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4 o 4 ] @ .
ﬂ1§1\1ﬁ 2.1 LLﬁ@\iﬂ’lﬁWﬂﬁ’lNﬁMﬂﬂWHﬂmaﬂ‘]&lmg (Attributes)

o o ¢
MANN

o (%

)
NIHIVY

eDe

Quality

Cesare and Gianluigi, 2011; Jantrania, 2002

Very expensive

Cesare and Gianluigi, 2011

Innovative Cesare and Gianluigi, 2011
Secure Cesare and Gianluigi, 2011
Design Cesare and Gianluigi, 2011

Trendy (product characteristics)

Cesare and Gianluigi, 2011

Functional Cesare and Gianluigi, 2011
Comfort Mattila, 1999

Image Mattila, 1999

Brand Alonso and Marchetti, 2008
Reliability Jantrania, 2002

Elegant Cesare and Gianluigi, 2011; Alonso and Marchetti, 2008
Creative Cesare and Gianluigi, 2011
Stylish Cesare and Gianluigi, 2011
Beautiful Cesare and Gianluigi, 2011
Exclusive Cesare and Gianluigi, 2011
Ostentatious Cesare and Gianluigi, 2011

Classical Style

Cesare and Gianluigi, 2011

Superfluous Cesare and Gianluigi, 2011

Price Mattila, 1999; Alonso and Marchetti, 2008; Ha and Jang,
2013; Jantrania, 2002

Service Ha and Jang, 2013; Jantrania, 2002

Color Vriens, Marco, Hofstede and Frenkel Ter, 2000

Weight Vriens, Marco, Hofstede and Frenkel Ter, 2000

Craftsmanship Bolzani, 2018

Tailored Cesare and Gianluigi, 2011; Jiang, Scott and Ding, 2019

Inaccessible Bolzani, 2018

Functional Cesare and Gianluigi, 2011; Jiang, Scott and Ding, 2019
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o o ¢
MANN

o (%

)
NIUHIVY

eDe

Natural

Li, Chang and Chang, 2016; Lin, Jeng and Yeh, 2018

Speed of service

Wansink, 2000; Colombelli, Paolucci and Ughetto, 2019

Refined Bolzani, 2018

Beautiful Cesare and Gianluigi, 2011; Jiang, Scott and Ding, 2019
Exclusive Cesare and Gianluigi, 2011; Jiang, Scott and Ding, 2019
Sophisticated Li, Chang and Chang, 2016; Lin, Jeng and Yeh, 2018
Location Amatulli and Guido, 2011; Hung, 2018

Profitable bargain Linda and Pirjo, 2011

Fulfill the functional task

Linda and Pirjo, 2011

Not willing to pay for brands

Linda and Pirjo, 2011

Cheaper

Lynch, 2002; Wijk, 2002.

Identical to the originals.

Bloch and Dawson, 1989

Below standard

Nill and Shultz I1, 1996; Delener, 2000

Y o w d [l v J
Vnﬁ‘Nﬁ 2.2 UAANAANNAINHNIANYHRAANT (Consequence)

Adwn Riaide
Communication Mattila, 1999
Has high quality Alonso and Marchetti, 2008

Well-treated

Ha and Jang, 2013

Distinction

Cesare and Gianluigi, 2011

At ease

Cesare and Gianluigi, 2011

Value-work product

Cesare and Gianluigi, 2011

Emotion Cesare and Gianluigi, 2011; Ha and Jang, 2013
Certainty (Guarantee) Cesare and Gianluigi, 2011
Certainty (no regrets) Cesare and Gianluigi, 2011
Confidence Cesare and Gianluigi, 2011
Discretion Cesare and Gianluigi, 2011
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o o d
AMANN

Y o a v
ANNIHIVY

Brand (prestige)

Cesare and Gianluigi, 2011

Status symbol

Cesare and Gianluigi, 2011

Comfortably Vriens, Marco, Hofstede and Frenkel Ter, 2000
Safe Vriens, Marco, Hofstede and Frenkel Ter, 2000
Convenience Vriens, Marco, Hofstede and Frenkel Ter, 2000
Duration Cesare and Gianluigi, 2011; Jiang, Scott and Ding, 2019

Saving money

Ha and Jang, 2013

Distinction

Cesare and Gianluigi, 2011; Jiang, Scott and Ding, 2019

Fondness/ longing

Bolzani, 2018

Relaxation Wansink, 2000; Colombelli, Paolucci and Ughetto, 2019;
Ha and Jang, 2013
Efficiency Wansink, 2000; Colombelli, Paolucci and Ughetto, 2019

Impress others

Bolzani, 2018

Increase self esteem

Wansink (2000; Colombelli, Paolucci and Ughetto, 2019)

Personal Identification

Wansink (2000; Colombelli, Paolucci and Ughetto, 2019)

Enjoyable

Ha and Jang, 2013

Social risk

Cordell et al., 1996: Bamossy and Scammon, 1985

Financial risk

Cordell et al., 1996: Bamossy and Scammon, 1985

Look better

Kotler, 2008

Access to all levels of society

Bloch and Dawson, 1989

Y o o 4 [} 1
Vnﬁ‘Nﬁ 2.3 UAAIAANNAINNNIANYAUA (Value)

o v ¢ Y o a v

ANFANN 4 TNIHIVY
Self-presentation Cesare and Gianluigi, 2011
Relationships Cesare and Gianluigi, 2011; Ha and Jang, 2013

Gratification/Satisfaction/Pleasure

Cesare and Gianluigi, 2011; Wansink, 2003; Collen and

Hoekstra, 2001; Jantrania, 2002

Well-being

Cesare and Gianluigi, 2011
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Amdw Aiaide

Security Alonso and Marchetti, 2008; Wansink, 2003; Collen and
Hoekstra, 2001

Self-Respect Vriens, Marco, Hofstede and Frenkel Ter, 2000
Happiness Vriens, Marco, Hofstede and Frenkel Ter, 2000
Fun Vriens, Marco, Hofstede and Frenkel Ter, 2000
Enjoyment Vriens, Marco, Hofstede and Frenkel Ter, 2000
Belonging Wansink, 2003; Ha and Jang, 2013
Power Collen and Hoekstra, 2001

Self-confidence

Cesare and Gianluigi, 2011; Collen and Hoekstra, 2001

Self-fulfillment

Cesare and Gianluigi, 2011; Alonso and Marchetti, 2008;

Self-respect

Cesare and Gianluigi, 2011; Alonso and Marchetti, 2008

Live better / Freedom of choice

Cesare and Gianluigi, 2011

Respect / highly Considered

Cesare and Gianluigi, 2011

Shared ideas

Cesare and Gianluigi, 2011

Accomplishment

Mattila, 1999; Alonso and Marchetti, 2008; Wansink, 2003;

Jantrania, 2002

Self-esteem

Mattila, 1999; Wansink, 2003; Ha and Jang, 2013

Excitement Alonso and Marchetti, 2008; Collen and Hoekstra, 2001
Family Wansink, 2003; Ha and Jang, 2013

Success Ha and Jang, 2013; Collen and Hoekstra, 2001

Novelty Seeking Phau and Teah, 2009

Image Wee et al, 1995

Social group acceptance

Linda and Pirjo, 2011
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* Institution Email: apichart jee@student. mahidol.ac.th

* Institution Unit: College of Management

* Phone: +6622062000

« Curriculum Group: Human Subjects Research

= Course Learner Group: Student Social, Behavioral & Humanity Research
= Stage: Stage 1 - Basic Stage

* Record ID: 31760919

= Completion Date: 27-May-2019

» Expiration Date: 26-May-2023

» Minimum Passing: 80

* Reported Score*: 96

REQUIRED AND ELECTIVE MODULES ONLY

History and Ethical Principles - SBE (ID: 490)

Informed Consent - SBE (1D: 504)

Privacy and Confidentiality - SBE (ID: 505)

Unanticipated Problems and Reporting Requirements in Social and Behavioral Research (ID: 14928)
Assessing Risk - SBE (ID: 503)

DATE COMPLETED SCORE

27-May-2019
27-May-2019
27-May-2019
27-May-2019
27-May-2019

5/5 (100%)
5/5(100%)
5/5 (100%)
5/5 (100%)
445 (80%)

For this Report to be valid, the learner identified above must have had a valid affiliation with the CITI Program subscribing institution

identified above or have been a paid Independent Learner.

Verify at: www.citiprogram.orgiverify/?k3aaafd30-e2ch-4ef4-b85b-fe185b71879¢-31760919

Collaborative Institutional Training Initiative (CITl Program)
Email: support@citiprogram ort

Phone: 888-529-5929

Web: hitps:/fwww citiproaram org

44



45

COLLABORATIVE INSTITUTIONAL TRAINING INITIATIVE (CITI PROGRAM)

COMPLETION REPORT - PART 2 OF 2
COURSEWORK TRANSCRIPT**

** NOTE: Scores on tniswmreﬂect the most current quiz completions, including quizzes on optional ( ental) of the
course. See list below for detalls. See separate Requirements Report for the reported scores at the time all requirements for the course were met.

* Name: Apichart Jeerawachrakom (ID: 8141712)

+ Institution Affiliation:  Mahidal University (ID: 3292)

= Institution Email: apichart jee@student mahidol.ac th

* Institution Unit: College of Management

= Phone: +6622062000

* Curriculum Group: Human Subjects Research

» Course Leamner Group: Student Social, Behavioral & Humanity Research

» Stage: Stage 1 - Basic Stage

* RecordID: 31760919

* Report Date: 27-May-2019

= Current Score™: 96
REQUIRED, ELECTIVE, AND SUPPLEMENTAL MODULES MOST RECENT SCORE
Assessing Risk - SBE (1D: 503) 27-May-2019 4/5 (80%)
Informed Consent - SBE (ID: 504) 27-May-2019 5/5 (100%)
Privacy and Confidentiality - SBE (ID: 505) 27-May-2019 5/5 (100%)
Unanticipated Problems and Reporting Requirements in Social and Behavioral Research (1D: 14528) 27-May-2019 55 (100%)
History and Ethical Principles - SBE (ID: 480) 27-May-2018 5/5 (100%)

For this Report to be valid, the learner identified above must have had a valid affiliation with the CITI Program subscribing institution

identified above or have been a paid Independent Learner.

Verify at: www citiprogram orgiverify/?k3aaafd30-e2cb-4efd-b85b-fe185b71879e-31760919

Collaborative Institutional Training Initiative (CITI Program)
Email: it I

Phone: 888-529-5829

Web: hitps/Asww citiprogr



p Completion Date 27-May-2019
‘. ae ; Expiration Date 26-May-2023
<% PROGRAM : _ Record ID 31760919

This is to certify that:
Apichart Jeerawachrako

Has completed the following CITI Frogram course:

Human Subjects Research (Curriculum Group)
Student Social, Behavioral & Humanity Research (Course Learner Group)

1- Basic Stage ‘. o i ?f iﬂﬁw{ ]ﬂ :

Under requirements set by:

Mahidol University allabgrativ

Verify at www.citiprogram.org/verity/?w3d3ea8ec-7fac-45a2-b0ef-fd8553e7d127-31760919
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Value-work product
Emotion 1 11
Certainty (Guarantee) |
Certainty (no regrets) |
Confidence

Discretion |
Brand (prestige)

Poinmionts
[Safety

Value of money

|Quality
Filling

Consequences

c less
Third-quenching
More feminine

Avoid negatives




Values

Consequences

Self-presentation

Relationships

Gratification

Well-being

Self-confidence

Self-fulfillment

Self-respect

Live better

Freedom of choice

Respedt/highly considered

Happiness, Enjoyment

Shared ideas

Pleasure

Accomplishment

Family

Belonging

Self-esteem
Sodal recognition

[Prestige

Self-confidence

Self Achievement

Hedonism
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