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This research was conducted to study Thai teenagers’ perception and attitude toward
country of origin: the Republic of Korea and to understand the relationship between the
perception and the attitude toward Korean country of origin and the buying decision on
cosmetics. The finding is based on a survey of 400 students from 10 public and private
universities in Bangkok. A sample of 400 students were drawn by using the multistage
random sampling technique. Statistics used for analyzes of the data included percentage,
mean, standard deviation, Pearson'’s product moment correlation coefficient , t-test and F-test
(One way ANQVA)

The results of the study were that Korean brand names were moderately recognized
by Thai teenagers. In terms of their perceptions of the country, the Republic of Korea, Thai
teenagers perceived country information at low level. It was noted that social issues were
more widely recognized compared to political and economic issues. Besides, Thai teenagers
had positive attitude towards Korean cosmetics at high level. It was also found that their

“positive attitudes toward the country image were rated higher than negative attitudes. The
results also indicated that a significant correlation exists between Thai teenagers’ perception

and attitude toward country of origin and their buying decisions.





