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Abstract

The research theme is put forward under the realistic background of the development
of Thai cosmetics in the Chinese market. Intends to start from cosmetics, with some college
students and working youth groups as samples to study the evolution of Thai cosmetics in
the Chinese market. Based on reviewing the research results of related topics at home and
abroad, this paper draws on the classic consumer ethnocentrism and Chinese goods
purchasing behavior relationship model, collects data through questionnaires, and uses
SPSS data analysis software to trust the recovered data, validity test, and regression
analysis to test each hypothesis. The results confirmed the consumer's relationship between
the category of cosmetics, Chinese goods awareness and brand preference, brand identity
perception and purchase, and their variables in the context of Chinese and Thai brands. And
help Thai cosmetics manufacturers to gain a deeper understanding of the Chinese market
and consumers, and formulate effective strategies to enter the entering China.
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INTRODUCTION

Today's market has entered an era dominated by brand competition. After decades of
reform and opening-up and China's accession to the WTO, the overall size of the market has
expanded dozens of times, and more and more foreign brands have entered the domestic market.
It can be speculated that there is still a huge development potential in China's cosmetics market
(Wang, 2005), and the transaction scale will grow steadily in the next few years. With the
gradual deepening of political and economic exchanges between China and Thailand, Thai
cosmetics brands have gradually entered the Chinese market (Zhuang, 2006) and have good
development prospects.

"Chinese goods awareness” is generally regarded as the localization of the concept of
"consumer ethnocentrism™ in China. "Consumer ethnocentrism™ was first proposed by Sharma
(1987), which has been widely studied in western countries. The impact of this concept on a
country's national consumption behavior generally regarded as the research focus. The -earlier
classic research model is also a model of consumer ethnocentric tendencies proposed by Sharma
(1987), which focuses on the trend of consumer ethnocentrism to Chinese consumer domestic or
foreign goods and joins demographics factors (age, gender, education, income), product
necessity cognition, overseas economic turmoil, cognitive three adjustment variables. Domestic
research on the concept of local goods is earlier and more systems such as Wang et al. (2007)
from the intrinsic relationship between consumer ethnocentrism and domestic product
consumption behavior to the ethnocentric behavior of retail store selection in recent years. The
research on the significance of its marketing strategy has become more and more detailed and
more practical. Later, scholars represented by Zhuang (2006) and others gradually tried to
conduct empirical research on products and brands on domestic product awareness, brand
characteristics, and consumer local brand preferences.

This article intends to target the broad concept of “foreign brand” and “foreign market” to
the development of Thai cosmetics in the Chinese market and consumer attitudes under the
realistic background of the strong development of Thai cosmetics in the Chinese market |,
Conduct behavior and other aspects to do a research in order to expect to draw valuable
conclusions. In terms of specific empirical research methods, this article did not make a major
breakthrough, mainly on the basis of previous research methods, according to the specific
research topics of this article, slightly modified to ensure the credibility and authority of the

method. This research is mainly to clarify the problems between domestic product perception,
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brand characteristics, consumer preferences and purchasing behavior. And the following are the
research questions: a) When Chinese consumers are confronted with Thai cosmetics and
domestic cosmetics, what is the impact of their brand preference on their purchasing behavior?
b) When Chinese consumers face Thai cosmetics and domestic cosmetics, what is the impact of
their local product awareness on brand preference and purchasing behavior? c¢) When Chinese
consumers face Thai cosmetics and domestic cosmetics, they have different perceptions of Thai
brands and local brands, then what is the impact of consumer's brand identity cognition on their
brand behavior and purchasing choice? d) Whether consumers have a Thai cosmetics brand
buying experience, what is the relationship between their brand identity perception and brand
preference?

At present, China's cosmetics market is experiencing a new turning point. And Thailand,
with its natural, healthy, and environmentally friendly characteristics, the Thai brand has
gradually been accepted by Chinese consumers (Johri, 1998). Therefore, we have reason to
predict that the potential for Thai cosmetic brands will increase progressively.

REVIEW OF LITERATURE

This article focuses on the research of Chinese consumers' preference for Chinese cosmetic
brands and Thai cosmetic brands. Zhao Zhanbo and others(2009) conducted a study on Chinese
consumers' Chinese and foreign brand preferences and their key influencing factors, and
concluded that consumers' age, family, income and education level are the main influencing
variables. Some scholars have confirmed that consumers who have had direct purchase
experience are more affected by their own buying behaviors. In the absence of direct purchasing
experience, consumers judgments on behavior are more based on themselves indirect experience
(such as word-of-mouth publicity, advertising, etc.) (Wang Peng, 2014). Wang Rong and Li Hui
(2013) draws a sense of Chinese goods has an obvious intention for consumers to buy foreign

brand products negative influence.

RESEARCH METHODS

This study used statistical analysis software SPSS 17.0 for data statistics and analysis
(Verma, 2012). This study used one of the most commonly used regression analysis methods,
linear regression, that is, to study whether there is a direct relationship between the dependent

variable and one or more independent variables.
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Model establishment
This paper mainly refers to the research mode of several experts and makes some

modifications (Zhuang, 2006). Get the model shown in Figure 1 below.

H3

CHINESE GOODS AWARENESS —|—>

H2
CONSUMER PREFERENCES H CONSUMER
Ha PURCHASE BEHAVIOR
(THAI BRAND/CHINESE
BRAND)
COGNITION OF BRAND
CHARACTERISTICS T A

H3

THAI COSMETICS PURCHASE
EXPERIENCE

Figure 1. Research model in this paper

Because of the cosmetics as the research object, we want to find out the influence of
Chinese consumers' preference (Wang, 2016) on their purchasing choices in the context of the
Thai cosmetic brand and the domestic cosmetics brand, and whether consumers prefer to buy
such a brand. Then made the following assumptions.

Hla: All other things being equal, the more Chinese consumers prefer domestic cosmetics
brands, the more they tend to buy local cosmetics brands.

H1b: All other things being equal, the more Chinese consumers prefer Thai cosmetics brands, the
more they tend to buy Thai cosmetics brands.

This paper wants to clarify whether brand preference and purchasing behavior are affected

by the awareness of domestic products and how they are affected (He, 2012). Therefore, the
following assumptions are made.
H2: All other things being equal, the stronger the Chinese consumers' awareness of domestic
cosmetic products, the more they prefer the local cosmetics brand over the Thai cosmetic brands.
H3: All other things being equal, the stronger the Chinese consumer's awareness of domestic
products, the more inclined they are to buy local cosmetics brands instead of Thai cosmetics
brands.

To understand whether brand preferences and purchasing behavior are affected by domestic
product awareness, make the following assumptions.

H4a: All other things being equal, the higher the Chinese consumers' perception of the

characteristics of domestic cosmetics brands, the more they prefer local cosmetics brands.
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H4b: All other things being equal, the higher the Chinese consumers' perception of the
characteristics of Thai cosmetics brands, the more they prefer the Thai cosmetics brand.
H5a: All other things being equal, the Chinese consumers’ Thai brand buying experience
regulates the relationship between consumer brand identity perception and brand preference.
H5b: All other things being equal, the more consumers who have not had the purchase
experience of the Thai cosmetic brand, the stronger the influence of consumers' perception of
Chinese domestic cosmetics brand on consumers' preference for Chinese local cosmetics brands.
H6a: All other things being equal, the higher the consumer's perception of the characteristics of
Chinese domestic cosmetics brands, the more they tend to buy Chinese local cosmetics brands.
H6b: All other things being equal, the higher the consumer's perception of the characteristics of
Thai cosmetics brands, the more they tend to buy Thai cosmetics brands.
Research brand selection

The choice of brand is mainly based on the following two aspects. On the one hand, both
the Thai cosmetic brands and the Chinese domestic cosmetic brands are mostly based on the top
brands in the local market (Zhuang et al. 2006). On the other hand, we have preferentially
selected several Thai cosmetics brands with the highest sales volume, and then choose the same
product category as the Thai cosmetics brands in the selection of domestic cosmetics brands.
Based on the above considerations, the product categories and brands included in the study are as
follows in table 1.

Table 1 Research on Brand and Category

Product
Facial Mask Skin Cream Skin Lotion Make-up
Cleanser
Brands
ORIENTAL
Thai Brands BEAUTY ELE SNAIL PRINCESS | MISTINE
BUFFET VOODOO | WHITE SNAIL BSC
WHITE
Chinese Brangs | PECHOIN KANS MARUBI HERBORIST | FLAMINGO
INese Brands | \NOHERB | UNIFON | HERBORIST | CHANDO CARSLAN

RESULTS AND DISCUSSION
Sample background analysis

A total of 250 questionnaires were distributed in this study, and 220 surveys were collected,
with a recovery rate of 88%. Because this study is aimed at young and middle-aged women

(college students and working young women), 3 of them were excluded from the invalid
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questionnaires  (Ponbamrungwong, 2009). The final valid polls were 217. The elemental
composition is shown in Table 2 below. As can be seen from the table, the age of the survey
participants is 92.6% from 16 to 30. Between the ages, only 7.4% are from 31 to 40 years old,
which helps the questionnaire to be more representative.

Table 2 Sample background structure

QUESTION OPTION FREQUENCY | PERCENTAGE
MALE 0 0
GENDER
FEMALE 217 100
16-25 years old 114 52.5
26-30 years old 87 40.1
AGE
31-40 years old 16 74
40 years old orolder | 0 0
YES 217 100
Buying Cosmetics Experience
NO 0 0
TOTAL 217 100

Five factors for order cosmetics. The results are shown in Table 4 below. As can be seen,
most consumers do not care much about the origin of the brand when purchasing cosmetics.

The item includes five factors: brand origin, brand awareness, brand quality, and brand
price (Chan, 2009). Ask investigators to sort and get the table 3.

Table 3 Cosmetics purchase considerations

Fust place | Second place | Thad place | Fourth place | Fifth place

F P(%) | F P(%) |F P(%) | F P(%) |F | P(%)
Country of origm | 3 1.38 |3 1.45 9 441 |31 15.9 148 | 77.08
Popularity 11 |5.07 |22 10.63 |13 |6.37 [ 126 |64.62 |29 | 15.1
Quality 132 ] 60.38 | 67 3237 | b 294 |5 256 |0 0
Price | 046 |48 2319 |12816275|19 |9274 |9 4.69
Value for money |70 |32.26(67 [3237 |48 |2353[14 [7.18 |6 3.13
Total 217 {100 | 217 | 100 217 (100 |217 | 100 2171 100

Legend:

F: Frequency
P: Percentage
As can be seen, most consumers do not care much about the origin of the brand when

purchasing cosmetics.
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Reliability and Validity Test
Reliability Test Analysis

The o coefficient created by L. J. Cronbach is a commonly used method for testing
reliability in the attitude scale method. The value of the alpha coefficient judges the magnitude of
the reliability. This paper also quotes the scale, and made some changes to the subject of this
study, and obtained seven items of China. The goods awareness scale, the measurement results
are shown in Table 4 below, the a value is 0.785, the reliability is excellent, and the validity test
can be continued.

Table 4 Reliability Analysis of Chinese Goods Awareness Scale

Cronbach's Cronbach's Alpha Based on standardized Number of tems
Alpha items
785 782 7

Validity test analysis
At present, SPSS provides a standard method for judging whether the original variable is
suitable for statistical analysis of factor analysis. In general, a KMO (Kaiser-Meyer-Olkin)
measure higher than 0.5 means that factor analysis can be performed, while above 0.7 is more
effective. If the KMO measure is more significant than 0.8, the validity is very high. Table 5
below shows, it can be considered that the correlation coefficient matrix is significantly different
from the unit matrix, and it is also suitable for factor analysis, that is, the validity is highly

reliable.
Table 5 Validity Analysis of China Goods Awareness Scale
Fact
Measurement item or
load
G1 Chinese should give priority to buying Chinese domestic brands to protect 611
the development of national industries. '
G2 China's national brand is gradually growing and proud. .654
G3 Foreign brands pose a concern about China's related industries and 680
markets. '
G4 The expansion of foreign brands such as L'Oreal Paris, Estee Lauder, and 761
Lancome in China is unsettling. '
G5 China's national brands should not be allowed to be acquired by foreigners 492
in any way. (D) '
G6 Chinese should use Chinese own "cosmetics." 762
G7 Consumer acceptance of Chinese brands is directly related to the 736
sustainable development of national enterprises and the Chinese economy. (D) |
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Kaiser-Meyer-Olkin Measure of Sampling
. 762
Sufficiency
KMO and Bartlett's . ) 573.
inspection Bartlett's Approximate Chi-Square 897
spherical test df 21
Sig. .000

Descriptive statistics

Table 6 shows the results of the statistical scales for all valid samples. As can be seen from
the table, the perspective of brand preference and purchase quantity, the average score of
Chinese brands is higher than that of Thai brands. It may be caused by factors such as purchasing
channels and brand awareness in the domestic market. In the three characteristics of brand
awareness, brand quality, and cost performance, China brand is superior to the Thailand brand;

the difference is not big and not very significant. Still, there is a big difference in brand

awareness.
Table 6 Total descriptive statistics
N Minimum | Maximum | Average | Standard
value value value deviation
Chinese goods awareness | 217 1 6.29 451 0.78
Brand Chinese 1,17 |4 6 451 0.94
preference Brand
Thai Brand | 217 1 6.2 4.17 1.01
Chinese
Svr\zlr;gness Brand 217 1 7 6.17 1.25
Thai Brand | 217 1 6.2 4.19 1.14
Chinese
Brand quality | Brand 217 1 6.8 4.73 0.84
Thai Brand | 217 1 6.4 4.42 1.01
Chinese
Brand price Brand 217 1 6.8 4.66 0.83
Thai Brand | 217 1 6.4 4.41 0.96
Purchase gmzse 217 |0 5 166  |087
Guantity Thai Brand | 217 | 0 5 0.65 0.99

Research hypothesis test
Test H1
As shown in Table 7 below, there is a moderate negative linear correlation between the

two variables, which can be entered into the next step of regression analysis.
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Table 7 The relationship between consumer brand preference and purchasing propensity

LIKE N1 N2

Pearson correlation 1 .351** -.351**
LIKE Significant (bilateral) .000 .000

N 217 217 217

Pearson correlation .351** 1 -1.000**
N1 Significant (bilateral) .000

N 217 217 217

Pearson correlation -.351** -1.000** 1
N2 Significant (bilateral) .000 .000

N 217 217 217

Legend:
**_Significant correlation at the level of. 01 (bilateral)

It can be concluded that the more Chinese consumers prefer Chinese cosmetics brands,
the more they tend to buy Chinese cosmetics brands, that is, the results support Hla. When other
things are the same, the more Chinese consumers prefer the Thai cosmetics brand, the more they
tend to buy the Thai cosmetics brand, that is, the result supports H1b.

Test H2, H3
As shown in table 8, there is a slight positive linear correlation between the two variables.

Table 8 An Analysis of Consumers' Consciousness of Chinese Goods, Brand Preference
and Purchasing Tendency of Chinese Brands

CGA LIKE N1

Pearson correlation 1 -117 203**
CGA Significant (bilateral) .086 .003

N 217 217 217

Pearson correlation -117 1 351**
LIKE Significant (bilateral) | .086 .000

N 217 217 217

Pearson correlation 203** .351** 1
N1 Significant (bilateral) | .003 .000

N 217 217 217

Legend:

**_Significant correlation at the level of. 01 (bilateral)

It can be concluded that the influence of Chinese consumers' domestic awareness on their
local brand preferences is not significant, and the verification results do not support H2. The
stronger the Chinese consumers' perception of local products, the more likely they purchase

Chinese cosmetics brands instead of Thai cosmetics brands. That is, the result supports H3.
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Test H4, H5

As shown in Table 9 below, it can be seen that consumer brand preference is moderately

positively linearly related to the three characteristic cognitive variables, which can be entered

into the next step of regression analysis.

Table 9 Consumer brand identity cognition and brand preference analysis
LIKE KNOW | QUALITY | VALUE
Pearson correlation | 1 .398** 512** AB7**
Significant
LIKE (bilateral) .000 .000 .000
N 217 217 217 217
Pearson correlation | .398** 1 .622** A30%*
KNOW Signincant 000 000 000
(bilateral)
N 217 217 217 217
Pearson correlation | .512** 622** 1 123**
Significant
QUALITY (bilateral) .000 .000 .000
N 217 217 217 217
Pearson correlation | .467** A30** 723** 1
VALUE Significant 000 000 000
(bilateral)
N 217 217 217 217
Legend :

**_Significant correlation at the level of. 01 (bilateral)

It can be concluded that in other cases, the higher the Chinese consumers' perception of
the characteristics of Chinese cosmetics brands, the more they prefer Chinese cosmetics brands,
and the verification results tend to support H4a, H4b. The more Chinese consumers who have
not experienced the purchase of Thai cosmetics brands, the more influence of consumer Chinese
cosmetics brand characteristics on consumers' preference for Chinese cosmetics brands, that is,
the result supports H5b.

Test H6

As shown in table 10, it can be seen that consumer brand preference is also moderately
negatively linearly related to the three characteristic cognitive variables, and can enter the next
step of regression analysis.
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Table 10 Analysis of Consumers' Brand Characteristics Cognition and Brand Purchasing

Tendency
KNOW [ QUALITY | VALUE | N1 N2

Pearson correlation 1 .622** A430*%* | .226** -.226**
KNOW Significant (bilateral) .000 .000 .001 .001

N 217 217 217 217 217

Pearson correlation 622*%* | 1 J23*%* | . 258** -.258**
QUALITY | Significant (bilateral) | .000 .000 .000 .000

N 217 217 217 217 217

Pearson correlation A430*%* | [723** 1 .143* -.143*
VALUE Significant (bilateral) | .000 .000 .035 .035

N 217 217 217 217 217

Pearson correlation 226** | .258** 143* 1 -1.000**
N1 Significant (bilateral) | .001 .000 .035 .000

N 217 217 217 217 217

Pearson correlation -.226** | -,258** -.143* | -1.000** | 1
N2 Significant (bilateral) | .001 .000 .035 .000

N 217 217 217 217 217

Legend:

**_Significant correlation at the level of. 01 (bilateral)

*, Significant correlation at the level of. 005 (bilateral)

It can be concluded that the higher perception of the characteristics of Chinese or Thai
cosmetics brands, the more inclined to buy the conclusion of Chinese or Thai cosmetics brands;

the test results do not support H6b.

CONCLUSION

In the context of the increasingly frequent economic exchanges between China and
Thailand, this paper puts the perspective on the comparison between Thai brands and Chinese
brand identity

perception, brand preference and purchasing behavior among consumers. The favorite and

brands, and further understands the views of Chinese goods awareness,

purchase of Chinese consumers in the face of Thai cosmetics brands and Chinese cosmetics
brands can also explore the role of Chinese consumers' awareness of Chinese goods and brand
identity.

For Chinese or Thai cosmetics suppliers, they can increase users' brand preferences in terms
of their brand awareness, quality, image, and cost performance. In this way, consumers will be
more inclined to buy Chinese or Thai cosmetics, which is supported by H1. Secondly, consumers

will be more willing to buy Chinese cosmetics by increasing their awareness of Chinese
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products, which supports H3. It is verified that the domestic knowledge has a significant impact
on consumers' Chinese brand purchases, but the effect on consumer brand preferences is not
substantial. For cosmetics suppliers, the higher the consumer's perception of the characteristics
of local or Thai cosmetics brands, the more they prefer local or Thai cosmetics brands (H4). It
infers that various promotional tools and media can also be used to promote characteristics'
perception (Wang, 2015); consumers will be more inclined to buy. For consumers who do not
have Thai cosmetics buying experience, they will be more willing to buy Chinese cosmetics,
which is supported by H5 (Guo, 2014). Therefore, Thailand's cosmetics suppliers may do free
sampling to introduce Thai cosmetic products, then more customers understand Thai cosmetics;
the more customers are inclined to purchase.

In the future research process, both the choice of the respondents and the choice of the
brand will be considered more comprehensive and try to improve the represent ativeness of the
research results. At the same time, we will think deeply about the reasons why the domestic
product cognition, brand preference and brand identity cognition are not consistent with the

hypothesis. And explore more empirical research.
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