124 | Journal of Management Science Review Vol. 26 No. 2 (May-August 2024)

[y (4

sUdnwalvausIiuaiNdananangAnssunsuslnananduaialdauwiavas

wrvuludmdnuunys
APPEARANCE OF PACKAGING AFFECTING CONSUMPTION BEHAVIOR OF DRIED FRUIT AMONG
YOUTH IN NONTHABURI PROVINCE
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Abstract

This research aimed to study 1) the consumption behavior of dried fruit products, 2) compare
the appearance of packaging that affects the consumption behavior of dried fruit products, and 3)
examine the relationship between the appearance of packaging and the consumption behavior of dried
fruit products. The sample group consisted of 400 youths in Nonthaburi Province. Data were analyzed
using frequency distribution, percentage, mean, standard deviation, T-test, one-way analysis of
variance, Scheffe's pairwise test, and the Pearson correlation coefficient.

The results of the research indicated that 1) the appearance of dried fruit product packaging
had a high probability of purchase; 2) the consumption behavior of dried fruit products among youth

showed that most purchased dried fruit products as souvenirs, often with the recommendation of a
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salesperson, approximately 3-4 times per month, spending more than 80 baht each time, usually

buying in the evening, and from stores specifically sell.

Keywords: Packaging Appearance, Consumption Behavior, Dried Fruit Products
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PunIBeNiUY : 0090  -0053 0042 0027 0061  -0077 -0.073
ﬂﬁwﬂuﬁf\!ﬂm% Correlation
Sig. 0.071 0.289 0.405 0.585 0.223 0.126 0.147
ANMUAUTUS A AN AN AN AN AN FUIN
s s
Pearson
mwmuguinw?mm ) 0,039 -015 0043 0042 0047  -0067 -0.079
U909 Correlation
Sig. 0.432 0.770 0.391 0.397 0.352 0.183 0.114

ANUENUS  Funn AN AN AN Aun Aun fuIn
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5. 9AiUs18wNa

PNNsANEFUanwalvesusTadaeindwadongAnssunisuslnandnd aeinalidouuiseaevily
Sw¥auuny3 aunsathanefusenaldsil

5.1 3Udnualvesussyiusiidwadonginssunsuilnandndasinaliovuiswsasnuiluimin
uuny3 wandlifuinemsuiauiandlelumsidenidndusiazdedideyauuussydusiasuiu fo i
oyaiidoddnungmng wu Tuiindauas Tumneny Tuilrasuilneneu wiesune oe. SemuAniuillisy
Aruuugaian MneuAndiulunn 4 fu esnmalifeuuiadundndasifianmsafuinyildum madende
wAnSuifA U aiinaresanAvemalivis uenniansnaziioulddinislianuivesasouniauay
anwAnunilfmuiismadendendnfusilituen fwemaidelaruaonadostumiafetudufingn
Qﬂﬁ"]ﬁ(ffmﬁuials?jyaNamﬁmﬂﬁmmﬁﬁﬁgéﬁwﬁau‘,aﬁuadmﬁuﬁhLﬂuénﬁﬁwﬁ’fgmnﬁqm (Natthapong Manlee and
Chadapomn Suansaen, 2022) Ussqfasiinasiomssadulaiends lnsguiuuussyiasiannsafagaaueaa
vhlianidudilnnnin ussyiasiannsoaimudeilundadust nsfininaulamunganiundndosi
neiinanenesendnuaild asdydnuaiannsoaienrnd eiuludamndade suinuTinuiussazaan
wingaslunslinu uasmieauiungAnssuruslaa (Udomsak Saributr and Kriangsak Khieomang, 2012)

5.2 ngAnssumsuilnandndnsinaliouiwenensuluiminuunys wuin wnvsudnlvgde
wAnfurinaliiouuiaiioduresin uandentonnduusnimemiinaue Hlifuiwemnimainves
WAnSuTRAlToULR Tigndtasdondelusudiidwinaumnewusiwdndas nsvenaliouuiilusUuuy
oouladoaldnadnsmemnanslsivinnsmneriui e Sssonndesiunanisideves Phakdee Manavet (2017)
finan duilaliimnuddnyfudusraminsnaindsddvswaronsinauladendedudn filuduaniud
Fadiming nandust 1A uazmsdaaiumsnan fednaueieliindudanssdunsdauaiunisnaldidu
083 (Promotion) namifte nslamumeewemiinnuIy Meadduiussuiituyeaaialy wehidfod
Hudanszduamuiesniste uaemsiiazdadulade

53 ma3suliisugUanualvesussefusiidwasronginssunmsuilnandndarinaliouuiaves
wmedludaminuumy Suunmudnuuzlssnnsmeans Saudn il me azeiwuesiunases uansng
fu fnadenginssunsuslaesdndasinaliouuidiuandeiu Tusueiionuiifony Adissiunsfinu eld
lavdaiieu uandnaty fnasengAnssunsuilaanalieuwislusudnuaivesussqiase unnsneiueyfad
foddnyiiszdu 05 wandiifiuinnmseenuuuussydsideatiuiinnuey anudesnsvesusiaznguiuslag
A9ARABINUNANITITEVY (Pradeep Kautish Rajesh Sharma Sachin Kumar Mangla Fauzia Jabeen and Usama
Awan, 2021) fiwuin msfignénanunsaiuifessansnmvesussdasidmalnenswonginssumsuilaa
Snvnudnulssrnsmans Ussnoudae e 01 WRseuat: antunmeseuaia 918l endw msfinw wanil
Wuiulsddnlunsiviundiuvesnan Iﬂaﬁﬂﬂﬁ’ﬂmimmmzaﬂwﬁuﬁmﬁﬁmms&ﬁw asounSfiisele
Uunanadusaneiidivuelvg Tnesieldasduidnsiinislifianuaunsalunisnssaedudn luvasientu
msdentoduiwinsonnfiainasisuuuunisssdin saliey aflen 018 Mafnen o wihreldandui
wlsildieninn uwithmsnandnajadloanasineld st uiuusimussnnsmansvi odu 1 Wislinsimue
aanaivsnedaeuEa Wy nasiseldenaend galpaiuneIDNe UavenTngamiiu (Siiwan Serira, 2006).

5.4 enuduiusseninsguanualvesusTadusitiunginssunsuslaandnsiusinaldouuisveae v
Tudwiauunyd wuth fanuduiusiuties Fuadlivhussyasifiearetsnaiiteraliiouurs aeddldans
\Hudnandine fanuwanzauiuian wanvauduzunse wasdvesndndasifuussiusifivnsaniuazdma
sotnaireralsiouuts msemsliaivmnzauansavhlfanédinauladentelfesnenndy uasemauay
Lildnatlunsidendeiinnnauiuly denrdestumiddeves Thittaya Tancharoen and Thatri Taifapool (2019)
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fiwuin enwaulavesgnéntuegfinisueatiu snnndn 60-90% vesmsUssidiudwioiTiaAud ey fimadend
Fagniriidedrtadunalumsdenteduiusiazads fafudTadudumaslfmsdaduladednetu mafigndad
VaunR 7 Ar 0UTTYTousl éaudawaiﬁqﬂﬁwﬁmmLﬁﬂﬁ]ﬁ%ﬁiw (Tiyaporn Chuchom, Sirirat Kiatpathorm and
Suthanya Thongrak, 2020)

6. Taiauauuy
6.1 taweuauuzlunisinansideluly
NnHaMFATenU wnwdammirutldumsdensdasuriviteyavuussatusiasudou
Tnsiamzteyaiideddnungmune 1wy Juiindauar fuvunoiy Juiimsuilnaneu 1w3omuny oe. L1y
dnilnaigendnsausinaliovutuitieduvesin wavdendonnmuuzihvomiin nuwe wazdilddmsu
ussyfasiinarotiiainiste dman1sideiiduusslovirerdusznaumsiivioansduaiunisne Ssananse
thnamsideanfinssfuanureunudesnisuegnin
6.2 Yauanuzlunsisuaealy
Fidumsfinulssian guuuuusiudinaliouuis anuenusemmsvestssnvuluasias iy
11907 suferudasnsdonaldd ¥ Fanuosussginsinazhunld iielineulandeudesnsvesiiuilna
mmamavmﬁaammu Tassaine mﬂma’tumammmaummalua‘uLmammamaﬂmnmmaaﬂqjaaum an1u
fisanns 1y fuszneumsfinigludisnand fsenounisiinne a asadanansdu fussneunisiivisly
vhsassndudn uar fuszneumsmsnaurunagnussaiusieglsiielineulandfueny nisinu uay
Felineg

7. a3AANu3vtannsIde

psdmnuslwiilsdanms@nngudnuaivesussysnsifidmasionginssunsuslaandafusinals
suwiswaagnuludmiauunys wuin wnvudanuienudilslumsidensdniasiiddeyauuussgiug
asuiulaglawizieyaiidedldnungmuny Faduusslomiodusznounsidoinisdaaiumsuiofingsaniy
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