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Abstract

The objectives of this study were to: (1) examine the influence of product factors, attitudes,
and brand trust on consumers’ awareness of the need to purchase healthy frozen food in
Nonthaburi Province; (2) investigate these factors affecting consumers’ information search regarding
frozen food; (3) analyze the influence of these factors on the evaluation of purchase alternatives;
(4) study their impact on frozen food purchase decisions; and (5) explore the influence of product
factors, attitudes, and brand trust on post-purchase behavior. This research employed a quantitative
methodology, using a questionnaire as the instrument for data collection. The sample consisted of
285 consumers of healthy food products in Nonthaburi Province, selected through purposive
sampling. Statistical tools employed in the analysis included mean, standard deviation, one-way
analysis of variance (ANOVA), and stepwise multiple regression analysis. The results revealed that
the model explained 84.70% of the variance, with statistical significance at the 0.01 level. Significant
positive predictors of the overall consumer decision-making process included behavioral attitude
(B = 0.351), emotional attitude (B = 0.299), credibility (B = 0.221), and benevolence (B = 0.141).
Based on the research objectives, the findings can be summarized as follows: (1) brand credibility
and positive product attitudes stimulate consumers’ need recognition; (2) consumers with higher
trust levels tend to search for additional information to compare products; (3) product attributes
and brand image play crucial roles in evaluating purchase alternatives; (4) brand trust exerts the
greatest influence on purchase decisions; and (5) consumers with positive attitudes and strong brand
trust generally experience higher satisfaction, leading to repeat purchases and positive word-of-

mouth.
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(Product And Service Attribute)

2.0 ManAMN (Branding)

v , nszurunsinauladavesiuilnn
3.U39900u7 (Packaging)

oo , 1.nnsentnfenu@ednis
4 Jrwaannwandng (Labeling)

- o A o o (Need Recognition)
5.UiﬂqiﬁUUﬁI§UNﬁﬁﬂﬂJ%

, 2.MsAumndeyarnans
(Product Support Services)

(Information Search)

v sy oa 3. AsUsEuaden
ViAuARvaEUIlnA
(Evaluation of Alternatives)

Launsguiunsiu (Cognitive Component) > o
. o 4.m3nnaulato
2.@unsuamugan (Affective Component)
(Purchase Decision)

3.d@7UngANIsU (Behavioral Component) - v
5.1ANTTUNNIN5D

AN UTuRSIAUAN

1. manidede (Credibility)
2. MULIAAINTAN (Benevolence)

3, audednd (Integrity)
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a v ¢ a Qlld

FNUNARAN TiAUAR wazAUldodulunsAuafiisnsSnasenszuiunisinaulad oo suinia

[y

ogun nveuilnaludmdinuunys Anwladnwiwunfanguiuazauidenneites lieninue
& = ada v o &
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(@nauad ATmTnuunys, 2567) n1smnuang ui208191935n1158 W uULI12a9 (Purposive
sampling) Inefinausinisdaidente fiifusraunsaiuilnnemsutudaiioquaimedietion 1 ads
meluszaginan 3 Weufiiiuan Tned1adauuinieuas Green (1991) fiauadn dvfunisnagou
ﬁﬂﬁuﬂszawéamaaaﬂaii%’QMi N = 104 + m (ng m Aednausuusdasy) Falisuautusi 109 au
LazINNITAUIUABTUTLNTY G*Power LasAnnun effect size = 0.15, power = 0.95 Lag3zHU
Wedfny .05 (Faul, Erdfelder, Buchner, & Lang, 2009) wuiiaasldngudlegeednetoy 178 Ay
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1lunn5398) 910U 30 AU LANNIIAWINMANLLY B uYeAT Bl alag IS MIdNUsEANT woa
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A1599 1 Awdsuardiudsauuinasguestdaduiundnioe viruad wesmnuvetulunsdun

UaduAunann e RAuAf

s MEAN SD wlawa aeu
wazAMUIRAUIUNTIEUA

Product features 4.48 0.68 mﬂﬁqm 4
Branding 4.39 0.67 1nitgn 9
Packaging 4.34 0.71 1nitgn 11
Labeling 4.47 0.67 1niiap 5
Product support services 4.45 0.69 mmﬁqm 7
Cognitive component 4a.47 0.63 mmﬁlﬁjﬂ 5
Affective component 4.42 0.69 mmﬁlﬁjﬂ 8
Behavioral Component 4.38 0.72 mmﬁqm 10
Credibility 4.50 0.60 1niign 1
Benevolence 4.50 0.60 mmﬁqm 1
Integrity 4.49 0.62 1nitgn 3
AlaAeTa 4.45 0.66 1nitgn
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NNINTIN 1 Han1sfnymud greunuuasuaalirnuddgyiviadenundndue viruad
wazaudadulunsdurlaesineyluseauinniian Wnedanad esiuwindu 4.45 wazdudeauy
AT 0.66 WeRinsanlunedn ansasesdsuladenduslnalinnudAganuniules

Igitall mnanigedia (Credibility, X9) uay ANUARINTAN (Benevolence, X10) gn3uiinegluszaunn
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an wazlianudAyasaadududui 1 lnedanadewinduil 4.50 uazaudedng (ntegity, X11)
agluszauinniian Jududun 3 deAade 4.49
dmiuladedu q dnllvgjedluseauinniian lneSewudwiu laud auauifvem@ndioe (X1)

ey dunssuumssuy (X6) agludunun 4 uag 5 eetade 4.48 uay 447auaau T Uaden
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£ v v 6 '

AN519N 2 AAUUSEAYS ANFUNUS 5L IUTDATE (X1-X11) hazdawlseny (Y1-Y5) lumswennsal

nszwaumssinauladeonsududaitogunin Tudwmiauunmys

. X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11
AU Y
(PR) (BR) (PA) (LA) (PRO) (CO) (AF) (BE) (CR) (BEN) (IN)
SIGRIG
NANS N
1
(Product
features)

X2 ASHARA
670%* 1
(Branding)

X3 U39S
JT19%F 704%* 1
(Packaging)

X4 Jreaann
NANS N 699%F  T708%*  664** 1
(labeling)

X5 U313
atiuayu
FRERBL]
682%%  671**  671*¢  T719** 1
(Product
Support

services)

X6 @1

v

NIEUIUNTTUS

730%%.628%*  .685%*  .664%*  596%* 1
(Cognitive

Component)

X7 d@uensual
ANNEN

693**  T03**  698**  678** 666  .631** 1
(Affective

Component)

X8 @
NYANTIY

654%%  651**  694%*  651**  634**  649%*  743** 1
(Behavioral

Component)

X9 A3
‘14"1[,%’&]58 689%* 646™* 666 700**  .636**  .647**  T715**  652%* 1
(Credibility)

X10 A3NULURAN
N3 654%%  626%*  .620%*  T05%*  .658%*  594**  680**  .685**  .713** 1

(Benevolence)

VOLUME 6, ISSUE 3, September — December 2025 | page 88



AFHITUIANTINGIND N15IANTT UazdAuAIEnS ISSN 2697-6609

M15199 2 (59)

X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11

s Y
(PR) (BR) (PA) (LA) (PRO)  (CO) (AF) (BE) (CR) (BEN) (IN)
X11 Ay
Hodng J10%%.625%*  .621%*F  676%*  .636™*  .608%*  .689**  .639**  T19**  731** 1
(Integrity)

Y AS2UIUNNT
Fduiola
(purchase
726%%  703**  707**  .695%* 660"  .705**  789**  8l16**  768**  747**  702** 1
decision-

making

process)

AnaNUAvDINGRA Ul Product: PR, #5IWANA M Branding : BR, US54 0491 Packaging : PA,

vV

U18aa1n Labeling : LA, uSn1saduayuProduct support services: PRO., 3N UIUN1TTUS

Y

Cognitive component: CO., #3u8154al AU dn Affective component: AF., @ UNgAnssy
Behavioral Component : BE., AINULY DD D Credibility: CR., A210UAMINT U1 Benevolence :
BEN., Au@adne Integrity : IN

Y

INAITINA 2 WU AU TDATENINUA (X1-X11) TANUdUNUSNIUINAUAILUTAY PD

nszvrunsinduladoamisududaiioguain nefidedidgynisadfnszav .01 viadl

Y

AuUsndien
uUsgAnsanduiusgengn laun X8 d1unginssu (Behavioral Component) (r = .816) 5898931

Ao X7 diuersuainitusan (Affective Component) (r = .789), X9 AuY g ade (Credibility)

EN

(r =.768), X10 A314LUAATIAST 1 (Benevolence) (r = .747), X1 A aUU A Y8 ING A A 049

[

(Product features) (r = .726), X3 U559 A9l (Packaging) (r = .707), X6 @un3¢UUNITTUS

&

= v

(Cognitive Component) (r = .705), X2 aS1W& A A a9 (Branding) (r = .703), X11 A1ud adnd

EN

U L3

(Integrity) (r = .702), X4 drgaanudnsae (labeling) (r = .695) waz X5 uTn1sadvayunan i
(Product Support services) (r = .660) NaN1331ATITUAINE 1T AW fauUsBasenned

ANuduRuslufian1suaIndunszuIunisandulade lnslanizdadeaunginssukasyiauaf

]
v

Pfiedulszansanduiudgeian axvieuliiiutcunuimddgyueangAnssufuslaawazanudodu

1Y 1
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M13197 3 HANITIATILVINTOANDENVAMLUUTUNBUAIYTS Stepwise

fauUs9asy B Std. Error Beta t p-value

AT (Constant) 0.195 0177 1.105 0.272

X8 dungAnssy

(Behavioral 0.305 0.059 0.351 5.177 0.000
Component)
X9 amnaniudodie

0.233 0.080 0.221 2.926 0.004
(Credibility)
X7 duensualauian

0.270 0.064 0.299 4.197 0.000
(Affective Component)
X10 AITHLUARINTEUN

0.143 0.071 0.141 2.018 0.046
(Benevolence)
R =0.920 Adjusted R? = .841 F = 146.380
Rz = 0.847 Std. Error of Estimate = 0.33187

NANTNN 3 wamﬁlmwzﬁmmmaawnqmwu%’umau (Stepwise Multiple Regression)
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a1

Wu31 fMuUsdaszidwadsuindensyuiunmsinduladosmsutuiuiioguamuasiided Agnig

o v v a

ad@nisedu leun X8 simuafdung@ingsy (Behavioral Component) (beta = 0.351), X7 Weuaf
A1uBIsUAIANS AN (Affective Component), (beta = 0.299), X9 A LE osTuluns1Budau
AuY G ofle (Credibility) (beta = 0.221), X10 mmL%'aﬁuiumﬁwﬁuﬁwﬁwuﬂawumeﬂqﬁm
(Benevolence) (beta = 0.141)

a el v 2 13 ' o O a v Y oA A
Naﬂ']i'lLﬂﬁ']z%slﬂﬁLMU'J']EN@U?Sﬂ@'UEJ@UEU@Q ﬂ'ﬂ"lﬂJLﬂ@ﬂJuﬁ‘Lumj"IHUﬂq lﬂLLﬂ ATINUUNYDOD

Y

(Credibility) uag ALUAAINTU (Benevolence) HdnTnaseeiitud

1Y

rensruIuNsAnaulate

u

Toe923 Wieiidnsnasesaintladusuriauafnniu
1995 U18AULT ad Wulums1AUA T (X9 way X10) 91l X9 Am31ud o uluns1duen

AuAMHYNYede (Credibility) manefis n155uivesusinadnsdumdanuaiunsauazidngnin

Tumswandumitinunmuazasafomuiingngns msfitadeiiidvswags (dususv 3) avvioudn

lupainemisududaiieaunin duilaavzliauisadndulageld winviarnudeduiugiu
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[

a av o | Y a v v =
wazdldnuaigitldanlug X10 anu@edulunsidudsiiuanuunninan Benevolence) nanedia

v

nsfuivesuilnaimsduitulimnuiidewagldlanausvlonivesiuilnnegieasda luldiiies

o

wALaINanils n1sndateiliidnsnasnenisdndulade wanslwiiuinmnudunusnisensuailay

' '
v A a

Ausanianguslaainewusud (uviile) Wududdgyfidieasuussdunisdnduladodud

Wegunmluszezen FeenrdosiuwnAniineudeiududdinesdesiuanuidninnmiuewa

LUUDNARIN50A008U d AU zaulun1IsneInsalog198 9 v 991N@1015085 U1Y

D¢

ANULUsUTINRInsEUIunIsanduladialaasiie Seuay 84.1 (Adjusted R? = 0.841) lnadiAad

Y

o

F = 146.380 ognsiltivdAgsadanszau .01
aun1sanneeidaudunvaalusUazuuuaunldlunisnensel Ae

Y = 0.195 + 0.305(X8) + 0.233(X9) + 0.270(X7) + 0.143(X10)

AsanUseNa

1. N155EUUNHIAINNABINTT (Need Recognition) HANTISITENUIT ALY B8 8UDS

Y ¥

m3duA (Credibility) uazvimuailudauindendnsiog DutadedAgfinszduliiuilaasuitiennu

q

Aosnsyoemsutudafiogunim nmsnsemindnnudeanisiad i o uslnasuginemnsuy uds

adaa |

\iegunMEInsaYIgandarineseminan nlagtu GaTInssukarinadin) Auanmifeanis

(M3faunmAnazaugznInauly) MsedunenaanslaenndasiuwuiAnues Kotler and Keller
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