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Abstract

The research selects products in Thailand which brands are original from China,
South Korea and Japan and contrast those product evaluations, such as perceived
quality, perceive value and purchase intention. The research methods include
questionnaire survey, focus group and depth interview are implemented to have
insight into the factors and cultural significance behind such differences. Taken
successful experiences from Japan and South Korean products as reference, the
practical market strategy in Thailand of Chinese brand are being discussed.

The research show that Thai people generally tacitly approved Chinese products
which are flourishing in Thailand and being widely accepted by their low price
strategies. However, when comes to the forged and fake issue, Thai consumers tend to
have no alternative but low evaluate Chinese brands and reduce purchase intention.
They also have relatively low perceived value and purchase intention toward Korean
products, but their consumption experiences will revise those evaluations, experienced
consumers tend to consider Korean product are better quality and lead to relatively
high purchase intentions. It means that Korean brand in Thailand still take time to
develop. Japanese products have the most stable high evaluation.

Keywords: Thai Consumer; Product Evaluation; Contrast Research
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