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Intention of Thai Silk as a Fashion Product Among the New Generation
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Abstract
This research investigates the factors influencing the purchase intention of Thai

silk as fashion products among the younger generation in Nakhon Ratchasima province. The
study focuses on three primary determinants: perceived value, local identity, and social
influence. Utilizing a quantitative approach, data were collected via questionnaires from a
convenience sample of 400 individuals aged 20 and above who reside in Nakhon Ratchasima
and demonstrate an interest in fashion categories, including apparel and accessories. The data
collection period spanned from January 1 to March 31, 2026. Descriptive statistics and multiple

regression analysis were employed for data analysis.

The findings reveal that social influence and perceived value significantly affect
the purchase intention of Thai silk, with social influence emerging as the most potent predictor.
Conversely, local identity was found to have no statistically significant impact. These results
suggest that contemporary consumers prioritize tangible perceived benefits and social
reinforcement over purely cultural attributes. This study provides strategic marketing insights for
promoting Thai silk consumption by aligning product offerings with the evolving behaviors of

modern consumers.

Keywords: Perceived Value, Local Identity, Social Influence, Purchase Intention, Thai Silk
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