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# 438 51114 28 : MAJOR ADVERTISING

KEY WORDS : PIONEER BRAND / PRODUCT INVOLVEMENT / CONSUMER

INVOLVEMENT / CONSUMER BEHAVIOR
MANEERAT TANTIKUNARAK : INVOLVEMENT AND CONSUMER BEHAVIOR
ON PIONEER BRANDS. THESIS ADVISOR : ASST.PROF. SARAVUDH
ANANTACHART, Ph.D.,166 pp. ISBN 974-17-0330-9

The purposes of the research study “Involvement and consumer behavior on
pioneer brands” were twofold: (1) to examine the relationships of product involvement to
consumer’s perception, attitude, and purchase intent on pioneer brands, and (2) to
explore the relationships of consumer involvement to consumer’s perception, attitude
and purchase intent on pioneer brands. Survey method was used to collect data from
410 working people aged 25-45 years old in Bangkok. Soymilk and flat-screen television
set were the two product categories used in this study to represent the low and high
involvement products, respectively.

The results showed that no significant differences in consumer perception and
purchase intent on pioneer brands were found in both low and high involvement
products. Nevertheless, consumer attitude toward pioneer brand in the high involvement
product was significantly greater than that in the low involvement one. In addition, low-
involved and highly-involved consumers perceived pioneer brands similarly while the
former had less positive attitude and purchase intent.on pioneer brands than the latter

did.

Department Public_Relations Student’s Signature
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Evaluation
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Adoption
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Aun:  Assael, H. (1998). Consumer behavior and marketing action (6th ed.). Cincinnati,

OH: South-Western, p. 622.
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{AaNNNAABNITNAFAAIURIN AUA R

v
a o

VAUARNNININLN B8 AAALIAT INEIEUNTELAUNTLE TIN1INefI1aTiALARIL

IFFuannaainiadesineuinuieAssialii (Schiffman & Kanuk,1994)

o a

dszaunisnilaanssiayluenn (Direct and Past Experience) iAiunRiaasiisinai

Aa 1% A a ﬁ’/ a dl Yar dal a
ﬁlﬂ@uﬂ’mﬁ‘ﬂ‘]_lﬁ‘ﬂ’]?uumﬂ@’mﬂ?ZZQUHW?MK(E@EIﬁl?ﬂﬂiﬁ?ﬂ@ﬁﬂﬂ’]ﬁ‘ﬂﬁ@ﬂ\‘]"ﬁﬂLL@tﬂﬁ‘ZLNuWJ’]N

1 v v
A ¥ A a o v o o

wanalansieduArigasianiatiu AiuinnisnainasnensxnszsulidLsinaAauladud
Tnsidnanstinauadnaisaetng (Sample) Waligusinanalszaunisniduaziinlilg
W FAnsTNNsTe lungn

anBnaanAraLATILAZIN®L (Influence of Family and Friends) Asauafqiiluilads

o o

niEnsnasenIsTieRtvaiAUARNINTIgA WasannaseunialftgnilsAntieniugiusanna

|
a a

PNLTsN WAL TN ARIWsANAIRENEnasaLIANAR NN LNeUATn uas

dl [~ dldi caa a 1 o a ¥ a dl 3| dld a o [ o
‘]_qlﬂﬂZWlLﬂuﬂﬂ]u‘ﬂﬂﬂﬂ'ﬂﬂﬁv\l@ﬂ@%ﬁuﬁﬁlﬁl'ﬂ\‘lB;!i_l‘ﬂﬂﬂLW?WZLW@uLﬂuHﬂﬂ@V]Nﬂ{] HWUDN

fuslnanaanna dauyaeandunTuan fusinafdnasuuuLieuWIARLAT NG ANTTY

. . o/ o ¥ ¥ =K
NI1TAANANINAN (Direct Marketing) tnn1eanainldnsatIan1enee TN

v % % o

naugislnAlnzasinanisiaueduinviselTnis asandesiuAmuanlaLazi DT A1e9

!
Aaa a ]

nautunnatiulaganig nsratanmnsudniananaseiAuAR luduanaeeLzing
a % a d‘ ) =K v dl ] o 1 £%
WWTIZAUANLLAZLTNITNUN Lmu@mmw@m’mmmiﬂmn@mLﬂmmmxgﬂﬂﬂmmuﬁlu

A8AAAENILANNABINTUATAYINA LA 10913 TN AT



49

uazilsznnsgading nsitladudanaadis (Exposure to Mass Media) Tuusiaziu

Y a

fuslnadlafuRenaaTunnuig i Wevimd Ing wilidenuw uazlineans dusazaens

nstauaiauInaInany i WEUTInATlaFuLIIANNAR AL HARADET LAz

a

1 1 o %’/ dl ¥ dl =2 | Y dlda 1
I"JJ‘]‘_‘I’EM’WSLMN”] DEUFANDALIN ANLUNN78D A28 AANIATURUT LY AN ANNANTNAFANIS

a

NAFNUAITIALAR

NN9NaFIRIN AUARNNAaMTAUA (Formation of Brand Attitude) 1{11n321U21N137

o

UdGa1 Maclnnis waz Jaworski (1989) lA1Nl@1aLu1LR1a89n13AF U89 ALARNNABMAT

1
A v Y a

AuPN (@Lmumwﬁ 2.7) fmLiumumﬂQuﬁﬂmﬁmmmﬁmm@ (Consumer's Need) Tagiliiiv

ANNFRINITaanluANFaInIIA s ssTamilldaas (Utilitarian Needs) WazAq3l

=X

o Ao & & | a 1 D Ao = o !
FIANNTITNATUNDNATUEN (Expresswe Needs) V’VQ’]Nm@\‘]ﬂ']ﬂ/]ﬂquﬂﬂﬂﬂﬁgiﬂsﬁuﬁlﬁﬁﬂﬂﬁ@ﬂqqﬂ

Y a

% a % dl o ! dld 1 ¥ a 1 %4 a dl
Mﬂﬂﬂﬁﬁ‘@i&ﬂ"]LW'E]‘LA’WN’VH’J?_ILLmﬂﬂmﬂﬁV}Nﬂ%ﬂlﬂQQUitﬂﬂ LU ﬂqNUiIﬂﬂLN‘ﬁfyﬂﬂ&Iﬁ’]ﬂﬁ‘qUVl

a
1

Anaguuiadn Nazaulandndsiadnasiuius douasndeanisnatianeatonaziiy

1
¥ A

¥ a ¥ dl 4 Lo % c = o ¥ a
mmmmmmumﬂu@mﬂ?zimum\imum@um AUNTUNTINLAZAIAN 1®LLﬂ AUAN
4 1A o Ly 1 dl o dl ] 3| %
ANNNTNALYNAUANULLUAZAINANHDUTIAULY LU LATRLIE AU LATRSWENNIY WusY
L% ! v < Yo VY d‘ v a v ! o | 9/dl ¥ dl e
ﬂ'ﬂNm@ﬂﬂ’]ﬁ?ﬁ]’mﬂ‘izLﬂﬂﬂuﬂﬂQ?1®?U1lﬂN“@LﬂEI"Jﬂ‘]_ICNuﬁ’]LLMHGH\mu bd wmumfmﬂiz‘ﬂmu

1
¥ o Y v

assfing liiudeyaniunnlselonizesdudn Turnengndeinisuanapnfianingg la3y

—2

dayannszguaisuniiazauianuanndd
dl ¥ a = 4 Y & % Y Y I} dl Adl 4 [
WeislnamaaNsiasnisudafazgnnazsulidagnss uaunisiinendasiudeya

9898UAN (Motivation to Process Brand Information) %\1LﬂuﬁumuﬁE_j’uﬁmié’%%’mﬂaﬁwj

dl v a % ¥ dl % o % 1 ¥ VY a
WNaiuAuAIa N Tl LRHANADAANDINUAINABINITISTIENTER sL‘MQ‘LIﬁ‘Iﬂﬂ’&WQJW?O

Q

|
' =

v Y é{ 1 [-3 Y o a ¥ Y@ =
sousandayalidnean atndlafinnu fuslneaarsunmudeyalafiselaianainisalunig
sausaNdayaintiuRs&BANTIU (Ability to Process Brand Information) wazilanaias
saugandRyasatl (Opportunity to Process Brand Information) iy AasdUHeu898 1A

anaflugilassaduiuisina lunissumndayainenzlifiaonadineaiuauAiuuinne

1
°© o v =

90}/ v < 3| dl o Yy a 1 dl
UANANUU YRINNAATUADNTIUN LL@ZL"JZQ’m‘ﬂ’]"]Lﬂu‘ﬂqﬂ@??ﬂ‘l’]%’ﬂﬂEU?IﬂﬁLLNNIﬂﬂ’]@VI‘ﬂz

1 v
a o

sousandayaneiuAWAIEY

dayanlduisnunsounedeyanliainniataiulumnn (Exposure to Ad Stimulus)

a

o dl ¥ ¥ = d? 1o [
15N V’W5‘]/]’1ﬂ’ﬁ‘ﬂ?$MQ@TQ@$H?ZNQ@ﬂ®H@1®NWﬂ LWHQiﬂﬂM@%ﬂU?Z@U ANALTAT8g

v e

Inendsianisdszunadayaiiu (Attention) sandeaauanisnaesdilnalunisdseuag

e 23
=
ap)

. v a2 v Y a Ao = = v ° v
98l (Capacity) ANNABINTIRUANIRINLTINANAN DL s Tamlldaasaznn Lo

[nO)
e

>

hol



50

Y a

fuslnaliacnanladudeya ulasnnnuansdisdanisuiilyresnsndudntiue lunig
o Y Y a ¥ a 14 dl =K 1A 3 4 dl

paanudn wnustnafeIn sduANuanseanieAtian Aazlimnuanlalawung

nendasiuamuAmedtyanend (Symbolic Value) dvasviauyaann nandsagusina

a dl Yar v £ v Ql o VY A !
wstnanlaFunisnszsulissunadeyanin azBain Wslnarumauainisnung

©32¢

Anmzilamnnunniy Fafiilnedanuaulauazenuaiunsalunisszuaadeyauda f
@:ﬁﬂﬁﬁjﬁiﬂﬂﬁmqmLﬁﬂ%mﬁuﬁﬂﬁu@ﬂ'wﬁﬂ%ﬂLL@:Lﬁmmﬁmmxﬁﬁﬂga (Levels of
Processing and Representative Operations)

oA fulnAaziindnseneuaueslnautseanitlunisneuaneania
ANNARA (Cognitive Response) LazN13ARLALEININB1TN (Emotional Response) ?ﬁlqmﬁ
ABLALBINS 2 stunuaznalvifiansyuauniane faeaviAuARTRFenmAWA (Brand

a

Attitude Formation Process) LagtnaliuiiAuasnisiansdusnluiign (Brand Attitude)

WA 2.7 WULANARIN19A8F2109 ALARNHADMI1A1AN (Formation of Brand Attitudes)

ANTECEDENT  PROCESSING CONSEQUENCES

Needs : Utilitarian,
Expressive

A 4

Motivation to Process
Brand Information

Ability to Opportunity to
Process P Process Brand
Brand Information
Information
Elements of Brand i
v .| Processing Cognitive
Exposure to 7| Attention Responses Brand
Ad Stimulus Levels of Attitude .| Brand
rocessing and | Formation g ;
Representative EmRorke| Process Atitude
. Responses
Operations
Capacity

=)
pnd
i)

Maclnnis, D. J. & Jaworski, B. J. (1989). Information processing from

advertisements: Toward an integrative framework. Journal of Marketing,

53(4), p. 3.



51

TQENARLNLIMeENNINAaN1TRafa1Y ALAR Haugtvedt, Schumann,
Schneier, Wlag Warren (1994) g¥annsAnenfentunisnefeesiAuaRniAnaINnNg
Lﬂﬁlﬂuuﬂmgmmuimwmq Imﬂﬂ@ﬂwﬁﬂﬁiLﬂaﬂuLLﬂ@ﬁgﬁLLUU%@QT%HMWQHLLﬂQ@@ﬂLﬂu 2
Usziny dszinvusnie nawlasuntlasdaulszneufinnussalamsnn (Cosmetic Variation)
Fudnnnuaeuuasinuens guLLauRa sadnis walaifinnsuaeitenn daudszand
aaame nawAsuuadiion (Substantive Variation) 151’LLrw'mﬁ?Lﬂ'§"ﬂu°ﬁfm$@Lﬂwwm

Trouusllnlaaudaudssnaufanussnulammn SeuaainnisAneanudn gnaviauaRz

o

1 dld dl d’l 17 a a a ¥
Aasanlxnrninisdasuulasiiaiag i nma lUn1TNa1 TR 1A LAZAINITD

' ]
% o

= =R aa a v Yy | A ax A A
?gi@ﬂﬂ\?@‘m@ﬂum%@\?ﬂuﬁqimﬂqﬂﬂqqEV]N‘V]ﬂuﬂmsﬁ\?ﬂ‘ﬂmQﬂqﬂtmﬂmqmﬂﬂqﬂﬂ@ﬂuuﬂ@ﬁ

1
. ar

doutlsznauianusisanulaen luanengnanauaimne soanlawunninialasuulas

1
1 ovaA

, A | = * o a
Avutlsznaunen LLWQ\?WHI?JHM'\@Z@’]NW?Q?:@ﬂﬂﬂgﬂ LLUU%@QT"JJHGAWVL@NWHWJW NN

o ad} 1 o dld zﬂl dil/
nAuARTINafAIan kI NN aauutagiiann

1
v % o

) = =4, S o &
UaNANUL gniALARNNamanlnENNANTasuLLadlanIALLaAINIT

u

1 ]
A A

Ly A o a v oo | eala
m‘lﬂmquLNﬂg@ﬂquﬂ@ﬂﬁqﬂqqﬂm?q@uﬂ"lﬂu‘ﬂLﬂu@LﬂNNqﬂﬂqqﬂleN

' '
o ak o

AUAFTNNBFAIRAINNNT

dl ! dl | 1 dgj ISP4 a v oa ¥ =K
wagundasdautlsznatnanisssnulssnn WNTIZAINLUAARUATHUDYALNLINUAUATNIN A3

NAUARNANNAALTUMEBLAAIIN1E IEFRLAUATNAUAFL

a 1

ai ! ¥ v @ Y1 o a G o o o dlda a dl
aninanaNndes azdiuladviauesiludadedrAn niEnsnasengAnssy 19
LULAaeiAUARTIAAAINANANTRNAELszN13284 Fishbein unguuildiasune

ANHANNUSTLNINAINLTA (Belief) LazNALAR (Attitude) %aﬁﬂlﬁlﬁquﬁmmmumm

LULRINAUARNINANANENTANAIELsENNS

LULRNA BT ARARTIA AR NADIANTRRATEU5EN"3 (Fishbein's Multiattribute

o

Attitude Model) l#agunenisnasnaasiauafdinaInANNiieesiUs lnANse Ansax

¥ a [ o

wazpulsylamizesnsduin nannpe fuslnaaziatsunnsduinlagliaaudrAnyiu

a
Y a %

AUANTTRTR9RINAUAININTGR uldndiFinAazaaRuANTlinReq UL AANTRIa9AWAYT

a

wsiaz AR NA AT BN LANFNTUT L (Assael, 1998) (AUNWNIWT 2.8)



52

LHUNTNT 2.8 WULAaasiAuARNIiAANAnaNTRuaelszng (Fishbein's

Multiattribute Attitude Model)

Evaluation of Brand

Product Attributes (Ei) Beliefs (Bi)

A 4

Overall Brand

Evaluations (Ao)

A\ 4

Intention to Buy (BI)

Behavior (B)

Assael, H. (1998). Consumer behavior and marketing action (6th ed.).

=)
z°
)

Cincinnati, OH: South-Western, p. 304.

|
% o

o QSIJQI % dl Y a a 1 a a a o dil dld
LL‘]JU@']Z\]@\TLLL?N[ﬂu@'mﬂqﬁ“ﬂB;!‘]_I':TIJ“Iﬂﬂi;‘iLNHQ’]@M@NUWI@%@\?@M?YMT’]’] NREARNIEN

ANAN A& UMFLAULEININTIgA (Evaluation of Product Attributes) wasanntiugisinafiaz

q

NA170419719 51 ARAN TN R AANTRAINA1991NANNNTI A 1B9A1LEY (Brand Beliefs) BiFwARN

Q

|
a a ¥ =

~ o dl Ay . oA p | @
u Iﬂﬂﬂm@m?q@uﬂ’nﬂuﬁqqmLmﬂLL@::@M@']VIiNi@Nm@ﬁm@NUWL'Wﬂ\‘]ﬂﬁzﬂ’]ﬂmﬂq LLmLﬂu

232

Q

'
v v

A aAa a v LA = P P a v © oAy ‘
AN fansdudnlunnaan nanaResInianaNTRdeawr NnsaduAtiuEsae Taidn
aziflupnaNR lW@EIonNuTaiTiaL (Overall Brand Evaluations) #adanntin g13lnafiazyin

nMsdsiiunsadusnineansanluisiazauan g uaniRmuLasAaN TR

Y a o Y Y KR a

fuslneAansnignanRsuNgaas iuauanTRdey s udtasiansnnnsdudily

a

2
=

nwsan wneanisUsziiufluniene’la Justnafazifinaausialaga (Intention to Buy)
uwaziiAngAnssnnistaluige (Behavior)
WUUAN AT UNTUAAI AN NANRUSUDILFAA LT UADUATNAFL NANIADAINNA

a dl a 4 aAa a ] a a ¥ dl
W@I@Iu@m@uum WAZANNITR TUATAUANAZNBNENAAENTUIUEURTIAUAT Laziile



53

dszifiuudatanalafazifinaansslateuaziianginssunisgelungn atnalafinu
woAnssunsTeresfLsinaena il lfFesmnadudunuLtianell Asiu Fishbein Agld
Lzﬁuﬂwqwﬁmiﬂcﬁﬁmmﬂ%m&;NZ\] (Fishbein’s Theory of Reasoned Action) TU&A

! U4
ANNANRUEIENI T AUAR AT WO ANITNNTRIAUE AL
nornmsdfiniasldiunua

wqwﬁm?ﬂﬁﬁmmﬂ%m&;m@ (Fishbein’s Theory of Reasoned Action) Lﬂumqngﬁ
BFLNEANMNANNUTITUINTiALARLANE ANeIN I AGAALETU IneWmUINIAINKLLIAADY
WAuARNIinaNAnENITRNA81s2n3 (Fishbein’s Multiattribute Model) wqwﬁﬂ’ﬁﬂﬁﬁﬁ

Tneldmnualiagunedn nasmnawnginssuresdusinalignsiesddusesdnm me

1 3
iruARe9§Ls N ANNFaNG ANTINNITTE (Attitude toward the Behavior) N1NNd1iAWARTH

1%

FiadmMg (Attitude toward the Object of Behavior) (Assael, 1998) finatinidi magaula

a Y a Qlld 1 dgl dl d‘ . 1 o Qd‘d ] . o ?:/ o
AUARTBNHLT LNANNADNATTALATRIAN Pepsi NINAMNAUARNNRAR Pepsi ANUUNITIA

u

Se

o %

ad‘ =K = dl a d’l A ¥ a ¥ 1 ] a ai
ALA GW]L‘MJ\IWZZZ\]Q\I’NﬂQiW@W?MWWWﬂMﬂ??Nﬂ’]iéﬁ’ﬂﬁﬁ"ﬂﬂ’]ﬁ‘i‘ﬁﬁlﬁ‘q@uvﬂq VLNI‘ﬁﬂ’]ﬁ‘W@’]?M’W}L‘]Q

a o

pIAuAnlnams fimueRnNsedngaia g m s M dunmueilunismawniauasaed

Y a

Y a v 1 L a o a a 1 [~3 e 1 a o a
Quﬂmimmaﬂm W1 WAL N AR N ARAR MATILANFAWIANIITANT WAANANTIALAR

U
4

TTIRLABNGANIINNSTRINTIERUATNTIATUNININ
wanaNtiu NouRslfesunanaiuANTeTesiL3lng (Belief) 3AnaNng

FUSnaNaANSURINGEANIIH (Action) NINNGINI3FLENNAMANLIAIYALAN (Attribute)

foatinady §usinaldldldpoudAnyiunandneiayiNegun wianAuants wu Jeeiv

v 1
wUATELATTaeNgeRa wiaglipndAnyfunaninsiuuiuguesauTad N ad g

o

annsldayiuansnilesiuiupn Fouazanein il s

%

a Y a M v=R ] a Y a | ?z// 1o
ﬂ’]ﬁ‘ﬂ’]ﬂLﬂ’]‘WQﬁ]ﬂ??Nﬂ‘ﬂ\iE‘J’UﬂﬂﬂVLNiﬁﬂmﬂqLLI?]L‘WEI\‘I ﬂuﬂmmgm‘ﬂmmmu LLBIEIN

aa

FRANEIAN1IZIIARANVNNEIAN (Social Environment) NHavEnasaiauARaa9d1znA

sog leun AsauAFLaznguiien TnaiansnndnyARamaNiNanEnasaiALARYIa9NLT LA

v

2ti19l3 (Normative Belief) uazfiisinaiingfnssnneuauassianunguilacnals (Motivation

Y o a

to Comply) Astiulunneaniazngisina lddeanisteduaunseeng wradusesdeinge

a

IFuansnaanausands lumenduiuuaiefusinadesnisieduAnunsacing weild

aundam el lesunisuaniuandenu



[ :// d‘ ' dl [ a a oa ¥ = ]
muumnmﬂmqmLﬂmﬂumqwgmiﬂgumimﬂhqum HAFMNLANAINANN

'
ad a

WUUANAeiALARNIAAINAMANTRIANE
UiRlneldmnnaazanmIngAnssuresdislnAaniAuA

A dl ¥ a a o =R o rdl ¥ a a ¥ 1 % A
AR V’n’mL"ﬂ‘ﬂ"ll’rNE;]‘LlﬁﬂﬂLﬂﬂ@’mﬂ’]ﬁ‘ﬁ“}_lgﬂ\‘iBJ@Z\]Wﬁﬂ/]@ﬁi@’ﬂ’]ﬂﬂ’]?ﬂﬁﬂﬂ@uﬂ’] LL@?.:?.I@@‘@VI’]EI@@

a '

wa

ANNFIANG

Usznnsviennn 3 dsznis deusnmengunig

!
ada

54

AN79UN1318 10484

tladeniensnasiennAnssnaesdiLilng gl Fairuamiiiasacnnen uidesnis

Aa o

fladtindann NAsANNAEnEwasaviAuARIavELTINAMYY (QUALNING 2.9)

LEUNINA 2.9 noensdiRleeldwRka (Fishbein's Theory of Reasoned Action)

Beliefs about Evaluative Normative Motivation to
Consequences Aspects Beliefs Comply with
of Engaging of Beliefs about about What Normative Belief
in the Consequences Others Expect (mi)
Behavior (bi) (ei) (i)

v v

Attitude toward Subjective
the Behavior Norm
(AB) (SN)

A 4
Intention to

Perform the
Behavior (1)

Overt Behavior

(B)

N Lutz, R J. (1991). The role of attitude theory in marketing. In H. H. Kassarjian &

T. S. Robertson (Eds.), Perspectives in.consumer behavior (4th ed.).

Englewood Cliffs, NJ: Prentice-Hall, p. 332.
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(Involvement and Consumer Decision-making)
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INVOLVEMENT
CAR-HOUSE-FURNISHINGS JEWELRY-COSMETICS
NEW PRODUCTS FASHION APPRAEL-MOTORCYCLE
MODEL : LEARN-FEEL-DO MODEL : FEEL-LEARN-DO
Possible Implications Possible Implications
Creative : Specific Information Creative : Executional
Demonstration Impact
3. HABIT FORMATION (DOER) 4. SELF SATISFACTION (REACTOR)
FOOD-HOUSEHOLD ITEMS CIGARATTES-LIQUOR-CANDY
MODEL : DO-LEARN-FEEL MODEL : DO-FEEL-LEARN
Possible Implications Possible Implications
v Creative : Reminder Creative : Attention
LOW
INVOLVEMENT

A Vaughn, R. (1980). How advertising work: A planning model. Journal of

Advertising Research, 20(5), p. 31.
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(Involvement and Type of Decision Making)
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Generic
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Internal
Limited External

Information Search
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External
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Simple Decision Rules Complex Decision Rules
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Purchase Purchase Purchase
Postpurchase Postpurchase Postpurchase
No Dissonance No Dissonance Dissonance
Very Limited Limited Evaluation Complex Evaluation
Evaluation

fun:  Hawkins, D. 1., Best, R. J., & Coney, K. A. (1998). Consumer behavior:

» High-purchase
Involvement

Building maketing strategy (7th ed.). Boston, MA: McGraw-Hill, p. 499.
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