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A Relationship between Thai Teenagers' Perception
and Attitude toward country of orgin and Their Buying Decision :
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"’i‘h]é research was conducted to study Thai teenagers' perception and atfitude toward country

gin tﬁe'U.S.A. and to undersiand the relationship between the perception and the attitude

American country of origin and the huying decision on apparets. The findings is based on a
ey -of 40 students from 10 Public and Private universities in Bangkok.

The results of the study were that American brand names were moderately recognized by
enagers. In terms of their perceptions of the country, the United States, political issues were

widely recognized compared to economic and social issues. Besides, That teenagers were neutral
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towards American apparels. However, they gave higher ratings in terms of product satisfaction and

product quality to ciothing "made in U.S.A." It was also found that their positive attitudes toward the

couniry image were rated higher than negative attitudes. The results aiso indicated that a significant

correlation exists between Thai teenagers' perception and attitude toward country of origin and their

buying decisions.
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