ofam ussay : neAnsruanuiuTanssuueadus Innluemsusudmsenfuilsznm
(CONSUMER INNOVATIVE BEHAVIOR IN READY-TO-EAT FROZEN FOOD)

Sl g o W = v ¢ . 9
’E)'ﬁ!'!iﬂﬂﬂ?ﬂ‘]&l't D BRI AT AN FIUTUN, 124 ¥l

= c?dw A = @ w oo 1 o W
msAnuilIngUzasnmsAnyInnudusiussznIanuiiudans suuumnmeg
ar = Y 3 . @ w ' o | o o
wizaeiungAnssuanuiiudanisuuaziofnmanuduiufssndisnnuduaniu 1ddy
o red A as = kL ' = ar Iy =
msnaatoya lnifineuilesfundadaniln  TaeAnulunquiindnyiszaulToyaes

= : = °

Tumwangamwavues  asAnulduvasvomfusiosdielumsfiuswwsmdeyadium

= o of S = g El I o o
317 g@ ?Lﬂi']&’ﬁ“ll'ﬂﬂﬁﬂ?ﬂ'}ﬁﬂ"ﬁ'Jlﬂ'ﬁ'lg'ﬂﬂ'lﬁﬂﬂﬂﬂUiﬂﬂisﬂiﬂillﬂ‘iﬂﬂﬂuwmﬂﬂiﬂ"lﬁ'i'il'g‘ﬂ

ﬂ'ﬁﬁﬂ‘ﬂ'EW‘U'Q"]'?]'J"!IJﬁT—l%‘ﬂﬂ'ﬁ'ﬁ‘.lJL!.‘lJ‘lJLﬂW']&iL"ﬂ']ﬁ}\'iﬁﬂQWNﬁNﬁHﬁWNH?ﬂﬁUﬂT?ﬂﬂN%ﬁ
& oar Ll [ s w9 as aa o “ 1 ]
nanAuA lniodeltsd iy Ieean Tl lddaun1sonaseifuduseisdiode

ADONP = -0.40 + 0.19(DSI) mwm%@ﬁwaamﬁwmﬂmf%’@aas 76 AMUNUIMNITULLY

[
I

o o o o ] @ o oo 5 LR | =
myzniziianuduiuimannfumsurmdeyalnififoudsetunaanam lnisdd
Weddameadd  wensel lddasaumsmsonnasiaduegisdiohs ANIANP = 098 +
0.09(DSI) ANMEFITUUBINTSHINT NS08z 60 ATIEI LTI N uazANUTsE I

=t & o o 1t 4 o = ow ! 11t s o @
fisnuduiusneuandonisuramideys Indfifeuiosdundaduan Indeogaiiteddy

v 1
= =)

naada  wezanudssiumsBuiinnuduiuimsandunsuarmdeyavaineuiie
s a L [ oo o8 oa 54

Fundnfus indetalifodfynieadd wensel lddeaumsnisoaneenygmie ANIANP
= 1.01 + 0.38(Psychological Risk) + 0.37(Time Risk) - 0.15(Financial Risk) AT BT LD

o3/
HEMTUTBYAL 53

a3 una Iy Tagnstanis muiledoriniinu... @50 ;'j: ............

Ynsdnut 2552 mediaBoansonusne Y
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READY-TO-EAT FROZEN FOOD. THESIS ADVISOR : MULLIKA

SUNGSANIT,Ph.D., 124 PP.

CONSUMER INNOVATIVENESS / DOMAIN SPECIFIC INNOVATIVENESS /

READY-TO-EAT FROZEN FOOD

The purpose of this study was to study the correlations between domain
specific innovativeness and innovative behaviors, and the correlations between
perceived risks and acquisition of novel information associated with new products.
Samples consisted of 317 students studying at an undergraduate level in Bangkok.
Questionnaires were used to collect data and analyzed by regression analysis.

The study found that domain specific innovativeness had significantly
positive correlations with the adoption of new products. The correlations were
predicted by the simple linear regression equation: ADONP = -0.40 + 0.19(DSI) and
the reliability of equation was 76%. Also, domain specific innovativeness yielded
significantly positive correlations with the acquisition of novel information
associated with new products. The correlations were predicted by the simple linear
regression equation: ANIANP = 0.98 + 0.09(DSI) and the reliability of equation was
60%. Psychological and time risks demonstrated significant and positive correlations
with the acquisition of novel information associated with new products but financial
risk showed significant and negative correlations with the acquisition of novel

information associated with new products. The correlations were predicted by




multiple regression equation: ANIANP = 1.01 + 0.38(Psychological Risk) +

0.37(Time Risk) — 0.15(Financial Risk) and the reliability of equation was 53%.
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