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Abstract

The purpose of this study is to report the findings on how Bangkok customers perceive brand image in
relation to their shopping decisions for organic vegetable brands in supermarkets. This is a quantitative research
study in which data were collected from 400 consumers. The study found that the majority of consumers were
male, aged 29-43 years, married with children, held a bachelor's degree, worked in private companies, and
earned a monthly income of 20,000-40,000 THB. This sample group had experience regularly purchasing organic
vegetables from supermarkets. The data were analyzed using descriptive statistics such as frequency,
percentage, mean, and standard deviation. The findings revealed that consumers had the most positive overall
perceptions of organic vegetable brand images in supermarkets. When considering individual characteristics, the
cultural factor had the highest mean, followed by personality, value, benefits, user, and attributes, respectively.
Consumers made the most purchase decisions for organic vegetable brands in supermarkets. All stages of the
purchasing decision process had the highest mean ratings, indicating that brand image is critical to customers'
decisions to buy organic veggies in Bangkok. Furthermore, multiple regression analysis revealed that overall
brand image perception significantly influenced consumers' purchasing decisions for organic vegetable brands
in supermarkets in Bangkok. The variables related to user, culture, benefits, personality, features, and value
collectively explained these purchasing decisions at a statistically significant level.
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Table 1 Brand image perception related to organic vegetables in supermarkets

Ranking ltems Statistical Value Meaning
X S.D.

1 Perception of Features 4.50 0.238 highest

2 Perception of Benefits 4.51 0.219 highest

3 Perception of Value 4.53 0.229 highest

4 Perception of Personality 4.53 0.246 highest

5 Perception of Culture 4.55 0.229 highest

6 Perception of Users 4.51 0.258 highest
Total Average 4.52 0.165 highest

4.21 - 5.00 = highest; 3.41 - 4.20 = high; 2.61 - 3.40 = moderate; 1.81 - 2.60 = low; 1.00 - 1.80 = lowest.
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Table 2 Purchase decision organic vegetables in decision to buy organic vegetables in supermarkets

Ranking [tems Statistical Value Meaning
X S.D.

1 Need Recognition Information Seeking 4.51 0.225 highest

2 Alternative 4.43 0.240 highest

3 Evaluation 4.50 0.251 highest

a4 Purchase Decision 4.45 0.241 highest

5 Post-Purchase Behavior 4.48 0.250 highest
Total Average 4.48 0.160 highest

4.21 - 5.00 = highest; 3.41 - 4.20 = high; 2.61 - 3.40 = moderate; 1.81 - 2.60 = low; 1.00 - 1.80 = lowest.
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Table 3 The relationship between perceived brand image and purchasing decisions of organic vegetable brands

in supermarkets among consumers in Bangkok

Purchasing . .
terns decision Features Benefits Value Personality = Cultural Users

Purchasing decision - 0.392**  0.417** 0.438** 0.464** 0.515** 0.513**
Features - 0.347** 0.366** 0.324** 0.373**  0.248**
Benefits - 0.451** 0.369** 0.282**  0.369**
Value - 0.460** 0.395**  0.342**
Personality - 0.441** 0.438**
Cultural i} 0.517%*
Users -

** Significant at the 0.01 level (2-tailed).
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fananhlianansoufiasauufgiundn (Ho) fissyhnmssuinmdnuainsaudliddviwadenisindulade uususdin
Uasaanslugiosiniifn uazsenduanuigiumaden (Hy) Aszyinnisiuinmdnuainsiduiiiavswasionisdnaule
FouvsusinUaonanslugiesunsifn il namsmaseudliifiui nsadausrdeasnmdnuainsdudfivnzaud
mewﬁﬂﬁiymmiﬁm?mh%aLLUiuéﬁﬂﬂaammﬂusgLﬂaifmﬁ‘tﬁmmr%u“ﬂm

Table 4 Overall influence of brand image perception on consumers’ decision to purchase organic vegetables

in supermarkets

Model ZZ df %2 F Sig.
1 Regression 4.513 6 0.752 51.495 0.000
Residual 5.741 393 0.015
Total 10.254 399

a. Dependent Variable: Decision-Making on Organic Vegetables

b. Predictors: (Constant), Purchasing decision, Features, Benefits, Value, Personality, Cultural, Users

IINWANTTAATILILY Table 5 WU FudsdaszaunsTuInmEnyalns Audaunsnesuigannuulsusiu
yasnsrnduladenusuainlasnasiugilesunsinavesiuslnaluansavmumuesldsesay 44.0 (R? = 0.440) Feag
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Tusgduuunaneroudiegs uandliiiuinuusiaosiifaunduansnesuisnisinaulauusudinuasnanslu
ﬁLUai‘m%Lﬁmléﬂuﬁxﬁuﬁmmsau YoN9INd A1 R Wiy 0.663 Usiiindaudsdasehimuniiauduiudidauanduns
ﬁmﬁuia%aimsﬁuﬁawﬁwqa YR ANANLAAIALAA BULNNTFIUYEINIFUTEANRNIS (Standard Error of the Estimate:
SEE) 1vifu 0.12086 azWeuliiiuiuuusiassdanuudugrlunisweinsalnsdnduladouvsusinUasnansly
giedinfiinvesiiuslnalussiumils

Table 5 Model summary of brand image perception affecting consumers' purchasing decision on organic
vegetables in supermarkets in Bangkok
Model R R? R? Adj SEE
1 0.663 0.440 0.432 0.12086

a. Predictors: (Constant), Purchasing decision, Features, Benefits, Value aspect, Personality, Cultural aspect, Users

Table 6 wui1 ARl (Constant) FuUseumsusnmdnuaingdudi sugaant? auusslovd sunae
Fuypdnam futmusssy wasdugld aunsaesuisiuiuanarausturesnmsfnduladeuusuiinasnansly
gulosinifinlfedreddddymeainfiszdu 0.01 fafuFaiirina (Constant) Fauuskiunissuinmdnuaingdudi
Prefunasiaduaunsduunensalidadunss Tnedadudld anmsnesuensdnduladeuvsusinuasaansly
gilodindifnlungavmuvnuesldidususunis (B= 0.230) sesaunfefuusnuinmussmausassuienmsdadula

Y 9
v
] 3

FowvsuadnUaenaslugiesinifinlungammumuns (B= 0.211) Mulsiuaudsslovidauisaeduienisdnauls
FouvsusinUasarslugiosundiinlungammamuns (8= 0.131) fusiuyadnainansassuensiadulade
wususinUasnanslugUesunfiinlungammamiuas (B = 0.130) fudsiunuantfanusoesuienisdnauladouy
sudiinUaesaslugefiniiislunsammamuns (B= 0.129) uazfuUsdnuamaramsnesutsmindulatouusus
Andaenanslugiesinsifalunsannumuas (8= 0.110) Wududvaniing

Table 6 Coefficients of brand image perception affecting consumers' purchasing decision on organic vegetables

in supermarkets in Bangkok

Standardized t Sig.

Coefficients

B SE B

Model Unstandardized Coefficients

1 Constant 1.608 0.169 9.529 0.000
Features 0.087 0.029 0.129 2.996 0.003
Benefits 0.096 0.033 0.131 2.926 0.004
Value 0.077 0.033 0.110 2.352 0.019
Personality 0.085 0.030 0.130 2.781 0.006
Cultural 0.147 0.033 0.211 4.404 0.000
Users 0.142 0.029 0.230 4.896 0.000

a. Dependent variable: Difficult decision making

lngagun1sinseinissuinmanuwalnsdudlinuaseanslugiesinsiinlunsaunnuiuas wuin augld
AUTUSTIN AuRUsElorl AuyAdnam auauaudR waginurual dvSwadensdndulatewusudinUaenans
Tugiasunsifialungannumunas lasarunsasiudueiuisanuiuwlsvesnisindulateuwusudinyasnaisiu

aad

gilasusiialungavmuuaslan Sevas 44.0 (R? = 0.440) pgelledAyeadAfiszdu 0.01 anusaasiaunis
WeINTOTIAURTILARAT
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Y = 1.608 + 0.142x,+ 0.147X, + 0.096Xs+ 0.085X, + 0.087Xs+ 0.077X,
Xq = enugly
X = AUIAIUSIY
X3 = suaalsylevl
X4 = PUYARNAMN
X5 = Aunuaudn
Xg = AUANAN

NnaMsaIsaesuIEMssUImanvalaAuAuUsUinUaeaaslugle niAnniTvEnaienssindula
FouvsusinUaenanslugiedindiin nane mssuinmdnuainsduduusudinaonaslugilesindieludugly
Fufamsssn Fugusrlend Fuyafinnn fuguanth wardugueinatenistadulatonusudinaonansly
gulosindifAnfiuanndeiy

fau annuan1sfnwmui masuinmdnuaivesusudinasamslugasinifiniavinanenisindulate
vesffuilnalungammamuas nafildfiauaenndosiunuiseves Pahurak and Taweesuk (2024) Alsivinnns@nw
\ReafuBvswavesnmdnuaiduddenisiadulatednuassaliuussulududuanadielml nedfnudmiauunyi
amsIfenuin nmdnuainnaudluifveseiesmnensivieiesmneaudndutiedeiiddvinadensinaulade
wnilan (Aede = 4.18, SD. = 0. 35) wilsinesesmnensiegliiuslnaainsnanduaz LonNLEEANLLANA1 RS
aumsuaqﬁﬂamnaummammﬁau SRENGIRN ) am/NaqmamamiaiwmmmamuLLavmquwaslamaaumium
I weNANT HamsAnwISaenAdasiuNUATEva3 Kaewtuptim and Tancho (2020) it Yadedunwdnuaiaud
fnadensinduladetnfduvesuilnalunsammamuas lnsnudn awmdnvainsidud-ludfvesqaauth e
fausssuuwazidudulsddyiidmatenisindulanisteddiu agulddn nmdnvalvemsdudddvinadun
aEJ'Nﬁﬂfaa‘hé’zyﬁiamsﬁm%ﬂamiﬁaﬂuaaﬁuﬁm iesnnamdnualifutladefianmnsandndunazivasuniamsdnaula
nsteludswanld Tnamzlunguishaniliauddydoaunw fuwldusdeduiuusudinlaonansiing
FuhgluglesinsiiadnuninuazUaends annssuinmansalnsduiuusuainUasaasiugilesusiiayinli
nuN

FuglddisvsnasomsdnauladeuususinUasaaslugesindifavesiuslnalungammamues liasdy
nauiEnaunin aseunsiilinnuddyfuomaasnasty vieyaeaiildladannden TataenndosfuuuiAnues Kotler
(2003) fiBdunein yrannmvesldazvioufisynannmuesdud shazdenlesiusatouvesiuilaa sadaguuuunns
duiuTin uazgninunllunisnununagniiiioatrsdvinadeanusinddedud nsimuanagnsnianisnaiad
yjafumseansnwdnualildlimunzay wu maiausuusudinUasnmsidenlesivitdinauilosfivadeguam
visemsdeasuusudlufuaseuaigelvsiildlornuuasndvveseisns axviliiuslaaddninuusudanansoasyion
fnuvamuedliegtna wavilugnisaduanudnfsenusus (Brand Loyalty) naemaunsinduladedilusey
817

Futmusssuiidninatenisindulafeuvsudinaonaslugesindifinvesiuslnalungammumuas iy
nslianudysunmsuanaininuasnsresiu mamedgniidedu sufamsauayuitinunsuuulne siaonades
fuamuves Phunphon et al. (2023) fiszyinnisaiisauidesilunainesduridvesinedndudostinsidoulostu
yurukazgranluiosiu SezansaaiuaieilindawssnseduliiAanisdeld dudu SameTausssulailfdu
Winsdadiasulunsfud nndnualvestnUasnansivindu usdaiudddunalnlunisadiennuuaneng
(Differentiation Mechanism) fivilususfinasaaslugesindifinddnenmlunisudstulunaaifiomans guilna
Tungamumuassiaulidesdendommzaorinisuilnadinaniauauaziaumnerodsnuuazdmandon
wnninsteriieusslomivesnueaiissosnaien

Funnuslonifdvswadensinauladeunsudinasnaslugivesindiimvosuilaalungunmumiung iy
AMUUABAABAINAISATANATY ANAIAILIATUINIT kaTAINANLNNTRIANAT danAReITULIAAYEY Odin et al.
(2001) AoFUE7 ms‘i’mm'ﬁéfmﬁuhmiﬁ‘zﬁiym?waacgﬁimﬁuagjﬁwmaﬂﬁa Tnganizdadoauanudasniouay
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aenndeafuLUIAAYDY Jacoby and Chestnut (1978) Aind1in AuiawTAvesnandasidsralnensionufnaluns
dufn (Brand Loyalty) ilesannguslaasinlémsiuSeuiiiounmant 019 avwasll savd wasnauamilanunsaius
¥ Sunsilunsidende mndudfiguaudifineuauosmindesnisldini fagtasationisveusuuazinlugniste
dnluszezem dau auaniRvessdnsuridiifissdudefousnifeelifuiloadondouusuiinuasnans urdudy
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NFUANUVIUAT
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