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This study focuses on Thai textile’s country of origin image. It aims to investigate the industry’s

potential, survey foreign customers’ attitudes toward the country of origin image, and determine

developing strategies for Thai textile’s country of origin image.

The study research tools are a list of questions for in-depth interviews and a questionnaire for
attitude survey. Fifteen respondents are selected from the textile expert list for in-depth interview,
which purposes to explore the general knowledge of the industry. Data that gathered from in-
depth interview is summarized by various theories. Sixty respondents are surveyed by using
questionnaire. Both descriptive statistics: frequency, percentage, mean and inferential statistics: t-

test are used for questionnaire analysis.

There are several interesting results from the investigation of the industry potential. Production
factor: Thai textile industry is lack of the transportation linkage, skilled labour, and R&D.
Demand factor: internal and external demands are different and the external demand is more
complicated. Related and supported industries factor: the cycle of related and supported industries
is complete but not leading to the same direction. Business strategies factor: the competition is
high and the main strategy is pricing strategy. There is no connection between main activity and
supporting activity. Government factor: the strategic plan for developing textile industry of
Thailand intends to demonstrate Thailand as an ASEAN fashion and textile center by FTA and

opening a new market and opportunity.

Respondents are divided into two groups in attitude survey. They are Asian respondent and Non-
Asian respondent. Most of the respondents are working in Apparel Company. Price and value
factor: Thai textile image is viewed as the most expensive and unreasonable compared to China,
Vietnam, India and Indonesia. However, it seems to be more reliable and exclusive. Service and
quality: Thai textile image is viewed as having a careful and meticulous workmanship. Thailand
owns images that are technically advanced and worldwide distribution than others, except China.
Advertising and reputation: Thai textile has the most recognizable brand name and pride of

ownership image, but little advertising when compared to China. Design and style: Thai textile
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provides limited choice of size & model when compared to China and India, but Thai textile is
viewed as appropriate use of color and more concerned with performance. Consumers’ profile:

Thai textile is viewed as more suitable for young people, women and upper class.

T-test statistical analysis finds that there are sixteen factors of Thai textile images which are
significantly different from China, ten factors for Thai and Vietnam, six factors for Thai and
India, and eleven factors for Thai and Indonesia. The important of country of origin analysis
states that most of the statements are fairly important. “To make sure that I buy the hi‘ghest quality
product or brand, I look to see what country the product was made in” has the highest mean and

could be interpreted to fairly important.

The preliminary developing strategy for Thai textile industry from the study is defining target
markets and applying the right strategy to the chosen market. There could be segmented into two
main segments, Modern Fashion market, and Thai Fashion market. Modern Fashion market
includes common product market and exclusive product market. The suggestions for common
product market are to focus on production quality and delivery service. Due to the high pricing
competition in this market, it is also important to decreasing cost and searching for new market.
In exclusive product market, the product quality improvement is the most important. Designer
should pay attention on the new design, various product styles, and advance production process.
Thai Fashion market has high opportunity in improving the country of origin image. The
suggestions are to create the distinctive produ'ct image from the neighbourhood; to apply

communication strategy toward target market, and customer oriented design.





