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ABSTRACT

The objectives of this research were to study confidence in production standards and
perception of value towards vitamin water of consumers in Bangkok and its vicinity, to study
the influence of confidence in production standards and perception of value affecting
consumer’s purchase decision in vitamin water in Bangkok and its vicinity.

The sample were 535 consumers in Bangkok and its vicinity who experienced drinking
vitamin water. This study was conducted by using convenience sampling, and descriptive
statistics, including percentage, mean, and standard deviation. For inference statistics, MIMIC
model and structural equations modelling (SEM) were utilized to find the influence of
confidence in manufacturing standards and perception of value affecting the overall
purchasing decision of vitamin water. confirmatory factor analysis was used to find the weight
of each variable.

The results of the analysis on the confidence in the production standards were found
to be at a high level. The first three assessed items were confidence in drinking water
producers focusing on the production process, quality assurance process that meets
standards, and quality system of food standards. The results of the assessment of overall
perception of value were at a high level. The first three assessed items were functional value,
emotional value, and cognitive value. Moreover, confidence in production standards and
perception of value affecting purchase decision of vitamin water in Bangkok and its vicinity
consisted of confidence in product quality (=0.68), functional value (B=0.67), emotional
value (B=0.41), cognitive value (B=0.29), confidence in production standards (3=0.20), and
conditional value (B=0.14), while social value had no statistically significant effect on purchase
decision in vitamin water in Bangkok and its vicinity. The equation had a predictive power of

90 percent.
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N5 dmsuadifasudneds asgvisiauuy 14a (The analysis of MIMIC model) fgaunisia
Taseaia (SEM) iilefnwiAdvnaain anuidesiuluannsgiunsndn uaznisiuinmueniid wasio
nsnauladetidunaninifiu lunmsay waginisinsgiesiusenoudediudi (Confirmatory
Factor Analysis) wiazthniniadeveusazianys

fauuuauBeiululnsgunsHaauasnsTuiaudAdwaranisanduladetAunauInidiu
vasjuslnalunngamwaniues wazUsuana

i \
E
L‘.sn;c —_— .

| % d_ff o1
L & - 48 socisTy
0. 51
20

Chi-Square=127 65, df=37, P-valu==0.05208. RHSEA=0_0468

|
AR 2 FuvuaNuweiuluInIgIUNSHERLaE NSTUSAMANdHaran SRnAUl AT U AN EL

WwuvesiuslnaluluanTUNNIIUAT LazUSumma (Mluundausu)
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M19199 2 M3fgataNuaenaneiiudeyaluszdny

AN LNEU ANDY  WANNS ANMEIUSU NaN1Y

Usu  Wansan NNTEUN
X/df Woeni 5 22.71 - 3.45 v
RMSEA 198n11.05 0.098 - 0.047 v
NF| 0.9 Fuld 0.92 v 0.96 v
CFI 0.9 Fuld 0.93 v 0.97 v
GF| 0.9 Fuld 0.93 v 0.97 y
AGFI 0.9 Fuld 0.86 . 0.92 y

v ¥ el iunasinanisaaeusuinlilunisnsadeunudenndeauaz mLnauniy
Yoswuuiutayalelsedny

NAIINAITIATIEAFYTAHIUN1TASI9E0UAINAD ARG ILALAILNALNE LT IFILUUAY
ToyalBauseiny nslAseesAvsznauaddlul kanisusziiuanunaunduvesianuunuiy
X2 = 127.65, df = 37, X¥/df = 3.45, RMSEA = 0.047, NFI = 0.96, CFI = 0.97, GFI =0.97,
AGFI = 0.92 9ndaiifananuansinduuulmiduiinuaonndosludssydngianiinszdniny
donnnediutoyaidelsedndifisane namlasisraunsaesuigaindwdsuranielu ludadiuds
Funalaniely wazandudsudenieuen ldsudsdanalanieuen

M19199 3 fanuuanuweliulunnsgiunndnuaznsTuiauandmasionisinauladernnunas
InTuluanunnaniung uasUsuuna

anudesiulunnsgiunisuan nsindulederdunsuinifiu

waEN1ITUIARIA B S.E. t
muidesiuluannmaud/GoodPrac 0.68 0.085 8.082%*
mmL%aﬁummgmmiwam/Standard 0.20 0.064 3.127%
ANAINIUNIS LT/ Usage 0.67 0.077 8.680**
AAIMUEIAL/Society -0.01 0.052 -0.141
ANAATLDITUAY/Emotion 0.41 0.062 6.705%
AAIMUAIINIANAR/Knowledge 0.29 0.066 4.436**
anuAuATTieuly/Condition 0.14 0.048 2.868**
R?= 0.90

amudeiuluinasgunisudnuaznisiuiauafidsatenisinauladotfunainiiuly
LUANTINNUNILAT wazUSuama Usznaulusie mmﬁaﬁ"ﬂu@mmwﬁuﬁﬁ (B=0.68) AuArRUN"T
T (B=0.67) anurnshuensual (B=0.4DamAduANuIANLAR (B=0.29) M miFesiusnsgiu
n1sudn (B=0.20) wazpmArduifiteuly (B=0.14) luvazi quArdudsauaylifinase n1s
ﬁmﬁuh%aﬁﬁmwam%mﬁﬂulfum'gqmwumum wazUSunuma egafldydfynneata aunisienuna
nsneINIalseLaz 90
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A1519% 4.19 NN5IATILITDIAUTENDULTIE USTURALUTWE

Matrix LAMDA - Y Ay tvalue R?
Laaﬂ"?’jjﬁlLﬂUé}UﬁULL'iﬂLﬁ@ﬁ@ﬂﬂ?iﬁﬂﬁ"lﬁdﬂﬂ%@’]ﬁﬂ/ PDECO1 0.54 - 0.29
Bentamsdosnsiiiniufisndusesianie/ PDECO2 057  15.60 0.21
Bendetaululsysrasiueane/ PDECO3 050 1290 035
Bendeannanuarningudauiidns e/ PDECO4 035 1035  0.25
Bendorhauusinesiiseuneniniandni/ PDECOS 042 1340 026
nsiduladefiunainaudeants/ PDECO6 042 1313 022

n1sdnduladeunnunaInTuluanTunnEnIues kasUsuama WeoiSeanuuminues
psRUsEnavazUsEnauluMme nsidentensgiesmsidiinnfundndusesianie Ay2 = 0.57) n1s
= d’lj [~ Y'Y} d' 2 d' 901 a a = dy g d‘ [~ o °
dendailususiuusnillonoinisaudinaninidy Ayl = 0.54) nsidendeuinudulsedradinale
(Ay3 = 0.50) N1sidenernuuINaziisIAunenIniauund (Ays = 0.42) asdnaulatenunain
AUABINTS (Ay6 = 0.42) uag A1SIdaenTeanAINALAINAIUEAIUTITRs1rLNe (Ayd = 0.35)
AIUAINU

5. a3 aAuTena wazdatauauue

5.1. @yuuazanusiena

1. muidesiulusnnsgiuniswuan Iu‘ﬁ’]ﬁ'mNau‘imﬁuﬁﬁiﬂﬂiummﬂqqmwmmum way
U3uama wuhnmsamegluseduann Tasanudduusnildumstsadu Tiun viushlathiduand,
falimnuddyfutuneuntsndn viuiuladndudntidudnssuiunisnsaaunmuainaudiils
wasgiu wagviusilahifvanidudszuuamunmiidifuguaninsgiuems muddy Geaenndes
fuaideves whun yAlums (2554) dvinnnsAnuizemginssuduslaaiidavinasenszuiuns
dnduladeiduiuamudniioqunin nansdnunuiinssuiunsinauladeriuiiiiuguadie
aunludunginssuvdsnisderfusloaliseduanuddylunisdnaulanelaludosamninves
dum

2. msuinmailuidunasindufuslaalunnsarmaniuns uasUiuama wuihnws
oglusziuann Tngamddunsnildfunisusediu loun aursunisldon audduesusd uas
AAUANISANAR muddy SsaenndeafusiAdeves ndlm gunad (2563) Anwides Jady
fifnaroanusitlataindasiuilsidunoaussanihduduiniduvestusine Generation Y luius
IIMNIINLAT HaMIANYINUIIANNATEVTnE oY Arwiasdeyadularuinig uazany
Forzedlavuinisuazguan Sszduazuuuedsegluseduan

3. mmL%aﬁ’uiummgmmsmﬁmLLazmi%’uﬁﬂmﬂ'"u‘ﬁlaiqwaﬁiamié’@ﬁﬂa%@)ﬁﬁumam%m:ﬁu
Tumngamuviues uazUuma Usznaulusme anudesiulugunmaud wagamadunisld
o fedesdadondniiinadonisindulede FeaonndostunuidevenSya dndwi (2564) ¢
¥msanwides Jedefidmasionisdnaulatewniosmunaninifiu Snezad (Vit a day) Nan13ANY
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5.2 daiauatuziBauleuny

1. nansiteduanudeiulunasgiunisndn Tusuvesanuidesiulunaunimn
Audntu fudedediamnuddyfutureunismdnuanssuiunmsnasugunmaudilldunsgu
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vielamaniundndosdliiuianssuiunisvosiuan

2. namsitedunissuinma fuslnadulianuddalunmadunsldenuuas
Fruorsusiinniian dadudnindoshauaniassiuilulilunisadedoussrdiuivioainsmon
wudlszrduiudidosnnnisuianaiidessuihilugnsdadulatovesiuilon

3. nanidedunsdndulate anudeiulunmauddmadenisinduladoun
fansaiudunihflvesinaniosfesinwunnsgiunsnandeiiovaivanudotuteauninns
dudlvinsogifiotlgnagninianisnain nagniuszunduius nagndnisdearsiungugnin
Hvane warlsidasduaudailaluguuesesgnétugnéaeiadulatodudduarianudidy
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auanuazdudndu  fuandedduesdinludesifivilianudeiulunmaindudiliingdy
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VdeULaL/MaaaoUMioy 1dnnMsA5Ia Good Manufacturing Practice (GMP) wasihuslaalunmaus

UFTNUAAINLAZUINTIIUNISNEND I TLALLAT DAY

5.3 doisusnuziion1idelunfedaly
1. lumsdnwideadsd {Asefnviameunsiudavindy Sonitadeduiidmadie
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u LU JUwvuMIssTindednwlataladvosusiazyaeaiinaogislstenisuilnathunan
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