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Abstract

This research studies the influence of (X1) observability, (X2) content compatibility, (X3) consumer
ethnocentrism, and (X4) perceived brand origin on customers’ (Y) intentions to purchase satellite dishes in Bangkok.
The data is collected by convenience sampling from 338 questionnaires. To analyze the descriptive information, the
hypothesis testing is based on multiple regression analysis. The results show that the respondents were mostly
females aged between 15 - 39 years with bachelor degrees working in offices in Thailand. The hypothesis testing
results reveal that the variables with best power predictors for purchase intentions were perceived brand origin,
consumer ethnocentrism, observability, and content compatibility with beta coefficients of 0.370,0.167, 0.154, and

0.153, respectively, at a significant level of 01. This research can be used to plan and create marketing strategies for

consumers who buy satellite dishes in Bangkok.

Keywords: purchase intention, satellite dishes, Thailand
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