the

common mental foundation of people in a certain environment and it can be transferred from
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generation to next generation through socialization (Hofstede 2001). National culture has
five aspects such as uncertainty avoidance, power distance, individualism /collectivism,

masculinity-femininity and long-term orientation (Hofstede, 1980).

National
pride

Intention to
purchase toward
domestic product

Self-
awareness

National
culture

H4

Figure 2-2 The effect of national culture

These are factors that distinguish a nation specific from other countries. In this study,
national culture is divided into four aspects: uncertainty avoidance, individualism/
collectivism, power distance and masculinity-femininity. Tim Adensor has questioned the
link between national culture and national identity: How do cultural icons reproduce and
transform a sense of national identity? Tim said that the culture and daily life are important
components of national identity that the recent study on national identity was ignored. At the
same time, he added that the strong interaction between the culture of self-consciousness and
national identity and social habits are grounded ("National identity, culture and everyday life
Cool", Tim Adensor, p. 17). Consequently, the national culture is the foundation for the
construction and development of national identity in which national pride, ethnocentrism
and cultural self-awareness as an important aspect.

Culture is a system of values, beliefs, traditions and behavioral norms are formed,
developed, inherited through generations. Culture is absorbed within family life, then being
in school and in society. Culture is the underlying cause and also the first factor leads the

human behavior in general and in particular consumer behavior. It is the consumer culture.
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Style dress, consumer perception of the value of goods and express themselves through the
consumer ... are strongly influenced by culture. People with different cultures will have
different consumer behavior.

In society, personal consumer style will express their's own personality and social
relationships are built based on their cultural foundations. Culture plays a really important
role directly impacts on belief, behavior of an individual as well as consumer behavior.

According to (Mooij & Hofstede, 2011), there is a growing interest among researcher
in cultural understanding to bind the consumer behavior. Many companies ignore the
influence of culture in building marketing strategies and results in reduced profits rather than
increasing efficiency (Mooij and Hofstede, 2002, p. 61). National culture directly affects
consumer financial decision making (J. A. Petersen, T. Kushwaha, & V. Kumar, 2015).
According to Mooij and Hofstede (2002), the impact of national culture leads to consumer
behavior inconsistent with each other. In the study of cross-national consumer behavior,
Kahle (1983) have shown the relationship between personal values and cultural values.
Kahle said that consumer value is the global belief, as a key factor of consumer behavior. So
we can say the nation's cultural factors have a strong impact on consumer behavior. Hence,
it 1s reasonable to expect that the culture will affect national pride, self-awareness and
Ethnocentrism:

Hi: National culture will be positively related to National pride

H>: National culture will be positively related to Self-awareness

H3: National culture will be positively related to Ethnocentrism

Hy: National culture will be positively related to intention to purchase domestic

products.

2.3.2 The Effect of National Pride

This study proposes that national pride has a positive effect on ethnocentrism, self-
awareness and intention to buy. Some recent studies have shown the national identity and
ethnocentrism of consumers have a positive relationship with each other (Dmitrovic, Vida,
and Reardon, 2009; Vida, Dmitrovic, & Obadia, 2008). Therefore, national pride, as an
important aspect of national identity, will also affect ethnocentrism of consumer. Besides,
individuals are often affected by the national culture and national identity should bring a lot
of standards called cultural standards are derived. These standards always exist in the minds

of every individual until they realize it affect their behavior. National pride is not only
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emotion but also it is pride, recognition of specific national achievements and symbol (Quin,
2011). According to Miiller-Peters (1998), people through cultural-historical pride and

political-economic pride to express national pride.

W

Self-
awareness

National
pride

Intention to
purchase toward
domestic product

Figure 2-3 The Effect of National pride

National achievements are seen as the image of the country that show the country’s
capability can produce good quality products. Consumers choose to buy domestic products
for various reasons such as the familiar, the belief that they are helping the country's
economy, create more jobs and bolster national pride (Pecotich & Ward, 2007). Base on
describe reasoning and previously discussed theoretical basis, the following hypothesises are
proposed:

Hs: National pride will be positively related to Ethnocentrism of consumer.

Hs: National pride will be positively related to Self-Awareness.

H7: National pride will be positively related to intention to purchase domestic products.
2.3.3 The Effect of Ethnocentrism

This study proposes that ethnocentrism has a positive effect on self-awareness and
intention to purchase domestic product. According to Shimp & Sharma (1987), based on
ethnocentrism, consumers evaluate the product category from the perspective of domestic
origin, regarded them as an object of pride and attachment (Shimp & Sharma, 1987). Hence,
home country image, as well as domestic products, have emotional and symbolic value for
ethnocentric consumers. Besides, individuals are often affected by the national culture and

national identity should bring a lot of standards called cultural standards are derived. These
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standards always existed in the minds of every individual until they realize it affect their
behavior. Therefore, ethnocentrism, as an important aspect of national identity, will also

affect self-awareness as well as consumer behavior.

Self-
awareness

\x%

Intention to
purchase toward
domestic product

Figure 2-4 The Effect of Ethnocentrism
Base on ethnocentrism theory in literature and arguments above, we offer following
assumptions:
Hs: Ethnocentrism will be positively related to Self-Awareness

Hoy: Ethnocentrism will be positively related to intention to purchase domestic products.

2.3.4 The Effect of Self-awareness

H10

Intention to
purchase
toward

Self-
awareness

v

Figure 2-5 The Effect of Self-awareness
This study proposes that Self-awareness has a positive effect on intention to buy. When
people self-focused, they more aware of their attitudes and beliefs, so the self-awareness so
very important for buyers and sellers (Duval and Wicklund 1972). Base on self-awareness
theory in literature, the core value of self-awareness is help people to reduce the gap between
their actions and their standards. Many previous studies have shown that a person's actions

will not involve their personal standards when they are not self-focused. The research of
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Caroline Goukens (2010) showed that self-awareness trend has a direct effect on consumer
decision making. Thus, we can propose hypothesis:

Ho: Self-awareness will be positively related to intention to purchase domestic products.
2.3.5 The Moderating Effect of Marketing Strategy

This research proposes that marketing strategy will strengthen the effect of national pride
and self-awareness on intention to buy. Sales promotion and advertising as 2 types of
marketing that can result in increasing sales volume with less profit (Pickton and Broderick,
2005). Others also agreed that sales promotions’ is aiming to influence consumer buying
behavior by introducing new brand product which is going to be targeted the customers who
have no previous experience with it (Solomon, Marshall and Stuart, 2008; Kotler and

Armstrong, 2004).

Self-
awareness

Intention to
purchase toward
domestic product

Marketing
Strategy

National
pride

Figure 2-6 The moderating effect of marketing strategy

Base on national pride and self-awareness theory as well as assumptions about them,
modern marketers usually create campaign messages that encourage consumers to purchase
domestic products as a way to show national pride and loyalty to the country.

The campaign messages can impact on self-awareness of customer, evoking national
pride and that can be shown in product advertising content or creative expression on the
product packaging or combination of both. The marketing campaign will be based on four
marketing tools of the marketing mix as product, price, place and promotion. The challenge
for marketers is to build effective marketing strategies to support for national pride and self-
awareness elements to promote consumers choose to buy domestic products. Thus, the

following hypothesises are proposed:
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Hi1: Marketing Strategy will strengthen the effect of Self-awareness on the intention to
purchase domestic products.
Hi2: Marketing Strategy will strengthen the effect of National pride on the intention to
purchase domestic products.
2.3.6 The Moderating Effect of Self-Efficacy
This study proposes that self-efficacy will strengthen the effect of self-awareness and
ethnocentrism on intention to buy. For consumer behavior, routine behavior does not induce
self-reminder of capacity. But when there is a change to the task demands in the situation,
self-efficacy belief will be re-evaluated. The impact of self-efficacy on the consumer reaction
has been conducting research on a variety of experimental research in marketing such as the
different marketing communication operations (Block & Keller 1997; Rummel, Goodwin,
& Shepherd 1990), and assessment and behavioral responses to new technology (Ellen,

Bearden, & Sharma 1991).

Self-
awarenes

Intention to
purchase toward
domestic product

Self-
efficacy

Figure 2-7 The moderating effect of self-efficacy

Theo Lawson (2001), the effects of self-efficacy on consumers need to be concerned
more attention because of both theoretical and empirical evidence suggests that self-efficacy
influential in many important areas, such as the activities of the consumer to pursue and
avoid (Bagozzi & Lee, 1999; Lawson 2001). According to Duhan (1997), it may affect how
to consumers plan and implement the different stages of decision making, and information
processing. Self-efficacy can be combined with the level to which consumer manage and

pass challenges or obstacles to their target consumers and market interactions. Finally, self-
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efficacy may affect the level of consumer satisfaction (Bozoian, Rejeski & McAuley 1994)
and has the positive reviews for a product (Ellen, Bearden & Sharma 1991). Based on the
Ethnocentrism and self-awareness theory in literature and this described reasoning, the
following hypothesises are proposed:

Hisz: Self-efficacy will strengthen the effect of Self-awareness on the intention to

purchase domestic products.

Hiq4: Self-efficacy will strengthen the effect of Ethnocentrism on the intention to

purchase domestic products.
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CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY

This chapter will introduce the research methods used to develop and evaluate
measurement scale and check the hypothesis and models that be proposed. Chapter 3
includes parts: Research framework, Research hypotheses, Research design, Constructs
measurement and questionnaire designs and Data analysis procedures.

3.1 Research Framework

Marketing

National

Intention to

National

purchase toward

Self-
efficacy

Figure 3-1 Research framework

This study focuses on investigating consumer behavior toward domestic products that
provide important practical implications for brand managers who market their brands. Most
previous studies just focus on a specific aspect as the culture, ethnocentrism, national identity
and they have not given the overall pattern of the factors that influence the customer choices
to buy domestic products. This study based on the proven theory as Ethnocentrism and Self-
awareness. At the same time combined them with the results of previous research to build
up a model (fig. 3). Six factors suggested in this model include: national culture,

ethnocentrism, national pride, self-awareness, self-efficacy and marketing strategies. In
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which we focus on analyzing the impact of ethnocentrism, national pride and self-awareness
to behavior purchase domestic products by consumers.
3.2 Research Hypothesis
Based on the literature review that has been mentioned in chapter 2, fourteen hypotheses
are developed in this study. First, H1, H2, H3 and H4 tested the effect of national culture on
national pride, ethnocentrism, self-awareness and intention to purchase domestic products.
Second, H5, H6 and H7 tested the effect of national pride, self-awareness and intention to
purchase domestic products. Third, H8 and H9 tested the effect of ethnocentrism on self-
awareness and intention to purchase domestic products. Fourth, H10 tested the effect of self-
awareness on intention to purchase domestic products. Fifth, H11 and H12 tested the
interaction effect between marketing strategy, self-awareness and national pride on intention
to purchase domestic products. Sixth, H13 and H14 tested the interaction effect between
self-efficacy, self-awareness and ethnocentrism on intention to purchase domestic products.
Thus, the hypotheses are as follows:
Hi: National culture will be positively related to National pride
H>: National culture will be positively related to Self-awareness
H3: National culture will be positively related to Ethnocentrism
Hy: National culture will be positively related to choosing Domestic Products of
Consumer
Hs: National pride will be positively related to Ethnocentrism of consumer.
Hs: National pride will be positively related to Self-awareness.
H7: National pride will be positively related to choosing Domestic Products of
Consumer.
Hs: Ethnocentrism will be positively related to Self-awareness
Ho: Ethnocentrism will be positively related to choosing Domestic Products of
Consumer.
Hio: Self-awareness will be positively related to choosing Domestic Products of
Consumer.
Hii: Marketing Strategy will strengthen the effect of Self-awareness on the Intention to
Purchase Domestic Products
Hi2: Marketing Strategy will strengthen the effect of National pride on the Intention to

Purchase Domestic Products.
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His: Self-efficacy will strengthen the effect of Self-awareness on the Intention to
Purchase Domestic Products.
Hiq: Self-efficacy will strengthen the effect of Ethnocentrism on the Intention to
Purchase Domestic Products.
3.3 Research Design

This study was conducted by quantitative method. Quantitative research is the method
includes the surveys opinions of customers through questionnaires, which help companies
to improve their products and service and provide the information to help them giving
decision better. (Edmunds 1996)

Quantitative research is to ask people to give their opinions logically. For a reliable data
and results, the sample must be large enough and drawn from the target market. Quantitative
studies need have statistical values for a clear purpose and quantitative results. The research
will be conducted according to the following steps:

(1) Questionnaire design

(2) Preliminary research

(3) Formal research
3.3.1 Questionnaire Design

The designing questionnaire is to identify the necessary information from the
respondents and how to collect it the easiest (Green Tull and Albaum, 1988). Indeed, many
important factors to be decided at this stage. The main matter is the development of an
instrument that is clear and easy to understand and manage (Craig and Douglas, 2000). These
questions need to be consistent with the culture of the respondents. And it is important to
build the question of how to obtain the necessary information and misunderstandings are
avoided. This research questionnaire uses 5 points strongly agree to strongly disagree of
Likert scales.

3.3.2 Preliminary Research

Preliminary studies were conducted in Vietnam focused on two biggest cities is Hanoi
and Ho Chi Minh City by the draft questionnaire designed. The draft questionnaire was
composed following the format of the services survey form created by Google Documents.
Then, this questionnaire was shared via email to 130 peoples. The result was obtained
100/130 feedback after about 2 weeks. 100 original samples will be used to assess

preliminary the scale and research concepts before proceeding with formal study.
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For a preliminary assessment of the scale draft, 100 samples will be analyzed with SPSS
20 to considering reliability coefficient Cronbach’s alpha and analysis discovered factor
EFA (Exploratory Factor Analysis, referred to as the method EFA):

(1) The draft scale was assessed reliability through Cronbach's alpha coefficient. In
addition, by observing column "the correlation coefficient variables - total"
(Corrected Item-Total Correlation) of table "the Statistics table variables-total"
(Item-Total Statistics), the bad variable will be removed if the variable
correlation coefficient variations-total < 0.3 (Nunnally & Bernstein 1994). Scale
1s considered good if Cronbach's alpha is 0.7-0.8. In this research, measurement
items with factor loadings greater than 0.6 were selected as members for a
specific factor.

(2) Next, EFA method is used to test the convergence of the component variable of
the concept. The variable have factor loading < 0.5 will be disqualified (Nunnally
& Bernstein 1994), thus helping shortened a set of observed variables to a set of
factors. In addition, Total Variance Cumulative will also be tested if achieving >
50% (Gerbing & Anderson 1988). This method can help assess preliminarily the
draft scale. After the type of the variable is not satisfactory, the remaining
variables will be taken into the complete scale of the official questionnaire that
used for formal quantitative research.

After conducting a preliminary research, four items of self-awareness construct and 6
items of self-efficacy construct were excluded because they did not fit the context of this
study. The last scale used for formal study included 71 items.

3.3.3 Formal Research

Formal Research is done by quantitative methods through questionnaire surveys with
the measurement scales after considering the type of unsatisfactory variations. This research
step is used to re-test the official scale and model research (discussed in chapter 2)

(1) Sampling Plan

This study used convenience sampling because it helps to obtain basic data related to
the study without complications as the use of a random sample. Although it has disadvantage
as not representative of the entire population, but can accept in hypothesis test, so

convenience sampling was selected by the limits of time and cost. Regarding sample size,
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research uses methods: EFA, CFA, MANOVA and SEM model, so the sample size must
ensure fit to use the above method.

The determination of sample size when using EFA method based on two factors: first,
the minimum size; second, the number of measurement variables included in the analysis.
Using linear structural model SEM requires large sample sizes follow reason large sample
distribution theory (Raykov & Widaman 1995). But how the sample size was called large?
It still has not been clearly defined. Some research indicates that the sample size should be
at least 50, preferably at the rate of 100 and ratio of observations/items is 5: 1, preferably 10:
1 (Hair & CTG 2010). Other researchers argue that the sample size should be 200 (Hoetler
1983).
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[ Literature Review ]

Preliminary research

Preliminary quantitative research
* Survey via questionnaire, n = 100
* Preliminary Assessment scale

'

Formal research

4 )

Formal quantitative research

+ Survey via questionnaire, n = 330
+ Analysis: EFA, CFA, SEM and
Hierarchical regression analysis

- /

\4

[ Result ]

Figure 3-2 The process research

This research intends to collect 300 samples. In order to exclude case the answer

unsatisfactory and ensure minimum sample size of 300, the questionnaire was prepared as

450 (estimated greater than minimum limit as 50%, including the questionnaire

unsatisfactory). Data collection methods include:

(1) Survey via email with the questionnaire drafted following the format of the

services survey form created by Google
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(2) Survey directly with consumers mainly in Ho Chi Minh city (convenience
sampling).

After one month, data was collected with 380 valid responses. After using Execl and
SPSS 20 to clean and process data, the actual sample for this study size was 330. The sample
size of more than 300 elements are said to be suitable (Comrey & Lee, 1992) and can be
applied to multivariate study in this case. Process research is summarized by Figure 3-8
above.

3.4 Constructs Measurement and Questionnaire Design

In this research, eight major constructs were operationalized: (1) national culture, (2)
national pride, (3) ethnocentrism, (4) marketing strategy, (5) self-awareness, (6) self-efficacy,
(7) intention to purchase domestic products and (8) personal demographic information.
Descriptions for other research constructs were adapted for the cause-related marketing
context based on previous literature. The measurement scales were developed based on a
review of previous researches that consistent with the definitions of the constructs used in
this research. Each construct will be measured by five point Likert scale (1-Strongly
Disagree; 2-Disagree; 3-neutral; 4-agree, 5-Strongly agree). The previous items were found
valid and reliable by other researchers will be applied in this study.
3.4.1 National Culture

National culture is a fundamental construct in this study. Consumers' views with regards
to any product are strongly influenced by culture. Consumption choice of the people can be
understood based on culture backgrounds. Culture is the traditional values and morals of a
community, a nation. Culture is the basis to form beliefs, behavior, and priorities of the
people. Kahle (1983) argues that trust is determinant of consumer behavior that been
influenced by national culture. So may say the nation's cultural factors have a strong impact
on consumer behavior and marketing strategy of the business. In this study, the effect of
national culture will be evaluated at the individual level and which is measured by the culture
value scale (CVSCALE) developed by Yoo, Donthu and Lenartowics (2001).

The culture value scale includes 26 items divided into five factors: Power distance (PDI),
Collectivism (COL), Uncertainty avoidance (UAI), Masculinity (MAS) and Long-term
Orientation (LTO). But this research just applies 20 items grouped into 4 groups: Power
distance (PDI), Collectivism (COL), Uncertainty avoidance (UAI), Masculinity (MAS). The

question items as follows:
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10.

11.
12.

13.

14.

15.

16.

17.

18.

19.

20.

Group welfare is more important than individual rewards.

Group success is more important than individual success.

Individuals should sacrifice self-interest for the group (either at school or the work
place).

Individuals should stick with the group even through difficulties.

Individuals should only pursue their goals after considering the welfare of the group.
Rules and regulations are important because they inform me of what is expected of
me.

Standard operating procedures are helpful to those on the job.

Instructions for operations are important for those on the job.

It is important to closely follow instructions and procedures.

It is important to have instructions spelled out in detail so that I always know what
I’m expected to do.

It is more important for men to have a professional career than it is for women.
Men usually solve problems with logical analysis; women usually solve problems
with intuition.

Solving difficult problems usually requires an active, forcible approach, which is
typical of men.

There are some jobs that a man can always do better than a woman.

Meetings are usually run more effectively when they are chaired by a man

People in higher positions should make most decisions without consulting people in
lower positions.

People in higher positions should not ask the opinions of people in lower positions
too frequently.

People in higher positions should avoid social interaction with people in lower
positions.

People in lower positions should not disagree with decisions by people in higher
positions.

People in higher positions should not delegate important tasks to people in lower

positions.
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3.4.2 National Pride

As mentioned in literature review chapter 2, national pride as important factors in this
research. And to evaluate its effects we used the results from the principal components
analysis of patriotism and ethic Scale (Kosterman and Feshbach, 1989). The question items
were adopted from Kosterman and Feshbach (1989) as follows:

1. Ilove my country.

2. Tam proud to be Vietnamese.

3. Ifeel a great pride in that land that is our Vietnamese.

4. Although at times I may not agree with the government but my commitment to Viet

Nam always remain strong.
5. In a sense. | am emotionally attached to my country and emotionally affected by its
actions.

3.4.3 Ethnocentrism

Consumer ethnocentrism was mentioned in Chapter 2 is the belief, the concept of the
consumer availability of the right, morally fit to buy imported goods for its domestic
economy (Shimp & Sharma 1987). Therefore, the scale of consumer ethnocentrism will
include measurement variables that have the same views above. This study measured
consumer ethnocentrism based on CETSCALE scale developed by Shimp & Sharma (1987).
It have 17 variables and divided into five factors: prosociality, cognition, insecurity,
reflexiveness and habituation. These question items as follow:

1. Buying domestic goods helps me maintain my Vietnam identity.
I believe that purchasing domestic goods should be a moral duty of every citizen.
It always makes me feel good to support our products.

A real Vietnamese should always back Vietnam products.

M

Viet Nam people should always consider Vietnam workers when making their

purchase decisions.

6. When it comes to Vietnam products, I do not need further information to assess their
quality; the country of origin is sufficient signal of high quality for me.

7. Vietnam goods are better than imported goods

8. Vietnam products are made to high standards and no other country can exceed them

9. Increased imports result in greater levels of unemployment in Vietnam

10. Buying foreign products is a threat to the domestic economy.
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11. Job losses in Vietnam are the result of increased importation of foreign goods

12. I would be convinced to buy domestic goods if a campaign was launched in the mass
media promoting Vietnam goods.

13. If Vietnam people are made aware of the impact on the economy of foreign product
consumption, they will be more willing to purchase domestic goods.

14. I would stop buying foreign products if the Vietnam government launched campaigns
to make people aware of the positive impact of domestic goods consumption on the
Vietnam economy.

15. I am buying Vietnam products out of habit.

16. I prefer buying the Vietnam products because I am more familiar with them.

17. 1 am buying Vietnam products because I am following the consumption patterns as
these were passed to me by my older family members.

3.4.4 Self-awareness

According to Shelley Duval and Robert Wicklund (1972), self-awareness is the ability
to look inside yourself, to think deeply about your behavior, and connected to the ethical
standards and human values (Shelley Duval & Robert Wicklund's 1972). Based on the
private self-consciousness scale (Fenigstein, Scheier, & Buss, 1975) and self-awareness
theory (Shelley Duval & Robert Wicklund's 1972), question items were designed as follow:
1. I’'m generally attentive to my inner feelings.
2. I’m constantly examining my motives.
3. DI’m alert to changes in my mood.
4. I’m aware of the way my mind works when I work through a problem
3.4.5 Self-efficacy

Self-efficacy refers to the impact of the actions can affect a person's life. It is a very
important aspect of human behavior developed by Albert Bandura (1995). Bandura said that
self-efficacy is the belief in one's self that they can control and solve situations happening in
the future. This study measured Self-efficacy based on General Self-efficacy Scale (GSE).
The question items were designed as follow:

1. I can always manage to solve difficult problems if I try hard enough.

2. If someone opposes me, I can find the means and ways to get what I want.

3. It is easy for me to stick to my aims and accomplish my goals.
4

I am confident that I could deal efficiently with unexpected events.
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3.4.6 Marketing Strategy

Marketing is a science research on the business activities related directly to the
transportation flow of goods or services from the producer to the consumer to find out the
effective measures to protect, maintain anddevelop the market. Marketing also applied in
many areas of society. Marketing strategy is the processor model that businesses apply in
limited resources to achieve marketing objectives. The scale of this constructs developed
based on Product Judgments scale (Klein & CTG, 1998) and Marketing mix theory (Philip
Kotler, 1960). This scale includes statements that measure customer perception of the goods
value through factors: quality, price, design, package... and also measure customer
perception for distribution systems as well as the promotion campaign of domestic products.
The questions were designed as follows:

1. Vietnam products are carefully produced and have fine workmanship.
Vietnam products usually show a very clever use of color and design.
Vietnam products are usually quite reliable and long-wearing.
Vietnam products are usually a good value for the money.
Price of Vietnam products is cheaper than import products.
Price of Vietnam products is right with the quality of products
Price of Vietnam products is consistent with Vietnam’s living standards

I am satisfied with the price of Vietnam products

A T A e

I can find Vietnam products easily in supermarkets.

—
=]

. Vietnam products are distributed through various channels that consumer easily
access.

11. Locations distributors of the domestic products are very favorable.

12. The channels coverage of domestic products is effective

13. Domestic products have more promotions to consumers.

14. I have known domestic brands through advertising or promotional.

15. I am very impressed with the advertising campaigns of domestic products.

16. The sales campaigns of domestic products have influenced my buying decision.
3.4.7 Intention to Purchase Domestic Product

Purchase intention said on the trend of consumption or not consumption of a commodity.
This study used the scale of Klein & CTG (1998), developed from the study of Darling &
Arnold (1988), Darling & Wood (1993). To measure intention to buy domestic products, the
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scale had adjusted to suit the culture and mentality of consumers in Vietnam. The questions
were designed as follows:

1. TItis very likely that I will buy products from Vietnam

2. T will purchase products from Vietnam the next time I need products

3. I will definitely try products from Vietnam

4. If two products were in equal quality, I will choice the Vietnam product.

5. I'would feel guilty if I buy a foreign products.
3.4.8 Demographic

Gender o0 Male o Female
Age o<I18 o 18-25 o 25-35
years old years old years old 0 >35 years old

Relationship o Single o0 Married

o>10
Income O < 5 million million O 5-10 million
Workl‘ng o<5 o5-10 0> 10 years
Experience years years

3.5 Data Analysis Procedure

To test the hypothesis, this study uses SPSS software as key tools to analyze the data
collected and examine the overall research framework. The following data analysis
techniques are detailed as follows:
3.5.1 Descriptive Statistic Analysis

Descriptive statistics the methods involve collecting data, summary, presentation,
calculation and describes the different characteristics to reflect a general object of study.
Descriptive statistics is used to describe the basic features of the data collected from
experimental studies through various ways and provide simple summaries about the sample
and the measurement.
3.5.2 Purification and Reliability of the Measurement Variables

In order to purify the measurement scales and to determine the dimensionality of six
research constructs used in this research which is national culture, national pride,
ethnocentrism, self-awareness, self-efficacy, marketing strategy and intention to purchase
domestic product. Principal components factor analysis with varimax rotation was applied

to condense the collected data into factors. Based on the results of factor analysis, item-to-
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total correlation and internal consistency analysis (Cronbach’s alpha) were applied to
confirm the reliability of each research factor.
(1) Factor analysis
Factor analysis is the generic name for a group of procedures that are used mainly to
zoom out and summarize the data. In the study, we can collect a relatively large
number of variables, and most of these variables are related to each other and their
numbers have been reduced down to a number that we can use. In this research,
measurement items with factor loadings greater than 0.6 were selected as members
for a specific factor. Factor analysis was calculated for each research construct in this
study.
(2) Item-to-total Correlation
The calculation of the Item-to-total correlation coefficient will help to eliminate
observed variables that not contributing to the description of the concept be measured.
The observed variables with a low correlation coefficient (less than 0.5) were deleted
from further analysis.
(3) Internal Consistency Analysis (Cronbach’s alpha)
Using Cronbach's alpha coefficient before analyze EFA factor to eliminate
inappropriate variables because it could create dummy variables. Cronbach's
coefficient test the internal consistency of each factor alpha. It show that the
measurement has linked together or not; but didn't show items need to be eliminated
and items that need to be retained.
Cronbach’s alpha is higher than 0.7, the factor has high reliability and if a is smaller
than 0.3, the factor is low reliability (Robinson and Shaver, 1973). However, in this
research, 0.6 was applied as the cutoff criterion. Cronbach’s alpha (o) was calculated
for all factors of each research constructs in this research.
3.5.3 Confirmatory Factor Analysis and Structural Equation Modeling
(1) Factor analysis confirmed (CFA) in linear structural analysis SEM allows testing
of the theoretical structure of measurement scales as the relationship between a
concept study with other concepts without being biased by measurement error
(Hoang Trong & Chu Nguyen Mong Ngoc 2008), therefore, the CFA has many

advantages than EFA in testing the scales. CFA can be seen as the next step of
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the EFA to check whether there is a pre-existing theoretical models that underlie
for collective observations.

(2) Structural Equation Modeling (SEM) is an extension of the generalized linear
model (GLM) allows researchers tested a set of regression equations
simultaneously. Measurement model specifies the relationship between latent
variables and observed variables. SEM model coordinate all techniques like
regression, factor analysis and analysis of mutual relations.

3.5.4 Hierarchical Regression Analysis

The hierarchical regression analysis is used to examine two moderator variables is
marketing strategy and self-efficacy. Marketing strategy variable is examined in the
relationship between independent variable as National pride, self-awareness and intention to
purchase toward domestic product. Self-efficacy variable is examined in the relationship
between independent variable as ethnocentrism, self-awareness and intention to purchase
toward domestic product. The criteria to measure of hierarchical regression analysis include:

(1) R2>0.

(2) F-value > 4

(3) t-value > 1.96, p < 0.05

(4) Durbin-Watson between 1.5 - 2.5

(5) Tolerance > 0.5

(6) VIF <2
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CHAPTER FOUR
RESULT & DATA ANALYSIS

Chapter 4 presents the analysis result of formal studies. The purpose of this chapter is to
assess the official scale and check the appropriate of research model (using the method of
structural equation modeling SEM) as well as the testing of research hypotheses. The
contents of this chapter includes sections:
(1) Descriptive analysis of the respondents
(2) Evaluate the scales (factor analysis and reliability of measurement scales)
(3) Testing the conceptual framework and hypotheses

4.1 Descriptive Analysis

4.1.1 Characteristics of Respondents

As mentioned in Chapter 3, 380 surveys were sent through two ways: via email and direct
surveys started in 08/2016. Accordingly, there are 358 valid questionnaires were collected.
The number of questionnaires collected via email is 190. The rest is collected through direct
surveys. Because the missing data, 28 questionnaires were drop off. Therefore, 330
questionnaires were usable for further analysis.

For the convenient sampling, direct survey area was in Ho Chi Minh City and focus in
the region near universities, because that region has young respondents, easily accessible to
survey (such as Economics University, Vietnam National University Ho Chi Minh City and
RMIT University). In addition, to diversify consumer, the survey also was taken to the area
of shopping (such as Coop supermarket, Diamond Plaza, and Vincom Plaza) and office staff
of HSBC bank working at Centre Point Building. Results obtained 330 valid responses table.
However, the respondent at the shopping mall was more difficult to access, so the

respondents in this survey concentrated between the ages of 18-25 (over 46%).
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Table 4-1 Profiles of Samples

] . Respondents
Classification Frequency : Percentage (%)
Gender
Female 205 62.1%
Male 125 37.9%
Age

Lower than 18 years old 49 14.8%

18-25 years old 152 46,1%

26-35 years old 90 27.3%

Higher than 35 years old 39 11.8%

Relationship
Single 192 58.2%
Married 138 42.8%
Income

Lower than 5 million VND 135 40.9%

5-10 million VND 126 38.2%

Higher than 10 million VND 69 20.9%

Working experience

Lower than 5 years 139 42.1%

5-10 years 119 36.1%

Higher than 10 years 72 21.8%

About income, nearly 21% respondents surveyed have income above 10 million/month
and nearly 41% have incomes of less than 5 million/month. Women make up the majority
of respondents (over 62%). The reason for the sex differences in the survey is female are
interested in shopping than male. Access to women to examine personal issues as self-
awareness or ethnocentric also easier than men. The detail characteristics are presented in
table 4-1

Therefore, convenient sampling proved effective when large samples need to be
collected in a short time and low cost, but has the disadvantage of leading to differences in
the proportion of sex, age, working experience, and income. Therefore, this study would not
have the technique to test the impact of qualitative variables (gender, age, relationship,
working experience and income).

4.1.2 Measurement Results of Relevant Variables

This section shows the descriptive statistics of questionnaire variables including twenty
items of national culture , five items of national pride, seventeen items of ethnocentrism, and
sixteen items of marketing strategy, four items of self-awareness, four items of self-efficacy

and five items of Intention to purchase toward domestic product.
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As

shown in Table 4-2, national culture divided

into 4

factor include

individualism/collectivism, Uncertainty Avoidance, Masculinity, Power Distance. The

sample cases show a range from 3.494 to 3.785 in the 5-point Likert scales.

Table 4-2 Descriptive Analysis for National Culture Questionnaire Items

National culture Total
Standard
Mean e
Deviation
1. Individualism/collectivism
ID1 Group welfare is more important than individual rewards 3.555 0.982
1D2 Group success is more important than individual success 3.564 0.905
1D3 Individuals should sacrifice self-interest for the group 3.494 0.975
(either at school or the work place) ) '
ID4 Ir.1d1V1du-als should stick with the group even through 3.673 1.006
difficulties
1D5 Indlyldugls should only pursue their goals after 3682 0.948
considering the welfare of the group
2. Uncertainty Avoidance
UA1  Rules and regulations are important because they inform
. 3.785 1.091
me of what is expected of me
UA2 jSot];a)ndard operating procedures are helpful to those on the 3721 1138
UA3 jI:)lls)tructlons for operations are important for those on the 3730 1.090
UA4 It is important to closely follow instructions and 3.682 0.992
procedures
UAS5 It is important to closely follow instructions and 3.670 1.056
procedures
3. Masculinity
MS1 It is more important for men to have a professional career
. 3.521 1.081
than it is for women.
MS2  Men usually solve problems with logical analysis; women
W e 3.594 0.867
usually solve problems with intuition.
MS3  Solving difficult problems usually requires an active,
. S : 3.527 1.089
forcible approach, which is typical of men.
MS4  There are some jobs that a man can always do better than 3.685 1132
a woman.
MSS5 Me§t1ngs are usually run more effectively when they are 3.730 1207
chaired by a man
4. Power Distance
PD1  People in higher positions should make most decisions
. ) . » 3.679 1.052
without consulting people in lower positions.
PD2  People in higher positions should not ask the opinions of
) . 3.676 0.993
people in lower positions too frequently.
PD3  People in higher positions should avoid social interaction
. - o 3.536 0.936
with people in lower positions.
PD4  People in lower positions should not disagree with
i o .. 3.721 1.058
decisions by people in higher positions.
PD5  People in higher positions should not delegate important 3552 0.961

tasks to people in lower positions.
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As shown in Table 4-3, for national pride, the sample cases show a range from 3.785 to 3.930

in the 5-point Likert scales.

Table 4-3 Descriptive Analysis for National Pride Questionnaire Items

Total
National pride
Mean Standard
Deviation
NP1  I'love my country. 3.785 1.113
NP2 Iam proud to be Vietnamese. 3.852 1.049
NP3 I .feel a great pride in that land that is our 3.858 1.084
Vietnamese.
Although at times I may not agree with the
NP4  government but my commitment to Viet Nam 3.876 1.140
always remain strong.
NP5 In a sense. I am emotionally attached to my 3.930 1177

country and emotionally affected by its actions.

As shown in Table 4-4, Ethnocentrism divided into 5 factors include prosociality, cognition,

insecurity, reflexiveness, habituation. The sample cases show a range from 2.449 to 4.027

in the 5-point Likert scales.
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Table 4-4 Descriptive Analysis for Ethnocentrism Questionnaire Items

passed to me by my older family members.

Total
Ethnocentrism Standard
Mean ..
Deviation
1. Prosociality
PS31 Bgymg c'iome'stlc goods helps me maintain my 3624 1.054
Vietnam identity.
PS2  Ibelieve that purcha51.n.g domestic goods should be a 3385 0.882
moral duty of every citizen.
PS3 It always makes me feel good to support our 3288 1153
products.
PS4 A real Vietnamese should always back Vietnam 3309 1,078
products.
PS5  Vietnam people should always consider Vietnam
) ) L. 3.621 0.905
workers when making their purchase decisions.
2. Cognition
When it comes to Vietnam products, I do not need
further information to assess their quality; the
CN1 country of origin is sufficient signal of high quality 3.746 0.893
for me.
CN2  Vietnam goods are better than imported goods. 3.482 0.879
CN3 Vietnam products are made to high standards and no 3539 0814
other country can exceed them
3. Insecurity
IS Increased imports result in greater levels of 3701 0.946
unemployment in Vietnam
1S2 Buying foreign products is a threat to the domestic 4027 0917
economy.
1S3 Job loss§s m Vletpam are the result of increased 3 485 1.008
importation of foreign goods
4. Reflexiveness
I would be convinced to buy domestic goods if a
RF1  campaign was launched in the mass media promoting 3.688 1.044
Vietnam goods.
If Vietnam people are made aware of the impact on
RF2  the economy of foreign product consumption, they 2.449 0.871
will be more willing to purchase domestic goods.
I would stop buying foreign products if the Vietnam
RF3 government launched campaigns to make people 3961 1.010
aware of the positive impact of domestic goods ’ ’
consumption on the Vietnam economy.
5. Habituation
HB1 Iam buying Vietnam products out of habit. 3.576 0.808
HB2 I prefer bpymg fche Vietnam products because [ am 3306 0977
more familiar with them.
I am buying Vietnam products because I am
HB3 following the consumption patterns as these were 3.503 1.020
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As shown in Table 4-5, Marketing Strategy divided into 4 factors include product, price,

place, promotion. The sample cases show a range from 3.373 to 4.033 in the 5-point Likert

scales.
Table 4-5 Descriptive Analysis for Marketing Strategy Questionnaire Items
. Total
Marketing strategy Standard
Mean .
Deviation
1. Product
PRI Vietnam produc.ts are carefully produced and have 3591 0.995
fine workmanship.
PR2 Vietnam products are usually a good value for the 3.650 0.907
money
PR3 Vletgam products are usually quite reliable and long- 3.946 0.934
wearing.
PRA4 Vietnam prodpcts usually show a very clever use of 4033 0.953
color and design.
2. Price
PI1 Price of Vietnam products is cheaper than import 3.480 0.761
products.
PD Price of Vietnam products is right with the quality of 3618 0.776
products
PR3 Pr'1ce of Yl.etnam products is consistent with 3681 0.973
Vietnam’s living standards
P4 I am satisfied with the price of Vietnam products 3.646 0.932
3. Place
PL1 I can find Vietnam products easily in supermarkets. 3.582 0.826
PL2 Vietnam products are dlsFrlbuted through various 3797 0.935
channels that consumer easily access.
PL3 Locations distributors of the domestic products are 3.636 0.761
very favorable.
PLA4 The (‘:hannels coverage of domestic products is 3.600 0.778
effective
4. Promotion
PM1 Domestic products have more promotions to 3509 0.724
consumers.
PM2 I have kpown domestic brands through advertising or 3,664 0.623
promotional.
PM3 I am Very.lmpressed with the advertising campaigns 3373 0.762
of domestic products.
PM4 The sales campaigns of domestic products have 3473 0.796

influenced my buying decision.

As shown in Table 4-6, for Self-awareness, the sample cases show a range from 3.846 to

3.894 in the 5-point Likert scales.
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Table 4-6 Descriptive Analysis for Self-awareness Questionnaire Items

Total

Self-awareness Standard
Mean . .

Deviation
SA1 I’m generally attentive to my inner feelings. 3.894 1.071
SA2 I’m constantly examining my motives. 3.885 1.037
SA3 I’m alert to changes in my mood. 3.846 1.045
SA4 I’'m aware of the way my mind works when I 3.888 0.991

work through a problem

As shown in Table 4-7, for Self-efficacy, the sample cases show a range from 3.588 to 3.864
in the 5-point Likert scales.

Table 4-7 Descriptive Analysis for Self-efficacy Questionnaire Items

Total
Self-efficacy Mean Starfdzfrd
Deviation
SE] I can always manage to solve difficult problems 3.864 0.911
if I try hard enough.
SE2 If someone opposes me, I can find the means and 3.642 0.779
ways to get what [ want.
SE3 It is easy for me to stick to my aims and 3618 0.926
accomplish my goals.
SE4 I am confident that I could deal efficiently with 3.588 0.945

unexpected events.

As shown in Table 4-8, for Intention to purchase toward domestic product, the sample cases
show a range from 3.688 to 4.006 in the 5-point Likert scales.
Table 4-8 Descriptive Analysis for Intention to Purchase toward Domestic Product

Questionnaire Items

Intention to purchase toward domestic Total
Standard
product Mean e
Deviation
IPDP1 It‘1s very likely that I will buy products from 3,638 1076
Vietnam
IPDP2 I'w1ll purchase products from Vietnam the next 3.973 1.160
time [ need products
IPDP3 1 will definitely try products from Vietnam 3.815 1.007
IPDP4 If tyvo prodgcts were in equal quality, 1 will 3733 1.098
choice the Vietnam product.
IPDP5 1 would feel guilty if I buy a foreign product 4.006 1.092
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4.2 Factor Analysis and Reliability Test

There are 7 variables that must be constructed such as national culture, national pride,
ethnocentrism, self-awareness, self-efficacy, marketing strategy, intention to purchase
toward domestic product.

For each research construct, factor analysis is adopted first to select the items with higher
factor loading, and then to compare with the theoretically suggested items. After factor
analysis, reliability test is measured. Item-to-total correlation, coefficient alpha, and
correlation matrix are calculated to provide the internal consistency measurements to each
constructs. There are several criteria which must be followed in factor analysis and reliability
test such as:

(1) Kaiser Meyer Olkin Measure of Sampling Adequacy, KMO > 0.5 and Bartlett’s test
Sig p <0.05

(2) Communality > 0.5

(3) Explained Variance (Accumulative) > 0.6

(4) Eigen Value > 1

(5) Difference Between Loading > 0.3

(6) Factor Loading > 0.6

(7) Cronbach’s a.> 0.7

(8) Item to Total Correlation > 0.5

The results of the factor analysis and reliability for each variable are shown in Table 4-9

to 4-15.
4.2.1 National Culture

This construct has total of 20 items that used to explain national culture construct. This
construct is divided into 4 factors as individualism/collectivim, uncertainty avoidance,
masculinity, power distance for further analysis purposes and items of each factor are listed
in table below, five items in each factor. KMO value for national culture construct is 0.776
(over 0.7), hence it represents data in each factor are well suitable to perform factor analysis.
Bartlett test values are less than 0.001, indicate correlations between the variables are
significant.

Factor loadings of all the variables are higher than 0.6. Item MS3 “Solving difficult

problems usually require an active, forcible approach, which is typical of men” had the

highest factor loading of 0.875, indicating this item had the highest relation to National
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culture factor 3. A high internal consistency within national culture of this factor is
represented by all item to total correlation are greater than 0.5.

Factor 1 has the item to total correlations are above 0.5, Cronbach’s o= 0.864 and eigen
value= 3.244. Factor 2 has the item to total correlations are above 0.5 and Cronbach’s o=
0.879 and eigen value= 3.385. Factor 3 has high internal consistency with contributing high
value of the item to total correlations are above 0.5, Cronbach’s o= 0.903 and eigen value=
3.646. Factor 4 has the item to total correlations are above 0.5, Cronbach’s o= 0.814 and

eigen value= 3.895.

Table 4-9 Results of Factor Analysis and Reliability Check on National Culture

Research Research Factor Eigen Accumulative Item to Cronbach
Construct Item Loading Value Explained Total s a
Correlation
Individualism 3.244 64.871 0.864
ID5 0.823 0.707
ID1 0.821 0.704
1D2 0.815 0.694
ID3 0.802 0.681
1D4 0.765 0.636
Uncertainty 3.385 67.706 0.879
Avoidance
UA2 0.856 0.757
UA4 0.848 0.749
UAS 0.830 0.724
National UALI 0.806 0.688
culture
KMO = UA3 0.772 0.647
0.776
Masculinity 3.646 72.922 0.903
MS3 0.875 0.802
MS5 0.874 0.785
MS4 0.871 0.795
MS1 0.858 0.776
MS2 0.788 0.680
Power Distance 3.895 57.908 0.814
PDI 0.812 0.676
PD4 0.791 0.654
PD2 0.760 0.612
PD5 0.739 0.581
PD3 0.698 0.529

The four components had accumulated a total 72.922% of explained variance which
show these are important underlying factors for this construct. Based on all criteria, we can

conclude that the reliability and internal consistency of this factor are acceptable.
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4.2.2 National Pride

There are 4 items used to explain National pride construct. For further analysis purposes,
this construct divided into 1 factors and factor has four items. KMO value for national pride
construct is 0.860 (over 0.7), hence it represents data in each factor are well suitable to
perform factor analysis. Bartlett test values are less than 0.001, indicate correlations between
the variables are significant.

Table 4-10 Results of Factor Analysis and Reliability Check on National Pride

Research Research Factor Eigen  Accumulative Item to Cronbach’
Construct Item Loading  Value Explained Total so
Correlation

National 3.982 79.644 0.935
pride NP1 0.920 0.867
KMO = NP2 0.908 0.853
0.860 NP4 0.889 0.825

NP3 0.873 0.802

NP5 0.872 0.798

All items have factor loading greater than 0.6 and the highest is “NP1: I love my
country” with the factor loading of 0.920 indicating this item had highest relation to national
pride. All of the item to total correlation are greater than 0.5. Cronbach’s a = 0.935 greater
than 0.6 and eigen value = 3.982 greater than 1. Components had accumulated a total
79.644% of explained variance which show these are important underlying factors for this
construct. Based on all criteria, we can conclude that the reliability and internal consistency
of this factor are acceptable.

4.2.3 Ethnocentrism

This construct has total of 17 items that used to explain Ethnocentrism construct. This
construct is divided into 5 factors as prosociality, cognition, insecurity, reflexiveness for
further analysis purposes and items of each factor are listed in table below, five items in
factor 1, three items in factor 2, three items in factor 3, three items in factor 4, 3 items in
factor 5. KMO value for ethnocentrism construct is 0.753 (over 0.7), hence it represents data
in each factor are well suitable to perform factor analysis. Bartlett test values are less than
0.001, indicate correlations between the variables are significant.

Factor loadings of all the variables are higher than 0.6. Item CN3 “Vietnam products are
made to high standards and no other country can exceed them” had the highest factor loading

of 0.926, indicating this item had the highest relation to Ethnocentrism factor 2. A high
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internal consistency within ethnocentrism of this factor is represented by all item to total
correlation are greater than 0.5.

Factor 1 has the item to total correlations are above 0.5, Cronbach’s o= 0.877 and eigen
value= 3.356. Factor 2 has the item to total correlations are above 0.5 and Cronbach’s o=
0.883 and eigen value= 2.451. Factor 3 has high internal consistency with contributing high
value of the item to total correlations are above 0.5, Cronbach’s o= 0.830 and eigen value=
2.240. Factor 4 has the item to total correlations are above 0.5, Cronbach’s o= 0.838 and
eigen value= 2.268. Factor 5 has the item to total correlations are above 0.5, Cronbach’s o=

0.845 and eigen value=2.318.

Table 4-11 Results of Factor Analysis and Reliability Check on Ethnocentrism

Research Research Factor Eigen Accumulative Item to Cronbach’
Construct Item Loading  Value Explained Total so
Correlation
Ethnocen  Prosociality 3.356 67.120 0.877
trism, PS3 0.861 0.767
KMO = PS1 0.859 0.761
0.753 PS4 0.805 0.689
PS2 0.803 0.686
PS5 0.765 0.640
Cognition 2.451 81.702 0.883
CN3 0.926 0.827
CN1 0.909 0.795
CN2 0.876 0.731
Insecurity 2.240 74.665 0.830
IS3 0.881 0.717
1S2 0.874 0.704
IS1 0.837 0.646
Reflexiveness 2.268 75.612 0.838
RF1 0.909 0.771
RF2 0.886 0.729
RF3 0.810 0.612
Habituation 2318 77.262 0.845
HB3 0.906 0.760
HB2 0.895 0.747
HBI1 0.835 0.654

The five components had accumulated a total 81.702% of explained variance which
show these are important underlying factors for this construct. Based on all criteria, we can

conclude that the reliability and internal consistency of this factor are acceptable.
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4.2.4 Marketing Strategy

This construct has total of 16 items that used to explain Marketing strategy construct.
This construct is divided into 4 factors for further analysis purposes and items of each factor
are listed in table below, four items in each factor. KMO value for marketing strategy
construct is 0.810 (over 0.7), hence it represents data in each factor are well suitable to
perform factor analysis. Bartlett test values are less than 0.001, indicate correlations between
the variables are significant.

Factor loadings of all the variables are higher than 0.6. Item PR2 “Vietnam products are
usually a good value for the money” had the highest factor loading of 0.905, indicating this
item had the highest relation to Marketing strategy factor 1. A high internal consistency
within marketing strategy of this factor is represented by all item to total correlation are
greater than 0.5.

Factor 1 has the item to total correlations are above 0.5, Cronbach’s a= 0.884 and eigen
value= 2.978. Factor 2 has the item to total correlations are above 0.5 and Cronbach’s o=
0.867 and eigen value= 2.884. Factor 3 has high internal consistency with contributing high
value of the item to total correlations are above 0.5, Cronbach’s o= 0.831 and eigen value=
2.667. Factor 4 has the item to total correlations are above 0.5, Cronbach’s o= 0.782 and

eigen value=2.421.
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Table 4-12 Results of Factor Analysis and Reliability Check on Marketing Strategy

Research Research Factor Eigen Accumulative Item to Cronbach’
Construct Item Loading Value Explained Total sa
Correlation
Marketing Product 2.978 74.454 0.884
strategy PR2 0.905 0.813
KMO = PR1 0.904 0.812
0.810
PR3 0.848 0.723
PR4 0.790 0.650
Price 2.884 72.093 0.867
P13 0.874 0.762
P11 0.864 0.745
P14 0.839 0.714
P12 0.818 0.677
Place 2.667 66.683 0.831
PL1 0.844 0.701
PL3 0.820 0.667
PL2 0.820 0.666
PL4 0.781 0.614
Promotion 2.421 60.532 0.782
PM4 0.823 0.650
PM1 0.793 0.607
PM3 0.784 0.599
PM?2 0.707 0.505

The four components had accumulated a total 74.454% of explained variance which
show these are important underlying factors for this construct. Based on all criteria, we can
conclude that the reliability and internal consistency of this factor are acceptable.

4.2.5 Self-awareness

There are four items used to explain Self-awareness construct. For further analysis
purposes, this construct divided into 1 factors and factor has four items. KMO value for Self-
awareness construct is 0.815 (over 0.7), hence it represents data in each factor are well
suitable to perform factor analysis. Bartlett test values are less than 0.001, indicate

correlations between the variables are significant.
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Table 4-13 Results of Factor Analysis and Reliability Check on Self-awareness

Research  Research Item Factor Eigen Accumulative Item to Cronbach’
Construct Loading Value Explained Total sa
Correlation

Self- 2.813 70.328 0.857
awareness SA4 0.872 0.754
, KMO = SA3 0.855 0.728
0.815

SA2 0.813 0.666

SA1 0.812 0.664

All items have factor loading greater than 0.6 and the highest is “SA4: I’'m aware of the
way my mind works when I work through a problem” with the factor loading of 0.872
indicating this item had highest relation to self-awareness. All of the item to total correlation
are greater than 0.5. Cronbach’s a = 0.857 greater than 0.6 and eigen value = 2.813 greater
than 1. Components had accumulated a total 70.328% of explained variance which show
these are important underlying factors for this construct. Based on all criteria, we can
conclude that the reliability and internal consistency of this factor are acceptable.

4.2.6 Self-efficacy

There are 4 items used to explain Self-efficacy construct. For further analysis purposes,
this construct divided into 1 factors and factor has four items. KMO value for Self-efficacy
construct is 0.790 (over 0.7), hence it represents data in each factor are well suitable to
perform factor analysis. Bartlett test values are less than 0.001, indicate correlations between
the variables are significant.

Table 4-14 Results of Factor Analysis and Reliability Check on Self-efficacy

Research  Research Factor Eigen Accumulative Item to Cronbach
Construct Item Loading Value Explained Total s a
Correlation

Self- 2.703 67.564 0.835
efficacy, SE1 0.884 0.758
KMO = SE4 0.842 0.696
0.790

SE2 0.838 0.685

SE3 0.713 0.542

All items have factor loading greater than 0.6 and the highest is “SE1: I can always
manage to solve difficult problems if I try hard enough” with the factor loading of 0.884

indicating this item had highest relation to self-efficacy. All of the item to total correlation
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are greater than 0.5. Cronbach’s o = 0.835 greater than 0.6 and eigen value = 2.703 greater
than 1. Components had accumulated a total 67.564% of explained variance which show
these are important underlying factors for this construct. Based on all criteria, we can
conclude that the reliability and internal consistency of this factor are acceptable.
4.2.7 Intention to Purchase toward Domestic Product

There are 5 items used to explain Intention to purchase toward domestic product
construct. For further analysis purposes, this construct divided into 1 factors and factor has
five items. KMO value for Intention to purchase toward domestic product construct is 0.882
(over 0.7), hence it represents data in each factor are well suitable to perform factor analysis.
Bartlett test values are less than 0.001, indicate correlations between the variables are
significant
Table 4-15 Results of Factor Analysis and Reliability Check on Intention to Purchase toward

Domestic Product

Research Research  Factor  Eigen Accumulative Item to Cronbach’
Construct Item Loading Value Explained Total sa
Correlation

IPDP 4.006 80.123 0.934
KMO = IPDP4 0.925 0.883
0.882 IPDP1 0.913 0.858

IPDP2 0.909 0.804

IPDP3 0.875 0.771

IPDP5 0.862 0.857

All items have factor loading greater than 0.6 and the highest is “IPDP4: If two products
were in equal quality, I will choice the Viet Nam product” with the factor loading of 0.925
indicating this item had highest relation to intention to purchase toward domestic product.
All of the item to total correlation are greater than 0.5. Cronbach’s a = 0.934 greater than
0.6 and eigen value = 4.006 greater than 1. Components had accumulated a total 80.123%
of explained variance which show these are important underlying factors for this construct.
Based on all criteria, we can conclude that the reliability and internal consistency of this
factor are acceptable.

4.3 Confirmatory Factor Analysis (CFA)

Factor analysis confirmed (CFA) in linear structural analysis SEM allows testing of the

theoretical structure of measurement scales as the relationship between a concept study with

other concepts without being biased by measurement error (Hoang Trong & Chu Nguyen
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Mong Ngoc 2008), therefore, the CFA has many advantages than EFA in testing the scales.
CFA can be seen as the next step of the EFA to check whether there is a pre-existing
theoretical models that underlie for collective observations.

To measure the degree of fit of the model with market information, also need to consider
indicators as Chi-squared (CMIN), Cmin / df, CFI - comparative fit index, GFI - goodness
of fit index, index Tucker & Lewis (TLI - Tucker & Lewis index), index RMSEA (Root
mean square error approximation). The model is considered suitable for market data when
Chi-squared test has P-value > 0.05, however, Chi-squared drawback is dependent on sample
size (Nguyen Khanh Duy 2009), so can consider other criteria when evaluating the model.
If a model to get the value of GFI, TLI, CFI >0.9 (Bentler & Bonett 1980, Nguyen Khanh
Duy quoted in 2009); Cmin / df <2, some cases can <3 (Carmines & Mclver 198); RMSEA
<0.08, RMSEA < 0.05 was considered very good (Steiger 1990, quoted in Nguyen Khanh
Duy 2009).

The result shows the model with 214 degrees of freedom, Chi-squared = 326 060 and p-
value = .000. This result is totally good, however, because of the Chi-squared downside is
dependent on sample size. When the value of n high, the Chi-squared statistic is also high,
this reduces the fit of the model (Nguyen Dinh Tho and Nguyen Thi Mai Trang 2008).
Besides, can consider other criteria such as GFI, TLI, CFI and RMSEA. Here, the indicators
GFI, TLI, CFI are greater than 0.9, RMR = 0.04 (less than 0.05) and RMSEA = 0.04 (less
than 0.08), so this model is fit with the market data.

4.4 Structural Equation Model SEM

Methods of analysis of linear structural model (SEM) was used to test the theoretical
model proposed in Chapter 2. There are several criteria which must be followed in linear
structural model (SEM) to assess overall Model Fit such as:

(1) x2 (chi-square) small is better p>0.05; y2 /d.f. <3

(2) Goodness of Fit (GFI) > 0.90

(3) Adjust of Goodness of Fit (AGFI) > 0.90

(4) Root Mean Square Residual Error (RMR) < 0.05

(5) RMSEA < 0.08 Or NFI, CFI, TI> 0.90
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If the CR value is over 1.96 it means the relationship is significant because it implies a
p-value of under 0.05. If it is under 1.96 it means the relationship is not significant because

the p-value is higher than 0.05.

National
pride Hy
0. 41 D¥xy

H5
0.223**

H6
0.512%**

Intention to
purchase toward
domestic

product

Self-
awareness

National
culture

H2
0.232%* ’

H10
0.308%**

0.348%**

Figure 4-1 Result from SEM
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Table 4-16 Result of Structural Equation Modeling

. Standardized P value
Relations Coefficients C.R.
Variables
National culture = National pride (H1) 0.769 14.552 oAk
National culture = Ethnocentrism (H3) 0.297 2.806 0.005 (**)
National pride = ethnocentrism (H5) 0.223 2.148 0.032 (**)
National culture = Self-awareness (H2) 0.232 2.835 0.005 (**)
National pride = Self-awareness (H6) 0.512 6.238 ok
Ethnocentrism - Self-awareness (HS) 0.048 1.026 0.305
Ethnocentrism = IPDP (H9) 0.056 2.260 0.024 (**)
National culture = IPDP (H4) 0.348 7.582 ook
National pride 2 IPDP (H7) 0.412 8.436 oAk
Self-awareness = IPDP (H10) 0.308 8.090 ook
Chi-Square ( p-value) 487.185 (.000)
Degree of freedom (d. f) 220
Chi-Square/ d. f. 2.214
GFI 0.888
AGFI 0.860
RMR 0.044

Note: 1. ***p-value <0.001, **p-value <0.05, *p-value <0.1; using a significance level of
0.05, critical ratios (t-value) that exceed 1.96 would be called significant.

Through the result of inspection theoretical model SEM, the analysis the theoretical
models showed that 2 /df = 2.214 (< 3); GFI= 0.88 (nearly 0.9); AGFI= 0.860 (nearly 0.9);
TLI=0.953 (> 0.9); CFI=0.959 (> 0.9); RMSEA=0.061 (< 0.08) and RMR= 0.044 (< 0.05).
That is model good fit and hence, it certainly provides substantial support to the fit between
this research model and the real data.

(1) Hypothesis H1: “National culture will be positively related to National pride” is

accepted at the level of significance p = 0.000 (Standardized Coefficients = 0.769,
CR = 14.552). That shows national culture has significant with national pride. The
national pride of the people has been formed and developed based on national culture.
In other words through culture can enhance national pride of people.

(2) Hypothesis H2: “National culture will be positively related to Self-awareness” is
accepted at the level of significance p = 0.005 (Standardized Coefficients = 0.232,
CR = 2.835). That shows national culture has significant with self-awareness. Self-
awareness of the people has been formed and developed based on national culture.

In other words through national culture can enhance self-awareness of people.
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(3) Hypothesis H3: “National culture will be positively related to Ethnocentrism” is
accepted at the level of significance p = 0.005 (Standardized Coefficients = 0.297,
CR = 2.806). That shows national culture has significant with ethnocentrism.
Ethnocentrism has been formed and developed based on national culture. In other
words through national culture can enhance ethnocentrism of people.

(4) Hypothesis H4: “National culture will be positively related to intention to purchase
domestic products of consumer” is accepted at the level of significance p = 0.000
(Standardized Coefficients = 0.348, CR =7.582). That shows national culture has
significant with intention to purchase toward domestic product. In previous studies
have also shown this relationship such as according to Petersen, Kushwaha, & Kumar
(2015) national culture directly affects decision-making style of consumer. Therefore
want to enhance intention to purchase domestic products of people, national cultural
factor need to be considered

(5) Hypothesis H5: “National pride will be positively related to Ethnocentrism of
consumer” 1is accepted at the level of significance p = 0.032 (Standardized
Coefficients = 0.223, CR = 2.148). That shows national pride has significant with
ethnocentrism. When the national pride of consumer is high, their Ethnocentrism
trend is also high, and conversely. In other words through national pride can enhance
ethnocentrism of people.

(6) Hypothesis H6: “National pride will be positively related to Self-Awareness” is
accepted at the level of significance p = 0.000 (Standardized Coefficients = 0.512,
CR = 6.238). That shows national pride has significant with self-awareness. When
the national pride of consumer is high, their self-awareness trend is also high, and
conversely. In other words through national pride can enhance self-awareness of
people.

(7) Hypothesis H7: “National pride will be positively related to intention to purchase
domestic products of consumer” is accepted at the level of significance p = 0.000
(Standardized Coefficients = 0.412, CR = 8.436). That shows national pride has
significant with intention to purchase toward domestic product. This study has
obtained results that if consumers have high national pride, they would be willing to
buy domestic goods higher than consumers had lower national pride. In other words

through national pride can enhance intention to purchase domestic product of people.
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(8) Hypothesis HS: “Ethnocentrism will be positively related to Self-Awareness’ has not
been accepted because there is no statistically significant, with p =0.305 > 0.05. Thus,
this relationship needs to be reviewed, consumers have high ethnocentrism trend not
mean to have high self-awareness trend.

(9) Hypothesis H9: “Ethnocentrism will be positively related to intention to purchase
domestic products of consumer” is accepted at the level of significance p = 0.024
(Standardized Coefficients = 0.056, CR = 2.260). That shows ethnocentrism has
significant with intention to purchase toward domestic product. This study has
obtained results that if consumers have high ethnocentrism, they would be willing to
buy domestic goods higher than consumers had lower ethnocentrism. The co-
dimensional impact of ethnocentrism tendency for domestic consumption has also
been confirmed earlier in the study by Nguyen Thanh Long (2004), Nguyen Dinh
Tho and Nguyen Thi Mai Trang (2008) as well as Cao Quoc Viet (2012) for Vietnam
market (with other product groups).

(10) Hypothesis H10: “Self-awareness will be positively related to intention to purchase
domestic products of consumer” is accepted at the level of significance p = 0.000
(Standardized Coefficients = 0.308, CR = 8.090). That shows self-awareness has
significant with intention to purchase toward domestic product. This study has
obtained results that if consumers have high self-awareness, they would be willing
to buy domestic goods higher than consumers had lower self-awareness. In other
words through self-awareness can enhance intention to purchase domestic product of
people.

4.5 The Moderating Effect of Marketing Strategy
4.5.1 Moderating Test of Marketing Strategy among Self-awareness and Intention to
Purchase toward Domestic Product

The research also uses hierarchical regression analysis to test the research hypothesis

which is focusing on the moderating effects of marketing strategy in the relationship between

self-awareness and intention to purchase toward domestic product (see Fig 4-2)
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Figure 4-2 Moderating effect of marketing strategy

The result shown in table 4-17 indicate that self-awareness ($=0.749, p<0.001) is

positively and significantly affected to intention to purchase toward domestic product (H10

is supported). Model 2 shows that marketing strategy (f=0.891, p<0.001) is positively and

significantly affected to intention to purchase toward domestic product.

Table 4-17 Moderating Test of Marketing Strategy among Self-awareness and Intention to

Purchase toward Domestic Product

Model 1 Model 2 Model 3 Model 4
IPDP IDPD IPDP IPDP
Independent
variable
Self-awareness
(SA) 0.749%** 0.265%** 0.398***
Moderating
variables
Marketing o
strategy (MS) 0.891 0.711%** 0.839%**
Interaction
variable
NP*MS 0.242 %%
N 330 330 330 330
R? 0.561 0.794 0.832 0.833
Adj-R? 0.560 0.794 0.831 0.832
F-value 419.774 1266.927 809.950 543.009
Max VIF 1.000 1.000 1.866 2.086
Note: ™ p < 0.001, ™ p<0.01, " p< 0.05, *p<0.1
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As shown in Table 4-17, this research uses hierarchical regression analysis checking the
moderating effect of marketing strategy. The result in Model 3 shows that both independent
variable (self-awareness, f=0.265, p<0.001) and moderating variables (marketing strategy,
B=0.711, p<0.001) are significantly affected to dependent variable (intention to purchase
toward domestic product) respectively. In addition, Model 4 shows the interaction effect (R?
=0.833, p=0.242, p<0.001) of self-awareness and marketing strategy is also significant to
intention to purchase toward domestic product. Therefore, all hypotheses are supported.
4.5.2 Moderating Test of Marketing Strategy among National Pride and Intention to

Purchase toward Domestic Product

The research also uses hierarchical regression analysis to test the research hypothesis
which is focusing on the moderating effects of marketing strategy in the relationship between
national pride and intention to purchase toward domestic product (see Fig 4-3)

The result shown in table 4-18 indicate that national pride (B=0.803, p<0.001) is
positively and significantly affected to intention to purchase toward domestic product.
Model 2 shows that marketing strategy (f=0.891, p<0.001) is positively and significantly

affected to intention to purchase toward domestic product.

Marketing
Strategy

0.328**
Intention to
National purchase toward
pride > domestic
product
0.830%**

Figure 4-3 Moderating effect of marketing strategy

As shown in Table 4-18, this research uses hierarchical regression analysis checking the
moderating effect of marketing strategy. The result in Model 3 shows that both independent
variable (national pride, f=0.342, p<0.001) and moderating variables (marketing strategy,
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=0.624, p<0.001) are significantly affected to dependent variable (intention to purchase
toward domestic product) respectively. In addition, Model 4 shows the interaction effect (R?
=0.842, f=0.328, p<0.001) of national pride and marketing strategy is also significant to

intention to purchase toward domestic product. Therefore, all hypotheses are supported.

Table 4-18 Moderating Test of Marketing Strategy among National Pride and Intention to

Purchase toward Domestic Product

Model 1 Model 2 Model 3 Model 4
IPDP IDPD IPDP IPDP
Independent
variable
National pride
(NP) 0.830%** (0.342%%* 0.525%**
Moderating
variables
Marketing
strategy (MS) 0.89] *** 0.624%** 0.785%**
Interaction
variable
NP*MS 0.328**
N 330 330 330 330
R? 0.688 0.794 0.840 0.842
Adj-R? 0.687 0.794 0.839 0.840
F-value 724.624 1266.927 856.770 577.334
Max VIF 1.000 1.000 2.373 2.495
Note: ™ p < 0.001, ™ p<0.01, " p< 0.05, *p<0.1

4.6 The Moderating Effect of Self-efficacy
4.6.1 Moderating Test of Self-efficacy among Self-awareness and Intention to Purchase

toward Domestic Product

The research also uses hierarchical regression analysis to test the research hypothesis
which is focusing on the moderating effects of self-efficacy in the relationship between self-
awareness and intention to purchase toward domestic product (see Fig 4-4)

The result shown in table 4-19 indicate that self-awareness ($=0.749, p<0.001) is
positively and significantly affected to intention to purchase toward domestic product (H10
is supported). Model 2 shows that self-efficacy (B=0.725, p<0.001) is positively and

significantly affected to intention to purchase toward domestic product.
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Figure 4-4 Moderating effect of self-efficacy

As shown in Table 4-19, this research uses hierarchical regression analysis checking the
moderating effect of self-efficacy. The result in Model 3 shows that both independent
variable (self-awareness, [=0.456, p<0.001) and moderating variables (self-efficacy,
B=0.362, p<0.001) are significantly affected to dependent variable (intention to purchase
toward domestic product) respectively. In addition, Model 4 shows the interaction effect (R2
=0.674, p=0.202, p<0.01) of self-awareness and self-efficacy is also significant to intention

to purchase toward domestic product. Therefore, all hypotheses are supported.
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Table 4-19 Moderating Test of Self-efficacy among Self-awareness and Intention to

Purchase toward Domestic Product

Model 1 Model 2 Model 3 Model 4
IPDP IDPD IPDP IPDP
Independent
variable
Self-awareness
(SA) 0.749%** 0.456%** 0.486%**
Moderating
variables
Self-efficacy 0.725%** 0.362%** 0.394%**
Interaction
variable
NP*MS 0.202%**
N 330 330 330 330
R? 0.561 0.532 0.673 0.674
Adj-R? 0.560 0.530 0.671 0.670
F-value 419.774 322.153 269.568 196.558
Max VIF 1.000 1000 1.039 1.367
Note: ™ p < 0.001, * p<0.01, " p< 0.05, "p<0.1

4.6.2 Moderating test of Self-efficacy among ethnocentrism and Intention to purchase
toward domestic product

The research also uses hierarchical regression analysis to test the research hypothesis which
is focusing on the moderating effects of self-efficacy in the relationship between self-
awareness and intention to purchase toward domestic product (see Fig 4-5)

The result shown in table 4-20 indicate that ethnocentrism (B=0.737, p<0.001) is positively
and significantly affected to intention to purchase toward domestic product (H10 is
supported). Model 2 shows that self-efficacy (B=0.725, p<0.001) is positively and

significantly affected to intention to purchase toward domestic product.
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Figure 4-5 Moderating effect of self-efficacy

As shown in Table 4-20, this research uses hierarchical regression analysis checking the
moderating effect of self-efficacy. The result in Model 3 shows that both independent
variable (ethnocentrism, p=0.468, p<0.001) and moderating variables (self-efficacy,
=0.353, p<0.001) are significantly affected to dependent variable (intention to purchase
toward domestic product) respectively. In addition, Model 4 shows the interaction effect (R2
=0.616, f=0.292, p<0.01) of ethnocentrism and self-efficacy is also significant to intention

to purchase toward domestic product. Therefore, all hypotheses are supported.

62



Table 4-20 Moderating Test of Self-efficacy among Ethnocentrism and Intention to

Purchase toward Domestic Product

Model 1 Model 2 Model 3 Model 4
IPDP IDPD IPDP IPDP
Independent
variable
Ethnocentrism
(EC) 0.737%** 0.468%*** 0.485%**
Moderating
variables
Self-efficacy 0.725%** 0.353%** 0.379%**
Interaction
variable
NP*MS 0.292%**
N 330 330 330 330
R? 0.554 0.532 0.613 0.616
Adj-R? 0.553 0.530 0.611 0.613
F-value 642.205 322.153 452.693 415.334
Max VIF 1.000 1000 1.026 1.165
Note: ™ p < 0.001, * p<0.01, " p< 0.05, p<0.1
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CHAPTER FIVE
CONCLUSION AND SUGGESTIONS

As mentioned in Chapter 1, the primary objective of this study is to explore the factors
affecting willingness to purchase domestic consumers in Vietnam. Based on the theoretical
basis in Chapter 2, a theoretical research model is proposed with the research hypothesis
about the relationship between the concepts in the model.

Chapter 3 presented specific research methods, whereby, research was conducted two
major steps: (1) preliminary study; (2) formal study. The scales are also draft a preliminary
assessment before putting them into formal research.

Chapter 4 presented the results of research. In addition to the results of inspection and
assessment official scale through Cronbach's alpha analysis, EFA, this chapter also provides
conclusions based on the results of testing theoretical models (model by analyzing SEM)

Chapter 5 will be the chapter summarizes the results of the research were obtained, the
main contributions and the surface are limited. In addition, Chapter 5 will give some
implications in terms of governance from the results of research, and suggests future research.

This chapter covers the main parts:

(1) Research conclusion

(2) Research contribution

3) Limitations and Future Research Directions
5.1 Research Conclusion

The major objectives of this research are to investigate the effects of six factors: national
cultural, national pride, ethnocentrism, self-awareness, marketing strategy and self-efficacy
to consumer preference for domestic products. Specifically, this study focuses on the role of
national pride, self-awareness and ethnocentrism of consumers to understand the consumer
reviews of the product from the perspective of the host country or not. Based on the analyses
discussed in the chapter 4, the results of hypotheses testing are summarized in Table 5-1:
hypothesis H1, H2, H3, H4, HS, H6, H7, H9, H10, H11, H12, H13 and H14 are supported

while HS is reject.
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Table 5-1 The Results of Empirical Test

Research Hypotheses Results

National culture will be positively related to

HI National pride Support

e National culture will be positively related to Self- Support
awareness
National culture will be positively related to

H3 Ethnocentrism Support
National culture will be positively related to

H4 choosing domestic products of consumer Support
National pride will be positively related to

HS Ethnocentrism of consumer Support

6 National pride will be positively related to Self- Support
Awareness
National pride will be positively related to

H7 choosing domestic products of consumer Support

13 Ethnocentrism will be positively related to Self- Not support
Awareness
Ethnocentrism will be positively related to

HO choosing domestic products of consumer Support
Self-awareness will be positively related to

HI10 choosing domestic products of consumer Support
Marketing Strategy will strengthen the effect of

HI11 Self-awareness on the intention to purchase Support
domestic products
Marketing Strategy will strengthen the effect of

H12 National pride on the intention to purchase Support
domestic products
Self-efficacy will strengthen the effect of Self-

HI13 awareness on the intention to purchase domestic Support
products
Self-efficacy will strengthen the effect of

H14 Ethnocentrism on the intention to purchase Support
domestic products

The result show that ethnocentrism and national pride interacted together and influenced
by national culture. At the same times, all of them have positive impact on intention to
purchase domestic product. If the national or the government builds the good country image,
have achievements to be proud, then the ethnocentrism and national pride as powerful
catalysts that make consumer willing to purchase domestic products as a way to express
patriotism. Typically, a number of countries such as Japan and South Korea, Japanese and

Korean whether they are working or living abroad but always choose to buy the products
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that made in their country. Conversely, if the national or government losing the belief of the
people, these factors will negatively impact consumer behavior.

Besides, this study also indicate the true power of self-awareness for consumer behavior.
Self-awareness is influenced by national culture and it also have positive impact on intention
to purchase domestic product. We have cited a number of previous studies demonstrate self-
awareness has a direct impact on decision-making by consumers (Caroline Goukens, 2010).
This study suggests the ease to preferences formation accompanying self-awareness makes
consumers are willing and able to rely on their personal preferences to buy products.
Therefore, marketers should focus on individual perceptions of target customers of products
to build effective marketing campaigns. We hope that this study will encourage researchers
to conduct empirical work in this sector to validate the suggested causal relationships.

The results of testing this research model again confirms the relationship between
ethnocentrism and intention domestic consumption in the market of Vietnam. Accordingly,
ethnocentrism has positive effects on the willingness to buy domestic products. It also been
confirmed earlier in the study by Nguyen Thanh Long (2004), Nguyen Dinh Tho and Nguyen
Thi Mai Trang (2008) as well as Cao Quoc Viet (2012) for Vietnam market (with other
product groups). So, ethnocentric consumers has an important role for willingness to
purchase domestic products of consumers in Vietnam market. That means, with a consumer
has ethnocentric higher, they tend to be more willing to buy domestic products. On the other
hand, the analysis also concluded the relationship between ethnocentrism and self-awareness
don't have significant in this research context. So we need to look at this relationship in the
context of other research in future.

In this study, marketing strategies and self-effective are two moderator variables.
Marketing strategies affect the relationship between self-awareness, national pride, and
intention to purchase domestic products of consumers Vietnam. This research showed that
marketing strategy has an important role, it is a positive impact on this relationships. The
previous studies have shown marketing strategies that positive affect on purchase intent of
consumers (Pickton and Broderick, 2005). This study also confirmed again that outcome.
About self-efficacy, this is new construct in the context of this study, it is positive impact on
the relationship between self-awareness, ethnocentrism and intention to purchase domestic
product. Besides, the result indicate it also impact on intention to purchase domestic product

of consumer Vietnam.
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5.2 Research Contribution
5.2.1 Academic Implication

The analytical results of the study have explored and build scale for 7 concept study:
national culture, national pride, ethnocentrism, self-name awareness, self-efficacy,
marketing strategy, intention purchase toward domestic product for Vietnam market. This
scale has been designed and tested in previous studies, however, it is designed and tested in
other contexts, with other markets. After adjusting for the Vietnam market with data from
consumer surveys, scale measurement is achieved reliability. Thus, this study contributes to
the scale system additional seven concept scale in Vietnam market, providing more reference
materials for researchers and enterprises.

Through research, the results of testing the research model again confirm the relationship
between consumer ethnocentric and self-awareness to internal consumption trends in
Vietnam market.

5.2.2 Managerial Implication

In a certain extent, this study provides conclusions that national pride, ethnocentrism and
self-awareness in specific domain could be a very useful instrument in enveloping some of
the political and economic factors that makes customer willing to purchase domestic
products. However, it also depends on the different cultures. Countries with culture imbued
with national identity, these factors will have impact stronger but also need marketing
campaigns to elicit, promote more of these factors.

When developing the marketing campaign for the product, the marketers should pay
attention in the choice of images representing the product, it must conform to the culture and
beliefs of consumers. Above all marketers need to study the preferences and perceptions of
target customers, because this is the main object for product consumption. The messages in
the marketing campaign should be given base on factors that have been analyzed above in
order to achieve maximum efficiency in communications. However, managers should also
understand that these are external factors as catalyst, the main factors making consumers
loyal to local products is the quality of the product. Products is the heart of marketing
campaign. Investment in production of good quality products and build effective marketing
campaign are the key to the successful of any company. Managers can consider various
factors and our relationships suggested in this paper before making any decision about

product launching in home country. We also suggest managers and marketers should conduct
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a pilot study and analysis based on our model to evaluate the possibility successful of
domestic products.
5.3 Limitations and Future Research Directions

Due to the limitations of time and cost, as well as knowledge and experience, this
research inevitably limitation.

First, this study used convenience sampling method, as discussed in chapter 3, this

method has proved effective when large samples need to be collected in a short time and low
cost, but has the disadvantage of leading to much difference in the proportion of gender, age,
income and working experience. If you can extend the survey area, as well as access to many
more respondents, the ability to generalize the study will be higher.
This restriction also leads to research hard to analysis in-deep of whether having difference
of analysis models for each variables gender, age, income, working experience or not. The
next research can enhance the scope of the survey: expanded survey area, looking to add
more channels to the survey reach more respondents.

Second, this study has not studied, analyzed each specific product group, so when
applying the results of this research into practice will have the difference

Third, language barrier makes the translation and adjustment of scale is not accurate, the
significance of the observed variation in scale unclear. Hence, the future research needs to
establish discussions with the experts to be able to build scale more clear and easy to
understand for consumers Vietnam when polled.

Finally, this study has to review all the factors that may affect domestic consumer trends.
In addition to inheriting the results collected from previous studies as a basis for theoretical
background, the study only considered the new relationship between two moderating
constructs and intention to purchase domestic goods in Vietnam market. In fact, there are
many other factors will have the role direct or indirect impact on the decision buying

domestic products of consumer.
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APPENDIX 1: English Questionnaire

Assessing the Factors Driving Customers to Purchase Domestic Products:

Examining the roles of national pride, ethnocentrism, self-awareness

Questionnaire

Dear Respondents:

This academic questionnaire is to assess the factors driving customers to purchase
domestic products. This study proposes a theoretical framework assessing consumers
behavior buy domestic product mainly based on Ethnocentrism theory and Self-
awareness theory. This study also analyzes the relationship of consumers intent to buy
domestic products to the structure are selected as national culture, national pride,
ethnocentrism, self-awareness and other factors not directly impact as: Marketing strategy
and self-efficacy.

You have been reported as one of the interested respondents for this study. We have
taken the liberty of your joining to express your viewpoint about these issues. Your
countenance and assistance will be greatly appreciated. We sincerely invite you to spend a
maximum of 15 minutes to complete the questionnaire below. No personal information will
be made public. Please be assured that your answers will be kept in strict confidentiality.
Please take the time to fill out this questionnaire as accurately as possible. Your help is
crucial for this research and also for our understanding about these issues. We deeply
appreciate your kind cooperation.

Thank you.
Faithfully Yours,
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Section 1. National Culture

Levels of Agreement

S
5 :
Please take a short look on the questions below and then CIRCLE the level | & <°:D
of agreement on each of the items below based on your opinion. %5 § = %5
5l 5] 2| g 5
B = O N =
wnl Al Z| <| »n
€eaaaoa- >
INDIVIDUALISM/COLLECTIVISM
1. Group welfare is more important than individual rewards. 12 (3 |45
2. Group success is more important than individual success. 1 /2|3 (4|5
3. Individuals should sacrifice self-interest for the group (either at
12 (3 |4 |5
school or the work place).
4. Individuals should stick with the group even through difficulties. 1 (2 (3 4|5
5. Individuals should only pursue their goals after considering the
12 (3 |4 ]|5
welfare of the group.
UNCERTAINTY AVOIDANCE
1. Rules and regulations are important because they inform me of what
. 12 (3 |4 |5
is expected of me.
2. Standard operating procedures are helpful to those on the job. 1 (2 (3 4|5
3. Instructions for operations are important for those on the job. 1 (2 (3 4|5
4. Tt is important to closely follow instructions and procedures. 12 (3 |45
5. It is important to have instructions spelled out in detail so that I 11213145
always know what I’m expected to do.
MASCULINITY
1. It is more important for men to have a professional career than it is 112131415
for women.
2. Men usually solve problems with logical analysis; women usually
o 12 (3 |4]|5
solve problems with intuition.
3. Solving difficult problems usually requires an active, forcible
S . 12 (3 |4 |5
approach, which is typical of men.
4. There are some jobs that a man can always do better thanawoman. |1 |2 |3 |4 |5
5. Meetings are usually run more effectively when they are chaired by 11213145
a man.
POWER DISTANCE
1. People in higher positions should make most decisions without 112131415
consulting people in lower positions.
2. People in higher positions should not ask the opinions of people in 112131415
lower positions too frequently.
3. People in higher positions should avoid social interaction with 112131415
people in lower positions.
4. People in lower positions should not disagree with decisions by
o . 12 (3 |4 |5
people in higher positions.
5. People in higher positions should not delegate important tasks to |1 |2 |3 |4 |5
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people in lower positions. \

Section 2. National pride

Levels of Agreement
]
o
2 3
Please take a short look on the questions below and then CIRCLE the level E ED
of agreement on each of the items below based on your opinion. > 3 N
T A =
s o 5 8| =
5 2| B B 8
wnl Az <l »
<-==--- >
National pride
1. Tlove my country. 1 (213 /4|5
2. I am proud to be Vietnamese. 1 (2 (3 4|5
3. [Ifeel a great pride in that land that is our Vietnamese. 12 (3 |45
4. Although at times I may not agree with the government but my 11213145
commitment to Vietnam always remain strong.
5. Inasense. I am emotionally attached to my country and emotionally
) . 1213 |4 |5
affected by its actions.

Section 3. Ethnocentrism

Levels of Agreement

]
o
2 ;
Please take a short look on the questions below and then CIRCLE the level | -2 &b
. . A <
of agreement on each of the items below based on your opinion. S| © N
o B FB| o o
5| g 2| g 8
& L] D o B
wnl Al Z| <| «»n
< -=---- >
Prosociality
1. Buying domestic goods helps me maintain my Vietnam identity. 1 /23 (4|5
2. I believe that purchasing domestic goods should be a moral duty of 11213145
every citizen.
3. It always makes me feel good to support our products. 1 (2 (3 4|5
4. A real Vietnamese should always back Vietnam products. 1 /2|3 (4|5
5. Vietnam people should always consider Vietnam workers when
. . . 1213 |4 ]|5
making their purchase decisions.
Cognition
1. When it comes to Vietnam products, I do not need further
information to assess their quality; the country of origin is sufficient |1 |2 |3 |4 |5
signal of high quality for me.
2. Vietnam goods are better than imported goods 12 (3 |45
3. Vietnam products are made to high standards and no other country |1 |2 |3 |4 |5
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can exceed them

Insecurity
1. Increased imports result in greater levels of unemployment in
. 1 /23 (4|5
Vietnam

2. Buying foreign products is a threat to the domestic economy.

3. Job losses in Vietnam are the result of increased importation of
foreign goods

Reflexiveness

1. T would be convinced to buy domestic goods if a campaign was
launched in the mass media promoting Vietnam goods.

2. If Vietnam people are made aware of the impact on the economy of
foreign product consumption, they will be more willing to purchase
domestic goods.

3. I would stop buying foreign products if the Vietnam government
launched campaigns to make people aware of the positive impact of
domestic goods consumption on the Viet Nam economy.

Habituation

1. Tam buying Vietnam products out of habit.

2. I prefer buying the Vietnam products because I am more familiar
with them.

3. I am buying Vietnam products because I am following the
consumption patterns as these were passed to me by my older family
members.

Section 4. Marketing strategy

Levels of Agreement

]
o
5 3
Please take a short look on the questions below and then CIRCLE the 2 Bh
. o A <
level of agreement on each of the items below based on your opinion. > © N
| 2 E o
= 9 = 8| g
S| 2| 8| & £
wl Al zl < &
<---->
Product
1. Vietnam products are carefully produced and have fine
! 1 (2|3 (4]5
workmanship.
2. Vietnam products are usually a good value for the money. 1 /2|3 (4|5
3. Vietnam products are usually quite reliable and long-wearing. 1 /23 (4|5
4. Vietnam products usually show a very clever use of color and 11213145

design.

1. Price of Vietnam products is cheaper than import products.

[
N
w
=
]

2. Price of Vietnam products is right with the quality of products.

3. Price of Vietnam products is consistent with Vietnam’s living

77




standards.
4. 1am satisfied with the price of Vietnam products.
Placement
1. Ican find Viet Nam products easily in supermarkets. 1 /23 (4|5
2. Viet Nam products are distributed through various channels that 11213145
consumer easily access.
3. Locations distributors of the domestic products are very favorable. |1 |2 |3 |4 |5
4. The channels coverage of domestic products is effective.
Reflexiveness
1. Domestic products have more promotions to consumers. 1 (2 (3 4|5
2. I have known domestic brands through advertising or promotional. |1 |2 |3 |4 |5
3. I am very impressed with the advertising campaigns of domestic 11213145
products.
4. The sales campaigns of domestic products have influenced my
buying decision.
Section 5. Self-awareness
Levels of
Agreement
5
Please take a short look on the questions below and then CIRCLE the %0 S
level of agreement on each of the items below based on your opinion. A S:D
> 8 >
2l 2| 3| & £
wnl Azl <l »
€-=---- >
Self-awareness
1. I’m generally attentive to my inner feelings. 1 /2|3 (4|5
2. I’m constantly examining my motives. 1 (23 5
3. D’m alert to changes in my mood. 1 12 4
4. I'm aware of the way my mind works when I work through a
1213 |4 |5
problem

78



Section 6. Self-efficacy

Levels of
Agreement
5
Please take a short look on the questions below and then CIRCLE the %ﬂ %)
level of agreement on each of the items below based on your opinion. A <
2 8| = 2
2 o E| gl
S|l w| 2| w| ©
B = O N &
wnl Al Z| <| »
€eaaaoa- >
Self-efficacy
1. Ican always manage to solve difficult problems if I try hard enough. |1 |2 [3 |4 |5
2. If someone opposes me, I can find the means and ways to get what 11213145
I want.
3. Itis easy for me to stick to my aims and accomplish my goals. 112 |3 5
4. 1am confident that I could deal efficiently with unexpected events. | 1 | 2
Section 7. Intention to purchase toward domestic product
Levels of
Agreement
5
Please take a short look on the questions below and then CIRCLE the %ﬁ iéo
level of agreement on each of the items below based on your opinion. A <
2 3| = =
2 @ El g &
©) a = = o
wnl Al Z| <| »
€eaaaoa- >
Intention to purchase toward domestic product
1. It is very likely that I will buy products from Vietnam. 1 (2 (3 4|5
2. Iwill purchase products from Vietnam the next time I need products. |1 |2 |3 |4 |5
3. 1 will definitely try products from Vietnam. 1 (2 (3 4|5
4. 1If two products were in equal quality, I will choice the Vietnam 11213145
product.
5. Twould feel guilty if I buy a foreign product 1 /2|3 (4|5

79



Section 8. Demographic Information
We sincerely appreciate your time and efforts to answer the following questions. Your answer will be

treated in strict confidence. For our information, would you please indicate the following questions:

o Male o Female
Gender
Age o<I18 o 18-25 o 25-35
0 >35 years old
years old years old years old

Relationship o Single 0 Married

o 5-10
Income 0 <5 million 0> 10 million
million
Working o<5 o5-10
o> 10 years
Experience years years
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APPENDIX 2: Vietnamese Questionnaire

Pénh gia cac yéu té hudng khach hang chon mua san pham trong nuéc: Xem

x¢€t vai tro ctia niém ty hao dan tdc, chu nghia vi ching va tu nhan thirc

BANG CAU HOI KHAO SAT

Kinh gui Quy Anh/Chi,

To6i tén 1a Phung Thi Thu Thuy, hién 1a sinh vién sau dai hoc nganh Quan tri kinh doanh.
Bang khao sat ndy nham danh gid anh hudng cia cac nhan to: Vin héa quéc gia, Niém tu
hao dan toc, Chu nghia vi chung, Nhan thic ca nhan, Hi€u qua c4 nhan va Chién lugc
marketing dén su san long mua céc san phém noi dia tai Viét Nam.

R4t mong Quy Anh/Chi danh mét vai phat tham gia cudc khao sat. Y kién cia Quy Anh/Chj
rit quy bau trong viéc hoan thanh dé tai luan vin nay. Moi thong tin Quy Anh/Chj cung cip
chi danh cho muc dich nghién ctru dé tai luan vin va s& khong duoc cong khai trong bét ki
hoan canh nao. Xin vui long chon ¥ kién phu hop nhét véi Quy Anh/Chi trong khoang tin
cdy va chinh x4c nhét c6 thé.

Xin chén thanh cam on Quy Anh/Chi di danh thoi gian quy bau, t6i vo cung biét on su hop
tac ciia Quy Anh/Chi. Chuc quy Anh/Chi mét ngay t6t lanh!
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Phin 1. Vin héa quoc gia

Levels of
Agreement
,§ >
: s
Xin vui 1ong chon ¥ kién phu hop nhét vi Quy Anh/Chi trong khoang ,§ - i o0 S
tin cdy va chinh xac nhat c6 thé. =& |.8 & £
o0 3 Q| B 3
(% oq ﬁ > +
S| =| oo g
<z 2 E| 8|3
v AN-1N
€eaaaoa- >
INDIVIDUALISM/COLLECTIVISM
1. Ddi véi t6i loi ich cua tip thé quan trong hon lgi ich ¢4 nhan. 1 |2]3]4]5
Doi véi t61 sy thanh cong cua tap thé quan trong hon su thanh cong 1 21314 |5
cua cé nhan. ,
3. Toi c6 thé tir bd muc ti€u ¢4 nhan vi lgi ich cua tap thé 1 21314 |5
4. Ca nhén nén trung thanh vai tap thé trong nhimg lac kho khan 1 21314 |5
5. Cénhan chi nén theo dudi muc ti€u riéng cua minh sau khi xem xét
o oA R 1 |23 |45
loi ich cua tap thé
UNCERTAINTY AVOIDANCE
1. Doi véi téi ndi quy cua tap thé rat quan trong vi nd cho téi biét tap
2 ARt | e o U W 1 |23 4|5
thé mong doi gi ¢ thai d§ va hanh vi cua tdi.
2. Tiéu chuan hda quy trinh lam viéc rat hiru ich doi vaéi toi. 1 213 4 |5
3. Su hudng dan cu thé trong cong viée rat quan trong doi vdi ca
A ns 1 |23 /|45
nhan toi.
4. Thyc hién ding cac chi dan va quy trinh ctia tip thé rat quan trong
doi véi toi.
5. Nhimg yéu cau va hudng dan chi tiét cong viéc rat quan trong vi
nod cho toi biét cong viéce tdi s€ va phai lam.
MASCULINITY
1. Pan 6ng can mot sy nghiép vimg manh hon so véi phy nir 1 [2/3 |4 |5
2. Dan 6ng thuong giai quyét van dé bang logic va phu nit thuong
1 |23 4|5
gidi quyét van dé bang tryc glac
3. Pan ong phu hop khi giai quyét nhitng van dé kho khin phai ding
A g oqlen , ~ £ 1 23|45
dén cac bién phap cudng che.
4. Co6 mot s0 cong vi¢c dan 6ng ludn lam tot hon so vdi phu nit.
5. Cugc hop c6 hiéu qué hon khi dugc chu tri boi mot nguoi dan 6ng
POWER DISTANCE
1. Quén ly nén tu dua ra quyét dinh ma khong can tham khao y kién 1 213145
ctua nhan vién
2. Quan ly khong nén tham khéo y kién ctia nhan vién thuong xuyén. | 1 21314 |5
3. Quadn ly nén trdnh tuong tac xa hoi voi nhan vién. 1 21314 |5
4. Nhan vién khong nén khong dong y vi cac quyét dinh ciia quan
ly.
5. Quan ly khong nén giao nhimg nhiém vu quan trong cho nhén vién
cap dudi.
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Phin 2. Niém tu hao qudc gia

Levels of
Agreement
p
Xin vui 10ng chon y kién phu hop nhat voi Quy Anh/Chi trong khoang ,§ 2 Jod I é
tin cdy va chinh xac nhat c6 thé. <= 5|.&8| =
éﬂ o E > ®}
© %D =} 0 ;
2 | 2| E|.E| 8
ARAN-1N
€aaa=aa >
National pride
1. Toéi yéu Viét Nam. 1 2 |3 14 |5
2. Toi ty hao 1a nguoi Viét Nam. 1 2 131415
3. Toi cam thay rat doi tu hao khi stir dung Tiéng Viét. 1 2 13415
4. Mac du doi luc t61 khong dong y véi cac chinh sach cua chinh phu
YRS+ . X 1A ~ 1 2 (31415
nhung cam két cua t61 voi Viét Nam van lu6n manh mé.
5. Toi ludn cam thay gan két voi Viét Nam va di€u nay anh hudng
X 1x n - A 1 2 |3 1415
dén hanh dong cua toi
Phin 3. Chii nghia vi chiing
Levels of
Agreement
= A
g aﬂ
Xin vui 1ong chon y kién phu hop nhat véi Quy Anh/Chi trong khoang p 2 e S
tin cay va chinh xac nhat c6 thé. g S| £ g
< S| 3| | 8
2 2GS 2
© %‘0 © —g ((g ,8
VAR NN
< - - - - - >
Prosociality
1. Viéc mua hang hoa ndi dia gitp t6i duy tri ban sac van hoa Viét
. 1 2 (31|45
Nam ctia minh
2. Téi tin rang st dung hang hoéa ndi dia 1 viéc nén lam cua moi
o n 1 2 (31|45
cong dan
3. Ung ho hang hoa ndi dia luén lam t61 cdm thay tot dep hon 1 2 13 (4|5
4. Mot nguoi Viét thye su thi nén ung hd cac san pham cua Viét
1 2 (31|45
Nam
5. Nguoi tiéu dung Viét Nam nén nghi dén cong nhan Vi¢t Nam khi
L, 4 \ , 1 2 (31|45
dua ra quyét dinh mua hang hoa.
Cognition
1. Khi néi dén hang hoa Viét Nam, t61 khong can thém thong tin dé 1 213145
danh gia chat lugng, xuat x{t Viét Nam du cho t6i biét san pham
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do6 c6 chat luong cao.
2. Hang hoa Viét Nam t6t hon so v6i hang hoa nhap khau 1 2 (314 |5
3. Hang hoa Viét Nam duoc thuc hién theo cac ti€u chuan cao va
R YRR 1 2 (3 (4|5
khong c6 quoc gia nao cé the vuot qua
Insecurity
1. Tai ludn tin tudng vao chat lugng ctia hang hoa Viét Nam 1 2 13 (4|5
2. Nhép khau ting dan dén gia ting tinh trang that nghiép o Viét
1 2 (31|45
Nam
3. Muasan phérn nudc ngoai la mbi de doa cho nén kinh té Viét Nam | 1 2 31|45
Reflexiveness
1. Téi s& b thuyét phuc tiéu dung hang hoa ndi dia néu c6 mot chién 1 > 13145
dich quang ba hang Viét Nam dugc truyén thong.
2. Toi s& bi thuyét phuc tiéu dung hang héa ni dia néu c6 mot chién ) 5 1314 ls
dich quang bé hang Viét Nam dugc truyén thong
3. Toi s€ ngung tiéu thu hang nhap khau néu chinh phu Viét Nam
phat dong chién dich truyén thong gia ting nhan thic Ve nhiing 1 2 1314 |5
tac dong tich cuc cua tiéu dung hang ndi dia dbi v6i nén kinh té
Viét Nam
Habituation
1. T6i mua hang hoa Viét Nam khong nhu mét thdi quen 1 2 13 (4|5
2. Toi thich mua hang héa Viét Nam vi t6i thay quen thudc hon. 1 2 131415
3. T6i mua hang hoa Viét Nam nhu mt thoi quen tiéu dung cua gia 1 > 13145
dinh dugc anh hudng bdi thé hé trude
Phin 4. Chién lwgc Marketing
Levels of
Agreement
= >
] en
Xin vui long chon y’kién phu hop nhét v6i Quy Anh/Chj trong khoang tin *g Jo N r;§
cy va chinh x4c nhat c6 thé. ::3 ,;§ £ £
e ol > S
e & 4 2 5
vl 9 d 8| F
<---->
Product
1. San pham cua Vic::t Nam dugc san xuat mot cach can than boi nhimng 1 12 1314 ls
nguoi co tay nghe tot.
2. San pham cua Viét Nam c6 mau sic va thiét ké rat thong minh 1 |2 |34 |5
3. San pham cta Viét Nam thudng dang tin cdy va bén. 1 |2 |3/4 |5
4. San pham cua Viét Nam c6 chat luong phu hop véi gid tién. 1 |2 [3]/4 |5
Price
1. Gi4 ctia san pham Viét Nam ré hon so v4i san pham nhap khau. 2 |3/4 |5
2. Gié cta san pham Viét Nam pht hop v6i chat lugng san pham 1 /2 |3/4]|5
3. Gi4 ctia san pham Viét Nam phu hop véi chat lugng san pham. 1 (2 [3/4 |5
4. Toi hai long voi gia ca cia hang hda Viét Nam.
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Placement

1. Toi c6 thé dé dang tim thay cac san pham Viét Nam tai hau hét cac 112 13145
siéu thi 16n nhd
2. San pham cta Viét Nam duoc phan phdi qua nhiéu kénh khac nhau 112 13145
giip nguoi ti€u dung dé dang tiép can
3. Cac kénh phén phdi hang ndi dia Viét Nam thuong nam & nhitng vi 112 |34 5
tri rat thuan loi
4. Cac kénh phan phéi hang ndi dia Vi¢t Nam hoat dong rat hiéu qua
Promotion
1. Hang héa Viét Nam thudng c6 nhiéu chuong trinh khuyén mai cho 112 13045
nguoi tiu dung
2. Tbi biét dén nhiéu san pham cua Viét Nam thong qua cac kénh 112 13045
quang cao
3. Toi rétfin tugng véi cac chién dich va thong diép quang cdo cla 112 13045
san pham ngi dia
4. Céc chién dich ban hang clia san pham trong nuéc da anh huong
dén quyét dinh mua hang cua toi.
Phin 5. Ty nhin thire
Levels of
Agreement
g @
Xin vui 1ong chon y kién phu hop nhit v6i Quy Anh/Chi trong khoang sl el ,§
tin cdy va chinh xac nhét co thé. ;8 é § £
el d- el
SE 2|2 & &
8 G| @l d 2
€eauaanaoa >
Self-awareness
1. Toi thuong chi v téi cam xuc bén trong cua toi.. 1 2 |3]4]|5
2. Téi thuong lién tuc nghi dén dong luc cia toi khi doi dién véi
~ LA 1 T 1 2 (345
nhirng van d¢ kho khan
3. Toi thudong cha ¥ téi cam xtic bén trong cua toi. 1 2 13145
4. Toichd thé ’nhar‘l tl}lﬁ:c duoc cei’ch ma tam tri cua to1 hoat dong thong 1 2 13145
qua mot van dé can giai quyet
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Phén 6. Ty hiéu qua

Levels of
Agreement
= e
: aﬂ
Xin vui 1ong chon y kién phu hop nhit v6i Quy Anh/Chi trong khoang p i o0 S
tin cdy va chinh xac nhét co thé. T |.& B g
< LT I= ¢
oo+ o S| 7 S
£HE =SB
g8l Yl m|d F
€eauaanaoa >
Self-efficacy
1. Toi co the gidi quyet hau hét cac van dé néu t6i nd luc 1am diéu
46 1 |[2]3(|4|5
2. Tbi co thé giir binh tinh khi ddi dién véi nhitng kho khan vi toi
N AP I 1 |[2/3|4|5
biét minh c6 khad ning gidi quyét nd.
3. Khi doi dién vo1 mot van de, to1 thuong tim ra mot so giai phap 1 121314ls
4. Néu gap kho khan, t6i co thé nghi ra giai phap 1 23 5
Phin 7. Y dinh mua san pham ndi dia
Levels of
Agreement
= >
: aD
Xin vui 1ong chon y kién phu hop nhit véi Quy Anh/Chi trong khoang sl 21 e S
tin cdy va chinh xac nhat c6 thé. g |.5] B g
< | =B S
oy on| S ‘:E =
(8 g (8 'g '(g r§
V- - AN
<-=---- >
Intention to purchase toward domestic product
1. Rat c6 thé tdi s€ chon mua céc san pham cua Vi¢t Nam. 1 |23 (4|5
2. Toi s€ mua cac san pham cua Vi€t Nam trong thoi gian toi. 1 /123 1]4|5
3. Toi chac chan s€ thir dung cac sdn pham cua Viét Nam. 1 |23 (4|5
4. Neéu hai san pham co chat lugng nhu nhau, t6i chac chan s€ mua
\ 2 LA 1 |23 (4|5
san pham cua Vié¢t Nam.
1 |23 4|5

T61 s€ cam thay khong hay néu mua céc san pham nude ngoai.
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Phin 8. Thong tin ngudi tra 1oi

Gidi tinh 0 Nam o Nt
, , o 18-25 , ,
Tuoi 0 < 18 tuoi N 0 25-35 tuoi 0 >35 tuoi
tudi
. o bdc ,
Moi quan h¢ o Két hon
than
Thu nhap 0 <5 triéu 0 5-10 triéu 0> 10 triéu
Kinh
o5-10
nghiém l[am 0 <5 nam 0> 10 ndm
) nam
viéc
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