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Abstract

The objectives of this research were 1) to investigate consumer behaviors influencing the
decision to purchase handguns under the royal thai police welfare project among investigative police
officers 2 ) to study perceived product value and store image affecting the purchase decision
3) to examine the purchase decision-making process and 4) to test the impact of perceived product
value and store image on the decision to purchase handguns. the sample consisted of 385 police officers
who had previously purchased handguns through the welfare project. Data were collected via an online
questionnaire (Google Forms) and analyzed using descriptive statistics including frequency, percentage
mean and standard deviation and Multiple Regression Analysis. The results of the study revealed the
following.

Consumer Behavior Analysis (6 W1 H) Regarding the decision to purchase welfare handguns it
was found that W1 (Who) police officers typically receive information from external news sources
W2 (What) they prioritize price when selecting a handgun W3 (When) purchases occur throughout the
year (January - December) W4 (Where) transactions are conducted through the project's service centers
W5 (Why) the primary motivation is the lower price compared to other sources W6 (Whom) the decision
is made individually and H (How) the purchase process involves researching reviews from open sources
or experienced users.

Perceived value and store image analysis regarding the impact on purchase decisions perceived
value was highest in terms of price value followed by functional value and emotional value respectively.
for store image the most significant factor was in store products followed by the physical environment
and Instore service.

Regarding the purchase decision there was a high probability of future purchases from the royal
thai police welfare project followed by the intention to purchase if an opportunity arises and products are
available even if the price exceeds expectations.

Hypothesis testing the analysis of perceived product value showed that functional value
emotional value and price value had a significant positive influence on purchase decisions. Similarly
store image factors specifically sales promotion physical environment and In-store products exerted a
significant positive impact on the decision to purchase handguns. The regression equation can be

formulated as follows.
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ﬁ;&“ﬂ%‘[mﬁ@iaﬁuﬁm%au’%miﬁﬁdm’tumim:J%'ﬂmﬁ'm’mﬁaw nInlanuILRaTaUdasIn

a;ﬂ"l,@‘fdw n’m%’uj’qmmmaaﬁuﬁ'}vlajvlﬁl,ﬁ@mmwmw”w‘masj'mLﬁm LL@iLﬁ@]ﬁ]’mﬂmﬁ’ﬁ’mﬁ
ldsuidanuduen (ﬂs:‘[wﬁgmdwﬁunuﬁﬁﬂﬂ) a:ﬁﬂﬂg}%n’mﬁ@%ﬂmﬁanﬁﬁa (Brand Choice) Las
M391813UaT9 (Purchase Action) M3sugmd1dudnazaziauiamydsziiiviasinnonmsdinadeanys
Duudaziuludrugmnin audud anununu waznwansain 3 min Fefinalavasedanis

aaaulade
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% &Y ¥
4.3 NMMNANBIWIINAN
' ' o & v @ = o v a AA . o
Ghosh (1990) N8I3 NINWANWIRITWAT ANILDI ﬂ’]iiuzﬁ(ﬂEIS'J&J“].IBJEUSII]Q‘Y]N@]Q@]'J
v v td a U { Qs Qs 1 v v 1 ﬂ/
UM “Ii\‘]Lﬂ(ﬂ"ﬂ’]ﬂ'ﬂﬁzﬁﬂﬂ'ﬁﬂiLLa$ﬂ'ﬁﬂ3$N?ﬂNa"ﬂaaaLﬁﬂ')ﬂ‘Uﬁﬁ]ﬁ]ﬂ@nd"] maaﬁmumwmwaﬂmﬁﬁa

"WARNEIIN" (Total Perception) vadadutlszaunInmInuan (Retail Mix) N4%ua AMWansatluaIngiu

=

na:gnm:‘numﬂﬂ?’hﬂaﬁmﬂﬁﬁmmﬁLﬁ'alﬁLﬁumwﬁhmﬁﬁdwa@ians:mumséf@ﬁu‘l,a%amaa

%

duslnaliasi

2

1. naaAmaluiue (Merchandise/Product) LA 18 BaINAATI8 VDI FUAN
(Assortment) ATANINVBIATIEUS (Brand Quality) Lm:im”mwmﬁﬁa@ﬂla laglwanudmamynannmwd
Tuudduin "fud" favialananvesnaiwansol %uﬁﬁ‘ﬁ'gﬂﬁmaﬁ'jwﬁﬁuﬁwaa}m%”’m,l,idﬁqg@vl,@i’
i lasfidszidutasde AN (Quality) anwindefiovasdud Bdaihanssminodaadui
panTuluszauaINg AURAINRATY (Assortment) NI EUAIRAILIU Wa1DTUIA (1FU Full Size,
Compact, Sub-compact) I#lRanitIsulfisy s=ausan (Price) mmaumqawama\‘mmLﬁmﬁﬂuﬁ'u
ATLNTN winauldilssupessiadugiganisnainiiminunaly wazeanuriuads
(Fashion/Modernity) msﬁﬁuﬁﬂﬁﬂujﬂmmq@ (New Arrival) #3afiinaluladlud 9

2. FNNLINRBUNIINIBATN (Physical Environment) lHBNNI00NKULTIH N1TIAT
e (Layout) LLa:msmmﬂﬁdwa@iammfﬁﬂﬂaa@ﬁmau%aﬁa"l,@i” "U33EMe” INANadaIaInen
;‘Jl”s’fi?a I@mam:ﬁuﬁwﬁﬁﬁmgaLLa:@TaamimmﬂaamTy N133AN9LALHLNE (Store Layout) ANNELAIN
lumsidurn mydanuanydundazdzianldduniiie anuazainauny (Convenience) FouA e
Fudh n3inesasn wisaglnanuniisnududina AN TaRON1INENIW ANlaeaRBT8S
amuﬁa‘i’mﬁumgﬁﬁuﬁhfwﬁwﬁ %adaNa@iammL%aﬁ'ﬁ'jﬁuﬁwLﬂmlauLwTLLa:VL@T%'Uﬂ’ﬁgLLaasmﬁ

3. MIlAusSnsaeluiiu (Service) Wil fRunussznitandnauiugandr aanu

[
Aaad

L%m"mtysl,umﬂﬁﬁmmﬁﬁ WaUSMTLESNEY fidignuasinidu "Soft Power" va3mwanu iU
&9 Lindquist ez Ghosh a9 ®iNUsznauaas wiinauane (Sales Personnel) 894 "8 e7
TIYLAWIZN" (Expertise) anansnadunana intlu szuuanulaaant Lazmsnaaayinanugzana e
MIUIEE WU (Coordination) luusundisalng Aomstanaaizes "unadow 1w MIdszan
Nwanay 1.3 uaz 1.4 u3n1InaIn1ta1e (After-sales Service) N30 veN% AR GEGYRRR nIDMTIA
ﬁwLLu:ﬁ,’]Lﬁmﬁ@ﬂzyma'mmﬂ‘*ﬁmu

4. MIFILRINNTIWUNY (Promotion) Lﬁumsﬁamﬁagmmmi SIURNANLAL LAY
Bawlumytrszinfiisadansaaauls Lﬂumiéamimwé'ﬂwmﬂlﬂﬂ'ﬂ;ﬁu%‘[nmﬁaiﬁﬁ@mﬁhfaa:
naizdunraadula ansuselomifia (Incentives) Iﬂﬂu%ﬁﬁm%’umjum%wmww: LT% §IBAAFIATL
FhaFusIu wiansunugUnIniiaiy (Taswn garianuazain) Gawlunstrsndu madszaunuiu
awnItioaunInawIasmaTiians "Heudns” dadueasvianluszuuaiadnis ms%‘amﬁaga
(Communication) MIUIIINIFITHIRNGNIH wiatasnmsaonlaifidhiedashminnlasess

a;ﬂ"l,éﬁ'] mwansivasdud iumiseanuindeie AW UAZAURAINAAE
Fnsafidu "é’ryty'lm_ia%qmmw" (Quality Signals) Llausniinwansaliia %ﬁdmﬂlﬁﬁ%mﬁ@ﬂ’]i
ﬂi:Lﬁ‘mfﬁf?m@i”ﬁLLazU'%mﬂu%uﬁfuﬁqmmgaﬁfu ralusunnsldnuuazdnarsuainnuinla dmsy
MNANBIUM mi"?i'%m@i”ﬂai’aﬁmw%a;ﬁ'@ﬁmmUﬁmmﬂm%aﬁa fnsusmIng wasiuusuda

Lﬂ%ﬁﬂﬂy%’ﬂlu%yj@‘mn AzgInasianIN INdlanazanuaslalunisaadnladavasinninn lasass
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4.4 msﬁﬂa%slaﬁga (Purchase Decision)

Kotler & Keller (2016) Na12731 ﬂ’liﬁ'@lﬁﬂﬁ]%a (Purchase Decision) AN NTTUIBMT
lRaNINNMaLRENEN 9 ﬁﬁayj’ Lﬁa@auauaomm@Taamsﬁgﬂmz@jwfu lagrunslszuianatoya
msdszfiunaien LLazmiagﬂNaLﬁa@‘hLﬁuﬂﬁ%aﬁa

duaoumIaaaulade 5 Tuaew (Five-Stage Model) Qu’ﬂnﬂazﬁmgumaumsﬁ@ﬁulw”aﬁ

1. M33u31Yw1 (Problem Recognition) gﬁinﬂmz%ﬁnﬁdmmLL@m@mi:Wmama:
ﬁl,ﬂuagjﬁ'uama:ﬁﬂiﬁnm

2. MIUFINITBYA (Information Search) MIFUMITYINNURAIA 9 vamelu
Wszaumsal) uaznmeuan

3. n3Uszilinnnaiien (Evaluation of Alternatives) miﬁw"ﬁagaﬁvlﬁml,ﬂ?ﬂmﬁﬂu
ATLRNLR (Attributes) L% fiwa 101 W8 uazITUUANNUseany

4. msaaaulade (Purchase Decision) mgu‘ﬁ';jﬁiﬂﬂé'ﬂﬁulmﬁaﬂﬁﬁmm:ﬁwLﬁum'sﬁ'ﬁva
239 WAe1NTRIBUNTNUDY LT ﬂ”ﬂuﬂﬁmaaﬁﬁu wiotfasuauMsai lianade

5. WANTsUNEINIDa (Post-Purchase Behavior) m3vszidunnuiswelanasldomn
FsazdanadamITetiviomILanda

ayld miﬁﬂﬁula%aQu%lnﬂa:ﬁmﬁ’ujﬁrgm MIUFMMITBNA uaziinasziiin
madenlasddusen awe Swauazszuuanulsaasoidunszuinmslunmsdadulada soudoms

UINIRAINITVE

N133U3AMAIRA (Perceived Value)
- ﬂ'ﬁ%’ufﬁ;mmmm’]m
- ﬂ'ﬁ%‘ug‘fqmﬁ'm'mn'ﬁWam

- mﬁ'uf@ WA URINY

- mITuiamemng RREHS nsaaaulade

(Purchase Decision)

NINANBB31AT (Store Image)
- NAAA MM LUIIUMN
- RNWLIAFBNNIINEAN
- mIsuSnmsmeluiu

- MIRILEINNNIT RN

AN 1 NFBLLWIAG

277



MIFIWIANTINUTANTTINUSLM YT TN 2 2fuf 4 @NIAN - LU 2569)

Journal of Innovations in Business Management and Accounting Vol.2 No.4 (January - April 2026)

5. 25N1IANBHHINKIVY
5.1 Uszrnslnn1sivn
Uszansua9n1s@nenidsuasiil de °1Tﬁﬂ°ﬂms@‘hﬁaﬁﬂg‘jﬁﬁﬁﬁwﬁﬁumulmw
NPNWURIUAT §IU3% 12,000 318 (FBNUAITIILAITIR, 2568)
5.2 NANA28E19N3IY
Lﬁaomn;faﬁ?'ﬂvlaimmmmmﬁafﬁwmuﬂs:mmﬁmy%aawﬁ‘luwnﬁﬂ%mﬁmw‘hiwﬁ
Ufsaniniaumwldatiwita §U@10819UUVL1239 (Purposive Sampling) LaslEgasuas Cochran
(1997) lduwiavasngueiating 385 au
5.3 ia3asiiaflglumidve
5.3.1 sneaeiadasie wwuuseuoududmowdmedauuusaumy S'fjdLLuuaaumuna;u
faghoutisaanin aoil
FAud 1 L‘fluu,uuaaumwﬁagaﬁﬂﬂmaoﬁwammuaaumw laun wwa elddaidon 4
anwmeidudroudansde s1uau 2 98
§aui 2 LﬂmmuaaumuLﬁmﬁ'u*‘n”agawqﬁﬂﬁmguﬂnﬂ (6W1H) danwmzidudronuans
Ja $1u2u 28 18
gauil 3 - 5 1 dusuusauaNLieany 1) MITUTAUAEUAN (Perceived Value) 3112%
12 40 2) MWAnNHAIIUAT (Store Image) $1I% 12 98 waz 3) Mmyaadulade (Purchase Decision)
$1wan 3 7o Gedsznaudofaaudasiiutain 5 320 lagldunasiaUszanmen (Rating Scale) uaz
Ihasunnudazszau wgal,wimmuuuﬁaﬁﬁqﬂﬁa 1 D9ANAZLLBUNIN ‘ﬁqﬂﬁa 5 uazdiinasilumsliazunn
5.3.2 mimaaaauqmmwméadﬁa
FuARMIAIANLTLIaTY (Validity) Im@‘ﬁm’m@ 3 Y IINNIATIARDUANUTDAAR D
wihHaMIaTIReUINA I MIaTiANFeAARDITRINTEMNALTARUIEEIA (Index of Item-
Objective Congruence : 10C) snsfianugaaadas (10C) Sinmsilumsiszifiv do sud 0.67 A9 1.0
nafinnsRiatsand 10C ‘Il’e]dﬁél‘%ﬂ’l“ﬁ’]ty 3 viw frwamen larinny 1.0 naneaudn Tadianud
anufisaassluBaiiom LLa:mauaquﬂ”@qﬂi:mﬁmaamﬁ%ﬁ'ﬂuﬂ%ﬁ
A379RAUANL IO R BILULEEUDIN (Reliability Teshlaoiuuusavanlunasasld
(Tryout) ﬁ'uﬂa;uﬂszmmﬁﬁé‘ﬂwmzﬂﬁmﬂﬁaﬁ'unﬁjm'has‘wﬁﬁﬂmﬁﬁ’s §19% 30 AL WAIINTIUIN
LUUREUDNINSLATIERAAIA LT et sl agR TN A FN LT AN T s annAsa LA (Cronbach’s
Alpha Coefficient) Farruanmaiasue 0.89 A9 0.92 dmsuuuuFeUaNAlTluNwITeAsI Watian
fwmnmanadaiudsiaudsranisarintantnn wadnnudasulagTuwihiy 0.972 Gefien
mwm%au”ﬁagﬂummﬂﬁﬁmm winefsmsisvluassitfanusindefevasuuusaunudmsulslums
wudays swsash lfiAudeyanguenatneld
5.4 n'lsl,ﬁmwsqwffagamﬁé'ﬂ

A @ o

Fd']fﬂU%’]LL‘U‘UE?(E]'llﬂ’]Nﬂ,llu‘i_lﬁl]ﬁq.}iﬂiﬁﬁh%ﬂ’]i@li’)ﬁ]@ﬂﬂﬂ]ﬂ&ﬂﬁwLLﬁﬁ&l’]ﬁﬂLﬁuﬂ’]‘Sﬁ@ﬁ’]

wuusaunuaanlat (Google Forms) thaifiumiumiatayatgund (Primary Data) aMnngudiating uaz

v
=1

ﬁwiagaﬁ"lﬁlﬂ‘?mﬁ:ﬁwaiﬂ glalisuntuanaunitaasdan a3 iagam%'lumiﬁﬂwﬁﬁ'ﬂu I%ﬁagaﬁ

FILUAAVLARINNINN 2 §I% Ad
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1. Aayatgund (Primary Data) VL@TmnmiLLﬁmLLuuaaumulﬁﬁumjm‘ﬁaam ORTEL
385 70

A

2. Tayan@unil (Secondary Data) 1danmsduaia NUNUTayaLszumfAang e 9
a4 @ @ A

LAETINTHIHAIWITL AN TS magamﬂuuﬂmmmn%ﬁfaﬁa MINT UaFIGNUN

a ' Aa o
5.5 ﬂ'l?’.ll,ﬂi'lgﬁ’].l'él“asl%ﬂ'li?ﬂﬂ

u

13 @ '

‘V\Eﬁﬁ]’]ﬂﬁ’]ﬂ’]ﬂﬂﬂ‘ﬂaﬂEl‘tl’]ﬂﬂ@ﬂJ@T’JﬂEi'NﬁLﬂEl‘%ﬂa’]’gﬁﬂ%‘wﬂﬁumadlﬂ‘iﬂﬂ’]iﬁfﬁaﬂﬂi

FUNIUAITIILAITG sﬁfﬁ'ﬂazﬁﬁaQaﬁvl,é'fmnmﬁmiw:ﬁua:ﬂi:maNa LN EWIAIN RN BT TZHING

2

ﬁaﬁ'ﬂﬁﬁﬂmﬁumiﬁ@ﬁul%%amgﬁﬂuwrlazwaaimammi’aﬁmiﬁwﬁfﬂmm‘hmaLwiwwﬁ f19 I
ThansdnTafil fuaninfsumudsiimmsaia leud
5.5.1 mﬁmﬁzﬁ"ﬁagav‘ﬁdwssmm (Descriptive Statistics)
ﬁagamﬁmm:ﬁﬁagaLﬁmﬁ'uﬂﬁ]f{i'm@T’mﬂs:*‘mmma@r?ua:‘*ﬁayjmﬁlmﬁ'quﬁﬂﬁmau
Qu?‘[naﬁmn%amgﬁﬁuwn;maﬂmam‘m’i’aﬁm‘sﬁnﬁfmm@‘hs’mLL‘via"mﬁ lasldafaidonsTasm
(Descriptive Statistics) I@m‘mﬁ’]m’mﬁ (Frequency) Uaz3asa: (Percentage)
MAAeNzRTayaszauaANAaAK NMITUiAtA1EUA (Perceived Value) n1wanmal
16 (Store Image) Misaaulade 15ahiaiFsnssosmn (Descriptive Statistics) lansinazuuudilely
ﬁﬁuamm@hmsﬁ (Means) LLa:d’JuLﬁmLuummg’m (Standard Deviation)
5.5.2 mﬁmﬁ:ﬁ’ﬁ’agaLﬁamaauawﬁgm
mylienzidayaveingudiaing lasldllsunsudiagunaidlunmmesevaundgin
(Hypothesis testing) Taaltia3asiia3iasehnanisada LLuumﬁLﬂﬁ:ﬁaumsmmaﬂL%uwvmm
(Multiple Linear Regression) L1a3iazfinansznuszninsudsdassiusdudsay ﬁi:ﬁ'ﬂﬁfﬂéﬂﬁ'zymd

0@ 0.05

~a
6. HAN132Y
faufl 1 wamylienzitoyani ldvasaeuunuseunu
6.1 nudiatNaeuuuusaumudulng wwame d1uan 375 au dadusasaz 97.40

feldiadodaidian 25,001 — 40,000 1 $192% 189 au Aawduiasas 49.09

fIun 2 ﬁaﬁaﬂaﬁ'ﬂﬁquamim@ﬁm (6W1H) B09K@aULILFaLDNY

A19191 1 ﬁaaﬁi“mi’quﬁﬂﬁwju’ﬂnﬂ (6W1H)

ﬁaa‘faﬁmwnﬁmm;ﬁfﬁinﬂ (6W1H) IWIN (A) Touaz
w1 (WHO) TasRanguaaiaithnang

1. thu”maxvlﬁ%'uﬁagaLﬁmﬁ'um'i%amgﬁflummmdﬂ@
1.1 URsITIMEREN 1TW FesoulatinioRaFIRNW 142 36.98
1.2 Lﬁauiawmw%agﬁﬁﬂi:mmsrﬁ 135 35.17
1.3 miﬁiamimﬂﬂﬂUuﬁfmsﬁagﬁaﬂ”uﬁtym 66 17.14
1.4 miﬂi:’gw?amiamum ol U89 35 9.02
1.5 MmInagavasanudndlvnasoy 7 1.80
Y 385 100.00
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A13199 1 ﬂﬁ]ﬁ'ﬁﬁquﬁmmgﬁinﬂ (6W1H) (¢ia)

ﬂaﬁ'ﬂﬁquﬁmiuﬁuﬁm (6W1H) IWIN (A) Jouay
W2 (WHAT) é’u’%fnﬂé'aams%waaz'[i
2. iﬂiwﬂﬁ@hﬁﬁﬂﬁmwﬁ%ﬁﬁ'ty,ﬁ'uﬂaﬁ'yazvlstiaLﬁaﬂsfam'g'ﬁflu
2.1 37a1 250 64.93
2.2 AUENLAY89871)5 122 31.69
2.3 ANNFELAINIHNNTIAM 10 2.60
2.4 MIVININRINIITNY 3 0.78
RIPEY 385 100.00
W3 (WHEN) EE‘]J%TI\G]%@ ala
3. ﬁmam”@ﬁuia%amgﬁﬂuwrwagusl,wﬁadL’Jm‘vﬁaqgmﬁﬂa
3.1 anaanid (UNTAN - TWAN) 285 73.95
3.2 Yaed (Nuenawk - sUINAN) 38 9.92
3.3 na il (Womunaw - §INIAN) 35 9.02
3.4 aull (unIaw - LBHW) 28 7.22
RIPEY 385 100.00
wa (WHERE) §u3Tnataf lun
4. ﬂTﬂiwﬂ’m‘hiwd’ausl,myﬁwm'i%am'g‘ﬁﬂuwmgumﬂﬁ
4.1 guiuimIvaslasans (anw.as.) 212 55.01
4.2 Sy (ﬁvlﬁ{uagrgm) 69 18.03
4.3 Funus e lesumsuan 66 17.14
4.4 fnugasniaanlaih 38 9.92
RIPEY 385 100.00
W5 (WHY) ﬁﬂuﬁn‘%‘[nﬂﬁﬂﬁ’ﬁmau%%a
5. m@lwﬂ%5ﬂﬁ°ﬁ”]§'l°ﬁﬂ’]iﬁ’]ﬁﬁ]Lﬁﬂﬂ%@m’gﬁﬂ%mﬂiﬂﬁﬂ’]iﬁ
5.1 1NN 264 68.54
5.2 TalaualacaNdNLAEANNlATINNT 73 18.03
5.3 QIWILALAINAIFIUBIBNT 45 11.72
5.4 ANURZAIN WAL 3 0.90
RIPEY 385 100.00
we (WHOM) lassignsanlunisandnla
6. ‘n"lwuaﬁ'lLLu:‘ﬁnmnqmal@ﬁauﬁ@ﬁﬂa%@mgﬁluwn
6.1 AuLad 208 54.11
6.2 LNaUTINI 115 18.03
6.3 Lé]”’mﬁ']ﬁmniﬂsami%%ach%mmmﬁfmmgﬁ 45 11.72

QU ]
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A13199 1 ﬂﬁ]ﬁ'ﬁﬁquﬁmmgﬁinﬂ (6W1H) (¢ia)

ﬁaﬁvﬁwuwnﬁmmﬂu’ﬂn@ (BW1H) TIWIU (A) ShHEEH
6.4 ATALAT 17 4.51
Y 385 100.00

H (How) du3lnagiaatnls

' a o a [ A t&l
7. MBINIALBBNIITD EJ’]\‘IVL{L'H:T]']?LG angsa m’gﬁﬁu

7.1 M3AN®13773970 Open Sources H3aKlTNUITI 160 41.49
7.2 maIsuiisunen 125 18.03
7.3 mi‘*naﬁwuuzﬁwmﬂqﬂﬂaﬁﬁaﬁavlﬁ 73 18.94
7.4 MIATTUEUA 28 7.22

ERLY 385 100.00

NANI9A 1 WU W1 (WHO) ﬂj"wswﬂﬁ@hnw“’m:vl,@i’i”uﬁagaLﬁmﬁumssﬁamgﬁﬂuwm’?u
nlassnsiannunssinimenen v fesawlainiafedRuw Aaduosas 36.98 W2 (WHAT) o
mmé’nﬁ‘mﬂﬁumﬂﬁan%‘vam’gﬁﬂuWﬂazumm'lm Aailuiasaz 64.93 W3 (WHEN) 12910a1m3809ma
\Bandoaaeansll (unTAN - swnaw) aaduiasss 73.90 W4 (WHERE) I@mﬁan%@mnguﬁu’%mwad
1a59ms (8nV.03.) Aatduiasaz 55.01 W5 (WHY) m@;Nam“’mﬁan%aLWi’l:i’lmgﬂn'jfleﬁiaﬁu Aadu
Jauaz 68.54 W6 (WHOM) ei’mlmjm”@ﬁuh%a@i’wmm faidusosas 54.11 H (HOW) dmsdifiwniy
Lﬁaﬂ%aEJ']’gﬁfl%WﬂﬁguI@lUﬁﬂw’lmu%enfﬂ’m Open Sources u%a;ﬁ‘l‘ﬁmuﬁa Aardusaoas 41.49

#UN 3 HAMTIATIEHIzAUANNAAEUAMUNNTTUI AN FUT (Perceived Value) NilnAda

v A

mm@au%%am’gﬁfluwné’umaﬂmqm’mi’aﬁms FIBNINUAITIILHAITIA FIRTULT1I1TN15F1323N

Ujuanrhnausin

397 2 AladsuazawdoauuINaIUIBINUINITTIAMUAEUA (Perceived Value) Nilnadan1s
é’@%ula%am’g‘ﬁfluwné’umaﬂmm’ma"i’aami FUINIUAITIILAITIA F1RTUTI TS
dyanlfuaninndusiu legsi

FUNIILZAMMANEUSN (Perceived Value) X S.D. | AUANNAALAL
1. UM IIAUAIINTION 4.21 0.76 mﬂﬁq@
2. @Tmmﬁ'uquﬁwmmﬂ%mu 4.05 0.74 ULy
3. MUMITLIAUAIUFIAN 3.59 0.99 N
4. @T’mmﬁ'uj”qmmmamsmﬁ 3.81 0.87 7N
U | 3.91 0.84 AN

IMNATNN 2 WUTT I2AUANNAARARYBITITITNIAITINUJUARINFURIU ﬁmmﬁuf
Qmm'ﬁuﬁﬁ (Perceived Value) las vy ayﬂus:@”umn (X = 3.91) Wanansananaadsainuinllm

BaslasiSoadraunuin HMITLIA AN aglmzﬁumﬂﬁq@] (X = 4.21) 799890178 GA1UN1T
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%’uqu@hmﬂmﬂ“ﬁmu agsl,mm”umﬂ (X = 4.05) uazdunITunmd e Tual ayjiuszﬁuuwn

(X = 3.81) MusaU

U 4 NAMTAATNERITTALANVAALAUMNANBTIUAT (Store Image) NAKAGENTAATILY

o

Faa1yslunnauvaslasimIaiadniy dinnudnaniend dmisiinonsdinafil juanin

FUFIN

a13°97 3 duafouszdrmdonunanaspuasnwansaiiud Nikadensaaduladaan)sdunnau

a o 3

23laRNIFIRANT HHNNUMTIUAIE ST smsdimand juaninngusin

lagvu
AWANBIUAN X S.D. | szauaNNAaLAL
1. UHRAA AR IIUAN 3.88 0.84 AN
2. MBFNNLIABNNINNILATN 3.85 0.79 ULy
3. umslrusmsneluiu 3.72 0.82 N
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