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ABSTRACT

The objective of the research was to study factors of perceived value, motivation
and product attributes that affect purchase decision for durian chips among consumers in
Bangkok. A mixed-method approach was employed. Quantitative data was collected from 400
consumers with prior consumption experience through an online questionnaire and analyzed
using frequency, percentage, mean, standard deviation, and multiple regression.
The qualitative data was obtained from interviews with 10 consumers. The quantitative
findings showed that all variables were rated at the highest level; social value, monetary value,
utilitarian  motivation, hedonic motivation, physical attributes, functional attributes,
and sensory attributes significantly affected purchase decision at the 0.05 level, whereas
emotional value wasn’t significant. The qualitative findings indicated that consumers
emphasized crispness, which influenced satisfaction and repeat purchase. Social media
stimulated interest and initial trial purchase. This study contributes to the literature by
integrating perceived value, motivation, and product attributes in explaining consumers'
purchase decisions for crispy fried durian products. The findings also provide practical

implications for product development and marketing strategies.
Keywords: Perceived Value, Motivation, Product Attributes, Purchase Decision
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9. Caramel 10. Himarayan Pink Salt
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n155uiAnA (Perceived Value)
1. pauAdue1sual (Emotional Value)
2. AmuAdudsau (Social Value)
3. AAIUTIAN (Monetary Value)

Source: Sweeney and Soutar (2001) H1

use34la (Motivation)

1. LLNQJ‘IE]L‘TNLWGJNG (Utilitarian Motivation) nsinaulade (Purchase Decision)

2. u5999l9i%99753a] (Hedonic Motivation H2 wwRansfadulsoues Schiffman and Kanuk
: A

Source: Holbrook and Hirschman (1982) Source: Schiffman and Kanuk (2010)

Audnwusvasndniuel (Product Attributes) 3
1. AdnwuEaN1enw (Physical Attributes)
2. pauantAn1sldau (Functional Attributes)

3. AR MuEYUsYENYIRIETE (Sensory Attributes)

Source: Monroe (1990)

AN 2 NFOULUIANNITIY

WANUUNTIVY

n53deas el daidouIsTTonuunannay (Mixed Methods Research) Usznaudas
mdedTinauarMdadnunm wWelilddeyaiinseunguuazidednifnfunginssuiuilan
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fAwvindu 0.872 uag 0.908 LagAUANSNYUEYRINAAIMILA1NTU 0.866 0.848 war 0.914
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AouAilun1sinsgrinisanneenyan (Multiple Regression Analysis) §33uldnsiaaeu
Yeauufgrudowiu Wud n1snsrasutim Multicollinearity Insfinnsaine Tolerance wazen
Variance Inflation Factor (VIF) 3787 4115A99940UN154ANMAILUUUNAY03A1AAIALAG DY

(Normality of Residuals)

AN5199 1 HAN1SHSIVEBUANUAUNUSTEUINA U DATY

Collinearity Statistics

AauUsdasy Tolerance Multicollinearity (VIF)
AANUEN T 0.645 1.550
AU IR 0.692 1.446
ANIAINILTIAT 0.622 1.607
Auusapslaavamng 0.609 1.642
Auusegelageonsuel 0.689 1.452
AUAMENYENINIEA TN 0.642 1.558
AUAMANYAENINTTIT 0.659 1518
AUAMAN YU SEa AU 0.721 1.386

e 1 §feldmsraeudeauufigudowiuiounsinsginisonnse e nu
AUsBaTENNAEAT Tolerance 8g5¥1319 0.609-0.721 (> 0.10) UagA1 VIF g5¥1ing 1.386-
1.642 (< 10) wansd 1ty wud yun Multicollinearity yenanid A1AaIALAG BU (Normality of
Residuals) fnsuanuaslndidssuvudnd Feasulddrdoyaidulumutonnandssfudiniy
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M19197 2 NANITIATIZYINTOARENVAMLUUTIN (Full Model Regression)

Coefficients®

Unstandardized Standardized
faudswensal Coefficients Coefficients t Sig.
B Std. Error Beta
ﬂ"lm‘ﬁl (Constant) 1.246 0.348 3.575 0.000*
1. @mﬁﬁmmimﬁ (Xev) -0.004 0.060 -0.004 -0.071 0.944
2. AAAUEIAY (Xg) 0.101 0.057 0.095 1.772 0.077
3. AMAIRILTIAN (X)) 0.014 0.058 0.014 0.241 0.809
4. funsagelaliagua (X 0.232 0.068 0.194 3.393 0.000*
5. ﬁﬂuLLiagﬂw‘Tmmsmi Xep) 0.018 0.064 0.015 0.277 0.782
6. MUAMANBULNIINIEAMN (Xpra) 0.185 0.063 0.163 2.929 0.004*
7. ﬁ'}u@mé’wmzmqmi T (Xe) 0.126 0.062 0.112 2.035 0.043*
8. MuAMANBUENIUTTAMAUTE (Xss) 0.061 0.057 0.057 1.078 0.282

R = 0.472, R? = 0.222, Adjusted R? = 0.206, Std. Error of the Estimate = 0.24111

INANT97 2 HANITILATITNINITAANBENYAMULUUTIN (Full Model Regression) Wuin
AULIIPINTUNANS (B = 0.232, B = 0.194, Sig. = 0.000) ANUAMANYULENINIEAIN (B = 0.185,
B = 0.163, Sig. = 0.004) uazAUAMINYMENNNNTITU (B = 0.126, B = 0.112, Sig. = 0.043) diwa
sonsdnduladeeseiiedAnmnaainfiszdu 0.05 vnsfiauAidudsay 8 = 0.101, B = 0.095,
Sig. = 0.077) sinuAManyuENIUsEaMdula (B = 0.061, B = 0.057, Sig. = 0.282) AULTIYela
\Weo1sual (B = 0.018, B = 0.015, Sig. = 0.782) ﬂmmé’mﬁm (B =0.014, B = 0.014, Sig. = 0.809)
uazAnAIEIUeNTIal (B = -0.004, B = -0.004, Sig. = 0.944) liidsadensdndulateasaiiied iy
N19ERR Yonani wuUsIanlan Adjusted R? 111AU 0.206 LanIINiAuUsasEITe 8 faEnunsa

SufuesueANuLUIUTINTeINsinduladendniamviseunaanseulasosas 20.6

M15199 3 KANTIATIEINTaRnRENYANYBIdITuMUNTTUSAMA

Coefficients®

Unstandardized Standardized
faudswennsal Coefficients Coefficients t Sig.
B Std. Error Beta
AAsl (Constant) 2473 0.300 8.231 0.000*
1. AauAiwe Ul (Xgy) 0.109 0.061 0.101 1.805 0.072
2. AuAUAIAL (Xs,) 0.225 0.056 0.210 4.014 0.000%
3. Qm?ﬁ@f’mﬁﬂﬁ Xpv) 0.139 0.057 0.136 2.431 0.015*

R = 0.355, R? = 0.126, Adjusted R? = 0.120, Std. Error of the Estimate = 0.25396
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(B =0.225, B = 0.210, Sig. = 0.000) LLazﬂmﬂ'wé’mswm (B = 0.139, B = 0.136, Sig. = 0.015) dwa

LY = Y

sonsinduladostnaiifeddymeaifissdu 0.05 vafinuardueisual (8 = 0.109, B = 0.101,
Sig. = 0.072) lu'?iamasiamaéfmﬁu%%aasmﬁﬁﬂﬁﬁzgmaaﬁa uenaNi wuusaesdidl Adjusted Re
ARy 0.120 wansdndanlsdesdunisfudamaa 3 fanunsasantuesutsanuulsuiy
voamssindulateldiosar 12 Tnvanunsnidousglusaunsazuuniuuasasuuusnsgiuldssd
aunsnensafluguaziuuiy LY = 2.473 + 0.225 Xgy + 0.139 Xy + 0.109 Xgy

aumiwmﬂimﬂugﬂﬂzLLuummgﬂu 7 = 0.210Xsy + 0.136Xy + 0.101Xgy

M13199 4 nan1TIRTIEnsanneenanvesladefuLsegila

Coefficients®

Unstandardized Standardized
faudsnensal Coefficients Coefficients t Sig.
B Std. Error Beta
Aaail (Constant) 2.036 0.316 6.442 0.000%
1. wsegsladnumgua (X 0.411 0.059 0.344 6.990 0.000%
2. LLsﬂgﬂaﬁmmsmﬁ Xp) 0.153 0.059 0.128 2613 0.009%

R = 0.408, R? = 0.166, Adjusted R? = 0.162, Std. Error of the Estimate = 0.24773

1NA15199 4 KANITIATIEYNITANBENY ANYBIR ULl danananisdndulade
HAAAUINNITEUNDANTOUVDIH UTIAALUIANTUNNUMIUAT LiTaWATANTIEAU WU 4599918

AU Ka (B = 0.411, B = 0.344, Sig. = 0.000) wazuseyelan1uersual (8 = 0.153, B = 0.128,

Y

aad

Sig. = 0.009) a'ﬂmaGiamié’m%u%e‘?}/aaﬂwaﬁﬁaﬁﬁmmmw 26U 0.05 wonanil wuusaesiiaf
Adjusted R2 1711fy 0.162 uane1daudsgspd1unssuiAmai 2 fanunsadaufueiung
araulsUswresnsiadulatelddosay 1620 Insannsadoueglugannisazuuuiivuazazuuy
e lddad

aun1snensalluguasiuuiy 1Y =2.036 + 0.411 Xy + 0.153 Xy

aun1sneNIllugUATIULLNTEIN : Z = 0.344 X, + 0.128 Xy
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M19197 5 HAN1TIATILANTOA0RENYANUDITITYMUANGN WL BINER D

Coefficients®

Unstandardized Standardized
faudswennsal Coefficients Coefficients t Sig.
B Std. Error Beta
ﬂlﬂm'ﬁ (Constant) 1.901 0.310 6.142 0.000*
1. fUAMANYAENIINILATN (Xprn) 0.280 0.059 0.247 4.732 0.000*
2. UAENBUENIINITIENY (Xe) 0.188 0.060 0.167 3.151 0.002*
3. PuAMANYUEN1UTTAMAUTE (Xss) 0.126 0.056 0.117 2.255 0.025%

R =0.420, R? = 0.177, Adjusted R? = 0.170, Std. Error of the Estimate = 0.24652

AT 5 HANITIATILNNITONNDENYAMYDIAUANADAN YL VDINANA U danasia
n1sandulagenan NS EUNeANTO UV USLNALUUANTUNNUMIUAT WaNATUITIEMU NUT
AIUAUANBUENIINIEAIN (B = 0.280, B = 0.247, Sig. = 0.000) ATUAMFNWUENIINTT Y 41U

(B =0.188, B = 0.167, Sig. = 0.002) LAz 1uAManwaEN19UsEaMIUNE (B = 0.126, B = 0.117,

aa LY

Sig. = 0.025) a'ﬂmaGiamiﬁmﬁu%s‘?}/aaemﬁﬁaﬁ’]ﬁzquaﬁw 2U 0.05 wonanil wuusaesiiaf
Adjusted R? 111U 0.170 uansidauUsgosdunissudamansis 3 daamnsosaufuaiune
auwdsUnuesnsdnauladolddosas 17 lasannsnifousyluglaunsazuuuiuasazuuy
snmgalded
aun1snenIalluguAsUULAU Y = 1.901 + 0.280 Xppa + 0.188 Xea + 0.126 Xsp
aun1IneNIAllUFUATIULIATEN 1 Z = 0.247 Xppa + 0.167 Xea + 0.117 Xsa
NANTTIVULTIAUNIN

ARdeldsia K1-K10 wnuedlidunivel waslddnngudeyasondu 4 duwdn leun Jade

aunsiuiaua Jadeiuunsegsla Jadermunudnuazvewndndue wazladeaunisinaulaie

WielAunmngAnssuuazauAaiuluninsiu foll

M13199 6 dnwaigiiluveslideyanival

sviag idaya 21 21T woAnssuguslng

K1 26 41519013 A IGENENEN
K2 26 niinanuenyu FNLTUA

K3 31 winadnyd WUAUANAN
K4 26 11519013 livouyiSeu
K5 24 YA Tdlaguam

K6 23 nfinw uladvaga
K7 25 winanuenyy INTCPRHEET ot
K8 30 winanudeuau wunmam
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AURUSUAToRAYN wazlusumeNe WU 1A LazANANAY WUy
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NARNANN warn1sPnaulate

Jaduaunisiuiauan usegela andnyuzves

Yadudu nguAuTliuns iy UszihudAgNidonandesiu
nsTuiAuA nauyeuADIvalsl: wosindududngeuszaunisal (Fadrearuayn
K1, K2, K6, K8 anuklaniuy wasensEauNINanYalaUA
nduBauuuAAL: wesT g duiiios “gniaw (gimmick)” wagdals
K3, K7, K10 AMNEAYAULAUTSEUALAY
naantunsuuslu: weaduAeneulandanuaINaeTeIEUIlna way

usagdla

K4, K9
nauusegsladuen sl
K1, K2, K4, K6, 8K, K9

nauussgsladauvaua:

wineiun1suslnaTiuiy
JrgnnIzRUieAINeEINioeIniu AuLUanlnl uaz
ANNEYNINNTSHEILTINAUFUA

Tinnuddgiuanudasnds 110sgIuauaT wiaiun

K3, K5, K7, K10 IR RIAGH

AANYOILVDINEAST A NnAY: K1-K10 anunsoufutladuddyiianlunisussiuannin
nuiiunEnwel: FosnsussyAmsiiansny Tanwey wagwnedunisuss
K1, K2, K6, K8 vulwidea
nautunsldau: Tinnudidgyiuaunseuveandnine auasaanty

nsindulade
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