i, §3%L
{

Chetl”

,\Ol'\

A STUDY OF PSYCHOSOCIAL FACTORS RELATED TO
THAI PRODUCT CONSUMER BEHAVIOR IN THAI UNDERGRADUATE STUDENTS

SHUTTAWWEE SITSIRA-AT

{4 TLE 355

DEPARTMENT OF PSYCHOLOGY
FACULTY OF HUMANITIES
SRINAKHARINWIROT UNIVERSITY

2010



A STUDY OF PSYCHOSOCIAL FACTORS RELATED TO
THAI PRODUCT CONSUMER BEHAVIOR IN THAI UNDERGRADUATE STUDENTS

SHUTTAWWEE SITSIRA-AT

DEPARTMENT OF PSYCHOLOGY
FACULTY OF HUMANITIES
SRINAKHARINWIROT UNIVERSITY
2010
COPYRIGHT OF SRINAKHARINWIROT UNIVERSITY



ACKNOWLEDGEMENTS

The completion of this research is due to the kindness and supportive aid of
numerous individuals. | would like to express sincere special thanks and appreciation to
Assoc. Prof. Dr. Duchduen Bhanthumnavin, who advised as the supervisor for this
research. Sincere gratitude to Assist. Prof. Sinrinna Bunyasagoun, who proofread for the
abstract of the research. | also would like to thank Arjan. Nicole Lasas who assisted in

proofreading the English text of this research.

I must express sincere thanks and gratitude to my mother and father who
provided encouragement. Lastly, | would like to thank my friends at Faculty of
Humanities at Srinakharinwirot University, who supported to the researcher until the

completion of this research.

Shuttawwee Sitsira-at



Title: A Study of Psychosocial Factors Related to Thai Product
Consumer Behavior in Thai Undergraduate Students
Researchers: Assit. Prof. Dr. Shuttawwee Sitsira-at
Department of Psychology
Faculty of Humanities

Srinakharinwirot University

Completion: February 2010
Research design: Correlational-Comparative Study
Abstract

This correlational comparative study aimed at investigating important
psychological and situational predictors of consuming Thai product behavior, as well as,
finding the groups at risk of not buying Thai products. A sample of 371 Thai junior and
senior undergraduate students was obtained. The sample consisted of 101 male students
and 269 female students. Results of the total sample from multiple regression analysis
indicated that Social support from peers was the first important predictor of this behavior,
followed by Nationalism and Future orientation and self-control with accuracy of 26.6%.
The highest predictive percentage of 32.4% was found in senior students with the same
important predictors as the total group. Furthermore, the results showed that male
students, junior students in the Faculty of Humanities, and senior students in the Faculty of

Social Sciences were the groups at risk of not buying Thai products.
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CHAPTER I
INTRODUCTION

Background

The Cultural Thai Nation Committee (1998) realized a change in lifestyle in
Thailand. The Thai lifestyle was positively and negatively impacted by consuming popular
foreign products. Many innovations have helped to improve the Thai lifestyle, for example,
modern communication, better tools and instruments, and improvement in medicine.
However, these benefits of progress have also brought negative consequences to the
society as well, especially issues of consuming popular foreign products. People believe
that foreign products will give them a luxurious lifestyle. This is an importance problem in
Thai society today. The research of Prettapapop (2009) found that the correlation
coefficients between consumer behavior and quality of life domains, e.g., psychological
domain, social relationship domain, and environment domain, were significant in negative
values.

The problem of consuming popular foreign products is deepening widely among
adults and teenage group as well. It is changing people's views and values and
influencing consumer behavior. Leelapata (2001) interviewed and observed 100
undergradﬂate students. She found that most students favored Thai products. They
wished the Thai government would increase promotion of Thai products to the whole
country. Some students travel abroad and buy and eat popular foreign products. They do
this because they want to be a modern person. The researcher suggests that (a) the value
of Thai products should be promoted, (b) Thai product exhibitions should be promoted,
and (c) students should have a sense of patriotism for Thai people when they buy Thai
products.

In this research, the researcher is interested in the study of psychosocial factors
related to consuming Thai product behavior, and | investigated the groups at risk of not
buying Thai products. The sample is undergraduate students because they are
considered to have high purchasing power (Office of Youth Promotion and Protection,

2009) and critical to the future of the country.



Objectives

There were three objectives of this study as follow:

1. To examine the relationship between students’ psychological characteristics
and Thai product consumer behavior.

2. To investigate the relationship between students’ social situations and Thai
product consumer behavior.

3. To pinpoint the important predictors in terms of psychological characteristics
and social situations, as well as their predictive percentage, on Thai product consumer

behavior.

Benefits
The results of this research provide information for parents, teachers, society and
research communication to further understand, help promote and develop Thai product

consumer behavior in students.

Scope

The sample in this research was Thai undergraduate students at Srinakharinwirot
University who were randomly selected and stratified into 3 levels. The sample consisted
of males and females at the junior and senior levels in the Faculty of Humanities and the

Faculty of Social Sciences.

Operational Definitions

Thai Product Consumer Behavior is defined as the action of someone who will
place importance on eating Thai food and fruit, buy Thai products, travelling around
Thailand, watching Thai movies, and going to Thai concerts. In this study, the
questionnaire was constructed by the researcher. The measurement is in the form of a
6-point Likert scale: strongly true, true, nearly true, nearly not true, not true and strongly

not true. Someone with a high score exhibits stronger Thai product consumer behavior

than someone with a lower score.



Future orientation and self-control is defined as a person’s abilities in foresight,
and endurance to varied situations, e.g.,, awaiting future big rewards instead of
immediately taking small rewards, or stopping oneself from harmful situations. A person’s
future orientation and self-control help to create a life plan, to know what is the right or
wrong thing to do in a situation, and how to make appropriate decisions. In this study, the
researcher measures Future orientation and self-control using the questionnaire from
Bhanthumnavin, et al (1997). The measurement is in the form of a 6-point Likert scale:
strongly true, true, nearly true, nearly not true, not true and strongly not true. Someone with
high score exhibits stronger Future orientation and self-control than someone with a lower

score.

Belief in internal locus of control of reinforcement is defined as belief that
outcomes depend on one's own efforts. A person’'s belief in internal locus of control of
reinforcement is based on doing the right or wrong thing, and being responsible and
accountable. The scale on the Belief in internal locus of control of reinforcement, is based
on Rotter's theory (1966). In this study, the researcher measures Belief in internal locus of
control of reinforcement using the questionnaire from Bhanthumnavin, et al, (1997). The
measurement is in the form of a 6-point Likert scale: strongly true, true, nearly true, nearly
not true, not true and strongly not true. Someone with a high score exhibits stronger Belief

in internal locus of control of reinforcement than someone with a lower score.

Religious beliefs and practices are defined as the study of the teachings of
religious prophets and practicing right principles. A person's religious beliefs and
practices help to bring happiness, peace and religion to life. In this study, the researcher
measures Religious beliefs and practices using the questionnaire from Bhanthumnavin, et
al, (1997). The measurement is in the form of a 6-point Likert scale: strongly true, true,
nearly true, nearly not true, not true and strongly not true. Someone with a high score

exhibits stronger Religious beliefs and practices than someone with a lower score.



Social support from peers is defined as the relationship between student and
peer, e.g., giving advice, sharing experiences, studying together. In this study, the
questionnaire was constructed by the researcher. The measurement is in the form of a
6-point Likert scale: strongly true, true, nearly true, nearly not true, not true and strongly
not true. Someone with a high score exhibits stronger Social support from peers than

someone with a lower score.

Social norms are defined as the standards of a society determined by the
community. In this study, the questionnaire was constructed by the researcher. The
measurement is in the form of a 6-point Likert scale: strongly true, true, nearly true, nearly
not true, not true and strongly not true. Someone with a high score exhibits stronger Social

norms than someone with a lower score.

Nationalism refers to admiring one's nationality. A nationalistic person will
support and realize the values of their customs, traditions, and recognize that they are
Thai. They will favor dressing in Thai traditional clothes and using Thai products. This
scale is from Klinthong's scale (2006) which is based on Decker, Malova, and
Hoogendorn's theory (2003). The measurement is in the form of a 6-point Likert scale:
strongly true, true, nearly true, nearly not true, not true and strongly not true. Someone with

a high score exhibits stronger Nationalism than someone with a lower score.

Ability to search for information is defined as a person's ability to search for
knowledge from modern sources, and being aware of the information from newspapers,
radio, or television reports. The scale on the Ability to search for information was
constructed by the researcher. The measurement is in the form of a 6-point Likert scale:
strongly true, true, nearly true, nearly not true, not true and strongly not true. Someone with
a high score exhibits stronger Ability to search for information than someone with a lower

score.



Framework

The conceptual framework of this correlational-comparative study is based on
the Interactionism Model (Kruegger, 2009; Magnussaom & Endler, 1977) which suggests
that there are at least four groups of antecedent factors affecting human behavior. The first
group is psychological traits, such as Future orientation and self-control, Belief in internal
locus of control of reinforcement, Religious beliefs and practices. The second group is
situational factors, which are the living and nonliving environments surrounding us, i.e.,
Social support from peers, Social norms. The third group is the interaction between the
two groups of antecedents mentioned above, which can be detected from statistical
approaches, such as two-way analysis of variance. The final group is psychological states.
This kind of psychological process is dynamic, and varies according to the situation, i.e.,

Nationalism, Ability to search for information.

Psychological traits + N
Thai Product
* Future orientation and self-control | | Consumer Behavior
* Belief in internal locus of control of
reinforcement
* Religious beliefs and practices
Social situations Psychological states
* Social support from peers * Nationalism .y
* Social norms » Ability to search for information

1

Biosocial background

gender, class, and faculty

Figure 1 Conceptual framework and relationship among variables in the study



Hypotheses

The hypothesis of this research was based on the interactionist Model, the review
of literature, and research studies. Three hypotheses were offered.

H1: Students’ psychological characteristics in terms of psychological traits and
states will be positively related to Thai product consumer behavior.

H2: Students' social situations will be positively related to Thai product consumer
behavior.

H3: Students' psychological traits, their social situations, and their psychological
states were the co-variance explanation of Thai product consumer behavior by at least 25

percent.



CHAPTER I
LITERATURE REVIEW

This is a study of the psychosocial factors related to Thai product consumer
behavior in Thai undergraduate students, whereby the researcher has proposed the
following research and works accordingly under the headings:

1. Thai product consumer behavior

2. The Thai Psychological Theory of Moral and Work Behavior

3. Variables related to research

1. Thai Product Consumer Behavior
1.1 The concept of Thai product consumer behavior
Thai product consumer behavior has been connected to Thai patriotism with
individual lifestyle. For instance, the Ministry of culture (2009) defined it as Thailand New
Year Campaign in creative economy of Thai government. The objectives of the campaign
were to promote Thai products, such as: food and fruit, Thai fabric, arts and crafts,
accessories, herbal cosmetics and travel in Thailand. The Cultural Thai Nation Committee
(1998) realized a change in lifestyle in Thailand. The Thai lifestyle is positively and
negatively impacted by consuming popular foreign products. Many innovations have
helped to improve lifestyle, for example, modern communication, better tools and
instruments, and improvement in medicine. However, these benefits also bring negative
consequences to the society as well, especially, issues of consuming popular foreign
products. People believe that foreign products will give them a luxurious lifestyle.
The concept of Thai product consumer behavior is associated with Thai
patriotism. Trenarong (1982) distinguished 3 domains of Thai patriotism as follows:
1. Patriotism in being Thai
2. Patriotism in Thai traditions

3. Patriotism in Thai products



Leelapata (2001) explained that Thai patriotism had 3 dimensions as follows:

1.
2
3.

Thai culture
Thai tradition

Thai product

Khumsamer (2002) descripted that Thai patriotism had 6 aspects as follows:

1.

2
3
4.
5
6

Thai nationalism

. Thai language and literature

. Thai tradition

Thai spiritual virtues

. Thai art

. Thai people's expenditure

Trenarong (1982) defined patriotism in Thai products as favoring and useing

products from Thailand. Leekpai (1984), Former Prime minister of Thailand, defined it as

ideals and values of the Thai traditional lifestyle which corresponds with Ariyavinyu and

Niyomtam (1987) and Kunchon (1982). From these definitions of Thai product consumer

behavior, it can be concluded that Thai product consumer behavior is the action of

someone who will place importance in eating Thai food and fruit, buying Thai products,

travelling around Thailand, watching Thai movies, and going to Thai concerts.

1.2 The Importance of Thai product consumer behavior

Thai service and merchandise consumption is critical to the stability and survival

of Thailand. Chom Phon P. Pibulsongram (Bunyasing, 1992) created rules and regulations

to establish Thai products as follows:

1.
2.

Thailand.

People must consume food that is made in Thailand.
People must use the clothing materials are made in Thailand.

People must support agriculture, industry, commerce, and profession of

People must use and support Thailand's infrastructure.

Thailand manufacturers must maintain and improve product quality.



Thais should recognize the importance of culture and traditions of Thailand. In
particular, Thai products should be properly provided to Thai people, and every level of
Thai society should encourage Thai product consumer behavior because it is critical to the

stability of Thailand's economy.

1.3 Measurement

Khumsamer (2002) labeled 6 aspects of Thai patriotism of Srinakharinwirot
students. Thai people's expenditure was a domain of Thai patriotism that defined favor of
purchasing Thai products and services. There were 13 items, tested on 50 students, in
order to find the discriminatory power of the questionnaire on t-test. The measurement was
based on a 5-point rating scales ranking from 1 (strongly not true) to 5 (strongly true). The
validity of overall questionnaire was alpha coefficient .94

Thanompanyarak (2008) noticed 3 aspects of Thai patriotism on Thai
adolescents. Patriotism in Thai products was a domain of the variable that was the action
of someone who will buy and use Thai products and services. Moreover, there were
acknowledgement and persuadability of Thai people to favor Thai products and services.
There were 10 items, to test with 30 subjects, in order to find the discriminatory power of
the questionnaire on item-total correlatioin. The measurement was based on a 5-point
rating scales ranking from 1 (strongly not true) to 5 (strongly true). As the validity of overall
questionnaire was alpha coefficient .85

Thai product consumer behavior is a dependent variable in this research. The

questionnaire wais constructed by the researcher
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2. The Thai Psychological Theory of Moral and Work Behavior

At least 20 empirical studies employing highly qualified measurements and well
controlled research methodologies have been reviewed and conceptualized as a theory
entitled, "Psychological theory of moral and work behaviors” (Bhanthumnavin, 1988,
1995). The hypotheses from this theory have been confirmed in more than 300
correlational and experimental studies in Thailand. In 1998, this Thai theory, and its
research and applications in Thailand were presented as an invited paper at the 24"
International Congress of Applied Psychology in San Francisco, USA (Bhanthumnavin,
1998).

In the studies mentioned above, the Thai subjects were homogeneous in age
and situation, yet they behaved differently, so were investigated to find their related
psychological characteristics. The behaviors studied were of a wide variety, from moral
behavior (honest, etc.), health behavior to religious practices, to work effectiveness, all
from different samples ranged from 7 to 70 years of age. These behaviors have later
become the objectives for human development in the country.

At least three to four psychological characteristics are founded to be responsible
for each major type of behavior of Thai people. In order to cover a wide variety of
behaviors of each individual, at least 8 psychological characteristics are specified in this
theory. They are (1) Future orientation and self- control, (2) Moral reasoning ability, (3)
Belief in internal locus of control of reinforcement, (4) Need for achievement, (5) Mental
health, (6) Intelligence, (7) Social perspective taking, and (8) Attitudes, values, or virtues,
relating to the behavior in question (see Figure 2). These psychological characteristics are
found to be the antecedents of most pro-social behaviors of Thais from adolescence to old

age.
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Nead for Achievement, Moral Reasoning

Fulure Orlentation & Seif Conlrol

Altititas-Vakes-Vinues

Figure 2 The Thai psychological theory of moral and work behavior (Bhanthumnavin, 1995)

In this study, the conceptual framework of this research was based on the Thai
psychological theory of moral and work behavior (Bhanthumnavin, 1995) and the
Interactionism Model (Kruegger, 2009; Magnussaom & Endler, 1977) which suggested
that there were at least four groups of antecedent factors affecting human behavior. The
first group is psychological traits, such as future orientation and self-control. The second
group is situational factors, which are the living and nonliving environments surrounding
us, i.e., support from significant others, present economic situation. The third group is the
interaction between the two groups of antecedents mentioned above which can be
detected from statistical approaches, such as two-way analysis of variance. The final
group is psychological states. This kind of psychological process is dynamic and varies
according to the situation.

The important psychological factors in this study were Future orientation and
self-control, Belief in internal locus of control of reinforcement, Religious beliefs and
practices, Ability to search for information, and Nationalism. Two important situational

factors in this study were Social support from peers and Social norms.
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3. Variables Related to Research
3.1 Psychological Factors

Future orientation and self-control is defined as a person's abilities in
foresight and endurance to varied situations, e.g., awaiting future big rewards instead of
immediately taking small rewards, or stop oneself from harmful situations. A person's
Future orientation and self-control help to create a life plan, to know what is the right or
wrong thing to do in a situation, and how to make appropriate decisions (Bhanthumnavin,
etal., 1997).

The literature review indicates that future orientation and self-control is a
positive correlation coefficient with behavior, e.g., the participants' attentive behaviors as
students (Panthong, 2002), life quality behavior (Noileiou, 2008) or level of ethics
(Bhanthumnavin & Pajonpanjanuk,1977). The hypothesis of this research was based on
the literature review. Thus, Future orientation and self-control will be positively related to
Thai product consumer behavior. It will be the co-variance explanation of Thai product

consumer behavior.

Belief in internal locus of control of reinforcement is defined as belief that
outcomes depend on one's own efforts. A person’s Belief in internal locus of control of
reinforcement is based on doing the right or wrong thing, and being responsible and
accountable (Bhanthumnavin, et al., 1997; Stricklan. 1966).

Review of the literature indicates that Belief in internal locus of control of
reinforcement relates to behavior. Hallander (1981) suggested that Belief in internal locus
of control of reinforcement was related to the amount of effort that was put into
achievement. Furthermore, it was found that people who had more internal locus of control
showed greater behavioral health that those who had less. The research corresponds with
Tapin (2010), who found that belief in health care effectively predicted the health care
behavior by 3.1%, at a statistically significant level .01. The hypothesis of this research
was based on the literature review. Thus, Belief in internal locus of control of reinforcement
will be positively related to Thai product consumer behavior. It will be the co-variance

explanation of Thai product consumer behavior.
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Religious beliefs and practices are defined as the study of the teachings of
religious prophets and practicing right principles. A person's Religious beliefs and
practices help to bring happiness, peace and religion to life (Bhanthumnavin, et al., 1997).

The research of Mangean (1993) found that beliefs and practices in
Buddhism were related to moral reasoning ability (predicting 20% in female and senior
students) and Buddhist identity (predicting 30% in senior students). It could be concluded
that the higher their beliefs and practices in Buddhism, the more their moral reasoning
ability was. The hypothesis of this research was based on the literature review. Thus,
Religious beliefs and practices will be positively related to Thai product consumer

behavior. It will be the co-variance explanation of Thai product consumer behavior.

Nationalism refers to admiring one's nationality. A nationalistic person will
support and realize the values of their customs, traditions, and recognize that they are
Thai. They will favor dressing in Thai traditional clothes and using Thai products. The
definition is based on Decker, Malova, and Hoogendorn'’s theory (2003).

Review of the literature indicates that Nationalism is a positive correlation
coefficient with behavior. Thanompanyarak (2008) studied Thai patriotism and social
environment in Thai adolescents. The study found that Thai nationalism was a positive
correlation coefficient with Patriotism of Thai products. Khumsamer (2002) studied
patriotism about all things Thai among Srinakharinwirot university students. The research
found that the students nationalism was at a high level. The hypothesis of this research
was based on the literature review. Thus, Nationalism will be positively related to Thai
product consumer behavior. It will be the co-variance explanation of Thai product

consumer behavior.

Ability to search for information is defined as a person’s abilities to search for
knowledge from modern sources, and being aware of the information from newspapers,
radio, or television reports. Limsilathong (2005) explained that the Ability to search for

information was related to the behavior of data searching, which was classified by method
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of search, location of search, time of search, frequency of search, time of a day of search
and type of data.

Previous literature review indicates that ability to search for information was a
positive correlation coefficient with behavior. Priwutipong (1997) studied the
communication behavior on the cultural perception of high school students. The study
found that the influence of media was a positive correlation coefficient with cultural
information's perception. Leelapata (2001) found that the influence of media had a
statistically significant difference overall on Thai patriotism and each dimensions, e.g.,
Thai culture, Thai tradition and Thai product, at .05 level. The hypothesis of this research
was based on the literature review. Thus, ability to search for information will be positively
related to Thai product consumer behavior. It will be the co-variance explanation of Thai

product consumer behavior.

3.2 Situational Factors

Social support from peers is defined as the relationship between student and
peer, e.g., giving advice, sharing experiences, studying together. In this study, the
questionnaire was constructed by the researcher. Suwanasang (1990) explained that
friendship is one element that is vital to life on campus. The peer group environment
influences lifestyle.

The literature review indicates that Social support from peers is a positive
correlation coefficient with behavior. Thanompanyarak (2008) studied Thai patriotism and
social environment in Thai adolescents. The study found that behavior of friends was a
positive correlation coefficient with Patriotism in Thai products. Leelapata (2001) found that
the influence of friends had a statistically significant difference overall on Thai patriotism
and each dimensions, e.g., Thai culture, Thai tradition and Thai product, at .05 level. The
hypothesis of this research was based on the literature review. Thus, Social support from
peers will be positively related to Thai product consumer behavior. It will be the co-

variance explanation of Thai product consumer behavior.
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Social norms are defined as the standards of a society determined by the
community. Perkins (2003) explained that the Social norms approach is founded upon a
set of assumptions that individuals incorrectly perceive the attitudes or behaviors of others
are different from their own, when in reality they are similar. Individual behavior will be
representative of the behavior of the majority. This may lead individuals to adjust their
behavior to that of the presumed majority by adhering to the social norms.

Berkowitz (2005) listed Social norms that have important implications for
human behavior. It states that our behavior is influenced by correct or incorrect
perceptions of how other members of our social groups for think and act. Correcting
misperceptions of group norms is likely to result in decreased problem behavior or
increased prevalence of healthy behaviors. These assumptions have been validated by
extensive research on teenage and young-adult drinking and cigarette smoking and by
interventions to promote safe drinking, tobacco cessation, and safe driving on college
campuses. Other Social norms interventions have been developed to prevent sexual
assault, improve academic climate, and reduce prejudicial behavior. The literature review
indicates that Social norms were a correlated coefficient with behavior. Thus, Social norms
will be positively related to Thai product consumer behavior in this research. It will be the

co-variance explanation of Thai product consumer behavior.

6.3 Personal Variables

Males and females have different roles in society. The literature review
indicates that gender is significant in Thai patriotism; females showed higher patriotism
than males. Leelapata (2001) studied Thai patriotism and its nature among
Srinakharinwirot university students. The research found 3 dimensions of students’ Thai
patriotism that all scored high: Thai culture, Thai tradition and Thai product. There was a
statistically significant difference in male and female students' dimension of Thai products.
The female students favored Thai products more than male students. Thanompanyarak
(2008) and Khumsamer (2002) revealed that there was no statistically significant
difference in overall aspects and each aspect of Thai patriotism of adolescents as

perceived by male and female students.
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In this study, Class levels distinguish senior and junior students. Khumsamer
(2002) studied patriotism about all things Thai among Srinakharinwirot university students.
There was no statistically significant difference in overall aspects and in each aspect as
perceived by the students with different education levels. However, the research indicated
that senior students spend more on Thai products than junior students do.

Leelapata (2001) studied Thai patriotism at 6 faculties at Srinakharinwirot
university: Faculty of engineering, Faculty of Science, Faculty of Social Science, Faculty of
Dentistry, Faculty of Fine Arts, and Faculty of Education. There were statistically significant
differences among the different Faculties at .05 level. The study indicated that the students
in Faculty of Education favored popular Thai products than the students in the other
faculties. The faculty variable in this research study on Thai product consumer behavior is

the students in the Faculty of Humanities and the Faculty of Social Science.



CHAPTER 1iI
MATERIALS AND METHODOLOGY

This research is a correlational comparative study and it aims to investigate
important psychological and situational predictors of Thai product consumer behavior, as
well as, finding the groups at risk of not buying Thai products among Thai undergraduate

students at junior and senior levels.

Population and Sample

Population

Population in this research was Thai junior and senior undergraduate students at
Srinakarinwirot University, term 2, 2009, at the Faculty of Humanities and Faculty of Social
Science.

Samples and Sampling Method

The sample is 371 Thai undergraduate students at Srinakharinwirot University, who
were randomly selected and stratified by 3 stages. The sample consists of male students
and female students in junior and senior levels at the Faculty of Humanities and Faculty of

Social Science. Sample random sampling as a figure follows:

Faculty of Humanities Social Science
(n = 200) (n = 200)

Junior Senior Junior Senior
(n = 100) (n =100) (n = 100) (n =100)
male female maie fomale male fomale maie female
(n = 50) (n = 50) (n=50) (n = 50) (n=50) (n = 50) (n=50) (n =50)

Figure 2 Size of Samples
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In this research, the sample comprises 371 (92.75%) Thai undergraduate students
at Srinakharinwirot University who were randomly selected and stratified into 3 levels. The
sample consists of 101 males (27.4%) and 269 females (72.6%) at the junior and senior

levels at the Faculty of Humanities and the Faculty of Social Sciences.

Instruments of research
The self-reporting questionnaire used to collect data is divided into 9 parts:
Part 1 Demographic data
Part 2 Thai Product Consumer Behavior
Part 3 Future orientation and self-control
Part4 Belief in internal locus of control of reinforcement
Part 5 Religious beliefs and practices
Part 6 Social support form peers
Part 7 Social norms
Part 8 Nationalism

Part 9 Ability to search for information

Part 1 Demographic data
Demographic data are general questions about the subject, such as, gender,

education level, and faculty. This section contained multiple choice and fill-in the blank.

Part 2 Thai Product Consumer Behavior

Thai product consumer behavior is a dependent variable in this research. A pilot
questionnaire was constructed by the researcher and contained 18 items, to test with 100
students, in order to find the discriminatory power of the scale, The final questionnaire
contained 15 items that measured Thai product consumer behavior and had a high
discrimination power, such as, “| usually eat Thai fruit like rambutan or mangosteen more
than the fruit from abroad like apples or grapes.” The measurement is in the form of a

6-point Likert scale; strongly true, true, nearly true, nearly not true, not true and strongly
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not true. Someone with a high score exhibits stronger Thai product consumer behavior
than someone with a lower score. As the validity of this scale was alpha coefficient .76

This edition of scale consists of positive and negative items, and therefore has
different criteria in scoring as follows:

A positive question, if answered “strongly true,” will receive 6 points. These items
are numbers 1, 2, 3, 10, 11, 12, 14.

A negative question, if answered “strongly not true,” will receive 1 point. These

items are numbers 4, 5, 6, 7, 8, 9, 13, 15.

Part 3 Future orientation and self-control

Future orientation and self-control is a variable concerning students’ psychological
traits. The researcher measured Future orientation and self-control using the questionnaire
from Bhanthumnavin, et al, (1997). The Future orientation and self-control questionnaire
consists of 15 items, such as “l usually finish my report before the deadline.” The
measurement is in the form of a 6-point Likert scale: strongly true, true, nearly true, nearly
not true, not true and strongly not true. Someone with a high score exhibits stronger Future
orientation and self-control than someone with a lower score. As the validity of this scale
was alpha coefficient .82

The scale consists of positive and negative items, and therefore has different
criteria in scoring as follows:

A positive question, if answered “strongly true,” will receive 6 points. These items
are numbers 10, 11, 12, 13, 14.

A negative question, if answered “strongly not true,” will receive 1 point. These

items are numbers 1, 2, 3, 4,5, 6, 7, 8, 9, 15.

Part 4 Belief in internal locus of control of reinforcement

Belief in internal locus of control of reinforcement is a variable concerning students’
psychological traits. This questionnaire, bases on Rotter’'s theory (1966). In this study, the
researcher measured Belief in internal locus of control of reinforcement using the

questionnaire from Bhanthumnavin, et al, (1997). The questionnaire consists of 11 items,
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such as “In spite of doing nothing wrong, I'm usually blamed."” The measurement is in the
form of a 6-point Likert scale: strongly true, true, nearly true, nearly not true, not true and
strongly not true. Someone with a high score exhibits stronger Belief in internal locus of
control of reinforcement than someone with a lower score. As the validity of this scale was

alpha coefficient .80

Part 5 Religious beliefs and practices

Religious beliefs and practices is a variable concerning students’ psychological
traits. The researcher measured Religious beliefs and practices using the questionnaire
from Bhanthumnavin, et al, (1997). The questionnaire consists of 10 items, such as “| use
my free time to study the teachings of the Buddha and practice Dharma”. The
measurement is in the form of a 6-point Likert scale: strongly true, true, nearly true, nearly
not true, not true and strongly not true. Someone with a high score exhibits stronger
Religious beliefs and practices than someone with a lower score. As the validity of this
scale was alpha coefficient .83

The scale consists of positive and negative items, and therefore has different
criteria in scoring as follows:

A positive question, if answered “strongly true,” will receive 6 points. These items
are numbers 4, 5,6, 7, 8.

A negative question, if answered “strongly not true,” will receive 1 point. These

items are numbers 1, 2, 3, 9, 10.

Part 6 Social support form peers

Social support form peers is a variable concerning students' social situation. A
pilot questionnaire was constructed by the researcher and contained 16 items, to test with
100 students, in order to find the discriminatory power of the scale. The final questionnaire
contained 10 items that measured Social support form peers had a high discrimination
power, such as, “My friends often encourage me to buy Thai consumer products.” The
measurement is in the form of a 6-point Likert scale: strongly true, true, nearly true, nearly

not true, not true and strongly not true. Someone with a high score exhibits stronger Social
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support form peers than someone with a lower score. As the validity of this scale was
alpha coefficient .80

This edition of scale consists of positive and negative items, and therefore has
different criteria in scoring as follows:

A positive question, if answered “strongly true,” will receive 6 points. This item is
number 9.

A negative question, if answered “strongly not true,” will receive 1 point. These

items are numbers 1, 2, 3, 4, 5, 6, 7, 8, 10.

Part 7 Social norms

Social norms is a variable concerning students’ Social situation. The questionnaire
is constructed by the researcher and contained 25 items, to test with 100 students, in
order to find the discriminatory power of the scale. The final questionnaire contained 19
items that measured Social norms and had a high discrimination power, such as, “l am
inclined to copy the habits of respected people in Thailand.” The measurement is in the
form of a 6-point Likert scale: strongly true, true, nearly true, nearly not true, not true and
strongly not true. Someone with a high score exhibits stronger Social norms than someone
with a lower score. As the validity of this scale was alpha coefficient .63

This edition of scale consists of positive and negative items, and therefore has
different criteria in scoring as follows:

A positive question, if answered “strongly true,” will receive 6 points. These items
are numbers 1, 3, 4, 9, 10, 14, 19.

A negative question, if answered “strongly not true,” will receive 1 point. These

items are numbers 2, 5, 6, 8, 9, 11, 12, 13, 15, 16, 17, 18.

Part 8 Nationalism

Nationalism is a variable concerning students’ psychological states. This
questionnaire was from Klinthong's scale (2006) which was based on Decker, Malova, and
Hoogendorn's theory (2003). The questionnaire consists of 11 items, such as “In spite of

being anywhere in the world, | usually recognize that | am Thai." The measurement is in
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the form of a 6-point Likert scale: strongly true, true, nearly true, nearly not true, not true
and strongly not true. Someone with a high score exhibits stronger Nationalism than
someone with a lower score. As the validity of this scale was alpha coefficient .78

The scale consists of positive and negative items, and therefore has different
criteria in scoring as follows:

A positive question, if answered “strongly true,” will receive 6 points. These items
are numbers 2, 3,4,5,6,7,9,10, 11.

A negative question, if answered “strongly not true,” will receive 1 point. These

items are numbers 1, 8.

Part 9 Ability to search for information

Ability to search for information is a variable concerning students’ psychological
states. A pilot questionnaire was constructed by the researcher and had 18 items, to test
with 100 students, in order to find the discriminatory power of the scale. The final
questionnaire had 14 items that measured Ability to search for information and had a high
discrimination power, such as, “I can search for knowledge from modern information
sources.” The measurement is in the form of a 6-point Likert scale: strongly true, true,
nearly true, nearly not true, not true and strongly not true. Someone with a high score
exhibits stronger Ability to search for information than someone with a lower score. As the
validity of this scale was alpha coefficient .76

This edition of scale consists of positive and negative items, and therefore has
different criteria in scoring as follows:

A positive question, if answered “strongly true,” will receive 6 points. These items
are numbers 1,7, 8,9, 10, 11, 12, 14.

A negative question, if answered “strongly not true,” will receive 1 point. These

items are numbers 2, 3, 4, 5, 6, 13.
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Data Analysis

In this research, the data analysis is as follows:

1. Frequencies and Percentages are descriptive statistics for analyzing data
information.

2. The hypotheses are tested by Multiple Regression analysis.



CHAPTER IV

RESEARCH RESULTS

The results and finding of this research are presented in three sections.

1. Correlations between variables in the study

2. Results from Multiple Regression Analysis

3. Other important results

Part | Correlations between variables in the study

Table 1 Summary of statistics and intercorrelations of the variables in the study for

the total sample

Variables Mean SD 1 2 3 4 5 6 7
1.CTB 58.72 7.65
2.FOSC 68.53 8.08 .36"8
3.ICON 47.10 6.65 .26** .50**
4. RBP 41.06 7.7 B 5 .38** 307
5. SSP 43.44 6.55 A1t .04 .03 .25**
6. SN 62.33 7.16 .38** 0137 .38** 23 i A3
7.NL 33.83 4.68 .38** B8E 12578 §35"% Jles A7
8. ASI 49.80 6.39 .18** 43 48** .18** -.09 22* .28**

N= 371. **p<.01, *p<.05 (two-sided).

Note: CTB = Thai product consumer behavior, FOSC = Future orientation and self-control, ICON = Belief in internal locus

of control of reinforcement, RBP = Religious beliefs and practice, SSP = Social support from peers, SN = Social norms,

NL = nationalism, and ASI = Ability to search for information

According to hypotheses 1 and 2, Table 1 shows low to rather high positive

correlation coefficients among the seven variables. The strongest relationships were

observed between Future orientation and self-control and Belief in internal locus of control

of reinforcement(r = .50); between Belief in internal locus of control of reinforcement and

Ability to search for information (r = .48); and between Future orientation and self-control

and Ability to search for information (r = 43)
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The order of correlation coefficients between Thai product consumer behavior and

the independent variables are: Social norms, Nationalism, Future orientation and self-

control, Belief in internal locus of control of reinforcement, Religious beliefs and practices,

Ability to search for information, and Social support from peers were .38, .38. .36, .26, .25,

.18, and .11 respectively. The range of correlation coefficients between the independent

variables were .17 to .50. It should be pointed out that negative values were found

between Social support from peers and Ability to search for information. The correlation

coefficients between Social support from peers and Future orientation and self-control and

Belief in internal locus of control of reinforcement were not significant. Thus hypotheses 1

and 2 were mostly supported.

Part Il Results from Multiple Regression Analysis

Table 2 Summary of predictive percentages and important predictors of Thai product

consumer behavior

Psychological traits Social situations Psychological states Overall
Group cases (1-3) (4-5) (6-7) (1-7)
R*%  Predictors B R'%  Predictors B R%  Predictors B R%  Predictors B
Total 371 148 1.3 30. 145 4 38 149 6 38 266 4,6,1 .28, .27,
14 16
Male 101 7 1 2 143 4 34 91 @6 27 219 4.6 34,27
Female 269 16 1.3 32, 129 4 .36 159 6 39 279  6,4.1 29,.23,
a5 20
Junior 191 "M 1 31 122 4 35 1n7 6 34 247 4.6 33,.32
Senior 176 223 1.3 37, 187 4 .42 203 6.7 .39, 324 4.6.1 .26, .25.
20 15 23
Fac. of 209 133 1 33 225 4 a7 138 6 .36 308 4.6 4a1,.28
Social
science
Fac. of 161 152 1 37 73 4 26 145 6 38 244 6.1 30, .28
Social
Humanity
Predictors :
1= Future orientation and self-control 5= Social norms
2= Belief in internal locus of control of reinforcement 6 = Nationalism
3= Religious beliefs and practices 7 = Ability to search for information
4 = Social support from peers
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Table 2 shows results in the total sample from multiple regression analysis, which
indicated that seven psychological and situational factors. There were: 3 variables
concerning students’ psychological traits, composed of Future orientation and self-control,
Belief in internal locus of control of reinforcement, and Religious beliefs and practices; 2
variables concerning students’ social situation, consisting of Social support from peers,
and Social norms; and 2 variables concerning psychological states, composed of
Nationalism, and Ability to search for information, which predicted Thai product consumer
behavior with percentage of 26.6% overall. The important predictors were Social support
from peers, Nationalism, and Future orientation and self-control.

The biosocial background results from multiple regression analysis (Table 2)
indicated that the highest predictive percentage of 32.4% was found in senior students
with the same important predictors as in the total group. They were Social support from
peers (B = .26), Nationalism ([3 = .25), and Future orientation and self-control (B = .23).
The second level predictive percentage of 30.8% was found in social science students
with the important predictors that consisted of Social support from peers (B = 41) and
Nationalism (B = .28). The lowest predictive percentage of 21.9% was found in male
students with the same important predictors as in social science students which were
Social Support from peers (B = .34) and Nationalism (B = .27). These results supported
hypothesis 3 overall for female, senior, and Faculty of Social Science groups.

Furthermore, three psychological traits could account for Thai product consumer
behavior in the total samples with 14.8%, and with the highest predictive percentage of
22.3% for senior students. The important predictive traits were Future orientation and self-
control (B = .37) and Religious beliefs and practices (B = .20). Two social situations could
account for Thai product consumer behavior in the total samples with 14.5%, and with the
highest predictive percentage of 22.5% for the Faculty of Social Sciences. The important
predictive trait was Social support from peers (B = .47). Two psychological states could
account for Thai product consumer behavior in the total samples with 14.9%, and with the

highest predictive percentage of 20.3% for seniors. The important predictive traits were

Nationalism (B =.39) and Ability to search for information (B =.15).
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Psychological traits
14.8%

A

A4

Thai Product Consumer

® Future orientation and self-control RES Behavior
1.2%

* Belief in internal locus of control of

reinforcement
26.6%

* Religious beliefs and practices 14.9%

Social situation Psychological states

« Social support from peers NalGagiism

* Social norms * Ability to search for information

[ 14.5%

Figure 3 Predictive percentages on Thai product consumer behavior

Figure 3 shows predictive percentages on Thai product consumer behavior. All
three psychological traits were the co-variance explanation of Thai product consumer
behavior at 14.8 percent. Both social situations are the co-variance explanation of Thai
product consumer behavior at 14.5 percent. Both psychological states were the co-
variance explanation of Thai product consumer behavior at 14.9 percent.

Furthermore, all three psychological traits and two social situations are the co-
variance explanation of Thai product consumer behavior at 21.2 percent. The important
predictive traits were Social support from peers ([3 = .28), Future orientation and self-
control (B = .22), and Religious beliefs and practices (B = .10). Finally, all three
psychological traits, two social situations, and two psychological states were the co-

variance explanation of Thai product consumer behavior at 26.6 percent.
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Part Ill Other important results
Table 3 Summary of F-values by performing three way ANOVA on Thai product
consumer behavior using gender, faculty and class as independent variables

in total sample

Type Il Sum of
Source df Mean Square F Sig.
Squares

Corrected Model 1680.862(a) 7 240.123 4.340 .000
Intercept 852481.945 1 852481.945 15409.558 .000
GENDER 485.429 1 485.429 8.775 .003
FACULTY 207.636 1 207.636 3.753 .053
CLASS 6.995 1 6.995 126 722
GENDER * FACULTY 14.300 1 14.300 .258 611
GENDER * CLASS 130.770 1 130.770 2.364 125
FACULTY * CLASS 489.249 1 489.249 8.844 .003
GENDER * FACULTY *

6.705 1 6.705 21 .728
CLASS
Error 19971.111 361 55.322
Total 1294603.000 369
Corrected Total 21651.973 368

a. R Squared = .078 (Adjusted R Squared = .060)

In this study, the biosocial characteristics of students were compared and
contrasted. Table 3 shows a summary of F-values by performing a three way ANOVA on
Thai product consumer behavior using gender, faculty and class as independent variables
in the total sample. The results revealed that female students had higher Thai product
consumer behavior than male students (F = 8.77, p < .01; Mean,,.., = 59.61, Mean,,, =

56.36). Faculty and class variables were not found to be significant (F = 3.75, p < .01;

faculty

Mean, man = 99.17, Mean,, = 57.35; F_, = .13, p < .01; Mean,,, = 58.43, Mean

(junior)
= 68.09). A two way interaction between faculty and class was found in this study (F =
8.84, p < .01), but interactions between gender and faculty, and gender and class were
not found. A three-way interaction between gender, faculty, and class was not found in the

study.
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Table 4 Post hoc in terms of Scheffe’

11 21 12

Faculty class code n Mean

58.58 57.61 56.12
human senior 22 72 60.73 2.15 3.12* 461"
social junior 11 102 58.58 0.97 2.46*
human junior 21 90 57.61 1.49
social senior 12 105 56.12

*p<.05

Table 4 shows post hoc in terms of Scheffe'. The results revealed that these
three pair variables were significant. First, senior students in the Faculty of Humanities
(Mean = 60.73) had higher Thai product consumer behavior than junior students in the
Faculty of Humanities (Mean = 57.61). Secondly, senior students in the Faculty of
Humanities (Mean = 60.73) had higher Thai product consumer behavior than senior
students in the Faculty of Social Sciences (Mean = 56.12). Finally, junior students in the
Faculty of Social Sciences (Mean = 58.58) had higher Thai product consumer behavior
than senior students in the Faculty of Social Sciences (Mean = 56.12). Thus, the results
showed that male students, junior students in the Faculty of Humanities, and senior
students in the Faculty of Social Sciences were the groups at risk of not buying Thai

products.



CHAPTER V
CONCLUSION AND RECOMMENDATION

Conclusion

The results of the research can be summarized as follows:

Independent variables, e.g., Future orientation and self-control, Belief in internal
locus of control of reinforcement, Religious beliefs and practices, Social support from
peers, Social norms, Nationalism, and Ability to search for information show positive
correlation coefficients with Thai product consumer behavior. These results support
hypotheses 1 and 2.

All three psychological traits, two social situations, and two psychological states
predict Thai product consumer behavior with a percentage of 26.6%. The important
predictors are Social support from peers, Nationalism, and Future orientation and self-
control. These resuits support hypothesis 3.

Three psychological traits could account for Thai product consumer behavior in
the total samples with 14.8%, and with the highest predictive percentage of 22.3% in
senior students. The important predictors are Future orientation and self-control, and
Religious beliefs and practices. Two social situations could account for Thai product
consumer behavior in the total samples with 14.5%, and with the highest predictive
percentage of 22.5% in the Faculty of Social Sciences. The important predictor is Social
support from peers. Two psychological states could account for Thai product consumer
behavior in the total samples with 14.9%, and with the highest predictive percentage of
20.3% in seniors. The important predictors are Nationalism and Ability to search for
information. All three psychological traits and two social situations are the co-variance
explanation of Thai product consumer behavior at 21.2 percent in the total samples. The
important predictors were Social support from peers, Future orientation and self-control,

and Religious beliefs and practices.
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Discussion and recommendations

This study indicated that Nationalism was the most important variable which
predicted Thai product consumer behavior overall in gender, class, and faculty groups.
Nationalism refers to admiring one's own nationality. A person will support and realize the
values of their customs and traditions. Furthermore, they will prefer their own country's
products and dressing in traditional Thai clothes as a sign of national unity.

The second predictor of Thai product consumer behavior consisted of Social
support from peers. This variable was found overall in males, females, juniors, seniors, and
in the Faculty of Social Sciences, but was not found in students in the Faculty of
Humanities. Peers influence each others' lives, such as thinking, feeling, or acting. Thus
peer influence was important variable in Thai product consumer behavior.

Future orientation and self-control was an important predictor in the total group,
female students, and senior students. Future orientation and self-control is a person's
ability in foresight and endurance in varied situations, e.g., awaiting a future big reward
instead of immediately taking a small reward, or stopping oneself from harmful situations
(Bhanthumnavin, 1995; 1994). A person's Future orientation and self-control help to create
a life plan, to know what is the right or wrong thing to do in a situation, and how to make
appropriate decisions.

Results from post hoc in terms of Scheffe’ suggested that something needs to be
done to improve Thai product consumer behavior in the groups at risk of not buying Thai
products, who were male students, junior students in the Faculty of Humanities, and senior
students in the Faculty of Social Sciences. In addition, training in psychological
characteristics, namely, Future orientation and self-control and Nationalism should be
encouraged to the students in order to improve Thai product consumer behavior.

The suggestion of exhibiting Thai products should be considered. Thai product
should be properly provided for Thai people, and every level of educational at Thai

institutions should encourage Thai product consumer behavior.
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Table 5 Item-total correlation and reliability of Thai product consumer behavior (n=100)

Question Item-total correlation
1 31
2 .36
3 .34
4 B3
5 A7
6 38
7 .50
8 47
9 43
10 25
1 .34
3 49
13 .39
14 22
15 .26

Reliability .76
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Table 6 Item-total correlation and reliability of future orientation and self-control (n=100)

Question ltem-total correlation
1 56
2 49
3 .48
4 .48
8 49
6 .52
T 38
8 40
9 41
10 43
11 o
12 .26
(£ .39
14 .31
15 63

Reliability .82




Table 7 Item-total correlation and reliability of belief in internal locus of control of

reinforcement (n=100)

Question Item-total correlation

1 46
.55
40
.60
40
A4
.38
.51

© O N O O A~ O N

.38

=
o

&
11 .39

Reliability .80




Table 8 Item-total correlation and reliability of religious beliefs and practices (n=100)

Question Item-total correlation
1 .61
2 51
3 .72
4 .40
5 .59
6 54
7 .54
8 49
9 .50
10 44

Reliability .83




Table 9 ltem-total correlation and reliability of support from peers (n=100)

42

Question

Item-total correlation

1

N~ o 0 A~ W N

© O

10

43
.64
.54
A7
.66
.42
.54
48
23
43

Reliability

.80




Table 10 Item-total correlation and reliability of religious social norms (n=100)

Question ltem-total correlation
1 25
2 .29
3 .28
4 .18
5 .20
6 .38
7 16
8 .08
9 .20
10 w2
1 N
12 @
13 46
14 47
15 48
16 .02
17 5
18 25
19 2D

Reliability 63




Table 11 ltem-total correlation and reliability of nationalism (n=100)

44

Question ltem-total correlation
1 .23
2 .45
3 .26
4 41
5 .67
6 .59
7 .54
8 .48
9 44
10 2B
11 43

Reliability .78




Table 12 Item-total correlation and reliability of ability to search for information (n=100)

Question ltem-total correlation
1 .50
2 .35
3 .48
4 .22
5 .26
6 85
7 41
8 41
9 .29
10 41
11 A7
2 46
18 28
14 27

Reliability .76




APPENDIX B

Questionnaire

46



47

LULFAUDTNNANTITNUIDIURA

ANTLRa

o & s : a a
wuuseUoaTuTiwiaiii 2 dau Aa (1) fiayadauyana uaz (2) wuuasUDNANANTTNTETAR 38
L 4 4 < a a o ° v & -
n:}'\unsmﬂm'au'luﬂsuﬂnmaua:maumuﬁ'nmﬂuqse Nﬂﬂ"lﬁ"]'ﬁﬂ’ﬂzu’ﬂﬂ".‘ﬂL‘lJNLLN']YI’NlUﬂ']?dQLﬁ?NLLﬂ:

WannAuAnsuEiRarasdreddmmianandurfuaiunsitsmsie

[ < .
/UN 1 uuuaaumuﬁmdamuqaﬁa

fuusihlumemey ngunmeuAmnanideiesesming / utedfinsiudieyareinu

1. et O wai O 1w
2. iadn O il 1 0 4ulla2 0 4uillv 3 0 dulln 4
3. AT O wywsaans 0O &anmand

1 < <1 > & o4
d9UN 2 NFTTUIUNSITEUTIBINLTEY
[ L] o J 1 o o . Jl 3 - o J
Auusihlumeney  Aondauiil 8 meu  welivinuiansunAniusie U viuuaAgANTTNAINAT
- o WA XA o P - v v
Wl Taenidteang v wliviadeniiniuuaissiafenifon uazaeanunganaeyliasynie

< s Ay L a ex
pauin 1 AanrwianandHin

. H v
1. FmduRanfianAlnanall vy iz Teaa wnndnfianilnansliiaansielszme iy uetldls and

LEAVLES an Aoulinaas Aauinalisga hissa lisdaay

[-{ v - - o - J‘ v d‘ o . H o d‘
2. Dwiaziihdusnsiinmaniu wdninidendedusiivn lulssmareasannndminunainysumatu

o - . - . .- .- .-
SHnge N Aouineei Aouinhids lid7a Lidiuan

. o I oyt , , g
3. v uindnduladedusinimianndsznalne Audiasnudnisaunangnduiinlssinmidaaiuing

A NFNlTEINA
shaign an Apufinesia Aaudnaliat hidd hisiua

' i - 1 i J’ [ v d‘ o
4. vagpfaiinwEinsiamgaaamumau fwudnduinfissdadiudusiniinhulssmalng

o . o . o g o . s
annge an Apufineass Aounahisars liata lid3ane



48

- o J’ [l - :: =1 1 (] b
5 ¥ uinsndulatedusn tnalifesdanardnunn indusniududusransiadssmauasliuaniull

. ; ; (2 - -
Siange N Aaufinet Apuiinaliate Lz Tistane
,

-l

. ; o F 1 i o
6. fautinuifhudukiignla wiimsudduknindnulsznalng SmEnasunanuaulaiiaste

afige an ADUT1AT Aauinelaiate Tisa Tissasy

7. issausiamevizare linimiin 1 luduve s sindusesiissAuannsiadssina

o ol ; = e e - o
annga an Asuinen Aputinaliass liissa hLissuan

o J - H [-{ = ol {3 H -1
8. fmEndnseudandetinoasiitiudasdvivessinalsemanuwdadiulng

- o o O - v . - .- .-
ANRA AN ADUINAN Apuinaliaie liia%a hissaan

s - al%. . : "
9. i uindenTedukitinmduydnenisinlsamd 1w Talifuaues mwaisninteaniva

SRNgA an Aauineei Aoudinalaiase ia% lisdaae

P | - : - . . - .- . -
qnngm N Apuiinease Aouinalaiase Lisa lissusy

anafige an ApuiNeT Apuiinaluas hissa lListuse

12, fmdnaiuayuiau) Wliduflng

o o . = ; ™ - -
aRngn M Aguineei Aouinaliai hidta histasy

13. fawdninlusupeudsanansmnalssinAniuang)

iz o ) o . v o s
qTangn an Apuinei Apudinalaiate lidd lissuay

v : ;
14, fdnFaunuedlilideressinlsomaniisnaiung

- o - . - . .- .- -
qrangm AR Aouinees Apudinaliate hid3a listusy



49

15. FmiEnindedusuuruduadisnalssmainyaom

A¥iga N ApuineeTe AnudnalisT s histasy

< o
Aauw 2 aqiiuuazauinm

1. MPNLEUN NN n@anan e lnddeAsavnily

g R Aoudneate Aoudnalias liasa lissuan

- e - . - . .- . - -
qngm AN Aauineas Apudinaliag st lisany

. < i < - e ‘ 1 o I : ‘- -
3. Imidn Litiudtufissssdwadieiusnlnaansuseamae imazdinwidnlildwndefidndnma

- o - . - . . - . - . -
anngm R Apufineea Apudinaliiaga Tt lissaag

4. iR fhundiwidnfiasnaumuineaiuednnisau imszaunamiu@en ldwivey

anNgn RN Apuinesse Aouinelias JREE lListuay

o o o~ . » ; ¥ ;s o
anngm an LLI RREEN Aauiinelaias Tz lissusg

6. i liiuanudiiumasfinansalaialunauiome’ szt lirenfnme fiuewahinau

- o - . - . . - .- . -
HNgn & Aoufneai Apuiraliag a3 histuag

1 L) i -~ -r o <
7. FwdbiviuruduiiufiasfisseanuGuulia luiuil mrewantamadeasdianinelunsGons

o - ' - ; oo s -
Snngm N AoudneT Aputinglista lissa listaag

8. tinfinwdn i dmaniade dmideovgaGouieinmuniuunuiiacGeauliay

ahnga N Apufest Aoudnelian st Lisuae



9. faaziunieluvieadion FmiEnninly “areeieumtin” 1nndnazaesivnaamiin

annga N Apuineda Anuinaliasa Liiass Lis3aan
‘l A:' Ll A" [} v v o o v S .‘:
10. Wadwiandulueq Iwdnindmuaiihwnodwiug

Shanga an Aouiai Aoudinaliiag Liasa Lissuae

11, udanineniludauten 4159 ImEnainarAnsunnauaimudivainedudel

Hafign a3 Aoudineata Aoudinaliiat Lt lLissuae
12. et liuiundninmuali dudanassiedliliisandia
Hange an LT GRCEN] Aoudinaliasa JEEY lLissuae
d' v e G o v _ v v -l ° o «l i Ve
13 AR Wuaunugn 9w L’i'\Q‘Jﬁ‘UVI'N’\uVNVWﬂﬂ?UN‘BLMN'\?J
SHahan a3 Aoufneezs Aoudinalissa lissa hissaae
v Yy o v - o o aun .o oo o o .
14, IMNIRITBUTDATNIADURAILEN lWﬂ'LﬂiﬂﬂN AN A lanaznIznIEen AN
Faign R ABUIWAT Anudiralias liasa hissuae
; o s = o o . a &
15 Fmidbirgamiuiindsisiewinlududinawings widdiwdaniiuauiay
aiign N Aouinea Aaudineluase Taiasa Lissaan
< S do a & o v v
ARUN 3 aiﬂﬂnlﬂﬁ'ﬂuﬂu‘lﬂﬂqu
v [l
1. Iwiduingnnanamdwingia vie Ahild
Shafige N Aouinei Aoulinalisi hista histusy
2. huinsennfiazdinquinewlidenisdndn
Shavian an Aguineai Anudnaliase st histaae

- J = ; - ; o e v
anngn REN Apufinei Aoufinchiste it histaag



4. Wedwidmindlatianan Frwdgandnliannsanasinllidaiundugnéiaals

o | - . - . .- . - -
aNNgA AN AouinaeH Aoufnabiaie liasa listane

Licd - ¥
5. nanangalumsuiityu Ae wenenaliAstaloguiy

-

| . - : - .- .-
annge an Anulieet Asufnaliad hissa iy

6. adAulizeus @ bifinnazulleeslsld

| - . - : .- . .-
SRNgA an Anudineata Aautindliase Tiasa TLissane

v

7. fiddadnlguisine azadnanliies Tasifmdaliduiusedlganeniui

- d ; A . i - -
anga an Aaufne Anutialiai liass hisrasy

8. imin3Andliduen Razwenenuinezlsetnuind @iy bitglinamuiiemenanauay

o ol . . = 3 = B -
g an Aaufineia Apuinahias lissa histun

9. fmiddedn Auiiunaymaniaauiini goulunjthuaneszinaniiiaes

- o - . - . - - -
AT R Apudineais Aoudindliai st lis3aan

finanan

- - ‘ - . .- . - .-
annge an Anudineaiy Aauinbias Liiase Lisdaag

< % a exa [ v
ABUN 4 ANUL ’ﬂI.Lﬂzﬂ"l‘i‘l]g]‘uﬂﬂ"liﬁ’lﬂﬂ'l‘ﬂ'ﬂﬂ‘]nﬂﬂ']

1. fwididadn usn aa3s uaz nnadisne duiFewans

o .d o ; o ; o T 5
qtafige an Aoufinedi Aouinthiate laidts histane



2. Fwddluaualilag iisuilufiasaulamdiaousansynsiin

s3ahign N Aaudineady Aeudinaliads Tiat

3. mEiudn meadanudlwinseiawdinuew Wunsenssinilianss

a a - . - . .- .-
annge an Anuinease Aaufinalaiase lisss

4. fmidnazanthitaGawmhyyneusndulanszindeladmiiaane

qRngA an Aauinea Aaudinaliaia JREEN

5. Iwididied msUfiRinuidaseursmszrnsiin aniliinwidnianguatnauriaie

o = ; - : - bo
anngn an ApuineaTs Aaudinelaiaza i3

6. i liadiulugluddalllumsinanuauaznmnyguniu

- o - . - . . - . -
annNgn A Aoufneeie Aauinaliasa liasa

o - ; = 3 - -
Snngm AR Anuiinea Anudinaliiats hiss

v
9. #midianin musaluwnsusitResununanisalunseuriniu

o & & ; - : - v
anngn LEN] Aouineem Apuinaliase Lidt

10. fidnangsn usznidevesiiumn Taglisuladnacfindavzali

o o ; < ; - o
Sanga 4R Apufineaia Aauinaliat iz

sz

Lissaan

TLis3aan

Listaian

Lissaan

lissuan

Listaan

Listaay

lLisiune

52



53

< o
AAUN 5 msauuaqu'nmﬁusauix"\q

1. eurasimidininyeanludedadou deaviudndimidnligeecdalinumiuuu

| - . - . . - . - .-
g an Agulineat Aaudndliate lid% lhisduag

o o : - ! - i o
qRNgn an Aputinaai Aoufnsliiase Taissa Lissaan

oo & ; U R
3. iau Wnaduayuliitwidndedusiffiuusudiug Bleanslszme

5 d ; o ' ™ - -~
anngn an Aauiwas Asufngliaz i3 histuae

4. daiwidreanlivieadion ew dinuustihivieadisalusiadszmeainnndnhalssne

o d o oo _ N )
AnNgm a7 ARUTR3Y Aaudinslaiazs liasa liidsuan
v ]
|

o - o 1 L o 1 . d
5. EudiazfiFNaliiin tu wnny tendeau wiieu ] sdihadvayulidiwdsdemalul deauus

Sangn AR Apuineed Asufnslias liasa listunn
6. farauarastiwdlunisluniuenmssinasznd iU KFC McDonald Fuji iwsiu sinldifuntsmaviuain

o ;
Weuq 1annd mslunuewnsing

- o ; X ; - s i
g a3 Apuineed Anufinaliaie lidta lisdusy

- ’ Py v val o a ' - o ° y! . o =
7. L}Jﬂaﬂ'ﬂﬂﬂﬂ‘ﬂ’lwL"I'ﬂ.‘ﬂ“ﬂ'\?‘ﬂ’]?ﬂuﬂuuﬂﬂ Wawu dnuustin ize lusinaunuviun

| - . - . - . . -
Hiign AN Aauteet Aaudindlias Lt Listaan

- o - , - . .- .- . -
q3angm an Anuinaata Aguiraliai lissa listung

9. Wedmidnremmiiunivewieaiunisvieadion iew] dinuusih iiwdwisamerhalszmalne

u ol o ; - ; G i e
RERTLT) an ABueT Aeudinthian hidta listusy

10. e dnuan Ui widwAeudeadiediliviugrasiane

- o 2 . = . - - g
safigm A% Anudnesi Aouinaliiat hiss histusn



<t o v a o [ 3
ABUN 6 m’:“mgmmnunu‘:’aum’n

1. pasdinnEndusaugdadiulinudulssuda liisne

o i = 3 & . - i
STgm N LLIR SR T Anudneliase lissa

2. ieuainzesinniindieansifiwdnlaeuiinreasiadlfegion Wiiaiy

- - . - . . - . -
S3ngn N Aaulinasa Aaudinaliaia liata

3. i liaulined yeeadraglutihusuihdisadiunslifinednanns

STanga an Aaudineaie Aoudnaliaz hiaza

4. pniinE T useutiasnsWiauinefureslne Weeslne

4 Apudnaas Anudinaliase Tadasa

)
La
S0
3
£
2

< o« ! o .
5. fuUnasaspadiusaaiudiwmidinlunsderesuuuiiutiou

a s - . - . - .-
anngm an Asuineam Aouinalias hiasa

6. iauatintasiimdiasaziaden findiwmidhaslgninliniues itu daeen

S3angm AR Aauiinesia Aautnaliaz Taiasa

7. Weauatinaarduay indwidnliredsloda

Shahge an Aauineei Aaudiralies T3
8. finAsasasazlidnazls idminldgreudiaiminfessimaAnnidanisuan

Haige an Anufneeta Apudinaliiar sz
9. inii e dusernindes idusivinanstalszine

Shiign an Apudinaei Aaudinabiade Tiasa

10. yanadAysasdinindianusiinefostinaeing

o o - . 5 ; - i
Qg a7 Anuliaeg Aoudirchian L

liqsuny

istaan

Lissaan

lidduan

Listuan

Lissaay

lissuae

Liistuan

histane

histuny

54



55

11. Waualinzesdmidtrsasfunaatniinnd LiliduAuususdiiuu

SRfga an Anudneai Aauinalian laiasa lissaae

12. yrrafnsodadludirudaingiiufaeiunslidiniivguiviuiey

- d 5 ; o . ‘- - o
anngm R Aaudinesi Anuirelian lissa histasn

13, funAsastaciinmidnasazium ihiwdideniuensiisnisenasineTa iy wend vA avutuy

wNNITENEIMNT g
q‘w‘flqn an Apudineeia Anufinalaiass liasa hissaay
v

14, Wieuatinasasiaiios ErdmEwnanuirmsigaaindudunelbidiy

annNgn an Aoudinees Anuinbian liata listuan

. v y & o g v
15. finAseansazhingla tndiidnerdgiimifiiududin OTOP

a o - . - . . - . - .-
qiangn SE Aoufines Aguindhiate L3 hisTaay

16. yrAadAtyresderminTeuilinasinlszma

siafign an Aoufineei Aoufneliate Tiat lListaan

17. funasasaaliifiamsliiimdnlideecetalszuda

- d " ; - . 5o - >
q1angm an AU Aoudinvbiai JRSEN histuag

-

18. s Tursu e lEinTis AW nsnlsEina

anafiga R Aouiweei Anudinaliiai Liasa listuan

19. yarfifiadesluderuaivayulinuduivedlng Hueslng

Shahgm an ABuieeT Aaulinaliaie lia%a lisdaay



AAUYN 7 TIWLRINUTIR

1. fwiE bidiuaudrdyeealssTuafidn “SnanAdadine

| -

anngn a3 Atuineas Aoudnahiata Tisie

e an Aoudineads Aoudinaliasa iada
3. fwdpilafiowmsinadiuniiessialan

Shiige AR ApufineaTe Aaudinalaass lidsa

v o J v ] v . =

4. Iwddendaduii Inauinndn@uRnanene i

Shaiige an Aouineass Aouinliase sz
5. fdAnd aulnafiummunndntumsau

shfiqm an Aauinaass Aaudinalaiase Taiaga
6. inwinAndn Aulnelanngn

Shaiige N Aguineasa Aaudineliate (PEEX]
7. iwiAndAady Lifinlwugelaviniuegiiiesneg

Y N Aaufineet Aaulinabiase st
8. fimidgandelanuaulneniiinudanagsnaunu

niiga an Apudneess Anudinaliar Taiasa

1 3 .
9. tindinwidndasluvinausialszna fiawdndalaasnauinliFmiulara ludissing

qRnagn LE Aauiinaais Aeudnaliase st

SRangn an Aoufinesie Asuiliai st

Lisvaay

histaae

Listaan

Listaae

Listaae

listuae

listaae

lisvuan

Liasaae

Lisraan

56



11. i wEn EFuneumnnaidieuiuuensnedszina Iwidnazuraniadastivanalne

Stafige an Aaudineaia Aaudnsliate Thidda listaae

AAUN 8 LUIMINITARAULA

1. dusnnsndududioyatnnansainuusassaumanyiuadt

o d & ; = - o - i
LR an Apufnease Aeutinaliate T3y hListune

v v

2. fu§Andanina Weasfisviumanuianunasiinygasiie

o d % ’ % ; = - -
anAgA an Aoudineais Aaulinalaiate liass lLisaae

3. vanmnideFeudadubire FRanuinansaoigande (g mideiud, simd uazdne) vinlavn

5. - ; o ; . e -
anngn an Aputinege Aaufinaliat liase liadane

~ v I v v v d‘ e v 5 ° =; . d' < ' OL
4. ﬂuganumuunum‘uﬂﬁ‘ﬁm'luw'lmuuﬂuummmﬂg LinsuasmArnaunin@enaaInuuala

o d g - . L o i
SHNge an Anutineats Asudinalaisse Liss listaan

5. fuiudnmuesahifvinssiiaamelunsAuaindieyansieanis

Shangm an AauineeT Aauiindliate hias lisruay

6. Walfiayan dwinasih Wliuiimmchifinamsaanu

o d = g - 5 - ‘- L
SR % AouineeT Aputinaliaie lista Listaan

4 o ; - , s - -
SnnNgn an Anudineas Anufindliaie hisse lisraay

| 8
3

8. neuiduazietioyaluiadla uinamassuanivg Nnusimindsiodu] fae

- o - . - . . - . - Y
snngm AR Aoufinasis Aoudinebiaie st lissuay

57



58

o~

9. duimindiayaiv iluGemdunsasdehhiinmnif (g wewi)arszfiuamen

4 5 : A ) s oo -
SngA an Anuineesa Apudinaliats hissa Liddang

10. Wau sinuasvirduiluauibidiesslsine

anngn n Apuinesa Aaudinaliag hia%a sz

o - ; - ; - i i
Snnga SN Aauiineai Aaudinalias s lisaae

H H v H
12. iaufidussindulanierladly duazptiayafianantsnd vanad na@efiazanumn

Snafige an Aautineeta Apufinelias liasa listusn
13. mefuriraridanuunasdieyainliiduidaalumsinaudeenansd
Shiiga an Apuineai Apudinaliag Lidd hisTung

ahafign N Aaudineat Aaudindhiag hisse hidane

~garauAnlliANTINNBuATABLLILAELDNATUN D



BIOGRAPHY

59



NAME

POSITION

INSTITUTIONS ATTENDED

CONTACT

60

BIOGRAPHY

Miss Shuttawwee Sitsira-at

Lecturer of Department of Psychology
Faculty of Humanities
Srinakarinwirot University

Bangkok, Thailand

Srinakarinwirot University, 2005:

Doctoral of Philosophy (Behavioral Science)
Kasetsart University, 1996:

Master of Science (Industrial Psychology)
Srinakarinwirot University, 1993:

Bachelor of Science (Psychology)

with Honours

e-mail: shuttawwee@gmail.com



	CONTENTS���������������
	CHAPTER  I INTRODUCTION
	Background�����������������
	Objectives�����������������
	Benefits���������������
	Scope������������
	Operational Definitions������������������������������
	Framework����������������
	Hypotheses�����������������

	CHAPTER  II LITERATURE REVIEW������������������������������������
	Thai product consumer behavior.��������������������������������������
	The concept of Thai product consumer behavior����������������������������������������������������
	The Importance of Thai product consumer behavior�������������������������������������������������������
	Measurement������������������

	The Thai Psychological Theory of Moral and Work Behavior���������������������������������������������������������������
	Variables related to research.�������������������������������������
	Psychological Factors����������������������������
	Situational Factors��������������������������
	Personal Variables�������������������������


	CHAPTER  III  MATERIALS AND METHODOLOGY����������������������������������������������
	Population and Sample����������������������������
	Instruments of research������������������������������
	Data Analysis��������������������
	Population and Sample����������������������������
	Instruments of research������������������������������
	Data Analysis��������������������

	CHAPTER  IV  RESEARCH RESULTS������������������������������������
	Part I Relations between variables in the study������������������������������������������������������
	Part II Results from Multiple Regression Analysis��������������������������������������������������������
	Other important results.�������������������������������

	CHAPTER  V CONCLUSION AND RECOMMENDATION.������������������������������������������������
	Conclusion�����������������
	Discussion and recommendations�������������������������������������

	BIBLIOGRAPHY
	APPENDICES�����������������
	Appendix A (Item-total correlation and Reliability)����������������������������������������������������������
	Appendix B (Questionnaire).����������������������������������

	BIOGRAPHY����������������




