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Abstract

This study aimed to analyze attitudes, brand image, and perceived benefits that influenced the
purchase intention of Thanachot farm Pak-wan tea products. The sample used in the study was consumers
who purchased Thanachot farm Pak-wan tea products. The sample size was calculated without knowing the
population, totaling 385 samples. However, since the questionnaire included screening questions for those who
had and had not purchased Thanachot farm Pak-wan tea products, only data from those who had purchased
Thanachot farm Pak-wan tea products, totaling 280 samples, were collected. The instrument used in the study
was an online questionnaire. The statistics used for data analysis were descriptive statistics, including
percentages, means, and standard deviations. The underlying statistics used for analysis were multiple
regression analysis to test the hypotheses.

The results of the study found that attitudes had an effect on the intention to buy the Thanachot farm
Pak-wan tea products at a high level, with a mean of 4.07, and perceived benefits had an effect on the intention
to buy the Thanachot farm Pak-wan tea products at a high level, with a mean of 4.19. The results of the
hypothesis testing found that attitude factors and perceived benefits factors had an effect on the intention to
buy the Thanachot farm Pak-wan tea products (Sig.=.000) with statistical significance at the 0.05 level and could
predict the intention to buy by 47.7 percent.

Keywords: Attitude, Brand Image, Perceived Usefulness, Purchase Intention
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