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ABSTRACT

This research studied attitudes toward the marketing mixes by comparing the original
and revised versions. It also examined attitudes toward the marketing mixes and the purchase
intentions categorized by sociodemographic factors, as well as the relationship between the
marketing mixes and the purchase intention toward Crispy Rice berry of consumers in Bangkok
and its vicinities. The sampling methods used were purposive and snowball sampling. The
online questionnaires were used as data collection instruments for the total sample size of
419. The statistical methods used were as follows: test of differences in mean (Paired Samples
ttest, Independent Samples t-test, One Way ANOVA) and Pearson Correlation. The results
indicated that most of the respondents were female, aged between 39 and 54 years and
holding a bachelor degree or equivalent. They were company employees with monthly
household incomes between 18,001 and 50,000 baht. The hypothesis testing found that 1. the
revised version of marketing mixes had significantly hisher mean values than the original version;
2. price, package 3. Facebook advertising were the top three factors that significantly correlated
with the purchase intention. Regarding the demographic differences, the results revealed that
female consumers had a higher level of attitude toward the product than the male consumers.

The student group had a higher level of purchase intention than the employee group. The Gen
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Z and the Gen Y groups had higher levels of purchase intention than Gen X. All of these results

were statistically significant at the level of 0.05.

Keywords: Marketing mixes, Purchase intention, Attitude toward product, Bangkok and its

vicinity
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B11. N3 3.84 3.16 2.83 2.82 3.291 .021 18.173  .000
YIYHIUN
Tnsfne
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naul  ngu2  ngu 3 ngu 4 Test of ANOVA Tests
Homogeneity of
of Variances Equal
ity of
Mean
s
Mean Mean Mean Mean Levene Sig F Sig Welch Sig
B12. A1y 3.44 3.35 3.13 2.87 1.491 216 6.034  .000
wilade
NARAIN

vunewg: ngu 1 = 18160 18,000 U1 wiesn; ngu 2 = 51816 18,001 - 50,000 U ; NEx
71 3 = 5781# 50,001 - 85,000 U NAw 4 = 518l 85,001 VW Tl

1Y

InUITARTON 3 : WIBNISANIANUFUNUSTEI NN AUAR AUEILUTEELNNINITNAIR

9

o v '
1 gl

wazanuddladovesfuslnaidenuilarensussaninnsoulsdiuesd nanisnaaeuny
duUszanmInsnanaiinuduTE TumnuRtladesdeiituddymeadn Tneanunsa
SsdunusiunuduTusaR ATUAINEIBNUVBIUTTUTUIN (r=0.497) A1usIAN 45
UM (r=0.483) AuN15LawaINIg Facebook (r=0.429) fMun15u8RIUNIlngéni (r=0.308)
ATUNITUIBRIUNIG Facebook (r=0.295) FMuN15UIEHIUN Line (r=0.286) Uagaudnuuy

YBINANN I (r=0.206) MUAIRU

dsduazenusena

HaNIIVAFRUNUIN drulszaunianisnatawuulsuussvng (nagnsindauslag

[ a1 =

Az 98 dlAafegandndulszauneinsnaInuuuLAl (NagnSWULIANYeRUsENaUN1S)

o
(% Y

lunnau MR UREnd e UsTYAuet 31A1 N15lawuIng Facebook L aeanuansTue

usTiasuuInituiiaualgnuhgennniuudnkas Uagtuilosanensesdniigaii

Tisimdudi 45 vimdusiaigduslnadudusazid aliisuiunuaIsuueIussy i

W@d’mﬁfm; (n?nngm.;«/fﬁfmm/ ) oéde

Vebume 15 Number 2 U@—DW} 2021
56



G

113FINUGHIIMAEIN1TUALAdE

Suan Sunandha Academic & Research Review

v

fuslnaenauesiiinnuduan & Value for money dyiu fusznaunismusulssdnuases
wAnfusiuazusTyisiLarimuas suildnsTavannuiinuedifolfeenuuy

wamsnaaeunui ina lidssalvifaruddladouasimunfdudulszaunsnan
niulusudnuazvomansusiimeanddinzuuuganiiname Fwaeandosiunguinianis
paanuin arwasadudafodidylunisfelalfnanddofudunnniumamemsy
wemneiuualtuieglianuddlususslenildaesnnninmandgs daumeiuendniu
wamsnagounud ngutniFew/dnAnwiienudiladeuasivimuafunnsan nauwinulugn
Fu snududnuuzvesmandasiuarsin Wosmnsian 45 vinduduneitliganndu
snitlihasfuauhauidaduinfnwfamnsodeld dumsitnizou/dndnudanuiie
Fouagvimunisudu q mnnauwinuiuoandunssdnnseuieiulurumaufsuas
Tniseu/dnAnwiuunltiufias SuUsemurunvuiA sanniaurine (SeyNvwn 3o,
2559)

Tudiuresegnuin nau Gen Z agflaudsladouasitruadiidniingudu 1 las
wuin (B4) dnvazvesnAnfusiuuudl 2 ndu Gen Z fiazuuuiadogsndingu Gen Y iilesan
dnuazreussetaeiuuul 2 fmnumesnuuazurualiduruefidnasvngdmniuny
nanendimednu (89.) medumeammuiings Gen Z Sazuuuaioganiingu Gen X uazngy
Gen Y finzuuuadoganiingy Gen X iflosania 45 vinduduseiiannsndudedld
faudinduslaaagdslufiseldiduvesnues n1suiedudmiumng LINE wag Facebook wuin
N Gen Z fiAguuniadoganiings Gen Y uag Gen X 1flas91nngu Gen z lunguitiulngn
wiontumaluladuaznislimeluladlunsihssnssumisnisd SaduFesiunfuas fuidey
dwfunauiinnniingudu q ludiwves nsvedudisiumalnsdninuiingy Gen z

finzuuuafivgendingy Gen X Gen Y uaz Gen B Fonailunszran1sidonuiingu Gen Z

o
U a v =

tuivlaumioudiumealuladuazausiaga aaiungu Gen Z defianuinisdeduivmie

1% P a ¢

ToasdoiRoriuiundnsaridmieuiiozinsdwiaounnluiiu (efas mvsey uazaing naa

2559, gUUM d@UATEY, a1I03 SIEANS WagnuINNA FSITINNG, 2558)
KansadeUATITLS ST Id T AL TIaIRLas AT LAt uAe ARdes

funquimeniseaindiussasasivieuadouninmuefifusaigalvduslang adulade

 9aglaglanziuduA1Useiny Low involvement product uenaintinisinuasiaiiay
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wiarawazyiliguslnasdninldsuanuduaiuduindslyiuddiddglunisdndulaves

v

fuslam saigesmenmsdndmhefiansadifddasmndmiuduilaatududivalyle

Y

o U a

dsuauduieunnussam insgdaudfiarumenuussinamnzay uidmieldens
p19aevi i U3 lnaulud odudvosquianiedud1u q naunuld qasiienisTavan
(msooulat)) Sududiliannsavandeslsiguiu iesmndumiiinslavanazadianny
Udefioatienisidnlduinninduidlifinslavan nanlasazuiuszneumstinseulsd
wesdimsrhinsUiulgsdnunzvemAnSusiuaz s Sasiuazy Suu e audlainud
anziidelFeenuuuuaziiauesiuUsisiigems ns¥adasminesis Facebook Line uay
melnsdnd
forausuurdmiviissluewenilosrnanadsmiudiadodudeglussdulu
nanaiel3enlein 40-60% fiTeamsimsdunvaluuuiagdniiodumanngvietaded
o199Vl uslnanasuludedudivosgudstuniedudussinndu 4 lunguuunvuiden

LU
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