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Abstract

This study examines the roles of perceived value, influencer credibility, and brand
experience in shaping consumers’ purchase decisions for Sriracha chili sauce in Bangkok. A
quantitative survey method was employed, and data were collected from 400 respondents
using non-probability sampling through a convenience sampling method. An online
questionnaire administered via Google Forms was used as the research instrument.
The statistical methods used for data analysis included frequency, percentage, mean,
standard deviation, and multiple regression analysis.

The results indicate that functional value, attractiveness of influencer credibility, and
sensory brand experience had a positive influence on consumers’ purchase decisions at the
statistical significance level of 0.05. In contrast, emotional value, social value, price value,
influencer expertise, influencer trustworthiness, and the affective, intellectual, and behavioral
dimensions of brand experience do not show statistically significant effects. The model
explains 47.4% of the variance in purchase decisions.

These findings suggest that, in the context of low-risk, fast-moving consumer goods,
purchase decisions are more closely associated with directly perceivable cues—such as
sensory experience and the attractiveness of communication—than with certain abstract
evaluative factors. The study provides practical implications for product development and
marketing communication strategies in the food industry.

Keywords: Perceived value, Influencer credibility, Brand experience, Purchase decision
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INT 1.000 679% 536**
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BEH 1.000 .505%*
BUY
MR ** p < .01
A7 7 Wan1snsid@aual Collinearity Statistics LaLAY
e . 4729A1
nguAUUIdaTY auUsluluna
Tolerance VIF
AumRUInATU3 nslda, o1sued, dey, 511 0.524-0.688  1.453-1.908

a

AU TRTEYRBUNGOWRS ANV, ANNUNTRRE,  0.542-0.567  1.765-1.846

ANNUIFNALD
USLAUNTALUTUR Usgaduna, onsual, Jeyeyn,  0.424-0.566  1.768-2.359
NEANTITY
39U 0.424-0.688 1.453-2.359

VB NaN15959988U Collinearity Statistics v un1531AT 18R ILAN wonmunquduls

wiagudulinulym multicollinearity Tusgausuuss

M5 8 MIAATILNAIIUAANDELTINYIAD

Coefficients

Unstandardized Standardized

fauuswennsal Coefficients Coefficients t Sig.
B Std. Error Beta

AR (Constant) 0.589  0.206 2.861 0.004
AUAITLTU (Xeuy) 0.118  0.048 0.115 2.454  0.015**
AuOIINAl (Xey) -0.031  0.051 -0.032 -0.608 0.544
AUFIAL (Xsoy) 0.006  0.057 0.006 0.102  0.919
AUTIA (Xppy) 0.101 0.054 0.101 1.871 0.062
FuAILTE Koe) 0.079  0.051 0.086 1.545 0.123
FuanLTeie(m) 0.067  0.052 0.071 1.299  0.195
AUANNUIAIGATA (Xarr) 0.130  0.053 0.134 2.476 0.014**
AUNRANIIUTERIMNEURE (Xepy) 0.167 0.057 0.161 2.901  0.004**
AUTRN19D1TUAL (Xarr) 0.099 0.051 0.107 1.922  0.055
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A1 X 0.066 0.054 0.071 1.212 0.226
MUTANIINGANTIN (Kggpy) 0.058 0.048 0.067 1.197 0.232

* J5eautudfuNI9anAn 0.05

o

MUNELAR: R = 0.689, R? = 0.474, Adjusted R? = 0.459, SEE = 0.451
(*p < 0.05, **p < 0.01)

v

1INAITNA 8 NanITIATIERaunIsanneeianvan wuil Jaduamuaifuilnaius

Y

ALY DD DYBIBUNGLEUWDST wazUszaunIsalilusud aunsasiududwarenisandulate
WandagireanInaITIvIvesiusiaaluwansunnumuasiieg1aitudAyn1e@da Ineleiiansan
A1 R2 Wiy 0.474 uansindmuUsdaseianunanunsnesuiea Lk uLUsveIn sinaulagonin o

YoanInAITIvIve Uslnalulwanunnuniuaslasovay 47.4 uazileiananAl Adjusted R?

¥
a IS a L% (3

WINAU 0.459 LanII1 AUIDaTENANUATIUAUANNNITANSNNTANSANAULATONANA N YDANS NS

'
o a =

v uslaalunnunnumuasiasesay 45.9 lneuuudnassddedAynisaianseau 0.05

]

S

(F = 31.791, Sig. < 0.001) vadl Wlofansandusefiuys wuin 3 fudshdmadauinaenis
snavladeatnaditoddymeann lusziu 0.05 dud

1) Uszaunsallusunnuilinisussamduda (B = 0.167, Sig. = 0.004)

2) mnsnihideiievesdungioumeifuaufegala (B = 0.130, Sig. = 0.014)

3) Auniiguslasudiunisidam 8 = 0.118, Sig. = 0.015)

M1397 9 @TURANTNAFOUANLAF Y

suNAgIui FUNAFIUNTTAY NAN1NAHRUY
1 AuAdigfuslasusiunsldany gOUTUALNAFIUVIAN
2 AauATiguslan3uiFuesual U iasauuRgIuvan
3 AuAdiEfusTasusiudsnn Ufiasauuguman
4 AauATiguslan3uEF LTI Uf)LasaunAgIunan
5 PBetiovasdurigouesiunILEEIY Ufjiasauuignuman
6 ansnidedevesduigiouiefiumiuidetio UfLasauuAgIuman
7 Ansidedievesdumigieuiesiumiutngela gOUTUALNAFIUVIAN
8 Uszaumsniuusuamuiiinaussannduda OUTUALNAFIUNAN
9 Uszaunsalhusuanuilfnisensual UfLasauumgiuvan
10 Uszaunmsaduusuaniuiianiadaa UfLasauuigIuman
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11 Useaun1saliusunnuiian1angAnssy UfLasauumgIuman

aAUsEHa

[y
v v

nan153deasslagiouliiuisguuuunsdnduladovesiuiinaluuiunvesdusgulna
Uslaaniseaunisiidiusinvesiuilaaneutien dansdndulalulavueyiunisussiliulavnma

[
S o

nien1susruianadeyaedvaziduaiiesag i el baduudlduduwus dunasldaag i

Jauszaumsalilasnsiuinanunsauszdiulalaense nande guilare1vendedasinsuilaiui

Y

Wy Uszaunisalifeszamdudavesnusud vieamiindgalaveddeans iunalnddglunis
dinanlade UINNIINITRINTUIAUAINIUINTTIUVT 0oL ARENTWUIEA (Holbrook & Hirschman,
1982; Zeithaml, 1988)

Fofunuiinanannsoferuldludmouiin medaduladeluuiunesduirgulnauilag
fiflenuduinngs fuwaliuendonszuaunisussdiuuuuge uiemsldditdeUssaunmsnl deae
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ANuIYeiavedurlgiouweasauANLIAnalY warauAINUSIAATUTAUNTITOIY YEn
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AurfiansafuiuarUsufiuldlaenssannnisiiauaiannnitguAnBsuusssy Sweeney and
Soutar (2001)

Tudmqul wedwsdenandliitufaunuimvesnuadunisldaulugiugddimanlu

nszvIunsanauladed msudun low-involvement &egusiaadnldinaeiniseuiieuazaonad o

Y

fuuszaunisalnuluni1sdndula vsNAUAINIUDISLA F9AN WALSIAN T99p9D1FeN1SUSELTUTA

q

Y a v oA

WINFTINNINAT 91adlunumanadluaniumsainguslnaiiauquineivduauaziuianudesdy

&

[y

s¥auAN Zeithaml (1988) kardad@anAaeInuIUITeveaUsEAFaT AT harUSeNUNTSas Al

9

43550 (2566) NNUIT AUAINIUNITITIIUNTBAMNNVRINEAT T NS Nadan1sAnduladaves

9

Y a

Auilan Feaevieuliiud Bauslnasuiimdndasianunsanevauesnisldiulaegidivssdnsnm

Y

ynwile Agedlnullsudaduladeuintu

Tumanduiu audsue1sual Audiny wagausalidmwaisuindenisinduladosdnedl

o w a

WedAyneadia nan1s3deludniidisenndesivinideveuding uasyylng wasane (2565)

>

wazeaun IMSUng uazadany aevur (2566) Wewrinnuwidedendnfnuluusunveems
sosuniiawazevisaniia Judududnguilaadnldnailunisiasandersudiwin uonaini

Han153dedliaennaadiuadTevesiuuum e1du waznlivign guasasw (2567) inuindadeniu

% v

s1Ai8nSnandnsenisdndulades visnsauniu vatoradunsizenmisnsouniududusn

AuslaaausalUSeuiieusIan s wavanuRulaegednauluidazainge

2. fuANNUIeTavaB UGS

a a

HANITITENUTT AINUIT 0D 0VRIBUNGLEUDTAIUAIINUIAIAA AL BN NALTIUINABNS

Y a [

fnaulate vaueNTAmuANLTEITIYLarANLTe o llinudnSwasditud Aty

]

TuBmgul defunuilannsofanuldin miuihfagalavesdungiougesviutinidusm
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Jeavguazanund ede §udussduszneundnvesuuifn Source credibility model
mfﬂﬁwm‘wm'uiuu’%uwuaﬂﬁuﬁwﬁﬁm’mL?fEJQQQM%aﬁﬂawm%’U%auuwﬂm'w (Hovland et al., 1953;

Ohanian, 1990) wagaanAaodiuIWIdeves Herath and Wanigasuriya (2025) inuinaiufgaladl

'
a a )
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