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ABSTRACT

The research that is to be conducted finds out the level effectiveness of county of

origin, Ethnocentrism, product knowledge, product involvement on consumer

purchase intention of beauty care products. Many companies try to their goals like

profit maximization, high market Share and survival. During the past couple of

decades, Country of Origin and ethnocentrism has emerged as one of the Key

concepts in marketing. For conducting this research, it has taken into consideration of

both foreign & domestic context of how affect the consumer' buying decision

regarding of beauty care, marketers captured the market consecutively to create brand

repeat purchase patterns among customers. The main problem was to how

organuations & consumer to distinguish their products from competitors as beauty

care market has lot of competitors. Therefore, the Problem statement was derivate by

identif ing whether the country of origin & ethnocehtrism affect consumer purchase

intention for beauty care products brand. As significance of stud,y, this paper provides

opportunities for beauty care marketers to understafld fie ,orrrrr*ers' perception
fs:

about beauty care products in orderrto set their strategies because of consumer gives

importance to the product origin (foreign/domestic).Th& aim of this study is to

identify the impact county of origin, Ethnocentrism, product knowledge and'product

involvement on consumer purchase intention of beauty care products. Based on the

comprehensive literature review, four variables were identifies p'$jch could predict
.r't

purchase intention. The study mainly considers the primary data.&datawere collected

through closed structured questionnaire used convenience sampling method from 250

respondents from Batticaloa district, used univariate & bivariate analysis techniques

in order to analyze data and find the results of study objectives. The results show that

country of origin, product knowledge, product involvement.and ethnocentrism has

positive impact on purchase intention and these four variables are positively and

significantly related with purchase intention. Furthermord, the variables are having

high level of contribution to determine the purchase intention. Implications for

managers of domestic and multinational companies are also discussed.

Keywords: Country of Origin, Consumer Ethnocentrism, Product Involvement,

Product Knowledge, Purchase Intention, Consumer Ethnocentric Scale (CETSCALE)
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