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Abstract TE 135121

Export used to be Thailand's one of the major income sources used for developing
the country. In the past, the country's economy grew along with the expansion of industrial goods
export. Factors causing such expansion were low wages, resource richness, and sufficient
potential labors. However, in 1996, the world economic crisis caused dramatic regression of Thai
export resulting in the trade deficit of as high as 421.78 billion baht. The goods orders were
decreased. Entrepreneurs faced the monetary fluidity problems. The wage rates became higher
than those of the competitor countries. The competition potential was also lessened. The government,
therefore, launched a project called Thailand's Brand using a specific logo to promote Thai goods
with the hope that this prcject would help boosfing the goods sales and price as well as
penetrating new markets more easily. The logo was supposed to be able to distinguish and
differentiate Thai goods from those of other competitor countries.

This research was, therefore, undertaken to follow up the project outcome. 715 exporters
participating this project from April 1, 1999 to April 30, 2001 werc asked to give their opinions
on the project. Questionnaires were employed to collect the data on the quality of the Export
Promotion Department's service, and the gained benefits. Problems, obstacles as well as
suggestions were also sought. The study revealed that, as a whole, the subjects' opinions on this
project were neutral. They viewed that the project personnel were cooperative and their service
was satisfactory. The regulations were concise. The process to participate the project was
appropriate. Nevertheless, the exporters expressed neutral opinion on the benefit gained from
the project.

Apart from the major findings mentioned above, some interesting points were also found
and worth mentioning as follow: Even though most exporters expressed neuiral opinion on
the criteria for selecting the project participants, exporters ownillg large business viewed that such
criteria were too low. While most subjects gave neutral opinidn on benefit gained from the project,
those owning small business said they gained more as their goods were acceptable among
consumers without having to spend their money on creating their own brand names. And as
the project was at its initial stage, the change of total sales was not so vivid and could not be
traced yet. Creating better image of the goods and business was the major motivation for
the subjects to participate the project. This met one of the project objectives that said

Thailand's brand was aimed to create better image for the country and its goods.





