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3.5.2 MINATOUANNFOIY (Reliability)
1 U =) Q(
e 1ains 19 msmearduiszansuean1vesnsouia (Cronbach’s alpha

coefficient) Lwewm'1ﬂamg%eﬁuuamsafﬂﬁeusﬁ'a11“aéueuwiazﬁ’mﬂs“lmmuaemm

s 1 1

x 1 [ g 1 1 3 1 1
(Reliability) ¥43A1085511319 0 04 1 Tagyianaannia1u1nn 0.7 ¥u 'l azdenaininy

U
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werurunaitaziuneonsyld (Chuadhary & Chanda, 2015) das1ea1umalunsanail
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ﬂ']ﬁ']\?ﬁ 3.1 @nﬁ’]ﬂl!ﬁﬂ\‘]ﬂ'ﬁ'Jlﬂﬁ'lz‘ﬂﬂ']ﬂ'J']Nl%ﬂuualullﬁagﬁquﬂﬁ (Cronbach’s alpha

coefficient)
U o J ‘ﬂ‘ & U ) Qd
ﬂ'J!!‘IJi T1UIU ﬂ1ﬂ'«]13~l!‘l§§]3~luﬁ3~lﬂ‘§$ﬁ‘ﬂﬁ
U dq’QJ
153N !!i’)ﬁwﬁli’)\‘iﬂ‘ii’)uﬂ1ﬂ
(Cronbach’s alpha coefficient)
Tademumssuinunn 5 0.837
(Perceived quality)
[ Aa A 4
ademuns gl 5 0.849

(Ecological motivation)

Madsmuiauafnonand s 4 0.721

(Attitudes towards product)

assauaulineda 3 0.864
(Trust)
Tavedunnuailade 3 0.867

(Purchase Intention)

aa a ¢y
3.6 aﬂmmzmnamwwmay’a
ﬁﬁl\‘ﬁnﬂﬁijﬂi3“ﬂ1§ﬁ@ﬂl!ﬂﬂﬁ@ﬂﬂ1ﬂﬂiﬂ@1ﬂﬁi'lu'gugniﬁlu'l@"llf]\‘lﬂﬁjhlﬂﬁ’iﬂ1ﬂ
{ o o g o 5. 3 ..
nhmsAnpawiuaasudau mniudIveldlUsunsudr5eg1) SPSS (Statistical Package
. . A o v ~ Yy 1o " Ay o = a 7
for the Social Sciences LW?J‘HWJ?JQ?J'VIﬂ?ﬂ%ﬂﬂ@jﬂ@”@ﬂ?ﬂ'ﬂ@@ﬂﬂTﬁ'VﬂﬂTiﬁﬂ’]&ﬂllﬂ'JLﬂ§1$ﬁ1ﬂN

Aan 9 [ A o gx dy
a0d aaenaurveaglamiaglszasaivelunsail

d
3.6.1 MIATTHIVoNATINTSUU (Descriptive Statistic)

U

9 vy a

A o a 4 ) [ o
Aave launislgnisinsiziuazudasnad 1S udoyaaIungAnssy anyue

U

ke

a

J t4 a v A @ 4
Uszannsmani uazlszaumsaivesdus Inalumsdadulodonaasmal Plant-based food

YoRU3 Inaau Ine Taeaiosaz (Percentage) ag M3UINIIIAND (Frequency)
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3.6.2 M3INTITTINONATOUANYAFIUNINMIIVE
YA o P gan a J . .
E;IJ’Ji]EJllmJmﬂ‘]ﬂ‘ﬁmi]mﬁ%‘}’imiﬂﬂﬂ@ﬂw}{jﬂm (Multiple Regression) (L8 P13
2A0081F4dUE19418 (Simple Linear Regression) Iaslimsmvualiiaszauanuiesiui 95
4 A 1 1 [ @ o (2 Aaa A d’ A =
wostau wie aglusznineszauiodingnieada @ 0.05 et muievzAnyIm

v o & o ' A Yo Yo =
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ao v A 1 v A ¥ a o 4
ﬂ'liﬁﬂ‘]eﬂ’ﬁ]fl!ﬁﬁ]\i “ﬁ%ﬂﬁmwammmmu%%wammm Plant-based food U®4

Yy a ya o Y I 9 4
Aus Tnaaulne” F3veldinusiusindeyasnnisnizaeuuudounivoou lail llaiw

G

g ] 4 9 =< Qdy d A 1A 1

Foaneon lataee wu lail man aaoa l)audnouyiinoou lanvsonguilauusenia
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latpaninedveenunannaaiodaInaunuoInie IaslmsnuaIos NERUIIUTDUDIN

9 v H v

1ansdusuau 566 ya Taonuuaeuniuirmumsaansodlumsimsanemasniini

v y ¥, ¥ 9mnoyyo & v
ATURIULAZYNADINITUTIUIU 466 A 1NUU {98 1ALz IUNINA 429 90 (Fovaz

e w R o Y o A a 4 9 aay ¥ v 1 ,;'
92) m%&muwayammmumsamﬁwmzazmmaﬁ;ﬂmNﬁam"lﬂmuiwqmwamm"lﬂu

[y [ Y Y
4.1 anvazilsznnsmanivenguaeananiny
Mniand wwnulszxnnsiaeuuuuaeunuiluwands Gevaz 54.3) 91y
5¥1919 26 - 35 1 Gowag 45.0) aorunm Taa Gevay 51.3) awumsanuluszay WSyanas
A = 1 Y = @ a o Y =~ k) a 1
vsofeum (Fesaz 54.1) Uszneuedn wiinauussnenyu (Fevaz 36.6) Us1e ldmasae

@oU 15,000-30,000 1M (Fegaz 38.7) lagliseazdeandluaisiain 4.1

A @ 4 1 ( ]
MTNN 4.1 GﬂiNLlﬁ'@‘l\‘mﬂHﬂ‘lgﬂ‘ig‘BWﬂiﬁWﬁ@iﬂl@\?ﬂQN@]’)@ﬁlN

anyoy U Soaay
1. 0@ %18 178 41.5
N 233 54.3
=
INANINLADN 18 4.2
39 429 100
2078 18-251 66 15.4




{ o 4 1 o ] 1
A15197 4.1 @nﬁ'l\‘lllﬁﬂx‘laﬂ‘]%lﬂ!%ﬂﬁ%%?ﬂﬁﬁ?ﬁﬂﬁﬂl@ﬂﬂ@ﬂﬂ?@ﬂN (919)

anya NI Soaaz
26-351 193 45.0
36-45% 170 39.6
5 429 100
3. 40UMN Tara 220 513
quse 135 31.5
W39/ wennuey / vishe 74 17.2
59U 429 100
4.52AUMSANE mnInfByanes 113 26.4
Pyanaivsoeum 232 54.1
Yo Invsogana 83 19.4
57U 429 100
5. 013N HniTeuATnAnL 19 44
WINNUUTENNTY 157 36.6
51M5/F TN 61 14.2
REAL aﬁiz(Freelance) 99 23.1
UsenoUFIN T IUAT 93 21.7
57U 429 100
6.518141 #1131 15,000 DN 57 13.3
15,000 - 30,000 LN 166 38.7
30,001 - 45,000 LN 111 25.9
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{ o 4 1 o ] 1
A1519N 4.1 ﬁWﬁ'Nllﬁﬂx‘laﬂ‘}elﬂ!%ﬂﬁ%GIf'lﬂﬁﬁ'lﬁﬂﬁﬂJ@\?ﬂ@iJﬂ'J@ﬂN (919)

anyoe NI Soaaz
45,001 - 60,000 LN 55 12.8
60,001 vl 40 9.3
52 429 100

4.2 MINATOVANNAFIUMIADA

a Y [ a a J 1
4.2.1 ﬂ'liVlﬂfT’E]‘]JﬁMﬂJﬁj@?Hﬂ?Ufﬂﬁ5‘]_|%}ﬂi1!ﬂ'lWLLﬁ3@91}']141,15\‘1i]\ﬂi]L"]NUL'JﬁUﬁQNﬁG]E]

9 an a 1Y o A
NAUAAADNAANUMN Plant-based food maqé'uﬂﬂﬂﬂu”lm
mﬂamazmﬁ 1 wag 3 (H1, H3) Wy ﬂi}iﬁ“ﬂﬁ’ﬂ!ﬂﬁ%’ﬂi’ﬂﬂ;ﬂWW (Perceived
1Y a A 4 [ 1Y Y] a
quality) tag ﬂmaﬁ’mmqgﬂmmunﬁu (Ecological motivation) @4#a 1AgAINY NAUARAD
a [ o a o < 1)
NaanN (attitude toward product) MINHANITAUATILHOADDY ANOVA Test waaaliiiuszay
v o (% [ d‘ (% a 3’; % 9 1
Had1AYy p=0.001 (F, ., = 189.467) gataaaluaisan 4.2 Tagauilsdaszna 2 aaulslaun
[ Y] [ ) 4
Jatea 115U AN (Perceived quality) tag Tasea1unsageladaiingd (Ecological
a Y 9 a a [ 4 1w
motivation) AWI5D0TV1IANNUAULLTUDINAUAANDHAAN UN (attitude toward product) (N1

%’aaaz 47.1 (R2= A471) Autanglumsg 4.3

o Y v 9 N . v Y A a J
M1319 4.2 ﬂ%ﬂﬂﬂWﬂﬂWﬁiUﬁﬁ]mﬂTW (Perceived quality) o ﬂmamumqgﬂmmumﬂu

@ 1 o 4

(Ecological motivation) UONTNAND NAUAAADKNANN UM (Attitude towards product)

ANOVA®
Sum of Mean
Model Squares df Square F Sig.
A Regressio 116.920 2 58.460] 189.467 <.001
n
Residual 131.443 426 0.309
Total 248.363 428

a. Dependent Variable: Asum
b. Predictors: (Constant), EMsum, PQsum
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{ ' aa a d &Y @ aa a o J
A1519N 4.3 MADAMIAATIEHANUAULLSNAUARRDNAAN N (Attitude towards product)

Model Summary®

R R Square Adjusted R Square Stid. Error of the Estimate
686° 0.471 0.468 0.55547

a. Predictors: (Constant), EMsum, PQsum
b. Dependent Variable: Asum

A a J 2 @ a ' v 9 v Y
LN@?Lﬂ51$W1u51ﬂﬂ$L@ﬂﬂﬂlﬂﬂﬁﬂllﬂﬁﬁ)ﬁiz WY1 T998AIUNITTUITAMNIN

Y a

@ a A 4 [ v o
(Perceived quality) LLa1 ﬂmaﬁ’muﬂgﬂmwm’mu (Ecological motivation) IANUFUNUTNU
9 an a [ 4 ~ [ @ o @ % v a
NAUAAADNANNDUN (attitude toward product) NTEAVUIAIANY p= 0.000 ﬁqauuﬁuuﬁumgm
td' = U a Q( % a 1 Y
711 uag 3 (H1, H3) lasimduillsz@nsonnosvesnnlsoasy (B) N 0.415 ey 0.373
ORES RN

~ 1 aa a 4 Aa b Y v 9 o 9
ANTNWN 4.4 ﬂWﬁﬂ@ﬂﬁi3Lﬂ51$ﬂﬂ31ﬂﬂﬂﬂ@ﬂllﬂﬂﬂﬂﬁ (Coefficients) muﬂ%%amumi‘mi

[ a A 4 a a
AUNIN (Perceived quality) LA ﬂﬂﬂﬂﬁmmmﬂmmunﬁu (Ecological motivation) Honsna
1 @ a a o 4 .
70 NAUANADNANNUN (attitude toward product)

Coefficients®

Unstandardized Standardized
Model Coefficients Coefficients
B Std. Error Beta t Sig.
(Constant) 0.216 0.179 1.209 0.227
PQsum 0.479 0.047 0.415 10.120 0.000
EMsum 0.417 0.046 0.373 9.102 0.000

a. Dependent Variable: Asum

@

a @ @ an a Jd 1
42.2 ﬂ'liﬂﬂa@ﬂaﬂ\lMﬁﬂ'luiﬁ"%ufﬂiiﬂgﬂmﬂ’lWLlagﬂﬁuﬂ@ﬁ’ﬂWﬁﬁﬂmm NG 1D

Y 1 a o J 9y Aa
anul3nalasenansaai Plant-based food ¥oIKU3 Tnnaulne

FAUNIN (Perceived

u 9

NINFUNATIUN 2 naz 4 (H2 , H4) wu Tatsa1unssy
Y] a a [ 4 1 [
quality) Lag NAUAGABDNANNDN (Attitudes towards product) daralagasany anu'l3nede

a ] v o
(trust) 1INWANITAATIZHOANDY ANOVA Test uaaalriiiuszauiodinn p=0.001 (F, ,,, =

132.194) aauanaluaisnei 4.5
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{ 1 aa a d [ @ a
A1519N 4.5 ﬂ'lﬁﬂﬁﬂ'lﬁ')LﬂﬁW%Wﬂ'ﬂiJﬂﬂﬂﬂﬂﬁ?ﬂﬂ?ﬁiﬂgﬂﬂ!ﬂ'lw (Perceived quality) Qg NAUAA

1 a Y] I'd 1 1
ADWANNUN (Attitudes towards product) danagonu1ila (trust)

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 72.026 2 36.013] 132.194 <.001
Residual 116.053 426 0.272
Total 188.080 428

a. Dependent Variable: Tsum
b. Predictors: (Constant), PQsum, Asum

A a 4 2 @ a ' [ o 9
!N@?Lﬂi’lg‘ﬂiu518'ﬁ$L@ﬂ@ﬂlﬂ\?@]ﬂllﬂi@ﬁig WU ﬂi]ﬁ]ﬁlﬂ’luﬂ’liiﬂiﬂmﬂ’lw

(Perceived quality) az TATeAUARABHANS M (Attitudes towards product) NANVFUWUT
A Au'131319 (trust) ﬁizﬁuﬁﬂﬁﬁq‘l p=0.001 éqaﬁuﬁuuﬁwﬁgmﬁ 2uae 4 (H2 , H4)
Tasansnesuneanuiuulsanudnadumsuiesas 38.3 (R=0.383) aauaaaluaisg 4.6
wagfimduiszantonnesvesiudsdass (B) iy 0.407 waz 0.280 amdy duaaslu

AT 4.7

A 1 Aan a 4 @ Y
A5 19N 4.6 MADANMITAATIZHANUAULY S mm”han“li] (Trust)

Model Summary®
R R Square Adjusted R Square Std. Error of the Estimate
619° 0.383 0.380 0.52194
a. Predictors: (Constant), PQsum, Asum
b. Dependent Variable: Tsum

{ U Aaa a 4 a [
@]']3']\117] 4.7 ﬂ']ﬁfl@]ﬂ']i')kﬂﬁ']%ﬁﬂ??uﬂﬂﬂﬂﬂllﬂﬂﬂﬂ@] (Coefficients) ﬁ1uﬂ’]§3ﬂ§ﬂmﬂ’]w
@ a a @ 4 1 [
(Perceived quality) g NAUAGADNANNDN (Attitudes towards product) a9ma 1Agasan AN

13114979 (trust)

Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
(Constant) 1.521 0.153 9.971 0.000
Asum 0.354 0.042 0.407 8.509 0.000
PQsum 0.282 0.048 0.280 5.856 0.000

a. Dependent Variable: Tsum

a o a 1 a @ g 1
4.2.3 ﬂ1i°l/]ﬂ’df]°ﬂﬁllMﬁﬁWHﬁ1uﬂﬁuﬂmlﬁ%ﬂ’ﬂllll’ij’ﬂ\i1% ADHNAANUNTINDAND

9 Y
(g a o J a
ANUAI1%e WAAANN Plant-based food ¥04413 Inanau Iny
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a 1 1 [ 9 a a [ 4
VINAVNATIUN 5 1AL 6 (H5 , H6) wu Jatemusinuaanenansa (Attitudes
v 9
toward product) 118z 7131331919 (trust) demalaensaiy ANNAslade(Purchase Intention)

MANANITIATIZH DAY ANOVA Test taadliifiuseauiiod Ay p=0.001 (F, ., = 121.055)

aauanalunisnen 4.8

{ ' aa a d o a J a o Jd 1
A1519% 4.8 mﬁaﬁmﬁami13wmmaﬂaaﬂﬁ’mmﬁuﬂmmzmm"lﬁ’an%mwammmmwam

g f a @ J a
A1uAel9FoNaANUN Plant-based food ¥0HUS Tnaau Ine

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 90.930 2 45465 121.055 <001°
Residual 159.995 426 0.376
Total 250.925 428

a. Dependent Variable: Plsum
b. Predictors: (Constant), Tsum, Asum

A a o = (% a 1 v Y Y] a a [ 4
WIATIZH WS 1wazBeavealnlsoase wun Jatemunauannonannumn

. Y = v o Jo e dy
(Attitudes toward product) 118z 7211 1321919 (trust) Danudunusny auaslade (Purchase
Intention) N3ZAVUBEIAY p=0.001 FIATUAYUANUATIUA 2 uag 4 (H2 , HA) Tageunso
a &Y Y 'V v 9 2 [ =
aueanuRulinu 13 lumnudesas 38.3 (R*=0.383) Asuaaslua1s1e 4.9 uagiia

< 1 v o QU U
duilseansoanosuesnnlsoase (B) MY 0.407 1A 0.280 MNAIAL ALEAIIUA1IT19 5.0

A 1 aa a 4 &Y & {
AT NN 4.9 MADANITAATIZHANNAULY S ﬂ'J'IlJGNGI,%:]!ﬁ] (Purchase Intention)

Model Summaryb
R R Square Adjusted R Square Std. Error of the Estimate
619° 0.383 0.380 0.52194
a. Predictors: (Constant), PQsum, Asum
b. Dependent Variable: Tsum

1 1 aa a 4 a v a
A1319N 5.0 MEDANITAATIZTHANNDADILLUYNA (Coefficients) ﬁlWHﬂﬁuﬂ@]LLﬁgﬂ’JTﬂJ
Y ] a o g 1 Z}_, g a o 4 Yy a
"bmﬂwmwammmmwamemmmiw@wammm Plant-based food "lJi’]QEj‘]JiIﬂﬂﬂu]l‘VlEJ

Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
(Constant), 1.521 0.153 9.971 0.000
Asum 0.354 0.042 0.407 8.509 0.000
PQsum 0.282 0.048 0.280 5.856 0.000

a. Dependent Variable: Tsum
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a J a ] 3
%'lﬂﬂ'lﬁ']m313ﬁﬂWﬁﬂﬂﬂﬂmsﬁﬂlﬁ%juﬂﬂWQ\‘]'ﬁJ (Simple Linear Regression) {agnN13

DANPENYAN (Multiple Regression) {adeamnindjlavuagiuauiselaa

A a J o A 1 o A tg a o J
137190 5.1 ﬁ'?ﬂﬂﬁ’llﬂi?gﬂ “Jadenasnwanomsandulasonannaa Plant-based food Vo4

Y a
AUs Inaau lng”
AUNATIUNUIY HaNINATY
quNATIU
a d' o 9 o 9 AAa A 1 v 9 [ a @
AUUATIUN | ﬁimﬂmumﬁmgﬂmmwmmwamﬂmﬂmuwﬁuﬂma auuTUU
A o J Y A
(H1) WannalnPlant-based food ﬂJ@QQU’iIﬂﬂﬂull‘ﬂEJ
a ~ v 9 v Y AAa a [ v 9
AUUATIUN 2 ﬁimﬂmumﬁmgﬂmmwmmwamﬂmﬂmumm
9 1 a [ 4 Y a o
(H2) 13 aladenansaaiPlant-based food mmguﬂﬂﬂﬂu"lm auuTUU
a ~ v 9 ) A A 1 v Y (9 a
AUUAFIUN 3 ﬁmﬂmmmgﬂmmunﬂummwamaﬂﬂ%mumﬂuﬂ@
1 a (% 4 Y a o
(H3) foanNanNUNPlant-based food mm@uﬂmﬂu“l‘wa auuayu
a ~ v 9 9 a a [ A A 1 v 9
qUNAFIUN 4 1A UNAUAAADNAAN UNLONTNANDTIVIA 1AW
9 1 a (9 4 Y Aa @
(H4) "lrnn“l%mwamﬂmmPlant-basedfoodmmguﬂﬂﬂﬂu"lm auuTUU
a ~ v 9 % a a [ A A 1 v 9
AUUAFIUN 5 U UNAUARADHAAN UNVONT NN IVIAIUNIT
9
v A a [ o a @
(H5) aduliyonannma Plant-based food Y413 Inaaulne | eriudayu
a d' v 9 9 1 a @ A A 1 o 9
TUUAFIUN 6 assarunnulinaladendasausinonsnaneifadeaiy
9 9
Y a @ 4 a Y]
(H6) A1uadladenannaum Plant-based food maqﬁuﬂﬂﬂﬂu auuTUY

Tne




0.415**

PERCEIVED >
QUALITY

0.280**

ECOLOGICAL | 375

MOTIVATION

MNA 4.1 MNaUHaIUIY

Attitude
toward
product

0.488**

\ /

0.170**

PURCHASE

INTENTION

*p<0.5; ** p<0.001

27



28

=
Unn s

aslwam iy

v
a o IS !

A = =~ o @ ] X a @ 4
U UMTANYUNEINVUN VNV 098 mwaﬂemﬁm%mewaﬁnmm

9 [

Plant-based food ¥034U3 Inaaulne Tasisznoulidre Suinmnin (percieved quality),

4 a
a o 4

Aa A 4 o a
uiﬂgﬂﬂmunﬁu (Ecological motivation), NAUANGDHANNUN (Attitude toward product), AN

a

4 @ A ' v Y - 4 . . U {d
FoNU (Trust) Ndananeladeaun1uAlaGodUAT (Purchase intention) lunguau lnediilu

Q

4
(%

Y a a o J a o Ja 9 Jas
Qﬂ‘iiﬂﬂwﬁ@]ﬂm"ﬂ Plant-based food Gl‘Llfﬂi’Ji]ﬂﬂi\‘iuslclfﬂ]‘ﬁﬂ?iiﬂﬂﬁ?ﬂﬂl@pjﬁiﬂﬂi%’)‘ﬁfﬂi

De

[ J 1 @ 1 o o ] 1Y 9
5'3“].I5’J‘JJN11JLL‘]J“U@'01J013J®E]HUla‘L! 1NNYNUAIVYNIITUIU 466 AIBYN LAY ARNIBIUDYA

[ ' 9 L @ Y Y 9 = o Y
@Nﬂa’niﬂﬂslc]ﬂﬂﬂ‘l"lﬂGL‘L!f‘l’]i')ﬂﬂ’J’]llgﬂ@]@Qllag‘ﬂillfl')u%@Q%@Haﬁjuﬂﬁﬂigﬁﬂﬂ’limmﬂﬁZ\!ﬁ@ll

9 @ o

9Ja 4 a o %JJ o ] g’; y a 4
guvaeuoIud M uiu 1$3n512 1 1w ItenInua 429 A7981 ﬂWﬂuuLﬁfJ’JLﬂi1$1"i

I o

av 9 Y o ) o v o @ 1 2
WaN1338LLa7 N'Ji]f]llﬂ ']ﬂ'lfl'ﬁ?ﬂWﬁ\ﬂuﬁjllﬂQﬂlalﬁu@uugGl’lllﬁ'gsllaslua']ﬂﬂ@]ﬂhlﬂu

u

5.1 anUs1anam sy

¥y 9
v A o

1 H 9
GI,‘L!fﬂiﬁﬂ‘kﬂﬂ]*ﬂElﬁl,uﬂi\iuﬂ1ﬂ1‘iﬁﬂ‘kﬂlﬁﬂ’3ﬂﬂﬂﬂﬂWﬂﬂlﬂﬁﬁﬂﬂﬁlﬂﬁ\iwaﬁ@ﬂ1iﬁﬁﬁli}

¥ a [ 4 a a o an Ao 4 o
%@Wﬁ@]ﬂm"ﬂ Plant-based food ﬂl@ﬂﬂjﬂiiﬂﬂﬂuqﬂﬂ i]'lﬂNﬁGlUﬂ'li'JLﬂi'WWﬂ'Nﬁﬂﬁ Q'IU'JﬂEJﬁ‘VH

Ao vog = a [ 4

v v 4 ¥
Wmmmﬁﬁ%mm EJTI?J’EJQLLQ’JL?]EJ’JWUﬂi]i]EJ'V]ﬁﬁWﬁﬁ@ﬂ?iﬁﬂﬁHiﬂ%@Wﬁﬁﬂm“ﬂ Plant-based

[

9 A 2 9 A A a rd Aa 1 o A
food llﬂi]’]ﬂﬂﬁsuu Iﬂfl]lﬂlwm LLN@Q%WQHL??{M 4ag NITTUIAUNIN NUNANDNTITNAUANND

U a

2

Aa o SR [ = ° 1 2 dy v ¥ ao dyd 9 Y I [
Nﬁ@]ﬂm”ﬂ‘ﬂﬂﬁﬁﬂﬁﬁ@ﬂ')’]ﬂmﬂ% m%mmgmmm%%@ mummnfmmﬁmauiwmum

a 1

[ @ g’./ a @ @ aa a @ 4
Tasemumssuiaunmiuiioninasedademurirunanonanimal Plant-based

=2 Y

a . < @
food m@ﬁﬁjﬂﬁjﬂﬂﬂuqﬂﬂ “ﬁﬁllﬁﬂﬁiﬁlﬁuﬂ\‘]ﬂ'J”I‘JJﬁ@ﬂﬂﬁi’)x‘]ﬂﬂﬂ”lﬁﬂﬂﬂ'll!'liﬁmﬂiiﬂlmz

]
Aav A

Y o = VY A g a [ a 9 g Y
\T”Iu’ﬁ]fl‘l/l"lﬂ‘l/l"lﬂ"liﬁﬂy"m"l'ﬂ @,uﬂﬂﬂuu%zumss‘ug!,Laz‘wmimwayauuwugmmmgmm
9 4 o v Y o ar A A
HJﬂﬁ]tﬂﬂﬁlﬂ']Jﬂ”lii']Jgﬂil!ﬂTWélli’J\‘l@LlLi’NLL@Sﬁ]gﬁﬂ‘ﬂﬁu@\‘l@ﬂﬂqﬂlﬂuﬂﬁuﬂﬁﬁﬂﬁﬁﬁ"ﬁ‘] Iﬂﬂllli’)

9 a Yo 9 a o J 1 s & 9 Y Y a
quﬂﬂﬂ"lmugﬂmmwmmNa@mmmmuﬂsmumim WUITUANYY ﬂ’J”IﬂJHJ"I%]‘U@QEj‘]JiIﬂﬂ

1 a @ 4

Y o 3‘1 =2 v Y a o a Y a A A A Y a 3‘1 A j’ = Y
Ll,a’Jﬂ\ﬂ!uilﬂﬂﬂiﬂ!ﬂﬂ%ﬂuﬂﬁﬂ]@ﬂﬁﬂiiﬂﬂ%uﬁﬂwa@]ﬂmcﬂ%ﬁﬂiiﬂﬂuum@ﬂ%@@ﬂﬂ?ﬂ

g’/ 2 o al a [ P 1 [ 4
Schiffman & kanuk (2000) 8n13gU3 Tnnvziiirundnendadausinuanaenuesn liitiesan

Y A

' 9
ﬂ1iiﬂiﬂmﬂ1wlLﬁZLﬁf]ﬂi]%ﬁ]@ﬁh’ﬂ%ﬂﬂWiﬁﬂﬁuﬂﬂﬁﬂﬂ\iﬁNﬂuulmﬂ@nﬂﬂu (Hawkins, Best, &

U 9



29

v 9
Coney, 2004) Na1379 MI5TVIANMNVBIAUT InANUANAIA U HEIHaA N AUAR TUMTIADN

Ay a @ 4 Y Aa A 1 v A Y
"lff)Naﬂﬂﬂ!cﬂﬂlﬂﬂIZJ‘]JﬁIﬂﬂ“VILW]ﬂﬂNﬂH@ﬂﬂ'JfJ

a J

dy v 9 g}/ aAa a J 9 Y a d‘d
HININU ﬂ'lii‘Ugﬁ]ﬂ!ﬂ'IWL!L!3JEJ°I/I’ﬁWal.slf\‘l‘U’Jﬂﬂ@ﬂ’NiJllﬂTNﬁl%GUﬂﬂEj‘UiIﬂﬂ“ﬂMﬁ@

v H ! H 9
FIHANWNMITIVINNADATOAAFOINVIUITENAILLT WU NFS TnAtusy

SaNve

a [ 4 U 1 v o o ' . {
ﬂ!ﬂWWGU’E'J\‘lwaﬂﬂﬂ!“l’lﬂ3ﬁ'\‘]Waf’)ﬂ'lﬂﬁuﬂﬁ']ﬂﬂluﬁf’)ﬂ'ﬂull'ij'ﬂﬂﬂ (Purnamasari, 2018) i AREAL

P}

2

a @ 1 0o w [ @ a [ 4 a [ 1 1 4 g’/
1JiTnmuimﬁmﬂﬁ’mmmﬂmﬁumﬁwwmwaﬁnmmuazmmﬁmmammmﬁmuu%q

- e

a ' v o w o @ o a @ a
’?NWaHN']J’Jﬂ@EJ'Nﬁuﬂﬁ'lﬂiy}hlﬂflﬂﬂfﬂllvl%)’ﬂﬂ%] (N NANBI LA JITTUT HUNFAI,

v
AA a @ 4

v
1 a Y Yo
2009) na1afe A 1319lavedus Inanlinewdndmal Plant-based food WU lasUHaNIIN

4 Y a g‘.: v <R v Y {a a Y] 4 [ g}; = 1 o
L‘ﬁ't’]E‘»{'U5TﬂﬂuHﬁigﬂuﬂﬂ\‘lﬂ'ﬁiﬂiﬂmﬂWWﬁﬂﬂlﬂﬂWaﬁﬂm“ﬂ Plant based food AYUUIITINAN

T7AU3 Inaiiviruaddeannaenaasasiuazii luganu 1inddedendasusi luiiga
v 9 o 14

H1 : Tesedusuiaanin (percieved quality) ionsnadeiAuaRnonNanf a9l

U 9

(attitudes towards product)

v Y [ . . a Aa ' FY
H2: ﬁmﬂmuiugﬂmmw (percieved quality) nanswaae A 139l (Trust)

v
[

=1 = v X 1 1 a @ a Y a a ¢ A
@ﬂﬂuﬂﬂﬂﬂﬂcﬂﬂﬁﬂWﬁﬁ@WQﬁﬂﬁiMllagﬂﬁuﬂﬁﬂJ@QQﬂijﬂﬂiuﬁa1ﬂwaﬁ UNIN

@

yd Aaa

A 9 o A a s Y A A A o ' Ao 2 A
AULIAADY uuﬂ@llﬁQQQifﬂlﬂf\iunﬁUﬂ@Uijﬂﬂuﬁﬂwa@lﬂmcﬂ Iﬂﬂﬂ’]ﬂﬂﬁﬂ’]ﬁ?ﬂﬂﬂ’mﬁﬂﬂ“ﬁqu

1 1 Y 1
ﬂ'J’]iJﬁi’)ﬂﬂg@Qﬂﬂﬁqujﬁ]ﬂﬁpnuln Iﬂﬂﬁ]’]ﬂﬂ’]ﬁﬁﬂi&n‘wu’)'] lﬁ@éjﬂﬁjﬂﬂuuﬁigﬁuﬂglﬂﬂqﬂﬂ
A o JdAo = =X y o A v ' Yy a a A
Wﬁ@]flmm‘ﬂﬂ']1NﬂQﬂ’]ﬁﬁuﬂﬁuu’ﬂ’]ﬁﬁﬂyqﬁ\unﬂﬁf’)ll Iﬂfﬁ]gﬁqWaiﬁaﬂﬁiﬂﬂlﬂﬂuﬁQﬂ\iiﬂlGﬁﬂ

a e" 1 ] v o w 1 a o a a Aa Aa J [ 4
unﬂw‘fiwzmwaasmﬁuaﬁmtymawqmﬂﬁmmzwﬂuﬂmmﬁuﬂﬂmmunﬁuﬁ@@mﬂy
9

faandon (Lopacinska et al ,2022) @127 WoALS Inaaszmindamssnudunadouaaiu

'
a o I~

panfaainLusI9e lusadnmitlnaduinaeinunavedus Inaaonanf s Plant-based

food NeniuaywFatina
[ Aa A 4 Aa A 1 @ a
H3: ﬂ%%ﬂﬁ1ulliﬁ@ﬂ‘ﬂ!ﬁ]ﬁm3ﬁu (Ecological motivation) HONTNANDNAUAAND
a [ 4
HWannn (attitudes towards product)

g’/ @ a Y Aa @

a g Aa A
@ﬂﬂﬂﬂﬁuﬂﬁ"“ﬂﬂﬁlﬂﬁiﬂﬂuu Quﬂﬂﬁwaulﬂ

U

Y]

Y Y= Aw
a1 191919 1dd 99 nwaive
Y

]
A v o A1 W a a

aeandenuuItsnouniediiveddynivinuaavesdus Inauudwwanazih llgaiu

U

2

g’/ 9 o

= 1T A o J o 2 a a 1 a o 4
Pnalvvesdus Taaguaaduat auiuingys Inaliiauaaizauinaenaasus Plant based



30

1 a { [ a o I'd A 3
food D9vzdewalinnulinelvvedus Inanfinonaniua Plant-based food MWNIUAIE 1AL
[ a a a @ 4 g}/
ergaawalifgus Ina inadelududwazmaasmaitiug (cek, 1993)
Y] o al a Y] 4 a A J
H4 : ﬂmﬂﬁ’mwﬁuﬂmawammm (attitudes towards product) Jonsnane AY

1491979 (Trust)

dy Y 1 a 1] 4 g’/ 1 a 1 Y Aa
uaﬂmﬂumm"bmﬂwewammmuumWammnfma@uﬂnﬂ%mﬂumﬁ

9
v

v A ¥ a o J a o aa o Aav A
ﬂﬂﬁualmﬁaﬂ%waﬂﬂmm TagnansIenana uﬁﬂ']'mﬁ@ﬂﬂg@QﬂUQWHQﬂﬂﬁWWHNW LA
Vv

Y
Tiiudanganssulunsldiievesdus InaiuiuegiuaiuiinelevesdusInn (Nah,

Y
Jdou v R o

2007) ﬂf,ﬂ’Jﬂﬂ ma@miﬂﬂumm"bmﬂ%mawammmmuwmﬂwmwawwaﬂmammm%

dy a Y a @ cr'llﬁ)d[ Y v oA Av A Y Y = ] ~
FOAUAWLASHANNUN LA Glfilﬁ@@ﬂﬁﬂ\?ﬂﬂ@ﬂ\‘l'lﬂ?ﬁ]ﬂ‘]/l!&ﬁﬂ\ﬂ’ﬂ’ﬂ mm"l’;’nﬂi]ummaamm

[

v o J v A 4 Y a 1 1 Y a
Wad aumaﬂﬁmﬁuGli]c%mmrguﬂﬂmmazuﬂﬂa (Wang et al., 2006) NA1IAD MINAU3 1A

Y
Y A v QJ

1 a @ 4 } )
uuﬁﬂ’(]m”l’?’mslmawa@ﬂmm Plant-based food d819UUYT

u

[ g’.} 1 a 9 A
U FINaBIUIn TH I

yq & a s Y a v P R
ﬂjTﬂJGlQiﬂcﬁallagWa@]ﬂmcﬂﬂ]@\iE“Lliiﬂﬂiﬂll’]ﬂﬂ\ﬂluaﬂ@jﬂ

v 9 Y a A 1 g}J ¥ . .
H5 - tadsauany inala (Trust) Honswane aANuailaze (Purchase intention)

FJ
% % ) v

v Y
s lAeirundvesdus Inaniidendasaaiiuiudedidgylunmsdadulage

9

Y J ] v Y

o a d I 1 a a A 1 v A a
Tagiaaaitluuinvseluauaenaanmaila vziioninanenisaaduladevesddfus Inn
. awv < o @ aa 1
103 Fannwaisouaaalfiftudennuduiugneada 1 vruadiFaans eBeauidu Tan
fufidendnsuailanud sxdanalsl ﬂ@w%wad@msmmﬁa%%mmé’u’%Tnﬂ HAZWUIN

a [ @

o a Y Aa A a’gJ/ I o Y] v Aa dy [ a
ﬂuﬂmammiﬂﬂmmwammmuum nandiaylunmsandulade lagnauanues

d'a}m =

Y Aa = 9 Z A o -
ﬁ‘UiTﬂﬂﬂzlﬂaﬂullﬂﬁﬂqﬂfﬂﬂmfﬂEjﬂiiﬂﬂuuﬂﬂ@iﬂlﬂf@@@Wﬁ@]ﬂm“ﬂuuﬂlmﬁ (NQ*IJ'J’EIJ AINOI
,2558)
[ @ a a % 4 Aa A v
H6 : ﬂfﬂ%ﬂﬁﬁuwmﬂm@wammm (attitudes towards product) JonInane AN

9 F
a1lado (Purchase intention)

G av =
5.2 ﬂﬁziﬂcﬂumﬂﬁﬁ‘]ugﬂﬂﬂ‘mﬂq‘ﬂﬂ
a o gJI dy o = d‘ [ [ d' 1 1 v A g
nudseluasalinmsanuunsnuunumvestlideidinanenisaadulie
HAAS QAT Plant-based food Y0943 InaauIng Tagldinseunuianuassinauisenou

< ' U a a A e % a ' 1A
“rﬂ:l}'l “?Nﬂﬁ'l’n'l uuaﬂanmﬂ@gﬁuuﬂgﬂmmunﬁuuu AN NITHAUNTIUIECHINNATUYY



31

' o A Y A o 2 1% = a
AIUAI ANVFD HazANNFNEINVTYMIFIINADY (Stern ,2000) 1A NYBRUIIPI 10139
a 4 g}/ = A= [ 1 9 A A U v Jda a 1
UOATHUINERNANMINUREIININYIN W3O ABWIATIAIUNTEVIUNMIFUNATHL (NEP)
v 13 [ { o 4 @ a a A o 1 [
Fanundumasianganuanudonu wganssy vie usegeludetinmivewaazyanany
v Y 1

@aIadon (Dunlap & Van Liere, 1978) u1as1dauilgniiwnlglunsdnu iioassenain

a o =) [ g’/ Y v KR Y o dq Y1 [ a 9 A
NI luean ﬂﬂuu“ﬂNEj’]ﬂﬂ%ﬂllﬂuHJﬂJingﬂﬁcl‘b'i’Juﬂ‘U HUINNNAANITTUIAUNINNTING

=<

a Y] al a 1% 4 a @ [ (Y
faNuaamuRAuAfasNansamtaztuIaNuaas U 13 lad g Tutinauiva
o [ a v =) = g’/ Yya o Y o = a 9 Y] a a % 4
dmiunuitelueda Bnnsdive laiinisdny nuranufaduirunAfnonanf uYiLae

a 9 9 ~ ' gaa a ' H] e 9 a A o
puanuaaaun 1 lenazdawaliioniwaaemsanuasladevedus Ina (Meviny

AINDY, 2558)

a v

5.3 aguwamsIvy
a v %JJ dy o =2 = v v A 1 ?z‘/ dy
\1TL!’Ji]EJELUﬂ5\°|‘L!1/I']ﬂ’liﬁﬂ‘ﬂ’]!ﬂﬂ’)ﬂﬂﬂ‘ﬂﬂ’l‘ﬂﬂ]@ﬁﬂﬂﬂfﬁ/lﬁ\?Nﬁ@l@ﬂ’lﬁ@]\?ifﬂcﬁ@

a o 4 9 a a o 3 1 i 9 a £ Y
HAAAMN Plant-based food Y813 InaauIng Tasadvenaasliviud wedus Taaiy 14

Y a

v Y. Aa a 4 Yo [ 4 1 1 [
fl"]JqﬁjﬁQLﬁ\?l]\‘ﬂm%QUL'Jﬁu Las Ul@iﬂﬁﬂmﬂ’]wmﬂqwaﬁﬂmcﬂ YU ﬂ'J’]iJfglliJﬂ'] ﬂ’)’lllﬂa@ﬂﬂﬂ I

qAEAINTUIY
= 1 @ a a 1 a @ ] U 1 A Y a
llNaG]E]ﬂﬁﬂﬁuﬂ@iul‘]ﬂﬂ’)ﬂ@l@ﬂﬁﬁﬂm"ﬂ mmwammm”lﬁwmm@uﬂﬂﬂ

v
v

9 ;4
o 1 (4 a @ 4 a
wnsznaihnganuailadenannus Plant-based food ¥0413 Inann Ine

% a v
5.4 UBIAUBUUZVDINUIVY
A A Av A o = Aa o dyd I ¢ A I
WANTUINANANUITENIIMIANE NuITedud]use Temimedluuuinig
@ a { 0o Aa ~ % a [ 4 4 I
140 dusznounis uaz ganaidutiumsiNeInuRaanma Plant-based food o1l udoya
v Aa [ 1 o {
sznoumsdaaulatazamnsneisund oufUoIMITUHINTUAUIAANIT oA o udn
é an 1 a % g‘l % % d' 1 1] g}/ &‘
nilaialviveanisus Inaeinisvesnu lne aaiuvaniladenazdinananiuaalage
a @ 4 . < A o W 1 o I L
HAAAYN Plant-based food Fuiludedrdnydiszneumsitsdnyt Taesdoarsmiedadlunil

wanilisedAn Ao mistasuadausegaludaiinad uag msfuiaunimveswidnduaives

[

Y a

A I o oA a 1 o a 9 Y a Aa
N‘iJiIﬂﬂ L‘L!’fNil"IﬂL‘]JLl‘]jﬁlilﬂﬂﬁﬁﬂﬁlﬂfﬁﬂ?ﬂﬁﬂ%ﬂuﬂﬁuagﬂ’J"IﬂJll’J’J"Niilsllﬂﬂﬁj‘]Jijﬂﬂ‘VliJ@]@

e

v 4

Anfwmal Plant-based food NA1IA HAANMA Plant-based food AIFHUTUNITINIZAGUALS Tnn

=

Aa A A 7 = A A Y =X A 1A 9
wuuﬁd@,ﬂmmuwﬁu IﬂlelﬂTiﬁ@ﬁTi'ﬂNfﬂiG]flWW]%‘Nl,u‘l,lﬂQﬂigIEJGHULGHQ‘]J’Jﬂ@’OﬁQLL’Jﬂa@N



32

a 1% o ] a g’; " o a d a
VOINAANUN Plant-based food LB ﬂiiﬂa%ﬂ']iWaﬂuullﬂJVHaWﬂﬁiJﬂasUf’N‘ﬁﬁﬂﬂfm Wuiag
A A a o &1 [ 4 [ o A a
ﬁﬂllﬂﬂﬁ@ullagﬁﬂ’ﬁﬂl@ﬂﬁﬁﬁ W'lu‘b'fN‘VnﬂﬂWﬁﬁ@ﬁWﬁﬁN‘]ﬂlﬂﬂﬁjﬂ%uuﬁﬁﬂ% 53N§Qﬂ13ﬂ@ﬂll‘ﬂ‘ﬂ

< < a o s a 1A Y o P a a J
unaNaRann NN uilasaeaainaon mamumim“ﬁuﬂi‘ﬁuamﬂwmmﬂuﬂizﬂauuu

A a @ J

a [ S A Y v Y A = Y Aa =
Waﬁﬂﬂ!“ﬂlW@ﬁﬁNﬂTﬁﬁ‘UgLLa%lW@ﬂ\?@ﬂﬂ?TNﬁuﬁl%ﬂJ@QEjﬂﬁiﬂﬂ‘ﬂwﬂ@waﬁﬂmcﬂ Plant-based
[ 1 Y Aa A a a ¢ = 1 Y Y
food ﬁ@ﬂ@uE‘!Uﬁiﬂﬂﬂullﬁﬂﬂﬁim‘b’ﬁuﬂﬁu “]N%gﬁﬁwaGlﬁlﬁﬂﬁgﬂ@‘ﬂﬂ'lﬁﬁ'm'lﬁﬂ‘llfﬂfJfﬂﬁlﬂ'l%
1 9 1 A dy
nguthvuneldasenguidhvaneuingsiu
A A ~ o Aa a 4 Y Y
u@ﬂlﬁ1!f]ul‘ll%1ﬂﬂ'lﬁﬁ@fﬂﬁlﬂfJ'Jﬂ’ULLﬁQﬂQalﬂlgb'ﬂul.'lﬁu‘l’nﬂEjﬂﬁ%ﬂﬂﬂfﬂﬁﬂ@\?
o R =K A A o Y Y a o YR ' a o ’a Y a Yo
ﬂ'luﬂﬂﬂﬂ1iﬁ@ﬂ1i‘1ﬂ"l]$‘1ﬂﬂ‘ﬂE&ﬂiiﬂﬂiﬂgﬂﬂ ﬁ]il!ﬂHlﬁ3ﬂﬂ!ﬂ'l‘wsllﬂQNﬁ@ﬂﬂ!“ﬂV]EﬂﬁiIﬂﬂﬂgqﬂiﬂ
= a % 4 ] d‘ ] d‘ 1 1 Yy a
fl]'lﬂﬂ'li‘]JiTﬂﬂWﬁ@ﬂm"Vl plant-based food YU ﬂ1iﬁ"f]ﬁ'l§WWHﬁ'@LLﬁ&’%@QVﬂQ@WQﬂiT‘i@’Uﬁiﬂﬂ

Yo 9 Y 1 { = ada a o ¢ % U a
Vlﬂi‘ﬂgﬁﬁ ANNTEAIN AITNANA ﬂmﬂ'l‘W‘ﬁ@ HAE SEBIANAVDINAANUNUUISTINAUBIUIN

Y 4

YY a Aada a < 9 Y o
TAU3 TnatinauafnAnenannma Plant-based food aasavlumsaiaanylinedaldny
9y a a A A @ I'd o 1 =< g dy
ﬂﬂiiﬂﬂiu!%QﬂmﬂWWWNﬁ@Waﬁﬂm"n Plant-based food mmizz‘mmNammmmﬂﬂum’a

a o 4 9 Aa A Y Y ' 1 1 <
NanNUN Plant-based food GU'E]Q@‘]Jiiﬂ?]LWE]GlW@,ﬂigﬂﬂﬂﬂTJﬁWﬂWﬁﬂﬁ\i@@ﬂmﬂW Uag AMTUNN

Y

Axqg Yo A 9 A 2
wolandlinudus Tna ldnssgauinasiiu

U

5.5 Yo INAVDINUIY

a v dy o =2 ' (% 1 A g 9 a A~ J a 1Y 4
NUIVYUMNITANHINQUAIDYINN ﬂu@Uﬂﬂﬂ‘mﬂimumimwammm Plant-

<3| ' Y a

' ' A A d o a X ~ v %
based food ¥2901g52 114 18 - 45 T AuTluaudyanna Ine Fauilunquius Inafesaunile

g U

9 a g}/ 1 g}/ = o I Y o w @ 1
ﬂl@ﬂﬁﬂﬁiﬂﬂ Plant-based food NINNUALNIUY ﬂﬂﬁ]ﬁ]ﬁ]g‘ﬂﬂﬁuﬂlﬂﬁﬂﬂﬂiuﬂﬁﬂﬁ%%iﬂﬁﬁﬂl@ﬁﬂ@ﬂ

@ ] 4 [ I d
AIDYN Lﬁ@\‘iﬂTﬂ‘VINEﬁ%EJﬁﬂWﬁLﬂ‘U"’lgl}@N“ﬁLLII‘UETE’J‘U‘EH?J’E]E]“L!llal‘!lmu Google Form tiaig 331U3574

] a I I ] 4 [ 4
aﬂ’@yamumaaumaﬂum uag ﬂsmwmu?f@ﬁwma@u”lau (Social media) 910N19

@ @ 4 ] a A o 1A
UsgduUWus InarIuUNI duaaIUnNTy (Instagram) 49974398 uaz nguilalulaa

9
(Facebook) i’JiJ‘VNI%;T’ifl]ﬂ"lﬁg]}‘ﬁ”lﬂTiﬂig‘I]TEJLL”]J’]Jﬁﬁl‘1JﬂﬂJﬂ\iﬂﬂT’JNTUVIN%’@QVINﬂJ@Q Line o1

[

a @ YA o & @ I [ @ A A Yy
NAABUVDINIVY “Nﬂluﬂi]i]“ULlL‘iJuGD”EN‘VIN‘Hﬁﬂiuﬂ”liﬁ@ﬁ”IﬁJ@Qﬂu"lﬂﬂ Tﬂﬂi%ﬂzl’mTﬂﬁ’Jfﬂﬂ

=

3 y 4 & To A
1%}1uﬂ]5lﬂﬂijﬂjgﬂ%@yaﬁ]”lﬂllf]ﬂ_lﬁ@ﬂﬂTNuuliN@]Q!L@]’Juﬁ 1 Lﬁi’]u LUBIYU W.A. 2566 IUDN

D.

v
v A

2 g -t
IUN 31 Lﬁ’eu NHHNIAY N.F. 2566 5')3J‘1/Nﬁu!,‘]Juj$fJ$nfﬂ 1 Lﬁau mﬁﬁ”mmammmzﬂznam

o w Y o oA 1 Y oa A XA do o A A A Ad gao
1NA VI]QEJJQJEJW‘]JT] lelﬂallWﬂijﬂﬂ%u']ﬁuiﬁ]@]’]uwuw5]\1‘”3@@1!"‘]uﬂﬂlﬁuﬂﬁnﬂW‘u‘n‘anJﬁ]ﬂ

Q Y U

[

Y o = = A a a 4 & 4 3 v 9
ll@‘ﬂ’]ﬂ’liﬁﬂ‘]ﬂ’l G]Niu’f]u’]ﬂﬁﬂ’]ﬂu@]@ﬂ@@ﬂ’]u? ] ﬂ'JiWﬂ’]ﬁﬂ!’llWiJWHV]iuﬂ’lilﬂﬂ“Uf]HaﬁlﬁiJ

o 1 1 4 av A Too <
anuasouaguilszmeanazAny lunguotgiinnurainvals ienalteiuludwaz vy



33

' { o A2 a a ' 1 A A <
5\1?]'J’]NLW]ﬂﬂWQﬁsﬁﬂlﬂuﬂQiuﬁluWﬂﬂﬂﬁﬁuﬂlﬂ\iﬁﬂﬁjﬂﬂl!ﬂagﬂgu LA AITWINTUUNNNITIND

1 2 1

a A, [ 4 a
ﬁﬂEW%}ﬂuﬁaL‘Fﬂﬂﬂ!ﬂTW (Qualitative Research Method) ﬁ}’JEJ’J%ﬂ']ﬁﬁi]ﬂ"l‘h!ﬂ!ﬂﬁﬁﬁl’)’f)fﬂ\‘lﬂf\‘laﬂ

q

'
=) ! o

A ) = v A = Y a A DY Ao A 2 )
o liniudseyadaanveadus Ina e 19 ldnadseniuiudunngsyutazamnsaas o

v A 1 v A ¥ a [ 4 a 1
tiladefdananomsaadulogonaninail Plant-based food 49973 InaauIngodg1ed
a a A X ° ' Y 4 Y v
Ysz@nsamuingavulasainisnir laesealunisaienagninienisaaialiny

9 A a Ao a A @ a o 4 Y 1 Y a
Ejﬂﬁgﬂ@‘ﬂﬂ'ﬁ N0 FININAUUUNTNINVNAANUN Plant-based food Ulﬂaﬂmm%i@



34

UIFYUNIN

AguNIal THUNAn3a (2556). msmnErIAARedIUlTE AIMIMIAIAve i F suTA
SiseuAnu TR 6 aeordAnu luameauIauATIIEEI. S1eUMsANEBasY
YTanusmsgsnauriadia a1v13¥INsaaIa A INGINIIANS,

W INEEEVR LAY HHEIANIIN
http://mslib.kku.ac.th/elib/multim/books/Marketing2556/KRIDSAKORN%20%20N
ONPONKLANG/05_ch2.pdf

IS aa @

Yagan gy Ining (2022). ThiodaugidiratuiauadaengAnssun1sus Inaku
o R I L A ,
M3 TUIAUNINHAANDINATOIANNINFUNBAINAIY 111NN https://5005.tci-
thaijo.org/index.php/phdssj/article/view/251069/175669
a Jd = = 1 a 9 A a FY AAa A 1
FIYING (FBIN0I (2557). MIANBIAUMATFUAMAzANUTUFIU T UATIFUMNNINTNAAD
Y q X ¢ S VoA

ANUATATEANIITNIONY THUANFUNNNWIUAST. LHAINNN
http://dspace.bu.ac.th/bitstream/123456789/1764/3/chanwit_chia.pdf

FIUATHINIAINA (2565). @0910Nd “Plant-based Food’ 3 nzenuung 2.4 villua. uvasiian
https://www.thansettakij.com/business/511918

4 4 Y 9 g

yrilszn Tundamaas (2022). Plant-Based AWMNov09v0941sznouns Inelumswann
PAANHNI TN MUNANNIZUANTAUAGUNINEA 11, urasnn
https://think.moveforwardparty.org/article/economy/3186/

a L dy v AAa A 1 v A A dy a @ Jd A

Wsgnailadu (2562). Tasehlioniwanemidaduladondondanuaiasuemisayulns

Y Aa a a 14 v A
vo4 JU3 Inaluwanjunnumiuastazlsuama, Imaniinuslsyauriada,
UHINGAETTTUANEAT LHAINNIN
https://archive.cm.mahidol.ac.th/bitstream/123456789/4577/1/TP%20MM.020%202
565.pdf
= A a Y A 1 v Aa dy
N3 1ne1f51 (2564). ngdAnssuazlveaIulszaunmsaaandananemsdadulade
A A 7

inoBUNNgYR Isanenaensu luangunnumuastazSuama.
UMINGIAINFANN UHAINUIIN

http://dspace.bu.ac.th/jspui/bitstream/123456789/5147/1/wadeeporn_kerd.pdf


http://mslib.kku.ac.th/elib/multim/books/Marketing2556/KRIDSAKORN%20%20NONPONKLANG/05_ch2.pdf
http://mslib.kku.ac.th/elib/multim/books/Marketing2556/KRIDSAKORN%20%20NONPONKLANG/05_ch2.pdf
https://so05.tci-thaijo.org/index.php/phdssj/article/view/251069/175669
https://so05.tci-thaijo.org/index.php/phdssj/article/view/251069/175669
http://dspace.bu.ac.th/bitstream/123456789/1764/3/chanwit_chia.pdf
https://www.thansettakij.com/business/511918
https://think.moveforwardparty.org/article/economy/3186/
https://archive.cm.mahidol.ac.th/bitstream/123456789/4577/1/TP%20MM.020%202565.pdf
https://archive.cm.mahidol.ac.th/bitstream/123456789/4577/1/TP%20MM.020%202565.pdf
http://dspace.bu.ac.th/jspui/bitstream/123456789/5147/1/wadeeporn_kerd.pdf

35

UIIAYNIN (610)

JanAdl Raauy g (2564). 1599310 MIFuFanuuendveanansas tazanulingdai
v Y [
ﬁ'\‘lNﬁﬂﬂﬂTﬁJﬁ\ﬂﬂ‘%@@WﬁWﬁﬂTﬁ UURDNNU
http://dspace.bu.ac.th/bitstream/123456789/4974/1/Wilasinee.Kerd.pdf
a 1A o A 1 v A &I 9 a [ 79 a A Y
FANTIT UDUT LA AU (2565). ﬂ%ﬂfJ“I/IiJW@G]fJfﬂiG]ﬂﬁucl*ﬂ“]ffJGﬁWW@@]ﬂﬂ!“ﬂu']WiﬂLW']llﬂfJfJﬂﬂ
& v a v 2 4 Y A v - VoA

mNmummiswauﬂmﬂwmQmim“lummaﬂnmm UURDNNU
https://s008.tci-thaijo.org/index.php/VCMBS/issue/view/97/169

Audvoyagina Ineluansy (2565). MIUA Plant-Based Food Miiuamesluil 2565.
UHAINNT https://www.thaibicusa.com/2022/03/18/trend-plant-based-food-2022/

AUEINNTNS (2565). Plant-Based Food INTUADIHITUHIDUIAA AALTINANUNIATNTATY
Fanadon urasnmn https://www.kasikornresearch.com/th/analysis/k-social-
media/Pages/Plant-Base-Food-FB-25-05-2022.aspx

an o o v A 4 [} 2 Y

A3019A VoduANA (2021). “Plant-based meat”... 3200 ‘Uarraaunaaen’ uaz ‘dynilan
$ou’ ! uvaenn https://www.wealthythai.com/en/updates/mutual-funds/fun-of-
funds/5886

9 a2 A

BHR WINa (2559). MIsuRuMMMsUSMsNdawaneanuiawels A 13nedwazaiu
AnAnegUITDoUALUY FAST FIT 03413 Inaluwangumnumiuns.
Inofinusunniuda. snInedengann uraainnen
http://dspace.bu.ac.th/bitstream/123456789/2552/1/issada_porn.pdf

Aaker, D. A. (1992). The value of brand equity: Capitalising on brand names in business markets.
BMSL, Business Marketing Services.

Arnould, E. J., Price, L., & Zinkhan, G. (2004). Consumers (2nd ed.). McGraw-Hill.

Dunlap, R. E., & Van Liere, K. D. (1978). The "new environmental paradigm": A revised version
of the NEP scale. Journal of Environmental Education, 9(4), 10-19. retrieved from
http://ces.ruc.edu.cn/upfile/image/1376370303 103.pdf

Ham, M.; Pap, A.; Bilandii(’f, K. Percieved barriers for buying organic food products. In

Proceedings of the 18th International Scientific Conference on Economic and Social

Development —Building Resilient Society, Zagreb, Croatia, 9—10 December 2016.


http://dspace.bu.ac.th/bitstream/123456789/4974/1/Wilasinee.Kerd.pdf
https://so08.tci-thaijo.org/index.php/VCMBS/issue/view/97/169
https://www.thaibicusa.com/2022/03/18/trend-plant-based-food-2022/
https://www.kasikornresearch.com/th/analysis/k-social-media/Pages/Plant-Base-Food-FB-25-05-2022.aspx
https://www.kasikornresearch.com/th/analysis/k-social-media/Pages/Plant-Base-Food-FB-25-05-2022.aspx
https://www.wealthythai.com/en/updates/mutual-funds/fun-of-funds/5886
https://www.wealthythai.com/en/updates/mutual-funds/fun-of-funds/5886
http://dspace.bu.ac.th/bitstream/123456789/2552/1/issada_porn.pdf
http://ces.ruc.edu.cn/upfile/image/1376370303_103.pdf

36

UIIAYNIN (610)

Hawkins, D. I, Best, R. J., & Coney, K. A. (2004). Consumer behavior: Building marketing
strategy (9th ed.). McGraw-Hill.

Igbal et al (2022). Health Consciousness, Food Safety Concern, and Consumer Purchase
Intentions Toward Organic Food: The Role of Consumer Involvement and
Ecological Motives. retrieved from
https://journals.sagepub.com/doi/pdf/10.1177/21582440211015727

Kaiser, F. G., & Shapiro, M. A. (2010). The social psychology of environmental concern: The
effects of values, worldviews, and media. In Handbook of environmental psychology
(pp. 39-58). John Wiley & Sons.

Kollmuss, A., & Agyeman, J. (2002). Mind the gap: Why do people act environmentally and what
are the barriers to pro-environmental behavior? Environmental Education Research,
8(3), 239-260. Retrieved from
https://www.tandfonline.com/doi/pdf/10.1080/13504620220145401

Konuk, F. A. (2018). The role of store image, perceived quality, trust and perceived value in
predicting consumers’ purchase intentions towards Organic Private Label Food.
Journal of Retailing and Consumer Services, 43, 304-310. retrieved from
https://doi.org/10.1016/j.jretconser.2018.04.011

Lefever, S., & Dal, M., & Matthiasdottir, A. (2007). Online data collection in academic research:
advantages and limitations, British Journal of Educational Technology, 38(4), 574-
582.

Macario, F. N. & Jose Sarto, C. & Jéssyca, C. (2021). Experience with Brands and Perceived
Quality in Most Remembered Medicines. Revista de Negocios. 26. 41-53.
10.7867/1980-4431.2021v26n3p41-53.

Nalisa (2021). Plant-based ¥11159! U@¥iia &9 “Harvest Gourmet” ynaaia‘lng 1a3outiumy
vuuduensselug 3.a. f. undatin

https://marketeeronline.co/archives/210350


https://journals.sagepub.com/doi/pdf/10.1177/21582440211015727
https://www.tandfonline.com/doi/pdf/10.1080/13504620220145401
https://doi.org/10.1016/j.jretconser.2018.04.011
https://marketeeronline.co/archives/210350

37

UIIAYNIN (610)

Pappu, R., & Quester, P. (2006). A consumer-based method for retailer equity measurement:
Results of an empirical study. Journal of Retailing and Consumer Services, 13(5),
317-3209. retrieved from https://doi.org/10.1016/j.jretconser.2005.10.002

POST TODAY (2565). ﬁ'@\imiuﬁ)‘l‘liﬁﬂiillf]']“l’i']i“l/l']ﬂ!,aﬂﬂ Plant-based meat ﬁﬂu"lm@’fm%i’um
UB4.9710 https://www.posttoday.com/post-next/be-greener/1543

Prachaya varuntanya (2022). UNDERSTANDING THE CUSTOMER PERCEPTIONS
TOWARD TAO BIN BRAND BETWEEN LIGHT AND HEAVY SHOPPERS IN
ORDER TO SUSTAINABLY DRIVE HEAVIER CONSUMPTION AMONG
EXISTING SHOPPERS. Retrived from
https://archive.cm.mahidol.ac.th/bitstream/123456789/4794/1/TP%20MM.027%202

022.pdfretrieved from https://www.uni-

goettingen.de/de/document/download/2170a4cf4ce55¢cbdfb2856011a8930bb.pdf/08

stern_2000.pdf

Schiffman, L. G., & Kanuk, L. L. (2000). Consumer behavior (7th ed.). Prentice Hall.

Shin, D. (2010). The effects of trust, security and privacy in social networking: A security-based
approach to understand the pattern of adoption. Interacting with computers. 22, 428-
438.

Steg, L., & Vlek, C. (2009). Encouraging pro-environmental behaviour: An integrative review and
research agenda. Journal of Environmental Psychology, 29(3), 309-317. Retrieved
from

https://www.hse.ru/data/2019/03/04/1196348199/%5BLinda_Steg Judith I. M. de

Groot%5D_Environmental P(b-ok.cc).pdf

Stern, P. C. (2000). Toward a coherent theory of environmentally significant behavior. Journal of
Social Issues, 56(3), 407-424.

Sutheemon kumkoom (2022). Plant Based a19nU81115199819'15 9zan Tandouldas e lnue.

UHAININ https://www.springnews.co.th/spring-life/827705


https://doi.org/10.1016/j.jretconser.2005.10.002
https://www.posttoday.com/post-next/be-greener/1543
https://archive.cm.mahidol.ac.th/bitstream/123456789/4794/1/TP%20MM.027%202022.pdf
https://archive.cm.mahidol.ac.th/bitstream/123456789/4794/1/TP%20MM.027%202022.pdf
https://www.uni-goettingen.de/de/document/download/2170a4cf4ce55cbdfb2856011a8930bb.pdf/08_stern_2000.pdf
https://www.uni-goettingen.de/de/document/download/2170a4cf4ce55cbdfb2856011a8930bb.pdf/08_stern_2000.pdf
https://www.uni-goettingen.de/de/document/download/2170a4cf4ce55cbdfb2856011a8930bb.pdf/08_stern_2000.pdf
https://www.hse.ru/data/2019/03/04/1196348199/%5BLinda_Steg_Judith_I._M._de_Groot%5D_Environmental_P(b-ok.cc).pdf
https://www.hse.ru/data/2019/03/04/1196348199/%5BLinda_Steg_Judith_I._M._de_Groot%5D_Environmental_P(b-ok.cc).pdf
https://www.springnews.co.th/spring-life/827705

38

UIIAYNIN (610)

Tangsiri (2022). Lﬁaw‘mﬂﬁ% 2NN L‘f?@mgﬁq 5419817 Plant-based Food? 1$A51A LT UA
"lwugﬂﬂ’j 1. Lma'ﬁim https://brandinside.asia/meat-avatar-plant-based-1-kg/

Taufique, K.M.R.; Siwar, C.; Chamhuri, N.; Hasan, F. Integrating General Environmental
Knowledge and Eco-Label Knowledge in Understanding Ecologically Conscious
Consumer Behavior. Procedia Econ. Financ. 2016, 37, 39-45.

Taufique, K.M.R.; Vocino, A.; Polonsky, M.J. The influence of eco-label knowledge and trust on
pro-environmental consumer behaviour in an emerging market. J. Strateg. Mark.
2017, 25, 511-529.

Vogue beauty (2565). 1111210397 'Plant Based' 911150101 ﬁﬁi@qmmwuaz?}mma”au.
Lma'aﬁm https://vogue.co.th/beauty/wellness-plant-based-food

Wang, Y.S. & Wang, Y.M. & Lin, H.H. & Tang, T.I. (2006). Determinants of user acceptance of
internet banking: an empirical study. International Journal of Service Industry
Management, Vol. 14 Issue: 5, pp. 501-519.

Waris, I.; Ahmed, W. Empirical evaluation of the antecedents of energy-efficient home
appliances: Application of extended theory of planned behavior. Manag. Environ.

Qual. Int. J. 2020, 31, 915-930.


https://brandinside.asia/meat-avatar-plant-based-1-kg/
https://vogue.co.th/beauty/wellness-plant-based-food

MANUIN

39



40

MANUHIN N

A1 INN5IDE

(Y] d'V 1 v A tg a o d Y A
" Jadeiidananemsfinarlovonanian Plant-based food ¥o3gu3lnanulng"

monndsul¥luanuveas

Variable Original Measurement Ref
o c; (% v
ﬂ]ﬂ]N‘Vlﬁ]Z!ﬂ]N]iJﬁ‘iﬂ’lﬁ
Percieved 1) The quality of product that MUNBINHAAN AN Plant-based food
Quality I used is good Ny Taauulinunmig
2) The product is worth the MUNBINWAAN U Plant-based food
Y % a YAy 9
money U uauUAIMANAINIIA
3) It is a right decision to use MUNBINHAAT U] Plant-based food
this product compared to Nsamana
other products
4) The overall performance | MUNBIN TAIMNITINUAINAAS U SUPAVITCH
9
of this product is high Plant-based food & auiwmuuu VILERTPRECHAT
Heakb RAKUL (2021)
F4
5) The feeling after using this 1f|mi’ﬁﬂﬁammﬁ’mmmaﬁaﬂ%
product is worth my money 130 JUUTEMUNAATUH Plant-based
food
. R S ; .
Ecological 1) What for you are the main | MUFDHANNDUN Plant-based food Lopacinska et al
Motivation motives for purchasing R PR ARG e RN (2022)

ecological products?

2. It is very important that the
food items have been
produced in a way that

animals’ rights have been

9
1 a @ I'd
MUFOHANN UM Plant-based food

A 0o R R A A o
UDINATUIDIANTUDIAN )




41

respected (e.g., sufficient

living spaces)

3.1t is very important that the
food items have been
prepared in an

environmental-friendly way

k2
Muaulaonansiae Plant-based
A as a I
food 1HD991ANTTNITAMTHAMT) U

Hasaeaandon

4. it is very important that the
foods are packed in an

environmental-friendly way

' Y o o @ <3 <
muldanuddiuuiinnives

a Y] A d a
WAl Plant-based food NN

foaaIAdow

5. It is very important that the
foods have been produced in
a way which has not shaken

the balance of nature

9
1 a @ I'd
MUFOHANN UM Plant-based food
4 s, S0, )
1H99910N35WIBMIManN luviaie

AUADVOITIINIA

Igbal et al (2021)

4

Attitudes nuAanmMsIdUTmsve | Mudaniwaasimsi Plant-based food
[l a o I a o A1 A
towards 1Y el nanTy | Wundnsuvinadedunadoy
3 a A
products Wuusmsna
1 YR U dy 1 Y= 1 a o '
mudannmsdermisda | MuianIwannmal Plant-based food
1 a o T o I a o A Ada
el nansuriesiuie | Wunaasaeinsamana -
VoIYe SINUA
anuazanliunniu
(2565)
1 Y U dy 1 Y= 1 a o '
mudannmsdermsda | MuianIwaANwaNA Plant-based food
' A o o q U1 E A o o4 R gy
delwamsuilvnm | dwdundasunnmae ldae
ansonfSeuneuduala
R0
1 = Y= a 1 1 = Y= a 1 dy
mudianuiandannde | nulanuidandainaensde
k2
MIF00 T AANIY 1191 WAl Plant-based food
WaLAU
' 9 ' v A
mu il lunasgums | mulinddenasgiumswaaues
a A o 14 Y a [ o
wamamﬂaﬁmummaim WA NN Plant-based food
Trust TEERETEAH ATEY




42

M1 nala luanw

[ [ 14
avany yeauileeisuns

Mulinalaluanuilaeassves

Waﬁﬁmﬁﬁ Plant-based food

o A =
UHNTVIT INYUY

moldussadusd Ina N3 (2559)
] 9 A 1 Y wa
gl lugaanda | mulindluguainiaues
A o 4 Y a o 4
"llENLlﬂ\? ﬂi%u‘l’liﬂﬁﬂ@] NARNUN Plant-based food
o o ' P Ay
Uiiﬂﬂm“ﬂi‘ﬂll UINNNYNo
d' dld Y A @
@ummmﬂﬂamm nu
. . 1 ~ ] A ‘i' a o 4
Purchase 1) I intend to buy organic mufianuaslaNvegonannma
Intention bread in the near future Plant-based food Tuouinasulnail
1 = 3}1 = dy a @ 4
2) I intend to buy organic vnum’nmﬂﬁ]mwawammm
a o ¥ a
foods if they are available. Plant-based food INNAANUNUUN HEPHZIBAH
ANV UY VICTOR A/P
- : N S MANICKAM
3) I am willing to buy MUINUNUNVEBDNAANUMN Plant-
(2022)

organic vegetables instead of
conventional vegetables

while shopping

based food LCiS’JG'] 7l




43

MANHIN Y

tyyaauay

A=A 1 v a dy a o 4 Y a
vdsnadwanemsaaduloenannus Plant-based food ¥0If3 Inanw Ing
o A Az ' = Y Y a = Y o
ATV UV LL‘U’Uﬁ@‘Uﬂ'lllHHJ'LJﬁﬂuﬁuQ‘llf)\‘]ﬂ'lﬁﬂl!ﬂ?W@ﬁ'ﬁ%‘llﬂ\‘ll!ﬂﬁﬂHWﬂWﬂiﬁW@ﬂq%iﬂWﬁ
@ @ a a a (% [ a @ a o s
IANITUNIUUNA T1UVNIVINITANIA INYIYNITIANTT UH1INYIAINIAD Iﬂﬂﬁ’)ﬂi}ﬂizﬁﬂﬂ
A = A @ v A 1 v A g a (% 4 Y a
MeMsANEUNEINY "TateNawanomsandulayenannaal Plant-based food ﬂlﬂﬂﬁjﬂijﬂﬂ
aung"
A A & Ay Yo ! Ya o g o v o o B = a
mummmmum"lmumﬂmumq m’J%fJﬁ]ZLﬂ‘Uiﬂlﬂl']ul’JHJ‘Llﬂ’JHJaULLﬁZ‘l‘!'lulﬂglslfﬂluﬂ”liﬂﬂB”ll%ﬁ
9

a [ -2 Y 1 < J ]
ABINIINTUU °I/lNET%%EJ%ZQ‘U@ﬂ’J'l‘lJﬂ?il!'lI‘IJﬁWD"JEJWP)‘]JLLU’]Jﬁ"ﬂ’]JﬂﬁJW]Nﬂ??lllﬁlﬁl@\‘]‘lmuﬂmﬁ
< a 4 4 a 0o A w I 1
Wudaszuazaseldasauiolse Tominainns Taediiiveveveunseqauiluediegelu

Y 1 A 1 g‘z
M3 IHANUIINLoVRIMULT & Tonail

£

dw v | v v A
nuvgeumninUeenmiy 7 aau all

1Y Y

1 ﬂoT’LﬂiJﬂﬂﬂi@iﬁﬁ@ﬂllﬂﬂﬁ@ﬂﬂ?ﬂ

=Dl.

au
A o A @ v 9 o 9 o N
N 2 M0UNEINUYIIAIUMTTUTAUNN (Perceived quality)

U a

2.

A o i @ @ a a J
IUN 3 ﬂ'lﬂTML?]EJ’Jﬂ'Uﬁi]%EJ@%ULWQ@]QG!%L%QHL’JP{U (Ecological motivation)

o)

-
=h.

o A @ @ @ al a @ 4
IUN 4 mmummﬂuﬂ%ﬂﬁ’mmuﬂm@wammm (attitudes towards product)

5 maunenuiasediuay 1311919 (Trust)

2.
=D.

U

'
1 [

[ v 4
aun 6 mauneInuTatedua1uaIlade (Purchase Intention)

= 9 o

daui 7 doyana lvesdaeunuuaeuny

aaufl 1 Mowfans oA UL DALY
o dw =) o A v 9 J o 1 A
1129 NFAUADNAINOVNNTINUTOYAAIUAIVOINIUNINTNFA
' <3| o a A '
Lmudluaudynd Inevse b
J Y o a [ 4 A 1
2.MUIINHAANUN Plant-based food W3e lu
' ,&’ A @ a o 4 A 1
3. MUREFINI 05 ULTEMUNARN U Plant-based food W3 14

40108 1u51901955 1319 15-45 1 Towselu



v ~ o = o v 9 v
FIUN 2 MWNINUY8AIUNTTY

Y

Y a

INUNIN (Perceived quality)

o dq’ o A ] ~ [ YR a <3 [ ~
Mpuas lsariuasesriung (\/) aﬂiuﬂf@ﬂﬂﬂiﬁﬂ‘ﬂﬂﬁ'mgﬁﬂ/ﬂ?WNﬂﬂLﬂHﬂl@ﬂﬂWUNWﬂﬂ@ﬂ

< { ] ] < <
(5 = MUAWINNGA 4 = 1HUAIIN 3 = 1HUAIUNA1 2 = 1iudeios Laz 1 = Tuaag

vouiiga)

108(2)

11unang

3)

11N (4)

=
mnnnge

(5)

MUNBINNAAN DN Plant-
v Y
based food NMULABYS 1AAUY

UAUNINNA

WIUYPINHAAST U Plant-
g’./ I a 9 ~ 9 1
based food W uFUAINANA

Y
AN

MUNDINHAAN U Plant-

based food U3aWIANA

MU IAsMNIMLAD
a Y] 4 [
Nas NN Plant-based food @I

Y H
Tvuuliganinng

g

= Y 1

] Y= v A
MUIANDIANUANAHAUADN

dy A [ a [ 4
0 130 SUUTTMUNAANUN

Plant-based food

Y o { o @ a a 4
aaufi 3 Mronneanuiladeaiunsagalugetingl (Ecological motivation)

o dv o A ] ~ [ YR a <3 1 ~
Mpuas 1saiuasesrivng (\/) aﬂu%mmiaﬂummgﬁﬂ/mmmmumm‘mmmﬂ‘nﬁﬂ

Q

] = < < ] <
(5 = HUMBNINNGA 4 = 1HUMONN 3 = 1Hudrethunan 2 = iiusetios uaz 1 = MUY

Y A
‘H’E]EJ‘V]@:(@)

Y A
Uaynga

(1)

108(2)

11unaig

3)

UIN(4)

A
WNNgA

)

1 ,&’ a v 4
MUBDHAANUMN Plant-based

food INT1ZATIIDIAIIAE DY




9
1 a Y] 4
MUFDNAAN U Plant-based

tﬂl 0o R KR A A
food SHBINNATUIDITANTUDY

J

a7

9
1 a Y] 4
MUFDNAAN U Plant-based
4 A
food 11194IANTIVIDANTHAN

3 a 1 A 9
Wulasnodaninaeu

1 Y o W [ < <3
mulianudiagnuuiang
YOIWAANN Plant-based food

A a 1A Y]
ﬂlﬂuu@i@ﬂﬁﬂm@aﬂm

Fi
1 a o 4
MUFONAAN AN Plant-based

A an a A
food LUBIVINNTTUITNITHNAAN

luhanedugauessssuana

4 o { [ [ 9 =¥ 1 a (9 14
@i 4 sonenuiademunaunfnenaadwum (Attitude towards product)
o dw o A ] ~ [ YR a <3 [ ~
AWV Tﬂﬁﬂ‘ﬂ%ﬂi@ﬂ“ﬁuw (\/) aﬂu%mmmummgﬁﬂ/mmﬂﬂmummmumﬂwqﬂ
2 9 = 3 9 2 9 2 Y Y 2 9
5= IUAWUINNTA 4 = IHUAWUIN 3 = HUA28U11Na19 2 = I UAI8UBY LAY 1 = IHUAY

voonga)

doolga | tee(2) | hunas [ 1n@) | niniigea

(1) (3) (5)

1 Y= U a % 14
MUIANNNAANUN Plant-

I a 1] 1
based food 1 UHAANUNNAND

Fuadon

1 Y= U a [ 14
mudanmansaal Plant-
I a Y] {
based food 1 UHAANUNNT

v
adas

TAFINNA

1 YR 1 a [ 4
MUFANNHAAN VN Plant-

Y g A o 24
based food HuUlUNAAANN

X vy
Mo lady

] = YR a ]
MUNANNIANBIUINADNT

9
a [ 4
FOHAANUMN Plant-based food




aaud 5 manenuilatediuan131919 (Trust)

o d“ o A ] ~ [ YR a <3 [ ~
Mpuas 1saiuasesviung (\/) aﬂiuﬂf@ﬂ‘ﬂﬂiﬁﬂ‘ﬂﬂﬁ'mgﬁﬂ/ﬂ?WNﬂﬂLﬂHﬂl@\?ﬂWUNWﬂﬂq@

< { ] ] < <
(5 = MUAWINNGA 4 = 1HUAIIN 3 = 1HUAIUNA1 2 = 1iudeios Laz 1 = Tuaag

vouiiga)

Yy A
Llﬁ]&l‘l/]fjﬂ

(1

108(2)

11unang

3)

11N (4)

=
wnnnga

©)

mulihdunasgiumsean

a [} J
VBDIWANNUMN Plant-based food

Mu'linalaluanuilaoans

U Waﬁﬁm“ﬁl Plant-based food

mu e lugaainiaves

WAANMM Plant-based food

v v Y Y
U 6 smonenuilatemunuaalade (Purchase Intention)

o dw o A ] ~ 9 YR a <3 [ ~
Mpuas Tisaiuasesrivng (\/) aﬁiuﬂf@ﬁ‘ﬂﬂiﬁﬂ‘ﬂﬂ’ﬂﬂgﬁﬂ/ﬂ’ﬂﬂJﬂﬂL‘ﬁHﬂl@\WﬂUNWﬂﬂq@]

3 A 2 9 3 v < 3 9
(5 = muﬁ’aaummjﬂ 4 =1UUAWUIN 3 = mumaﬂmﬂaw 2= muﬁ”mﬁ'a& ey 1 = 1MuUaY

voonga)

voohga

(1)

1i08(2)

11unang

3)

NIN(4)

]
=

wnnnga

®)

" A 29 4 &
muummm%mwa
Waﬁﬁ/ﬂlcﬁ’ Plant-based food 114

[ Bldy
211Ano U lnaY

" A 29 4 &
mmmmmﬂ%mma
Waﬁﬁmcﬁ' Plant-based food 1N

a o ? Y o '
waﬂﬂmmuuﬁanmwmﬂ

' A tﬂy a o 4
NMUINUNUNISHDNAANTUN

Plant-based food !%’J@] i




47

J A 9 Y 9
aauil 7 Joyana llvesdaoununaeuniy
o d“ = o A v 9 J Y 1 A
MBI NFUUADONAINOUNATINUTDYAAIUAIVOINIULINNGA
LIWE

O ¥y

O 1N

A

O INANINADN

2,510

O 18-257

3. ADIUNN
o Jaa
O dusd
"9 (% 1 9
O MITIMINAUDY/MINY
4.52AUMITANTN
o émmlSuanes
= = ~ 1
O 1iyaainsomeum
o 5yanlnwieganm
5.071%N
O 1niseu /1indAnm
O WHNNUUTHNIDNFU
O 51w¥M3 / SFIEMNY
O ?1¥Wod5% (Freelance)
o 1szneuginaaiudd
Y A 1A
6.918 19 asn0IA0U
O @171 15,000 LN
15,000 — 30,000 LN
30,000 — 45,000 UIN

45,001 — 60,000 LN

O O O O

60,000 UMY 11/





