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The objectives of “The popularity of adapted version of thai popular music” is to study
the benefits of the adapted version of thai popular music and the receivers’ satisfaction and to
study the factors effected to the popularity of adapted version of thai popular music.

The results are the targets who bought the adapted version of thai popular music were
both male and female, age between 23-30 years old, single, good education, rather good
income and working as employees at private company. They are specific group who was
interested in adapted version of thai popular music. Their music listening’s behavior was
mainly listen thai music and the international music as well. Therefore the buying the adapted
version of thai popular music is the an added choice media besides buying thai music and
the international music. Thus this sort of media is another choice among a few choices for
listeners.

Regarding the targets’ satisfaction, The targets were not satisfied with the lyrics
because itwasn't created any new song, just only the international song in thai words. This is
an imitation. About the singers, most of then have already had their own albums. The buyers’
opinion was the adapted version of thai popular music was similar to the international music.
For the rhythm and melody 1the opinion shows that the original song was better. Moreover the
production of adapted version of thai popular music be could bring about the less creativity
and imitation among the thai music circle

The buying factors in marketing mixed, the products was the most effected (60%)
which consits of the kind of music, melody and rhythm, lylics, singer and the cover in order.
The promotion factors was less important, then the price factor and the selling area were
hardly important.
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