A

4 a2 a J ' a o I
%9!59\1'37]811141"11—!13 ﬂ'l'ﬁ“l/lﬂﬁ@\?ﬂ?\i!ﬁi‘]&lﬂﬁ"lﬁ@]g')']ﬁ')ﬂﬂ"lilaﬂuu‘U“]JWﬁ@ﬂﬂ!mﬁlu

[ 9 = 4
ﬁﬂﬂuqﬂﬂﬂjﬂﬂqyalﬂﬂﬁ
Y A v ¢ [
ALY NS UNFANTAUFA TAUTH
Seyan IATHINAATUMILUNA

a a a d
ﬂm%ﬂﬁﬁNﬂ]ﬁﬂﬂ%ﬂHTJ‘nU1NWHﬁ

o a I [
WA.AT.ANTAU FI8 mmmmﬂ%mwan
a v J s 1
0.A7.90TU Iﬂﬁ'ﬂﬂ!u%f}ﬁ mmmwﬂ?nmsm
%4 v
unnaege

Y
RS

=1 A o a 4 = a =
ﬂTiﬁﬂH11!1/]1ﬂ1‘§’3l,ﬂ51zﬁl,m%!,ﬂc%ﬂ“ljlflﬂEJ‘lJWq%ﬂiillﬂﬁfGlﬂﬁuﬁli}aflﬂmﬂuu‘u‘ﬂ

a [ 14 1 (Y 1 1 o [ [ 4 a
HAANUNVYDINYNUAIDYNHIULDUINADAUNNE Iﬂﬂﬁ’mq‘ﬂizﬁﬁﬂ ﬁ@ ﬁﬂHWWQﬁﬂiiNﬂﬁ

9 [}
(Z (G 1

a a [ 4 a [ I [] 1 1 o 1
anaulu@euuuuNaANMal NTPRNNAANIIM 11 ﬂ”l'i@'lQi?ﬂ”Ii%‘Vi’JNf;]LHNﬁ’ENiWJé]?Q%WTuWEJ

)]

F) 9 = = v Aa 1 v A =
FumvesunuazvesasnaeuLyy tasAny1dveninanenisanaduleaeni@eunuy

2 o v & & = SN Y v a
Wﬁﬂﬂm“ﬂﬂl@ﬂ@‘ﬂSZﬂ’ﬂ‘Ufﬂi‘ﬂ\‘lﬁ@\‘liTﬂ HINIINU ﬂﬁﬁﬂ']el11&5]3%’3811’7H]ﬂ§]@]33ﬂ$ mmmﬂu
= [ 4 v A a @ 4 3’, . " v W ]
US‘]J’VI“IIE’N?N?’I‘JJUl‘VIﬂiuﬁ'@\iﬂﬁﬁﬂﬁu1%ﬁ@ﬂlaﬂullﬂﬂNﬁ@lﬂﬂ!“’ﬂ ﬂﬁ@]\ii?ﬂ?ﬁ!ﬂlﬁﬂluﬂuﬂﬂﬁ
3 v A a o o ] o ] g
Wueanswsa LLﬁ%ﬂTi@ﬂﬁu1%®@ﬂNﬁ@]ﬂm“’ﬂ{lﬁllﬁﬁQ%TﬂWTHﬁQﬂﬁTNiTﬂTNHLé}’J TIUMN

v A Y [ [ ) Y Aa 2~ 1 1 1 j‘ a Y
ﬂii@]ﬂﬁu‘lﬂﬂ"lfliﬁlliﬂﬂﬂﬂ‘L!‘VI"I\‘]E‘Nﬂllcluﬂ"ll!E&Uiiﬂﬂcﬁﬁuﬂ’ﬂﬂlluuuui’JMUTQSGB@E‘YL!FH
= A 1 Y It a = a o 4 I
LﬁfJ‘L!LL”]J'].IWii’JllﬂJ ﬂ181?’]@'311&ﬂ13mﬁﬂﬂg@]ﬂlﬂ\iﬂigﬁ?ﬂﬁaﬂﬂlﬁEJ‘IJLL‘]J‘]JW?:‘I@]ﬂ‘EI!"VI Iﬂﬂl‘ﬂuﬂﬁ
o 7 o J a .
ﬁ]"la’f)\iﬁﬂ11!ﬂ?iﬂ!ﬁ@?ﬁﬂﬂig‘ﬂ’J‘Llﬂ”liﬁﬂ‘]&l”lslli’]\uﬂﬂelj@ﬂTﬁ@iL%\i‘Iﬂﬂﬁ@Q (Experimental

4 Y a =) ¢ = = g’; dy T < 1
Economics) ﬂWElGlGIﬂi@ﬂllu’)ﬂﬂﬂNﬂﬂ‘HalﬂMﬁ Guﬂumiﬁﬂmmmmum@Lauaamﬂu 2 PhEJ
A Y a Y Y Y a Yy A 9 a2 Y
o @ﬂ‘i$ﬂ6ﬂﬂ1'ﬁﬁuﬂ1ﬂlﬂﬂll‘ﬂ Llﬁ$ﬂﬂ‘i%ﬂ@ﬂﬂTiﬁuﬂnﬁﬂulﬁJﬂ Iﬂﬂﬁﬂi%ﬂﬂﬂﬂ1iﬁuﬂﬁ]@ﬁ

Y I J a [ J Y a Yy A < 1 v A J
LL“I/I%ZL‘]JHPhEJfJfJﬂWﬁ@]ﬂﬂ!“WL!ﬁ%@ﬂi%ﬂ@ﬂﬂ?iﬁ'uﬂﬂaﬂuuﬂﬂlﬂuPhEJGlﬂﬁuGlﬁ]’ﬂﬁ]%

a o 2 ] ' ' o A o ¥
a’t]ﬂlaEJ‘L!LL‘]J‘]JNaﬁﬂmmw%’ﬂnﬁﬂﬂﬂﬂﬂuﬂ%l’ln ﬁﬂﬂﬂuﬂﬂﬁw@]1Luuﬁ]uﬂi$ﬂﬂﬁﬂﬁﬂﬁ1ﬂ1



v ' P A v D) A QL 2
gamevowaazdiszneuns ilonszuiunsnaaed ldaugaasdisznoumsiiiugdens
Y = v A A a [ L = 2’,
Iagamoazinmiaadulanezesnnannumn 1Musnas
= a o a v A 1 % ] d' =
MNHAINNIANYT MIATIZHNGANTTUMIARTU TvveInguaIee1uNanTo U
] [ v A a % 4 [ o 1 v A a [ o
daaumsaaaulv@euuuunannam WU dadiumsanau @euLUUNAAN N 1agTIN
g’/ A o 1 U 9 A o Y Y a 9y A A ::. 1
HuldaaiueanIAduI19g tazwa lunsnaassmrualiaunuaumn@euuuuging
a a @ 3/ o a ] o o g g < " @ {
Fuve9959 astudan ldinareanialumsiidi lsvuras s Iidundan Ineldlonman
a) Y v 1 Y I A d'ﬁ) 1A <
AalndsnauineziiuEeang NEangnuenay
1 a 4 a v Aa 1 (% 1 4 U 1
luguvesmsnanginganssunsaadulavesngualeduionfTouisudadiu
A o ' D) ~ a a v YA D) ~
MsoonKanf N InuveIdseneunsne@enuuauMvoIdontazfilszneunisning
= = 1 [ 1 v A a [ L [} 9 ~
gnaon@euIly NamIAny MU dadiumsdaduleeonwandan livesdisenounisn
a a 9 VA 9 ~ a Ao ' Y o =
nReuIUIAUAIveIRpUIaz A TENo UM IR NIAEULUDTTAd 1N 0NINAB LTI &4
F) Y g T 9 ~ ~ a FY ald' [ = = [ [
lauaasliidunglszneumsinadounuudusigouunonlueda o19linnu lumiveu
a [ L ] [ 4 4 ) 4
Tumseanwandma liMenaIaInT s edanuanurelu lusesnsgnideuny
a Y P o 1 ~ v A 9 o 9 Y ~ ~
HannmMAN Iz gNnTEIsUReInuNau Idinenszyi 13 nazdisznoumsinegnideunuy
a [] ] a [ 4 [] [ 4
Fudi eatanuluniuoulun1soonHaAA UM 1NN 1IHAITIATINGIAT 11193210
Sa A o J o a VA ) [ '
Uszaumsaimuanannmsgnideunuuraasmaii liinan hireiuluaaindnae 1
Yo d’d a @ L ]
2z 18m lsnAnnmMsoonNaan M 11y
o [ a L 1 = [} 1 d' Z’, (]
AMTUNITAUATIZH IUAIUVBIFIATINIIA TaensifFeuneudaaiusiaiaa vy
¥ Ao I A Y oA ' a2 ) a 9 Y
voah1lsznouNINIIMINeAUANAsULL DA IAINA TAsR1 TN UMITUMUDILN INHE
= ' A Aa o Y a ' AAy 1A
msane Iy lunsainliussnaaunndus Ina denswsimegguusannninlunsain lud
H3INAAUAINALS 1nA

a d Y Y as Aa A = v Aaa A 1 v A
HANITAUATICHUBDYAAIYITNIUATHIUA erny1aeniansnanenmsaadule

QU

v 1

a [ 4 1 g’/ 4 ] ] {
ADNIAYULUUNAAN UM WU T8A19 il m111@ﬂwaqmm”lmmu@umamamﬁmmz

9
ISP (%

1 9 a Y Y Y m Y [ o v v A
@]’E]@]'luﬁuﬂ'llaflulLUUL!ﬁ$ﬂ'li!,ﬂuN@Ni'lﬂ']ﬁ@‘l/l'lﬁlulﬂulﬂﬁﬂWﬁ'ﬁ]fl'lﬂi]uflﬁ'lﬂﬂ]ﬁ’f]ﬂ'li@]ﬂﬁuﬁlﬂ

QU Q g

&

= a o 4
LQYULVUNAANUN



Thesis Title An Economic Experiment on Product Imitation in the Thai Society

Using Behavioral Game Theory

Author Ms. Ratsuda Rattanasut

Degree Master of Economics

Thesis Advisory Committee

Asst. Prof. Dr. Komsan Suriya Advisor
Lect. Dr. Rossarin Osathanunkul Co-advisor
ABSTRACT

This study analyzes and compares the decisions to imitate products using experimental
game theory. The objective are to study the decisions to imitate products, launch new products,
and set prices between two competitors: one sells an original product, and the other sells an
imitated product; and to study factors that affect the decision to imitate products. This study
provides understandings of the behaviors in the context of Thai society on product imitation, price
war and new products development after the price war, and the effects of social pressure caused
by consumers who are uncertain whether to buy imitated products. This study uses the
experimental economics under the conceptual framework of game theory. Players are divided into
2 firms. A firm launches a new product then another firm decides whether to imitate the product
as well as to set a new price for the product or not. The price war continues until a firm sets a
final price. After experiencing the whole process, the last firm will make a final decision whether
to launch a new product again.

The result of the study reveals that the ratio of the decision to imitated products is high.
It also indicates that Thai society takes the opportunity to make profit from imitation even with

the knowledge that it is illegal.



The result reveals that the ratio of launching new products after price war is quite low. It
indicates that a firm who used to imitate the product is afraid that its new product may be imitated
too. Another firm whose original product was imitated is also not confident to launch a new
product after the price war because the bad experience which reduces an expected yield.

In the analysis of price war by the comparison of the ratio of the new price setting by an
imitating firm to the price of the genuine firm, the study reveals that the price war in the case with
pressure from consumers is worse than in the case without pressure from consumers.

The result of the econometric analysis to study factors that are influential to the decision
to imitate products reveals that various factors such as the uncertainty anti-imitation and being the

last price setter are not significant.



