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ABSTRACT 

This research investigated the effects of legal consciousness and trust in third-party institutions 

on consumer intention for access to justice and examined a potential mediating effect of 

perceived benefit. A quantitative research method was employed based on a self-administered 

questionnaire to a sample of 431 respondents who live in the Bangkok metropolitan area. 

Results revealed a positive relationship between legal consciousness and consumers’ intention 

for access to justice and found that the relationship is partially mediated by perceived benefit. 
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CHAPTER 1 

INTRODUCTION 

This chapter describes the background of this study on consumers’ complaint through 

seeking legal action. The need for a better understanding of consumers’ legal consciousness 

and the situation in Thailand are proposed. Two major objectives for pursuing this research are 

presented. In addition, the research questions, the scope of the study and the expected benefits 

are specified.   

1.1 Background of the Study 

Since 1960s, consumerism are largely developed on the concept of access to justice that 

consumers usually have diffuse and fragmented interests. Either no one has a right to remedy 

the infringement of a collective interest or the stake of any one individual in remedying the 

infringement is too small to induce him or her to seek legal action (Garth and Cappelletti, 1978; 

Singh, 1989). A number of consumer rights, procedures and institutions have been introduced 

including representative actions, class actions, mediations, small claims, special tribunals, and 

consumer organizations (Delgadillo, 2013). All of which have been implemented more or less 

in the consumer protection laws all over the world. The main focuses are to establish legal 

norms favorable to consumers and to lower the barrier to legal action for them. Although the 

consumer protection laws have emerged, this area is still quite new to most developing 

countries (Donoghue and de Klerk, 2009; Ishak and Zabil, 2012).   

 Consumer complaint behavior has become the major area of research to identify and 

analyze many aspects involved in a consumer’s reaction to a product or service failure and the 

consequent perceived dissatisfaction (Garín-Muñoz et al., 2015). In general, when consumers 

face a problem relevant to products or services, Hirschman (1970) suggested there are three 

possible options that they choose to engage. First, they can choose to exit by stop buying and 

warning their friends about the product. Second, they can choose to voice directly to the sellers 

to seek redress. If not satisfied, they can also voice to the court or other third parties to obtain 

redress. Third, they may choose to be loyalty by taking no action at all. Voicing is then a major 

path to justice. However, voice is costly and conditional on consumers’ bargaining power. Less 

than a half of the problems are directly voiced. Genn and Beinart (1999) found that 56 percent 

of consumer complaints were handled without recourse to a third party, while 40 percent of 

them failed at negotiation and take no further action.  
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 In order to take appropriate action, prior research suggested that consumers may need 

to acquire knowledge on their rights and understand the complaint procedures (Ishak and Zabil, 

2012). Thus, consumer’s legal consciousness is essential. Legal consciousness involves how 

consumers are aware of the law and how their understanding of legal institutions and legal rules 

affect their daily lives (Nielsen, 2000). In 2013, global survey by Consumer International 

reported that the source of many of the problems that participants highlight appears to be a 

combination of low awareness on the part of consumers and slow moving official machinery. 

It is suggested that consumer education and availability of effective consumer redress are 

among those legitimate needs for developing or maintaining consumer policies, particularly 

consumers in developing countries where they often face imbalances in economic terms, 

educational levels and bargaining power (UN, 1999). It is still less known about how well these 

consumers in developing countries are coping with markets in relevant to consumer protection 

issues and how well those markets are delivering (Brown, 2012).  

1.1.1 Situation in Thailand 

The Office of the Thailand Consumer Protection Board (OCPB) receives complaints 

from consumers who suffer hardship or injury resulting from the acts of the business operator 

for submitting it to the Consumer Protection Board for further consideration and proceeding. 

According to the OCPB’s record, the office received around 500-600 complaint cases per 

month. Table 1.1 shows the number of complaints each month between 2014-2016. The 

number only showed the customers who were being disadvantaged or failed to negotiate with 

business operators and sought the way to make complaints and protect their consumer rights. 

However, there are numbers of complaint cases exist which have not been collected officially 

probably because some consumers are unable to spend their time and money for legal 

proceedings. 

Table 1.1: Numbers of Complaints Each Month from 2014-2016  

Month Number of 

Complaints in 2014 

Number of 

Complaints in 2015 

Number of 

Complaints in 2016 

January 166 452 484 

February 54 541 599 

March 462 529 950 
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April 561 617 699 

May 663 676 600 

June 937 603 684 

July 888 603 636 

August 599 564 617 

September 628 620 491 

October 605 690 564 

November 540 684 636 

December 535 524 449 

Source: Office of the Consumer Protection Board (2017) 

 To understand how consumers in developing countries utilize their consumer rights, it 

is essential to examine how these consumers have a tendency to engage in legitimate complaint 

behavior phenomenon. As seeking third party redress is still in under-researched area in 

consumer complaint behavior (Singh, 1989), this research proposes that legal consciousness, 

trust in third party institutions, and perceived benefit may encourage consumers to exercise 

their rights for claiming procedures through third party action. This research thus attempts to 

demonstrate how these factors have an effect on the consumers’ intention for access to justice 

in Thailand.   

1.2 Objectives of the Study 

(1) To identify the relationship between legal consciousness and trust in the third party 

institutions on consumers’ intention for access to justice. 

(2) To explore the mediation effect of perceived benefit on the relationship between legal 

consciousness, trust in the third party institutions and consumers’ intention for access 

to justice. 

1.3 Research Questions 

(1) How do legal consciousness and trust in the third party institutions influence consumer 

intention for access to justice? 
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(2) How does the meditation effect, perceived benefit, influence the relationship between 

legal consciousness, trust in the third party institutions, and consumer intention for 

access to justice? 

1.4 Scope of the Study  

This research focuses only in Bangkok – the capital city of the country. This is because 

consumers in Bangkok have more accesses to both administrative and judicial justice regarding 

consumer remedies than those in rural areas. With the high literacy rates, we expect consumers 

in Bangkok to be well-equipped to deal with problems related to products and services. 

Moreover, it is possible that there are significant gaps in the skills consumers in capital city 

have to understand standard contracts such as credit cards and life insurance compared to 

consumers in rural areas. Additionally, many third-party institutions have their offices located 

in Bangkok. 

 Even though there are various types of consumer laws, this study will examine the awareness 

level of consumer laws in 6 major provisions of consumer rights including basic consumer 

rights; right to seek a small claim; exemption of product and service liability; right to return 

products and services in direct selling or direct marketing; right to seek a consumer case 

without fee. Moreover, we are interested in three main consumer-related organizations 

including Consumer Protection Board, Foundation for Consumers, and Telecommunications 

Consumer Protection Institute. 

1.5 Expected Benefits from the Study 

The findings of this research are expected to create the benefits as followed: 

(1) This research will be mainly benefited to the governmental institutions as it provides 

empirical evidence on the levels of consumer knowledge and awareness, and their 

intention for access to justice in consumer laws and legal institutions. The findings will 

also provide some suggestions for government policy in consumer rights scheme and 

legal educational campaign to create environment for consumer safety and protection. 

In addition, the findings will allow governmental institutions to solve strategic 

problems according to the needs of a developing country in improving the legal culture 

and justice.    

(2) The findings will also inform non-governmental organizations and third party 

institutions to assess their relationship with consumers. Moreover, by examining the 

mediating effects – perceived benefit, the findings will encourage the third party 
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institutions to formulate the appropriate strategy to proceed and promote consumer 

empowerment of their rights and awareness of their obligations. 

(3) As customer complaint is one of the major problems that affects the companies’ 

retention and loyalty, which will directly decrease companies’ revenue. The findings 

from this research can be benefited to business sector as we can identify the likelihood 

of customers’ intention for access to justice and their complaining behavior. This 

research will provide some suggestions for companies to develop the complaint 

handling strategies to reduce customer dissatisfaction.  

1.6 Operational Definitions 

Legal consciousness refers to the awareness level of law and legal institutions, together with 

attitudes towards them. 

Trust in the third party institutions refers to the level of willingness to rely on institutions who 

have the responsibility for taking actions and making decisions related to the legal issues and 

consumer policy. 

Perceived benefit refers to the perception of immediate benefits that customers would receive 

by engaging in legal services. 

Consumer intention for access to justice refers to individual’s anticipated or planned future 

behavior to seek legal action or apply procedural fairness.  
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CHAPTER 2 

LITERATURE REVIEW 

This chapter focuses on reviewing the relevant theories and main literatures from prior 

research. The concept of legal consciousness and trust in the third party institutions will be 

firstly introduced, then followed by the concept of customers’ intention for access to justice 

and perceived benefit. Lastly, the conceptual model and hypotheses will be presented. 

2.1 Legal Consciousness    

Legal consciousness is referred to awareness of law and legal institutions, together with 

attitudes towards them, amongst members of the public (Zariski, 2014: 24). Legal 

consciousness as a theoretical concept developed to address issues of a persistent gap between 

the law on the books and the law in action. In other words, there are differences between the 

legal texts and what people actually do and say about the law (Silbey, 2008). It is aimed at 

explaining why and how people deviate from the expectation of the legal texts. Silbey (2008) 

also noted that those visible legal cases brought to the courts are the outliers of the law’s more 

routine, habituated activities. Ewick and Silbey (1998) conducted lengthy interviews with over 

430 people in New Jersey, U.S. Out of thousands of individual accounts of law and more than 

5,900 events described, they were able to identify three schemas: 

(1) “Before the law,” the law is described as a formally ordered, rational and hierarchical 

system of known rules and procedures. It is a separate sphere from ordinary life: 

discontinuous, distinctive, yet authoritative and predictable; 

(2) “With the law,” the law is described and played as a game in which the preexisting rules 

can be deployed. The pursuit of self-interest is expected and the skillful and resourceful 

can make strategic gains; 

(3) “Against the law,” the law is understood to be arbitrary and capricious. People often act 

against the law by employing ruses, tricks and subterfuges to evade or appropriate law’s 

power.  

Galanter (1974) argued that the case-by-case adjudication privileged repeat players who, 

anticipating recurring legal engagements, have lower stakes in the outcome of any particular 

case. Repeat players have resources to pursue long-terms strategies and plan for legal problems 

by arranging transactions and compiling a record to justify their actions. Pitkin (1993: xiv) 

described it as “an acephalous system in which all are obedient subordinates tending to their 

particular tasks, and no one is responsible for the overall outcome.” 
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Another related term is legal literacy which was used to refer to “literate in the law” or “think 

like lawyers.” Today, a broader meaning of legal literacy and especially relevant to this study 

is “ability to take appropriate action in response to problems involving the law” (Zariski, 2014: 

22). It is needed to know not only how and by whom the law is used, but also when and by 

whom it is not used. (Silbey, 2005: 326). The gap between law on the books and law in action 

is not simply created by the powerful, because indeterminacy of the law is inherent to the 

application of formal rules. But the gap is definitely useful to the powerful, because it leaves 

rooms for them to deploy the gap. Therefore, legal consciousness is a response to the 

indeterminacy of law. It is not that one society has a stronger legal consciousness, but that the 

inherent indeterminacy of the law in action is resolved by different forms of legal 

consciousness (Silbey, 2005: 360). 

In developed economies, prior research found that consumer problems are experienced more 

frequently by women than men (Ewick and Silbey, 1998). Voiced complaints over-represent 

problems that are simple, that involve high cost, and that are experienced by high 

socioeconomic status households; while it is given to business through the systematic 

suppression of complaints involving personal judgment, complaints involving relatively low 

cost items, and complaints about purchase failures suffered by people of low socioeconomic 

status (Best and Andreasen, 1977). It is found that consumers who had problems with faulty 

goods and services had higher incomes than the whole sample, but that those with money 

problems had slightly lower incomes (Genn and Beinart, 1999).  

In developing countries, many consumers may not pay attention to their legal rights, even 

though consumer protection laws and mechanisms are available to protect them (Supanitaya, 

2001; Nethin, 2010). Consumers even ignore or pay no attention to the information provided 

such as products’ descriptions. Such situation may be because the relevant governments do not 

actively provide or cultivate consumers with basic legal knowledge (Supanitaya, 2001). In 

2013 global survey by Consumer International, it is reported that the source of many of the 

problems that respondents highlight appears to be a combination of slow moving official 

machinery, and reticence or low awareness on the part of consumers (Consumer International, 

2013). Prior research found that consumer who are aware of their rights are likely to take legal 

action (Ishak and Zabil, 2012).  

United Nations guidelines for consumer protection states clearly that…consumers in all 

countries, particularly those in developing countries…often face imbalances in economic 

terms, educational levels and bargaining power (UN, 1999: Paragraph 1). Consumer education 
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and availability of effective consumer redress are among those legitimate needs the government 

should develop or maintain in its policy (UN, 1999: Paragraph 3d and 3e). Especially the 

consumer education should include relevant legislation, how to obtain redress, and agencies 

and organizations for consumer protection (UN, 1999: Paragraph 35d). However, it is still 

unknown in many developing countries about how well ordinary consumers are coping with 

markets for basic needs and how well those markets are delivering (Brown, 2012). In the study 

of information security policy compliance, Bulgurcu, Cavusoglu, and Benbasat (2010) found 

that employee’s intention to comply with the policy is influenced directly by information 

security awareness and indirectly by perceived benefit and cost of compliance. Developed from 

Bulgurcu et al. (2010), we hypothesize that: 

H1: Legal consciousness has a positive effect on consumer intention for access to justice. 

2.2 Trust in Third Party Institutions           

There are various definitions and operational metrics of trust. Generally, trust is defined 

as the willingness of a party to believe the actions of another party based on the expectation 

that the other will perform a particular action properly (Liu et al., 2012). Trust can play an 

important role in consumer decision making process, especially when consumers face 

uncertainty, lack of control and potential opportunism (Jarvenpaa and Tractinsky, 1999). For 

example, Liu et al. (2012) found that trust of the initiator positively influence consumers’ 

intention for group buying. It is believed that being able to determine who to trust is most 

important in the situations where the individual lacks the interest, time, abilities, knowledge, 

or other resources to personally make decisions and take actions (Siegrist, Cvetkovich, and 

Roth, 2000). In another study, Moon and Balasubramanian (2004) examined the effects of trust 

on attitudes toward agrobiotechnology mediated by risk and benefit perceptions. They found 

that trusts play an important role in shaping the attitudes, but largely via the links to risk 

perceptions.  

In this study, trust in third party institutions refers to the willingness to rely on those who have 

the responsibility for taking actions and making decisions related to the legal issues and 

consumer policy. Prior research found that people who trusted the legal-related institutions and 

professions perceived less risks and more benefits associated with legal issues than people who 

did not (Siegrist, Cvetkovich, and Roth, 2000). In terms of filing a complaint, many consumers 

do not directly make their decision to engage in third party institutions possibly because of the 

difficulty of tracking down traders, low levels of trust in the courts, or low level of detailed 
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knowledge of legal services (Delgadillo, 2013). Moreover, consumers may lack of time, 

abilities, or other resources that help them making decisions. One way that prior research 

suggested is that consumers may choose to trust the third party institutions to reduce the 

complexity of their legal decisions (Earle and Cvetkovich, 1995). In terms of legal services, it 

is important for consumers to determine which institutions they can trust, particularly when 

they are in the complaint situation. The confidence in laws and trust in institutions is important 

for engaging in legal services. Thus, it is expected that the more they trust in third party actions, 

the more they intend to engage and access in legal issues. Thus, we hypothesize that: 

H2: Trust in third party institutions has a positive effect on consumer intention for access to 

justice.   

2.3 Perceived Benefit                      

Perceived benefit is defined as the belief about the positive outcomes associated with a 

behavior in response to a real or perceived threat (Chandon, Wansink, and Laurent, 2000). The 

perceived benefit in this study is most often applied to participate in complaints through third 

party institutions and is specific to an individual’s perception of the benefits (Liu et al., 2012), 

that will yield satisfaction by engaging in a specific legal action. Providing legal protection on 

consumer rights has given consumers various benefits. According to Richins (1982), perceived 

benefit can be categorized into two types: personal and societal benefits. Personal benefits refer 

to immediate benefits that customers would receive by engaging in legal services. Societal 

benefits can occur when enough consumers complained about particular products or services, 

these products and services would eventually be improved or removed from the marketplace. 

However, consumers can acquire these benefits through engaging in legal services only when 

they perceived that the benefit they can gain offset the associated cost and time spent on that 

(Hodges, 2014). They generally evaluate the tradeoffs between benefits stemming from third 

party actions and the costs associated with taking these actions. Benefits include rewards such 

as compensation for poor product performance or bad services, while costs incurred may 

include special trip to consumer associations and legal fees (Singh, 1989).  

Prior research found that when consumers perceived benefit of engaging in legal actions, it 

influenced them to have the attention to seek redress from third parties (Singh, 1989). In the 

study of group buying behavior, Tsai, Cheng, and Chen (2011) also support that perceived 

benefit positively influences consumer intention. Thus, it is possible that perceived benefit will 

have a significantly positive relationship with consumer intention for access to justice. In 
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addition, Siegrist and Cvetkovich (2000) found that people who are knowledgeable are more 

likely to assess high perceived benefit in complex technologies. Thus, it is expected that people 

who have high legal consciousness may be more likely to have high perceived benefit on the 

legal services.    

Additionally, in a study about technology acceptance, it has been shown that confidence in laws 

and trust in institutions is important for perceiving the benefits of technology (Siegrist, 2000). 

People who trusted the institutions perceived more benefits associated with technology than 

people who did not (Siegrist and Cvetkovich, 2000). Particularly, when there is insufficient 

knowledge background for making firsthand assessments, trust is needed to reduce the 

complexity facing people (Earle and Cvetkovich, 1995). Moreover, Siegrist and Cvetkovich, 

(2000) also noted that attitudes toward new technologies are guided by the trust and confidence 

people have in companies and government agencies. Some researchers, however, argue about 

the relationship between trust and perceived benefit might be limited. They suggest to 

investigate the influence of trust on perceived benefits for different products or services using 

different groups of sample (Siegrist, Cvetkovich, and Roth, 2000). Thus, we hypothesize that: 

H3: The positive relationship between legal consciousness and consumer intention for access 

to justice is mediated by perceived benefit.    

H4: The positive relationship between trust in the third party institutions and consumer 

intention for access to justice is mediated by perceived benefit. 

2.4 Consumer Intention for Access to Justice  

Access to justice is a classic and complex issue (Friedman, 2009; Garth and Cappelletti, 

1978; Mattei, 2007). This concept has been undergoing an important transformation, 

corresponding to a comparable change in civil procedural scholarship and teaching. Garth and 

Cappelletti (1978) defined this concept as the aggrieved individual's formal right to litigate or 

defend a claim. It was used to be a notion of “equal before the law” and then started to recognize 

that there are certain members of society having less access to law including consumers 

(Yuthayotin, 2015: 63). In order to help consumers to have their day in court, it was a general 

understanding to provide assistance to them to participate in the judicial process which led to 

the three basic approaches including legal aid for the poor, representation of diffuse interests, 

and broader applications of dispute settlements (Cappelletti and Garth, 1979). However, it is 

not merely a matter of procedure but also of substance and norm (Friedman, 2009). Most 

consumers want to solve the problem rather than assert their legal rights. Thus, when they face 
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the problem, many of them choose to complain directly to the sellers to seek compensation. If 

not satisfied, they may voice to the court or other third parties to obtain redress. Nader (1980) 

conducted researches on existing grievance-handling mechanisms which fall into one of the 

three stages of “the disputing process:” 

(1) Internal complaint handling by sellers; 

(2) Non-binding third-party review and binding third-party arbitration (including law 

enforcement agencies); 

(3) Service and informational organizations, congressional offices, individual businesses, 

trade associations, labor unions and grassroots consumer groups. 

They found that the law and organizations at the time provided limited access to justice. The 

inequality between consumers and businesses rooted deep in the capitalist organization but the 

legal system is rooted in the agrarian past. It is no longer adequate or appropriate for an industry 

society of “strangers of unequal power” (Nader, 1980: 29). Consumer justice requires 

systematic aggregation of consumer grievances, which will not be accomplished easily. They 

also argue that the guardianship of consumer rights should not be left to public agencies, 

because such agencies have not been responsive. Therefore, they call for the establishment of 

private organizations to protect public rights (Nader, 1980: 88). 

Few studies have investigated the role of consumer intention towards complaining via third 

party actions. Prior consumer complaint studies tend to employ diverse approaches for 

conceptualizing third party actions including addressing to consumer protection agencies 

(Haefner and Leckenby, 1975), consumer action panels (Bernhardt, Robinson, and Semans, 

1983), and addressing to court action (Ursic, 1985). According to Singh (1989: 333), consumer 

intention to access for justice is defined as complaint intention through one or more agencies 

that are not directly involved in the exchange relationship. Richins (1983) found that consumers 

who seek access to justice believed more strongly that consumers should complain when they 

dissatisfied. In the study of consumer dissatisfaction response styles, Singh (1990) also found 

that consumers who seek access to justice are categorized as irates and activists. Irates 

represents angry consumers who engage in negative word-of-mouth, stop buying products and 

voice their complaints. Activists represents dissatisfied consumers who engaged in complaint 

activity through third parties. Voicing is then found to be a major path to justice. However, 

voice is costly and conditional on consumers’ bargaining power. Thus, it is found that 56% of 

consumer complaints were handled without recourse to a third party, while 40% of them failed 

at negotiation and take no further action (Genn and Beinart, 1999).  
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There is a dilemma of access to justice on whether it should be to enhance access to legal 

forums or to solve problems without recourse to legal action. Some suggest that legal norms 

may not be a significant factor in the success of a complaint but the market norms and 

complaint competence (Ross and Littlefield, 1978). It is still not clear if those claims could be 

successful out of the court without any threat of legal actions. Based on prior complaint 

research, this study expects that legal consciousness, perceived benefit and trust in the third 

party institutions might be at the core of consumer engagement in legal actions. Thus, high 

levels of legal consciousness and high levels of trust regarding legal issues can also be 

positively associated with consumers’ intention to engage in third party redress. 

2.5 Conceptual Model 

Based on literature review, the conceptual model is developed to examine the 

relationships between legal consciousness, trust in the third party institutions and consumer 

intention for access to justice.  In addition, the mediation effect, perceived benefit, is proposed 

to explore the direct and indirect effect between legal consciousness, trust in the third party 

institutions and consumer intention for access to justice.   

                         

                       H1 

 

 

            H3 

 

            H4    H2 

 

 

Figure 2.1: Conceptual Model 

Thus, this study develops these hypotheses as followed.  

H1: Legal consciousness has a positive effect on consumers’ intention for access to justice. 

H2: Trust in the third party institutions has a positive effect on consumers’ intention for access 

to justice.   

Legal 

Consciousness 

Perceived 

Benefit 

Trust in Third 

Party Redress 

Consumer 

Intention for 

access to justice 
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H3: The positive relationship between legal consciousness and consumers’ intention for access 

to justice is mediated by perceived benefit.    

H4: The positive relationship between trust in the third party institutions and consumers’ 

intention for access to justice is mediated by perceived benefit. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

This chapter describes the research methods and procedures for sampling and data 

collection. The first section outlines the research design. Following this, research instrument 

and data collection using questionnaire survey are addressed. The last section reviews the data 

analysis method.  

3.1 Research Design 

To test hypotheses identified in this research, an exploratory study is found to be useful 

since the main research objective is to test relationships between independent and dependent 

variables. To carry out this type of study that can yield a structured data set, a survey research 

design is considered appropriate as a guide in collecting and analyzing data because the survey 

research will help collecting systematic data from a relatively large number of individuals, and 

will allow data to be analyzed in systematic comparison between individuals on the same 

characteristics (De Vaus, 2002). In addition, the questionnaire with fixed-alternative responses 

is employed for easy analysis on opinions and attitudes (Ngai, Heung, Wong, and Chan, 2007). 

To enhance the quality of this research, the concepts and measurement are clarified and the 

instrument for the main study is evaluated through the reliability and validity of the survey. In 

addition, the selections of research sites and respondents are made to achieve the 

representatives of the sample. 

3.2 Research Instrument 

 To develop the questionnaire survey, the measurement and scales need to be addressed.  

There are three types of variables in this research. Firstly, independent variables are legal 

consciousness and trust in third party institutions. Secondly, a dependent variable is consumer 

intention for access to justice. Thirdly, a moderating variable is perceived benefit. Most 

measurement scales were taken from previous research with some modifications to suit with 

Thai context.  

The questionnaire consists of three main sections. The first section is asked about the legal 

knowledge and awareness of consumer rights and the legal institutions relevant to consumers. 

In addition, this section also includes the perceived benefit, and consumer intention for access 

to justice. The second section involves consumers’ complaint experience and how they handled 

it. The final section is about the demographics of respondents. Actual items of the measurement 
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scales that were used in this research can be found in the example of the questionnaire survey 

provided in Appendix 1. Following sections provide more details on measurement of variables.  

3.2.1 Legal Consciousness 

Drawn and modified from European Union Citizens and Access to Justice (2004), legal 

consciousness is measured with nine items by asking respondents’ knowledge and awareness 

level on the consumer rights and policy and the consumer protection institutions in Thailand. 

On a five-point Likert scale (1 = not at all, 5 = very well), we asked whether they know about 

six major provisions of consumer rights provided by six major acts as following: 

1. Five basic consumer rights: right to information, right to choose, right to safety, right 

to fair terms and right to redress; 

2. Right to seek a small claim with a court fee as low as 200 THB; 

3. Exemption of product and service liability is illegal; 

4. Right to return products and services in direct selling or direct marketing within 7 days; 

5. All related parties of the product or service purchased shall be liable for their harmful 

product or service regardless of their intent; 

6. Right to seek a consumer case without fee. 

To determine the awareness level of consumer institutions, we ask about the levels of their 

awareness of the three major consumer protection organizations in five-point Likert scale from 

1 to 5 (1 = not at all, 5 = very well) as following: 

1. Consumer Protection Board 

2. Foundation for Consumers 

3. Telecommunications Consumer Protection Institute (defunct) 

Scores from the two subsets were aggregated and averaged to form legal consciousness scale. 

Higher scores on legal consciousness indicated that the consumers know and aware of their 

consumer rights and consumer protection organizations. As shown in Table 3.1, the Cronbach’s 

alpha coefficient was 0.80. 

3.2.2 Trust in Third Party Institutions 

Developed from Siegrist, Cvetkovich, and Roth (2000), trust in third party institutions 

in this study is defined as the willingness to rely on the institutions that are responsible for 

taking legal actions and the level of trust in complaint process. In this current research, the 

respondents were asked to rate all these seven items on a five-point Likert-type scale ranging 

from 1 to 5 (1 = strongly disagree, 5 = strongly agree) as following: 
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1. I believe that they really understand my problem.   

2. I believe that they are unbiased.     

3. I believe that they know how to help me.    

4. I believe that the sellers would abide by the decision.   

5. I believe that they will respect the law.    

6. I believe that I will still have my right to go to court.   

7. I believe that they are reliable. 

These seven items were summed and averaged to form the scale of trust in third party 

institutions. The higher score indicates that the higher feeling of trust in the third party 

institutions. The Cronbach’s alpha coefficient was 0.86 (see Table 3.1). 

3.2.3 Perceived Benefit of Consumer Policy 

Perceived benefit is measured with four items by asking respondents’ perception level 

on the benefits that they receive from those consumer policies. This measurement was 

measured using 5-point Likert scales ranging from 1 (strongly disagree) to 5 (strongly agree) 

as following:  

1. The provision is beneficial for all consumers. 

2. The provision is beneficial due to the effective enforcement. 

3. The provision is beneficial due to the importance of consumers. 

4. The provision is beneficial as the easy access to legal process. 

These four items were summed and averaged to form perceived benefit scale. Higher score on 

perceived benefit indicates higher consumers’ perceived benefit of consumer policy. As shown 

in Table 3.1, the Cronbach’s alpha coefficient was 0.80. 

3.2.4 Consumer Intention for Access to Justice 

Consumer intention scale is measured with four items by asking respondents to rate 

their intention for access to justice. The items were rated on a 5-point Likert scales ranging 

from 1 (strongly disagree) to 5 (strongly agree) as following: 

1. I intend to see a lawyer who will bring the matter to court 

2. I am willing to defend my rights in court with other consumers who complained the 

same issue 

3. I intend to bring the matter to court for any amount of a product or service 

4. I will ask for the advice of a consumer association to bring the matter to arbitration, 

mediation, or conciliation body 
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These four items were summed and averaged to form consumer intention scale. Higher scores 

indicate that the consumers has higher intentions to engage in access for justice. The 

Cronbach’s alpha coefficient was 0.75 (see Table 3.1). 

3.2.5 Complaint Behavior 

Drawn and modified from European Union Citizens and Access to Justice (2004), the 

measurements for complaint handling mechanism were asked for respondents who had 

complaint experience within a year. Respondents answering “yes” were asked about their latest 

complaint experience including the type of product or service they complained, the person 

involved in their complaint decision making process, the outcome of their complaint, their 

opinion about the complaint handing process, the extent of public awareness, value of 

complaints handled, and the organization and consumer representation of the procedure. 

Responses were categorized into nominal and ordinal scales.    

3.2.6 Demographics Variables 

The questionnaire used in this research includes several questions seeking demographic 

information to help understand the characteristics of respondents. The measurement scales of 

each demographic variable were adopted from Chang and Krosnick (2009). Respondents were 

asked to indicate their gender, age, marital status, education level, occupation, and income 

level. The demographics questions are measured by using both nominal and ordinal scales.  

3.3 Reliability and Validity of Research Method 

Reliability and validity are the two most important criteria for evaluating survey 

research. Reliability is relevant to the repeatability of the research results and stability of the 

measures; whereas validity is relevant to the integrity of the conclusions that are generated 

from the research (Bryman, 2004). Achieving these two criteria can help reducing bias and 

measurement error.    

Reliability refers to the consistency of a set of measurements when applying them in repeated 

occasions will obtain the same results (De Vaus, 2002). To assess the reliability of the 

measurements, the Cronbach’s alpha is chosen to be used in this research. The computed alpha 

coefficient will vary between 0 (indicating no internal consistency) and 1 (indicating perfect 

internal consistency). The value of .70 and above is commonly adopted as an acceptable level 

of internal consistency (Bryman, 2004). To further increase reliability of scales, this research 

uses well-established scales for measuring the selected concepts. Moreover, it employs 

multiple-item indicators to measure concepts instead of using single-item indicators where they 
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are appropriate (De Vaus, 2002). ). A Cronbach’s alpha reliability coefficient was calculated 

for the questionnaires using data collected from all of the respondents. Internal consistency 

estimates were found to be high for each construct indicating a high degree of inter-item 

relatedness (see Table 3.1). This provides evidence that the respondents consistently responded 

to the questionnaire items. 

Table 3.1: Cronbach’s alpha coefficients   

Variable   Numbers Cronbach’s Alpha Cronbach’s Alpha 

                                                  of items                  (Pretest)          (Actual) 

Legal Consciousness            9   0.78   0.80 

Trust in the Third Party Institutions          7   0.82   0.86  

Perceived Benefit            4   0.84   0.80 

Consumer Intention for Access to Justice   4   0.78   0.75  

Validity refers to the degree to which a measure accurately represents what it is intended to 

measure (De Vaus, 2002). In this research, face and discriminant validity were assessed by 

having two experts in legal issues to check the measurement of the questionnaire and their 

operationalization. These experts gave feedback and agreed that the measurements and the 

operationalization were good reflection of the constructs. In addition, predictive validity is 

determined by conducting correlation analysis to check the statistical significance of the 

relationship between the scores of the independent variables and the dependent variables. The 

result showed that there are some significant correlations between independent and dependent 

variables.  Thus, the results of this investigation provide strong evidence for the reliability and 

validity.  

3.4 Pretest of Research Instrument 

The pretest was conducted to assess the quality of the measurement items in the 

questionnaire survey. The main purpose of the pretest is to ensure the questionnaire survey is 

simple and easy to understand so that it can be a comprehensive tool to collect the required 

information. Thirty respondents were randomly selected at Central Plaza Rama 9. After the 

pretest, the researchers adopt the advices from respondents to modify the questionnaire for the 

following research. Adjustments included removing inappropriate items and reordering the 

sections. Using Cronbach’s alpha coefficient to estimate internal consistency of the 
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questionnaire, the value of the pretest data were shown to be within the acceptable range (see 

Table 3.1).  

3.5 Setting 

Thailand is selected as the research area because since 1979, Thailand, as a developing 

country, enacted its primary law of consumer protection, CPA (Consumer Protection Act), and 

has been promulgating consumer-related laws approximately around 50 acts (Supanitaya, 

2005) including Unfair Contract Terms Act of 1997, Direct Selling and Direct Marketing Act 

of 2002, Consumer Case Procedure Act of 2008, and the introduction of class actions in Civil 

Procedure Code in 2015. All of which are aimed at providing consumers’ rights and duties in 

a more protective way. It was reported that, during the first 6 months of Consumer Case 

Procedure Act, there were 80,000 cases. However, 96 percent were brought to the court by the 

business against consumers; most of them were about credit card debts (Prachachat, 2009). 

Given a number of consumer laws in place, it is interesting to find out why it is still not 

incentivized or not reasonable for consumers to bring their own cases to the courts. In this 

study, we focus only respondents in Bangkok area. 

3.6 Sampling and Data Collection 

Data were collected using a self-administered survey that is formulated in Thai 

language. Employing convenience sampling, the questionnaires were distributed by the 

research team to respondents living in Bangkok, Thailand where many third party institutions 

are located and respondents have high literacy rates. The areas in Bangkok were divided into 

five parts (North; South; West; East and Central), two main places were selected for each part, 

except central part where four places had been chosen (see Table 3.2). In order to ensure the 

data representation, business areas and shopping malls were chosen as the places to distribute 

the questionnaire. The research team distributed the questionnaires on different date and time 

to avoid the overlap of the population. Each questionnaire survey took an average of about 15-

20 minutes to complete. The respondents were informed that the data gathered were strictly for 

research purposes.  

 

 

 

 



25 
 

Table 3.2: Area chosen for survey in Bangkok  

Areas Chosen for Survey 

Parts of Bangkok Places 

Central MBK 

Terminal 21 

Emporium 

Platinum Fashion Mall 

North Central Plaza Lad Phrao 

JJ Mall 

South The Mall Bang Kapi 

Central Plaza Rama 2 

West Tanghuaseng Thonburi 

Central Plaza Pinklao 

East Central Plaza Ram Indra 

Fashion Island 

 

People above 18 years were considered to include in this survey because these 

population are matured enough to make purchase of grocery and household items. To 

determine the sample size for this study, the researchers use Krejcie and Morgan’s (1970) 

sample size table to specify the appropriate sample size. Since the target population in Bangkok 

are around 4.5 million (Official Statistics Registration, 2014), our sample size according to the 

table was 384. To reach this sample size, approximately 450 questionnaires were distributed. 
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Table 3.3:  Determining sample size of a known population 

    

 Source: Krejcie and Morgan (1970) 

3.7 Data Analysis 

In the data analysis, this study conducted a simple regression and a multiple regression 

analyses to investigate the hypotheses. The researchers tested a mediation effect to understand 

the generative mechanism through which the focal independent variable is able to influence the 

dependent variable (Baron and Kenny, 1986). A mediator is a variable that occurs in a causal 

pathway whereby an independent variable causes the mediator which in turn causes the 

dependent variable (Stone and Sobel, 1990).  

To test the mediation effect, Baron and Kenny (1986) proposed an approach in which several 

regression analyses are conducted and significance of the coefficients is examined. After doing 

the analysis, the results will indicate whether there is a direct effect of independent variable on 

dependent variable and there is an indirect effect of independent variable on dependent variable 

through mediator. The direct effect is found when there are significant relationships between 

independent and dependent variables. Additionally, some forms of mediation can be occurred. 

If independent variable is no longer significant when mediator is controlled, the finding 

supports full mediation. However, if independent variable is still significant (i.e., both 

independent variable and mediator significantly predict dependent variable), the finding 

supports partial mediation (MacKinnon, 2008).  
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CHAPTER 4 

RESULTS 

This chapter provides descriptive statistics of respondents’ demographics and all other 

theoretical variables. The correlation analysis is presented to explain the relationships among 

all variables in the conceptual model. Additionally, data analysis was demonstrated to provide 

the results from hypotheses testing.  

4.1 Descriptive Analysis  

4.1.1 Sample Characteristics 

The respondents of this study were from various areas of Bangkok. In total, 431 

respondents comprised of 235 females (54.50%) and 196 males (45.50%). Approximately 35 

percent of respondents aged between 25-34 years old, 22.30 percent belonged to the age group 

of 45-54 years old, 18.80 percent were in the age group of below 25 years old, and 16.50 percent 

were in the age group of 35-44 years old. Around half of respondents were single (51.30%), 

and around 42.70 percent were married. There were some diversities among educational levels 

(from primary school to higher than bachelor degree). Almost half of respondents had a 

bachelor degree (49.90%), a quarter had a high school diploma (25%), and approximately 11.80 

percent had a vocational school diploma. In general, many of them operated their own 

businesses (30.20%) or worked as employees (28.50%). Around 15 percent were students.  

Among the respondents, 159 had an income level between 15,000-25,000 Baht (36.90%), and 

116 had an income level less than 15,000 Baht (26.90%). Around 20 percent had an income 

level more than 35,000 Baht. The respondents’ socio-demographic characteristics are found in 

Table 4.1.  

Table 4.1: Socio-Demographics of Respondents  

Socio-Demographics     n   % 

Gender  (n = 431) 

Male      196  45.50 

Female      235  54.50 

Age (n = 431) 

 Below 25     81  18.80 

 25-34               151  35.00 

 35-44      71  16.50 
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 45-54      96  22.30 

 55-64      29               6.70 

 65 and Over       3                      0.70 

Marital status (n = 431) 

Single      221  51.30 

Married     184  42.70 

Divorced, Separated, Widowed    26     9.10 

Educational level (n = 431) 

 Primary School and Lower   31    7.20 

 High School               108  25.00 

            Vocational School    51   11.80 

Bachelor degree              215  49.90 

Higher than Bachelor degree   26    6.10 

Occupation (n = 431) 

 Public/Stated-owned    34          7.90 

Housewife      34    7.90 

Business owner              130  30.20 

Student     65  15.10 

 Employee              123  28.50 

Others (Retired/Freelance)   45  10.40 

Personal income per month (n = 431) 

 Less than 15,000 Baht             116  26.90 

 15,000-25,000 Baht             159  36.90 

 25,001-35,000 Baht    69  16.00 

35,001-45,000 Baht    38    8.80 

45,001-60,000 Baht    23    5.30 

More than 60,000 Baht   26    6.00 

 

4.1.2 Independent and Dependent Variables Analysis  

In general, many respondents in this study had little knowledge and awareness on 

consumer laws. Particularly, the right to seek a small claim had the lowest score (M = 1.84, SD 

= 1.23), whereas the laws about the liability of all parties for harmful product had the highest 

score (M = 3.20, SD = 1.33). Furthermore, they did not have much awareness on the third party 
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institutions (i.e., Foundation for Consumers and Telecommunications Consumer Protection 

Institute) that involve in consumer issues (MFC = 2.35, SD = 1.13; MTCPI = 2.41, SD = 1.21). 

However, many of them were inclined to perceive the benefits of such laws and regulations for 

all consumers (M = 4.35, SD = 0.68). In terms of trust in the third party institutions, the 

respondents seemed to believe in their reliability (M = 3.67, SD = 1.10) and their proceeding 

under the law (M = 3.63, SD = 0.94). In terms of consumer intention for access to justice, they 

had a tendency to ask for the advice from a consumer association to bring the matter to 

arbitration, mediation, or conciliation body (M = 4.04, SD = 0.77), or to take their problems to 

court (M = 3.90, SD = 0.85). 

Table 4.2: Descriptive Analysis of Independent and Dependent Variables 

Items                    Mean  Standard  

           Deviation 

Legal Consciousness (n = 431) 

Five basic consumer rights                3.03    1.06 

Right to seek a small claim       1.84    1.23 

Exemption of product and service liability is illegal    2.58    1.37 

Right to return products and services in direct selling  2.71    1.40 

All related parties shall be liable for harmful product 3.20    1.33 

Right to seek a consumer case without fee    2.26    1.30 

Consumer Protection Board (CPB)       3.05    0.96 

Foundation for Consumers (FFC)        2.35    1.13 

Telecommunications Consumer Protection Institute (TCPI) 2.41    1.21 

Perceived Benefit (n = 431) 

 The provision is beneficial for all consumers            4.35    0.68 

 The provision is beneficial due to the effective        3.40    1.06

 enforcement  

 The provision is beneficial due to the        3.43    1.18  

importance of solving consumer problems 

The provision is beneficial as the easy access to        3.48    1.17  

legal process 

Trust in Third Party Institutions (n = 431) 

I believe that they really understand my problem  3.10    0.88  

I believe that they are unbiased    3.13    1.08 
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I believe that they know how to help me   3.56    0.81 

I believe that the sellers would abide by the decision  3.59    0.97 

I believe that they will proceed under the law  3.63    0.94 

I believe that I will still have my right to go to court  3.37    0.79 

I believe that they are reliable       3.67    1.10 

Consumer Intention for Access to Justice (n = 431) 

 I intend to see a lawyer who will bring the matter to court 3.90    0.85 

 I am willing to defend my rights in court with   3.79     0.83

 other consumers who complained the same issue      

 I intend to bring the matter to court for any amount of  3.77    0.89 

 a product or service         

 I will ask for the advice of a consumer association to bring  4.04    0.77 

 the matter to arbitration, mediation, or conciliation body  

  

4.1.3 Consumer Complaint Behavior Analysis 

In the section of complaint behavior, we found that there were only 80 respondents who 

made a complaint last year (18.60%). Among these 80 people, the top three of complained 

product and service types were telecommunication services (25%), food and medicine 

(12.50%), and insurance (12.50%).  More than half of these respondents made first contact 

directly to producers or sellers to make a complaint (56.25%), followed by Consumer 

Protection Board (21.25%) and police officers (12.50%). Approximately 57 respondents found 

that their complaints were solved (71.30%). However, only 38 of them received the 

compensation (47.50%).   

Among 431 respondents, when asking about the willingness to defend their rights in court, if 

they could join with other consumers who faced the same problem, around 70% percent of 

them were willing to do that. They would prefer the case to be publicized and that they can join 

it either from the start (35.30%) or at any time during the process (37.10%). In addition, they 

think that a court/the justice system (36.70%) and Consumer Protection Board (32%) were the 

players that can best protect their interests. In terms of monetary cost, approximately 165 

respondents would bring the matter to court when the amount of product or service is worth 

more than 5,000 Baht (38.30%), while 128 respondents would consider with the amount of 

product or service at the range of 1,001-5,000 Baht (29.70%). The detail is provided in Table 

4.3.  
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Table 4.3: Complaint Behavior Analysis  

Behavior       n   % 

The last year complaint experience (n = 431) 

Yes         80  18.60 

No                 351  81.40 

The latest type of product or service complained (n = 80) 

 Food and medicine      10   12.50 

 Automobile         6           7.50 

 Insurance (Life and others)     10   12.50 

 TV, Stereo, and Cable TV       9   11.25 

 Computers and electronics appliances       7                8.75 

 Banking and financial services      4     5.00 

 Transportation (air, rail, bus, etc.)      4     5.00 

 Telecommunication services      20   25.00 

            (mobile and internet connection services)        

 Others        10                     12.50 

The contact person for filing a complaint (n = 80) 

 Producers or sellers       45    56.25 

 Police officers                              10    12.50 

            Consumer Protection Board     17    21.25 

Village chiefs                     2      2.50 

Consumer associations and foundation    6      7.50 

The problem being solved (n = 80) 

Yes         57      71.30 

No         23    28.70 

Receiving compensation from a complaint (n = 80) 

Yes        38    47.50 

No        42    52.50 

The willingness to join with other consumers to bring the matter to court (n = 431) 

 Yes                  303   70.30 

 No                  128        29.70 
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Behavior       n   % 

The preference of joining consumer representatives to bring the matter to court (n = 431) 

 The case is publicized and can join from the start   152    35.30 

 The case is publicized and can join at any time             160    37.10 

            Automatically considered as one of the consumers in   63    14.60 

 the case expect if they state that they do not want to         

I prefer to defend for myself                 54     12.50 

Others           2      0.50 

The best person/group that can protect consumer interests (n = 431) 

A court/the justice system               158     36.70 

An arbitration, mediation, conciliation body   11     2.60 

A body equally made up of consumers and producers 67   15.50 

A body set up by associations of producers     6     1.40 

A body set up by consumer associations   51   11.80 

Consumer protection board              138   32.00 

The monetary cost of product or service that would go to court (n = 431) 

Less than 200 Baht       37       8.60 

200 - 500 Baht       24     5.60 

501 - 1,000 Baht      40     9.30 

1,001 - 3,000 Baht      66    15.30 

3,001 – 5,000 Baht      62    14.40 

More than 5,000 Baht               165    38.30 

I would never go to court whatever the amount  37     8.60 

 

 Based on our findings from Table 4.3, there were 37 respondents who would not go to 

court no matter for which price they paid (8.60%), whereas 61 respondents would go to court 

with the price of product or service that is not more than 500 Baht (14.20%). The main reasons 

for people who would not go to court might be because of their emotional feeling that they 

expected to go through (M = 4.26, SD = 0.89) and the length of time that they expected the 

legal procedure would take (M = 4.22, SD = 0.74). The benefits, the costs of pursuing this 

matter, and the complication of the procedure are also the factors they considered. In terms of 

the improvement of the justice system, they suggested that the system needs to provide more 
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information and knowledge on consumer rights (M = 4.61, SD = 0.64), and increase the legal 

assistance (M = 4.57, SD = 0.64) (see more details on Table 4.4).    

Table 4.4: The Reasons and Improvement to Go to Court 

Items                    Mean  Standard  

           Deviation 

The reasons for refusing to go to court at lower or any cost (n = 431) 

It would be too expensive comparing to the product’s price 4.12      0.83 

The legal procedure may take too long   4.22    0.74 

 The legal procedure may be too complicated   4.10    0.78 

 I do not know to whom I should turn     3.81    0.91 

 It would be useless / I would not win the case  3.55    0.99 

 The benefit is not worth my time    4.18    0.85 

 Emotional drain      4.26    0.89 

The improvement of current justice system (n = 431) 

 More judges        3.74    0.81 

 Faster judgments                     4.47    0.67 

            Simpler procedures      4.37    0.72 

 More transparent costs     4.56    0.64 

Lower costs       4.38    0.74 

All the costs can be reimbursed if wining    4.41     0.72 

More extensive legal assistance               4.57     0.64 

Better information on consumers’ rights   4.61    0.64 

4.2 Correlation Analysis 

Means, standard deviations and correlation coefficients between the major variables are 

presented in Table 4.5. The results indicate that there are some significant correlations between 

these variables except a pair of trust in third party institutions and consumer intention for access 

to justice. To be more specific, legal consciousness is positively related to perceived benefit (r 

= .17, p < .01) and consumer intention for access to justice (r = .17, p < .01), and negative 

related to trust in the third party institutions (r = -.15, p < .01). These results indicate that, at 

the bivariate level, each of the conditions necessary to test H1 and H3 for the possible role of 

a mediator has been met. Additionally, perceived benefit is positively correlated with trust in 

third party institutions (r = .10, p < .05) and consumer intention for access to justice (r = .20, p 
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< .01). However, trust in third party institutions is not correlated with consumer intention for 

access to justice.  

Table 4.5: Descriptive Analysis and Inter-correlations between the Variables (N = 431) 

Variables  Mean  SD  1  2  3  

Legal Consciousness  2.60  .96  -  

Perceived Benefit  3.44  .76  .17**  - 

Trust in Third Party  3.43  .70            -.15**  .10*  - 

Consumer Intention   3.82  .70  .17**  .20**  .04  

**p < .01, *p < .05 

4.3 Testing the Mediating Role of Perceived Benefit in the Relationship between Legal 

Consciousness and Consumer Intention for Access to Justice 

The researchers tested the mediation effect of perceived benefit on the relationship 

between legal consciousness and consumer intention for access to justice using multiple 

regression analyses. According to Baron and Kenny (1986), the following effects should be 

present to establish a mediation effect: (a) significant effect of legal consciousness and 

consumer intention for access to justice; (b) a significant effect of legal consciousness on 

perceived benefit; (c) a relationship between perceived benefit and consumer intention for 

access to justice when legal consciousness is controlled for; and (d) a reduction of the effect of 

legal consciousness on consumer intention for access to justice when perceived benefit is 

included in the model.  

To test whether these conditions are met, this research obtained the regression coefficient and 

the standard error for this regression coefficient for the association between legal consciousness 

and consumer intention for access to justice. The results show that legal consciousness is 

positively associated with consumer intention for access to justice (see equation 1 of Table 4.6, 

B = 0.15, p < 0.001) and positively associated with perceived benefit (see equation 2 of Table 

4.6, B = 0.21, p < 0.001). Equation 3 in Table 4.6 shows that perceived benefit can significantly 

predict consumer intention for access to justice (B = 0.13, p < 0.001). These results indicate 

that the mediation model is established.  

In addition, we also compared the direct effect of legal consciousness (the path that predicting 

consumer intention for access to justice from legal consciousness after controlling for 

perceived benefit – so called path c') to the total effect of legal consciousness (the path from 

legal consciousness to consumer intention for access to justice - so called path c). The result 
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showed that even though path c' (LLCI = 0.04, ULCI = 0.21) is closer to zero than c (LLCI = 

0.07, ULCI = 0.24), path c' is still significant (β = 0.14, p < 0.01). Thus, we can conclude that 

legal consciousness was associated with consumer intention for access to justice, and this 

relationship was partially mediated by perceived benefit. Thus, H1 and H3 are supported. 

Table 4.6: A Test of the Mediation Effects of Perceived Benefit on Legal Consciousness and 

Consumer Intention for Access to Justice (N = 431) 

 Predictors    B             95%CI       β     

Equation 1 (Criterion: Consumer Intention for Access to Justice)        

Legal Consciousness     0.15  0.07-0.24  0.17*** 

𝑅2         0.30***    

Equation 2 (Criterion: Perceived Benefit)        

Legal Consciousness     0.21  0.10-0.33  0.17*** 

 𝑅2        0.30*** 

Equation 3 (Criterion: Consumer Intention for Access to Justice)        

Legal Consciousness     0.12  0.04-0.21  0.14** 

Perceived Benefit     0.13  0.06-0.20  0.18*** 

 𝑅2        0.06*** 

Each row is a regression equation that predicts the criterion. ***p < .001, **p < .01 

To examine H2 and H4, we further explored the mediating role of perceived benefit on the 

relationship between trust in the third party institutions and consumer intention for access to 

justice. A series of regression equations relating trust in the third party institutions (the 

independent variable), perceived benefit (the potential mediator) and consumer intention for 

access to justice (the dependent variable) were performed using the same analysis.  

The results show that trust in third party Institutions is not significantly associated with 

consumer intention for access to justice (see equation 1 of Table 4.7, B = 0.15, p > 0.05), but it 

is positively associated with perceived benefit (see equation 2 of Table 4.7, B = 0.13, p < 0.05). 

Equation 3 in Table 4.7 only shows that perceived benefit can significantly predict consumer 

intention for access to justice (B = 0.13, p < 0.001). These results indicate that the mediation 

model is not established. Thus, H2 and H4 are not supported. 
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Table 4.7: A Test of the Mediation Effects of Perceived Benefit on Trust in Third Party 

Institutions and Consumer Intention for Access to Justice (N = 431) 

       Predictors   B             95%CI       β     

Equation 1 (Criterion: Consumer Intention for Access to Justice)        

Trust in Third Party Institutions  0.04  -0.06-0.13  0.04 

𝑅2          0.001    

Equation 2 (Criterion: Perceived Benefit)        

Trust in Third Party Institutions  0.13  0.001-0.27  0.10* 

 𝑅2          0.01* 

Equation 3 (Criterion: Consumer Intention for Access to Justice)        

Trust in Third Party Institutions  0.02  -0.08-0.11  0.02 

Perceived Benefit     0.14   0.08-0.21  0.20*** 

 𝑅2          0.04*** 

Each row is a regression equation that predicts the criterion. ***p < .001, *p < .05 
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CHAPTER 5 

CONCLUSION AND DISCUSSION  

This chapter presents the first section on a conclusion of research findings concerning 

research objectives. The second section elaborates the discussion of research findings. The last 

section outlines some limitations and proposes the areas for future research.   

5.1 Conclusion 

This study reveals consumers’ complaint behavior and the tendency to engage in 

legitimate complaint behavior in Thailand. Data were collected by using a self-administered 

questionnaire survey that is formulated in Thai language. The measurements for dependent and 

independent variables were drawn and modified from European Union Citizens and Access to 

Justice (2004) on nominal (two or more choices) and ordinal scales (five-point Likert scale). 

In the data analysis, this study employed multiple regression to evaluate the mediating effect 

of perceived benefit between legal consciousness, trust in third party institutions and consumer 

intention for access to justice. Reliability and validity were tested and found that Cronbach’s 

Alpha coefficients are significantly over 0.70 threshold.  

Employing convenience sampling method, the questionnaires were distributed to respondents 

living in Bangkok, Thailand. Of the 450 questionnaires distributed, 431 questionnaires were 

usable (Response Rate = 95.78%). Around 45.50 percent of participants were male and 54.50 

percent were females. The majority of participants were in 25-34 age group (35%) and 45-54 

age group (22.30%). Half of them were single (51.30%). Almost 50 percent graduated from 

bachelor degree. More than 50 percent of the participants were business owner (30.20%) and 

office workers (28.50%). Almost 37 percent of the respondents earned personal income around 

15,000-25,000 Baht/month and almost 27 percent earned less than 15,000 Baht/month.  

Although many respondents did not made complaints last year (81.40%), majority of the people 

who did the complaints mainly made their first contact directly to producers or sellers. Out of 

80 respondents, 57 found that their complaints were solved.  The results demonstrate that most 

respondents were not really aware of their consumer rights; however, they tended to perceive 

benefit of such laws for all consumers. In addition, although many of them knew little about 

the third party institutions, they believed that these third party institutions are trustworthy. 

Moreover, many of them were willing to join with other consumers to file a complaint when 

they faced the same problem. It seems that respondents preferred to bring the matter to court if 

their costs of products or services are relatively high price. 
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The results show that legal consciousness is necessary for consumer intention for access to 

justice; however, trust in third party institutions does not have a significant effect on consumer 

intention for access to justice. In addition, legal consciousness has a significant influence on 

benefit perception, which becomes a mediating factor that partially leads to the intention of 

consumers for access to justice. This information helps clarify prior research findings. Previous 

research argued that consumer legal knowledge does not necessarily lead consumers to engage 

in legal services or gain access to legal institutions (Ishak and Zabil, 2012). However, we show 

that by adding perceived benefit, the effect of legal consciousness on consumers’ intention for 

access to justice becomes significant. In addition, trust in the third party institutions is irrelevant 

to drive the intention for legal action. This finding suggests that consumer perception of benefit 

encourages them to engage in the judicial process. 

5.2 Discussion 

This research sheds light on some important issues related to consumer intention toward 

access to justice. We found that two-thirds did not know much about such laws and regulations. 

Our findings recognize that many consumers have less legal awareness, although they have 

high education and income levels, and live in an urban area. Clearly, there needs to be greater 

legal consciousness among people, best accomplished through appropriate combinations of 

enforcement and publicity. This indicates the need to improve knowledge of consumer rights 

and enable them to have easy access into legal procedure. Legal literacy campaigns may be 

essential. Broadly considered consumer education by training about decision making and 

budgeting in marketplace phenomena would better prepare consumers for the realities of facing 

product or service failure and dealing with vendors. Moreover, legal procedure if easily 

accessible would enable consumers to purchase products and services with confidence 

(Thorelli, 1979; Delgadillo, 2013).  

In terms of theoretical contribution, this study has offered a theoretical model and identified 

that a positive relationship between legal consciousness and consumers’ intention for access to 

justice is partially mediated by perceived benefits. Our finding is in line with Bulgurcu et al. 

(2010). This model can be a starting point for further theoretical development and empirical 

work in the area of consumer’s access to justice. Future studies along these lines have the 

potential to enhance significantly understanding about the third party redress phenomenon. In 

addition, this study also supports Singh’s (1989) findings on the positive relationship between 

perceived benefit and the intention for access to justice. However, the lack of the relationship 

between trust in third party institutions and consumer intention for access to justice found in 
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this study is inconsistent with Liu et al. (2012) and Moon and Balasubramanian, (2004). It is 

possible that consumers may not only perceive the benefits, but may also perceive the risks or 

costs of the third parties. This sheds light on the kind of weaknesses that stand in the way of 

third party institutions. It appears to hinge on consumers’ normative beliefs that the knowledge 

about the institutions has greater effect than trust. These third parties, therefore, should consider 

specific campaigns to communicating their establishment to consumers. Moreover, building 

trust is much more difficult than providing the information about benefits. Thus, governments 

may need to develop strategies to increase benefit perception.  

In terms of practical contribution, the findings are particularly important for governments and 

private organizations as they may have to manage resources to focus on consumer education 

that includes topics relevant to legislation, third-party institutions, and how to obtain redress 

with consumer protection policies (UN 1999). Attempts to improve these issues involve many 

organizations of consumer policy. Although the responsibility to adhere to the laws rests with 

consumers and enforcement is crucial, much attention on individual complaints handling 

procedures should be given by policy makers in the legislative and executive circles in 

government, in businesses as well as in consumer-oriented groups, and in the academy. 

Consumer policymakers including consumer associations, other citizen groups, business, 

government, educational institutions and mass media, can help to reinforce the possibilities 

among information, education and protection, and stimulate consumer responsibility (Thorelli, 

1979). In addition, to help consumers have their day in court, it is not merely a matter of 

providing assistance in the judicial procedure, but also in legal substance and market norms, as 

well as building the relationship between consumers and institutions (Friedman, 2009). 

5.3 Limitations and Future Research 

While the current study provides promising evidence, it does not come without its 

limitations. Firstly, the reliance on respondents’ assessment assumes that respondents are able 

to accurately report their skills. However, the accuracy of respondents’ reports can be affected 

by many variables including psychological (e.g., feeling), physical, fatigue, the personality type 

of participants. In addition, there are many other factors that could contribute to the inaccuracy 

of participant reports. Participants may overestimate their knowledge on purpose because they 

want to impress others (Cramer, Tuokko, Mateer, and Hultsch, 2004). Alternatively, 

participants may underestimate their knowledge because they have a tendency to perceive 

things negatively.     
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Secondly, the research limits only respondents in Bangkok. Therefore, they may not be 

representatives of all Thai consumers. Future research will be needed to assess the 

generalizability of our findings. For example, rural consumers may feel even less comfortable 

going to court due to their lack of familiarity with the juridical procedure. It is likely that for 

these consumers, legal consciousness will loom even larger than for urban consumers. 

Therefore, our model may be equally if not more predictive of these consumers’ decisions.    

Thirdly, our model limits to only four main variables, we would like to recognize the possibility 

of alternative models for understanding the relationships among the constructs examined in our 

study. For instance, we have proposed that perceived benefit functions as a mediator. In other 

words, the model assumes that the exogenous variable influences purchase intentions via their 

effect on perceived benefit. Alternatively, trust in third party institutions could be positioned 

as a moderator of the relationship between legal consciousness and perceived benefit. In this 

view, trust in third party institutions would influence perceived benefit only when the legal 

consciousness is perceived in low level. Thus, future research may fruitfully consider how other 

alternative models of the relationships or other factors including the antecedents and the 

consequences, may complement or contradict each other (Kim, Ferrin, and Rao, 2008). 

To examine other perspectives influencing consumer behavior on legal issues, future research 

can conduct systematic comparative studies. For example, the researchers can explore the 

similarities and differences of consumer behaviors in juridical process between developing and 

developed countries. For example, some factors such as consumer personality and probability 

of success may have a direct or indirect effect on consumers’ intention for access to justice. 

Future research can examine these factors in both developing and developed countries. 

Moreover, prior research hardly touches on the consumer education area. It is necessary to 

understand how consumers have been educated on juridical process. Even though consumer 

education programs is necessary and yet we know too little of what should go into them. There 

is also a growing body of literature on a means of consumer information processing. However, 

in the era that consumer face information overload, public policy needs to consider these when 

making information available and how to grab consumers’ intention.  
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APPENDIX A 

QUESTIONNAIRE SURVEY (ENGLISH VERSION) 

 

 

 

The Questionnaire on the topic of legal consciousness and access to justice 

 

Dear respondents,  

 

The objective of this questionnaire is to collect the data on the perception and access to justice 

involving consumer protection rights. This questionnaire is developed by an academic research 

conducted in conjunction with the University of the Thai Chamber of Commerce.The 

information received will be purely for academic purposes. Your answer will be kept strictly 

confidential. However, you can withdraw the participation at any time. The researcher team 

kindly requests you to spend a little of your valuable time to fill out all the questions below. 

This questionnaire survey is comprised of three parts:  

Part 1: The knowledge on consumer protection rights  

Part 2: The experience on filing a complaint 

Part 3: Demographics information 
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Part 1: The knowledge about consumer rights  

Please indicate at what extent you agree or disagree with the following statement, please use 

X to tick in the most appropriate box to represent your level of agreement.  

  

1. Do you know about six major provisions of consumer rights provided by six major acts? 

 

Provisions of consumer rights Not at 

all  

Not 

really 

Neutral Some 

what 

Very 

well 

1. Five basic consumer rights:  

- Right to be informed, including correct and 

sufficient description of products and services; 

- Right to free choice among goods and 

services offering; 

- Right to safety; 

- Right to fair contract terms; 

- Right to redress, for loss or injury caused by 

the use of goods and services 

 

     

2. A person may file his or her claim in writing 

or oral before the court in order to minimize 

undue process where the value of the claim 

does not exceed 300,000 baht. This type of 

claims will be charged for a court fee on only 

200 Baht.  

 

     

3. The contract between a consumer and a 

producer shall not be concluded in such a way 

to exempt or limit liability for defective 

products and services  

 

     

4. By purchasing a product or service from 

direct selling or direct marketing, a consumer 

shall have the right to terminate the contract 

within 7 days from the date of receipt of 

product or service. 

 

     

5. All producers shall be liable together for 

damages caused by their harmful products, 

which have been sold to consumers, regardless 

of their intent or negligence. 

 

     

6. Filing a consumer case and carrying out its 

proceedings, whether it is conducted by the 

consumer himself or an authorized person, 

shall be exempted from all fees. 
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2. Do you know these three major consumer protection organizations? 

  

Organizations Not at 

all  

Not 

really 

Neutral Some 

what 

Very 

well 

1.Consumer Protection Board      

2. Foundation for Consumers      

3.Telecommunications Consumer Protection 

Institute (defunct) 

     

 

3. What do you think about the benefits that you receive from these policies?    

 

Benefits Strongly 

disagree 

Disagree Neutral Agree Strongly 

agree 

1.The provision is beneficial for all consumers.      

2.The provision is beneficial due to the effective 

enforcement. 

     

3.The provision is beneficial due to the 

importance of consumers. 

     

4.The provision is beneficial as the easy access to 

legal process. 

     

 

4. What do you think about the third party institutions?  

ข้อความ Strongly 

disagree 

Disagree Neutral Agree Strongly 

agree 

1. I believe that they really understand my 

problem.  

     

2. I believe that they are unbiased.      

3. I believe that they know how to help me.       

4. I believe that the sellers would abide by the 

decision.  

     

5. I believe that they will respect the law.      

6. I believe that I will still have my right to go to 

court. 
     

7. I believe that they are reliable.      
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5. How do you intend to access to justice?  

  

Consumer intention  Strongly 

disagree 

Disagree Neutral Agree Strongly 

agree 

1. I intend to see a lawyer who will bring the 

matter to court 

     

2. I am willing to defend my rights in court with 

other consumers who complained the same issue 

     

3. I intend to bring the matter to court for any 

amount of a product or service 

     

4. I will ask for the advice of a consumer 

association to bring the matter to arbitration, 

mediation, or conciliation body 

     

 

Part 2: Complaint Experience  

6. From last year, have you ever had to complain about a product or service?  

(1) Yes (go to No. 7)   (2) No (go to No. 11) 

7. What kind of product or service did you complain last year? 

(1)  Food and medicine   (2) Automobile    

 (3) Insurance (Life and others)  (4) TV, Stereo, and Cable TV  

 (5) Computers and electronics appliances (6) Banking and financial services  

(7) Transportation (air, rail, bus, etc.)  (8) Telecommunication services   

        (9) Clothing     (10) Property 

 (11) Leisure     (12) Professional services 

 (13) Post office    (14) Utilities 

 (14) Others (please specify)………………….. 

8. When you complained, which of the following were you first contact?   

(1) Producer of product or service    

(2) Police officers  
(3) Consumer Protection Board     

(4) Village chiefs   
(5) XXX 

 

9. After you complained, did your problem solve?  

(1) Yes     

(2) No 

 

10. Did you receive a compensation from your complaints?  

(1) Yes   

(2) No  
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11. Would you be more willing to defend your rights in court if you could join with other 

consumers who were complaining about the same things? 

(1) Yes    

(2) No 

  

12. If someone went to court representing several consumers who were complaining 

about the same thing, what would you prefer?  

(1) The case is publicized and can join from the start  

(2) The case is publicized and can join at any time 

(3) Automatically considered as one of the consumers in the case expect if they 

state that they do not want to  

(4) I prefer to defend for myself  

(5) Others (please specify)................................................................................ 

 

13. Who do you think can best protect your interests as a consumer? 

(1) A court/the justice system  

(2) An arbitration, mediation, conciliation body  

(3) A body equally made up of consumers and producers  

(4) A body set up by associations of producers  

(5) A body set up by consumer associations  

(6) Consumer Protection Board 

 

14. What would be the minimum amount of a product or a service which would make you 

bring it to court?  

(1) Less than 200 Baht  (2) 200 - 500 Baht  

(3) 501-1,000 Baht  (4) 1,001-3,000 Baht  

(5) 3,001-5,000 Baht  (6) More than 5,000 Baht  

(7)  I would never go to court, whatever the amount  

 

15. Why would you not bring the mater to court for a lower amount?   

 

Reasons Strongly 

disagree 

Disagree Neutral Agree Strongly 

agree 

1.It would be too expensive in relation to what 

the product or service is worth 

     

2.The legal procedure may take too long      

3.The legal procedure may be too complicated      

4.I would not know to whom I should turn      

5.It would be useless/I would not win the case      

6.The benefit is not worth my time        

7. Emotional drain      
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16. In your opinion, how could the current justice system/the courts be improved?  

  

The improvement Strongly 

disagree 

Disagree Neutral Agree Strongly 

agree 

1.More judges      

2.Faster judgment      

3.Simpler procedures      

4.More transparent costs      

5.Lower costs      

6.All the costs are reimbursed if I win      

7.More extensive legal assistance      

8. Better information on consumers’ rights      

 

Part 3: Demographics information  

Each question can choose the one and only option, please use X to mark in the most 

appropriate choice.  

 

1.Gender   

(1)  Male     (2)  Female 

2. Age 

(1)  Less than 25 years old     (2) 25 – 34 years old    

(3)  35 – 44 years old     (4) 45 – 54 years old 

(5) 55 – 64 years old    (6) 65 years old and over 

3. Marriage status  
(1)  Single     (2) Married 

(3) Divorced      (4) Widow                    

(5) Separated 

4. Education 

(1) Lower than Primary school  (2) Primary school 

(3) Junior high school    (4) Senior high school 

(5) Vocational school    (6) Bachelor degree   

(7) Master degree    (8) Higher than Master degree 

5. Occupation 

(1)  Public service / State-owned  (2)  Housewife     

(3) Business owner    (4) Student 

(5) Employee     (6) Others (Please  

specify)__________________ 

6. Average income per month  

(1) less than 15,000 Baht   (2) 15,000 – 25,000 Baht 

(3) 25,001 – 35,000 Baht   (4) 35,001 – 45,000 Baht 

(5) 45,001 – 60,000 Baht   (6) More than 60,000 Baht  

 

*************************************** 

Thank you very much for your cooperation. 
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APPENDIX B 

QUESTIONNAIRE SURVEY (THAI VERSION) 

 
 

แบบสอบถามความตระหนักรู้ และการเข้าถึงกลไกของกฎหมายคุ้มครองผู้บริโภค 

เรียน ผู้ตอบแบบสอบถาม 

แบบสอบถามชุดนี้มีความประสงค์ที่จะรวบรวมข้อมูลเกี่ยวกับการรับรู้และการเข้าถึงกลไกของ
กฎหมายคุ้มครองผู้บริโภค ซึ่งจัดท าขึ้นโดยคณะผู้วิจัย มหาวิทยาลัยหอการค้าไทย ข้อมูลของท่านจะถูกเก็บ
เป็นความลับ ทั้งนี้เพื่อท าให้การศึกษาวิจัยนี้มีความครบถ้วนสมบูรณ์ทางคณะวิจัยขอความร่วมมือจาก
ท่านในการตอบค าถามให้ครบทุกค าถาม อย่างไรก็ดีท่านสามารถที่จะถอนตัวจากการเข้าร่วมในการวิจัยนี้ 
ทางคณะผู้วิจัยขอขอบคุณท่านเป็นอย่างยิ่งที่ได้เสียสละเวลาอันมีค่าเพื่อช่วยให้คณะผู้วิจัยได้รับข้อมูลที่
ส าคัญและมีคุณค่า  

แบบสอบถามชุดนี้มีทั้งหมด 3 ส่วนดังนี้ 
 ส่วนที่    1 ความรู้เกี่ยวกับกฎหมายคุ้มครองผู้บริโภค 

ส่วนที่    2 ประสบการณ์ในการร้องเรียนปัญหาเกี่ยวกับสินค้าและบริการ 
ส่วนที่    3          ข้อมูลทั่วไปของผู้ตอบแบบสอบถาม 
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ส่วนที่ 1: ความรู้เกี่ยวกับกฎหมายคุ้มครองผู้บริโภค 

ค าชี้แจง โปรดท าเครื่องหมายกากบาท (X) ใน  ที่ตรงกับความคิดเห็นของท่านมากที่สุด 
1.ท่านรู้เกี่ยวกับกฎหมายคดีคุ้มครองผู้บริโภคซึ่งมีเนื้อหาดังต่อไปนี้หรือไม่  

ข้อกฎหมาย ไม่รู้เลย  รู้น้อย
มาก 

รู้ปาน
กลาง 

รู้
ค่อนข้าง 
มาก 

รู้อย่าง
ละเอียด 

ก. กฎหมายคุ้มครองผู้บริโภค 
“ผู้บริโภคมีสิทธิได้รับความคุ้มครองดังนี้ 
(1) สิทธิที่จะได้รับข่าวสารรวมทั้งค าพรรณนาคุณภาพ
ที่ถูกต้องและเพียงพอเกี่ยวกับสินค้าหรือบริการ 
(2) สิทธิที่จะมีอิสระในการเลือกหาสินค้าหรือบริการ  
(3) สิทธิที่จะได้รับความปลอดภัยจากการใช้สินค้าหรือ
บริการ 
(4) สิทธิที่จะได้รับความเป็นธรรมในการท าสัญญา 
(5) สิทธิที่จะได้รับการพิจารณาและชดเชยความ
เสียหาย” 

     

ข. คดีมโนสาเร่ 
“ประชาชนสามารถย่ืนค าฟ้องเป็นหนังสือหรือมาแถลง
ข้อหาด้วยวาจาต่อศาล เพื่อลดขั้นตอนการด าเนินคดี 
ในคดีที่มีทุนทรัพย์ไม่เกิน 300,000 บาท โดยเสียค่าขึ้น
ศาลเพียง 200 บาท” 

     

ค. ข้อสัญญาที่ไม่เป็นธรรม 
“สัญญาระหว่างผู้บริโภคกับผู้ประกอบการ…จะมี
ข้อตกลงยกเว้นหรือจ ากัดความรับผิดของ
ผู้ประกอบการเกี่ยวกับความช ารุดบกพร่องของสินค้า
หรือบริการไม่ได้…” 

     

ง. กฎหมายการขายตรง 
“ในการซื้อสินค้าหรือบริการจากการขายตรงหรือจาก
การขายผ่านตลาดแบบตรง ผู้บริโภคมีสิทธิเลิก
สัญญา…ภายในเวลาเจ็ดวันนับแต่วันที่ได้รับสินค้า
หรือบริการ…” 
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จ. ความรับผิดในผลิตภัณฑ์ 
“ผู้ประกอบการทุกคนต้องร่วมกันรับผิดต่อผู้เสียหาย
ในความเสียหายที่เกิดจากสินค้าที่ไม่ปลอดภัย และ
สินค้านั้นได้มีการขายให้แก่ผู้บริโภคแล้ว ไม่ว่าความ
เสียหายนั้นจะเกิดจากการกระท าโดยจงใจหรือ
ประมาทเลินเล่อของผู้ประกอบการหรือไม่ก็ตาม” 

     

ฉ. วิธีพิจารณาคดีผู้บริโภค 
“…การย่ืนค าฟ้องตลอดจนการด าเนินกระบวน
พิจารณาใดๆในคดีผู้บริโภคซึ่งด าเนินการโดยผู้บริโภค
หรือผู้มีอ านาจฟ้องคดีแทนผู้บริโภคให้ได้รับยกเว้นค่า
ฤชาธรรมเนียมทั้งปวง…” 

     

 
2. ท่านรู้จักกับหน่วยงานที่เกี่ยวข้องกับการคุ้มครองสิทธิของผู้บริโภคบ้างหรือไม่ โปรดท าเครื่องหมาย
กากบาท (X) ใน  ที่ตรงกับประสบการณ์ของท่านมากที่สุด  

ข้อความ ไม่รู้
เลย  

รู้น้อย
มาก 

รู้ปาน
กลาง 

รู้
ค่อนข้าง 
มาก 

รู้อย่าง
ละเอียด 

1.ส านักงานคณะกรรมการคุ้มครองผู้บริโภค (สคบ.)      

2.มูลนิธิเพื่อผู้บริโภค      
3.สถาบันคุ้มครองผู้บริโภคในกิจการโทรคมนาคม 
(สบท.) 

     

 
3. ท่านมีความคิดเห็นอย่างไรเกี่ยวกับกฎหมายข้างต้น โปรดท าเครื่องหมายกากบาท (X) ใน  ท่ี
ตรงกับความคิดเห็นของท่านมากที่สุด  

ข้อความ เห็นด้วย
อย่างมาก 

ค่อนข้าง 
เห็นด้วย 

เฉยๆ ไม่ค่อย
เห็นด้วย 

ไม่เห็นด้วย
อย่างมาก 

1.กฎหมายดังกล่าวเป็นประโยชน์ต่อท่านในฐานะ
ผู้บริโภค 

     

2.กฎหมายดังกล่าวเป็นประโยชน์ เพราะมีการบังคับใช้
กฎหมายอย่างมีประสิทธิภาพ 
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3.กฎหมายดังกล่าวเป็นประโยชน์ เพราะเป็นการ
แก้ปัญหาที่ส าคัญของผู้บริโภคทั่วไป 

     

4.กฎหมายดังกล่าวเป็นประโยชน์ เพราะประชาชนเข้าถึง
กระบวนการตามกฎหมายได้ง่าย 

     

 
4.  ท่านมีความคิดเห็นอย่างไรเกี่ยวกับความเชื่อมั่นในกระบวนการของหน่วยงานคุ้มครองผู้บริโภค 
โปรดท าเครื่องหมายกากบาท (X) ใน  ที่ตรงกับความคิดเห็นของท่านมากที่สุด  

ข้อความ เห็นด้วย
อย่างมาก 

ค่อนข้าง 
เห็นด้วย 

เฉยๆ ไม่ค่อย
เห็นด้วย 

ไม่เห็นด้วย
อย่างมาก 

1.ฉันมั่นใจว่าหน่วยงานเหล่านั้นรู้ปัญหาที่แท้จริง      

2. ฉันมั่นใจว่าหน่วยงานเหล่านั้นมีความเป็นกลาง      

3. ฉันมั่นใจว่าหน่วยงานเหล่านั้นจะสามารถช่วยท่านได้      

4. ฉันมั่นใจว่าเมื่อได้ข้อสรุปคดี เจ้าของสินค้าหรือบริการ
จะต้องปฏิบัติตาม 

     

5. ฉันมั่นใจว่าหน่วยงานเหล่านั้นจะด าเนินการตาม
กฎหมาย 

     

6. ฉันมั่นใจว่าจะไม่เสียสิทธิในการฟ้องคดี      

7. ฉันมั่นใจว่าหน่วยงานเหล่านี้ไว้วางใจได้       

 
5. ท่านมีความคิดเห็นอย่างไรกับการฟ้องร้องด าเนินคดีในกรณีที่สินค้าหรือบริการของท่านมีปัญหา 
โปรดท าเครื่องหมายกากบาท (X) ใน  ที่ตรงกับความคิดเห็นของท่านมากที่สุด  

ข้อความ เห็นด้วย
อย่างมาก 

ค่อนข้าง 
เห็นด้วย 

เฉยๆ ไม่ค่อย
เห็นด้วย 

ไม่เห็นด้วย
อย่างมาก 

1.ฉันต้ังใจที่จะหาทนายความเพื่อด าเนินคดีในศาล      

2.ฉันเต็มใจที่จะรักษาสิทธิของฉันร่วมกับผู้บริโภคคนอื่นๆ
ที่เผชิญปัญหาเดียวกัน 
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3. ฉันต้ังใจที่จะด าเนินคดีไม่ว่าสินค้าหรือบริการจะมี
มูลค่าเท่าใดก็ตาม 

     

4. ฉันต้ังใจที่จะขอรับค าปรึกษาจากองค์กรเกี่ยวกับการ
คุ้มครองผู้บริโภคเพื่อน าเรื่องนี้มาด าเนินการฟ้องร้องหรือ
ไกล่เกลี่ย  

     

 
ส่วนที่ 2: ประสบการณ์ในการร้องเรียนปัญหาเกี่ยวกับสินค้าและบริการ 
6. ภายใน 1 ปีที่ผ่านมาท่านเคยร้องเรียนปัญหาเก่ียวกับสินค้าหรือบริการหรือไม่ 

(1) เคย (ท าข้อ 7 ต่อ)    (2) ไม่เคย (ข้ามไปท าข้อ 11) 
7.        ปัญหาท่ีท่านร้องเรียนเกี่ยวข้องกับสินค้าหรือบริการครั้งล่าสุดคือประเภทใด (เลือกเพียงข้อเดียว) 

(1) อาหารและยา     (2) ยานพาหนะ  
(3) ประกันภัย     (4) ประกันชีวิต  
(5) เครื่องใช้ต่างๆภายในบ้าน   (6) โทรทัศน์และเครื่องเสียง  
(7) คอมพิวเตอร์และอุปกรณ์อิเลคทรอนิกส์อ่ืนๆ (8) การเงิน 
(9) เครื่องแต่งกาย และประทินผิว   (10) อาคารและที่พักอาศัย  
(11) บริการท่องเที่ยวและบันเทิง   (12) บริการไปรษณีย์ 
(13) บริการทางวิชาชีพ เช่น ทนาย วิศวกร แพทย์  (14) บริการเดินทางและขนส่ง 
(15) สาธารณูปโภค เช่น ไฟฟ้า น้ าประปา  (16) บริการอินเทอร์เน็ต 
(17) บริการเคเบิลทีวี     (18) อุปกรณ์และเครื่องมือสื่อสาร 
(19) บริการออกก าลังกาย     (20)        อ่ืนๆ .......................... 

8. ครั้งล่าสุดที่ท่านประสบปัญหาเกี่ยวกับสินค้าหรือบริการ ท่านร้องเรียนไปยังใคร  
(1) เจ้าของสินค้าหรือบริการ        
(2) ต ารวจ  
(3) คณะกรรมการคุ้มครองผู้บริโภค     
(4) ก านัน หรือผู้ใหญ่บ้าน   
(5) สถาบัน หรือสมาคม หรือชมรมเพื่อคุ้มครองผู้บริโภค  
(6) อ่ืนๆ โปรดระบุ ..............................................................................  

9.  หลังจากที่ท่านได้ด าเนินการร้องเรียน ปัญหาครั้งล่าสุดของท่านได้รับการแก้ไขหรือไม่ 
(1) ได้รับการแก้ไข     
(2) ไม่ได้รับแก้ไข 
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10. หลังจากที่ท่านร้องเรียนปัญหาครั้งล่าสุด ท่านได้รับการชดเชยความเสียหายหรือไม่  

(1) ได้รับการชดเชยความเสียหาย   
(2) ไม่ได้รับการชดเชยความเสียหาย  

11. ในกรณีที่ท่านจะร้องเรียน ท่านยินดีจะด าเนินคดีในศาลหรือไม่ หากท่านสามารถรวมตัวกันกับ
ผู้บริโภครายอ่ืนๆเพื่อฟ้องคดีในกรณีเดียวกัน 

(1) ยินดี    
(2) ไม่ยินดี  

12. ท่านมีความคิดเห็นอย่างไรถ้ามีคนด าเนินคดีแทนกลุ่มผู้บริโภค  
(1) ควรมีการเผยแพร่คดีสู่สาธารณะเพื่อที่ท่านจะได้สามารถเข้าร่วมในคดีได้ต้ังแต่แรก  
(2) ควรมีการเผยแพร่คดีสู่สาธารณะเพื่อที่ท่านจะได้สามารถเข้าร่วมในคดีเมื่อท่านต้องการ 
(3) ควรที่จะรวมท่านเป็นหนึ่งในกลุ่มผู้บริโภคในคดี เว้นแต่ท่านจะระบุว่าไม่ต้องการเป็น

สมาชิกของกลุ่ม 
(4) ท่านอยากจะด าเนินคดีด้วยตนเองมากกว่า  
(5) อ่ืนๆ โปรดระบุ................................................................................ 

13. หน่วยงานใดทีท่่านคิดว่าจะสามารถคุ้มครองผู้บริโภคได้ดีที่สุด 
(1) ศาลและกระบวนการยุติธรรม  
(2) หน่วยงานระงับข้อพิพาท  
(3) หน่วยงานที่จัดต้ังขึ้นร่วมกันจากฝ่ายผู้บริโภคและฝ่ายผู้ประกอบการ  
(4) หน่วยงานที่จัดต้ังขึ้นโดยฝ่ายผู้ประกอบการ  
(5) หน่วยงานที่จัดต้ังขึ้นโดยฝ่ายผู้บริโภค  
(6) คณะกรรมการคุ้มครองผู้บริโภค 
(7) อ่ืนๆโปรดระบุ..................................................................................... 

14. ท่านคิดว่าสินค้าหรือบริการนั้นควรมีมูลค่าเท่าไร ท่านถึงจะยื่นฟ้องคดีเกี่ยวกับสินค้าหรือบริการท่ี
เป็นปัญหา  

(1) น้อยกว่า 200 บาท   (2) 200 - 500 บาท  
(3)    501-1,000 บาท   (4) 1,001-3,000 บาท  
(5) 3,001-5,000 บาท   (6) มากกว่า 5,000 บาทขึ้นไป  
(7) ไม่ฟ้องคดีไม่ว่าราคาจะเป็นเท่าใด  
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15. ท าไมท่านจึงไม่ฟ้องคดีในกรณีที่สินค้ามีราคาต่ ากว่านั้น หรือไม่ฟ้องคดีไม่ว่าสินค้าหรือบริการจะ
ราคาเท่าใด  
โปรดท าเครื่องหมายกากบาท (X) ใน  ที่ตรงกับความคิดเห็นของท่านมากที่สุด  

ข้อความ เห็นด้วย
อย่างมาก 

ค่อนข้าง 
เห็นด้วย 

เฉยๆ ไม่ค่อย
เห็นด้วย 

ไม่เห็นด้วย
อย่างมาก 

1.ค่าใช้จ่ายในการฟ้องร้องคดีสูงเมื่อเทียบกับราคาสินค้า
หรือบริการ 

     

2.กระบวนพิจารณาจะใช้เวลานานเกินไป      

3.กระบวนพิจารณาจะมีความซับซ้อนเกินไป      

4.ไม่รู้จะพึ่งใคร      

5.ไม่มีประโยชน์ / น่าจะแพ้คดี      

6.ผลตอบแทนอาจไม่คุ้มค่ากับเวลาที่เสียไป        

7. เสียอารมณ์และความรู้สึก      

 
16. ท่านคิดว่ากระบวนการระงับข้อพิพาทที่มีอยู่ในปัจจุบันควรปรับปรุงในด้านใด โปรดท าเครื่องหมาย
กากบาท (X) ใน  ที่ตรงกับความคิดเห็นของท่านมากที่สุด  

ข้อความ เห็นด้วย
อย่างมาก 

ค่อนข้าง 
เห็นด้วย 

เฉยๆ ไม่ค่อย
เห็นด้วย 

ไม่เห็นด้วย
อย่างมาก 

1.ควรให้มีผู้พิพากษามากขึ้น      

2.ควรให้มีกระบวนการท่ีรวดเร็ว      

3.ควรให้มีกระบวนการท่ีเรียบง่าย      

4.ควรก าหนดค่าใช้จ่ายท่ีชัดเจน โปร่งใส      

5.ควรมีค่าใช้จ่ายที่น้อยลง      

6.ควรให้สามารถเรียกคืนค่าใช้จ่ายได้หากชนะคดี      
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7.ควรให้มีความช่วยเหลือทางกฎหมายมากขึ้น      

8. ควรให้มีการเผยแพร่ความรู้เกี่ยวสิทธิผู้บริโภค       

 

ส่วนที่ 3: ข้อมูลทั่วไป 

ค าชี้แจง โปรดท าเครื่องหมายกากบาท (X)  หน้าข้อที่ตรงกับข้อมูลส่วนตัวของท่าน 

1.เพศ    
(1)  ชาย     (2)  หญิง 
2.อายุ 

(1)  ต่ ากว่า 25 ปี      (2) 25 – 34 ปี    

(3)  35 – 44 ปี      (4) 45 – 54 ปี 

(5) 55 – 64 ปี     (6) 65 ปีขึ้นไป 
3.สถานภาพการแต่งงาน  
(1)  โสด      (2)  สมรส 
(3) หย่าร้าง       (4)  หม้าย                     
(5) อ่ืนๆ (โปรดระบุ) _________________ 
4.จบระดับการศึกษา 
(1) ต่ ากว่าประถมศึกษา    (2) ประถมศึกษา 
(3) มัธยมศึกษาตอนต้น    (4) มัธยมศึกษาตอนปลาย 
(5) อนุปริญญา / ปวส.    (6) ปริญญาตรี    
(7) ปริญญาโท     (8) สูงกว่าปริญญาโท 
5. อาชีพ 
(1)  ข้าราชการ / รัฐวิสาหกิจ   (2)  พ่อบ้าน/แม่บ้าน     
(3) ธุรกิจส่วนตัว/เจ้าของกิจการ   (4) นักเรียน/นักศึกษา 
(5) พนักงานบริษัท / ห้างร้านเอกชน  (6) รับจ้างทั่วไป  
(7) อ่ืนๆ (โปรดระบุ)__________________ 
6. รายได้ส่วนตัวเฉลี่ยต่อเดือน 

(1) ต่ ากว่า 15,000 บาท    (2) 15,000 – 25,000 บาท 

(3) 25,001 – 35,000 บาท   (4) 35,001 – 45,000 บาท 

(5) 45,001 – 60,000 บาท   (6) สูงกวา่ 60,000 บาท ขึ้นไป 

*************************************** 
ขอขอบคุณเป็นอย่างยิ่งส าหรับการตอบแบบสอบถาม 


