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Abstract

This research aims to 1) study the attitudes towards purchasing decisions of imported consumer goods from
China among Generation Z consumers, and 2) examine the factors influencing the purchasing decisions of imported
consumer goods from China among Generation Z consumers in the soft serve ice cream industry. The sample for

this study consists of 400 Generation Z consumers aged 18-26 who have purchased soft serve ice cream from China,



FAITMEIAMSUATMIWAIUT NWINENRESITAAUANSI TSN
19 12 adu® 1 (uns1AN - Jguiew 2568)

utilizing multistage sampling. The research instrument was a questionnaire, and the data were analyzed using
descriptive statistics and multiple regression analysis.

The study found that Generation Z consumers have a positive attitude towards purchasing imported
consumer goods from China. The factors of country of origin, product quality, price, distribution channels, and
marketing promotion significantly influence purchasing decisions at the 0.05 level of significance, while product-
specific factors do not have a significant impact. This study indicates that Generation Z consumers place importance
on the image of the producing country, the taste and quality of the products, reasonable prices, accessibility, and
marketing activities such as discounts and promotions. Based on these findings, it is recommended that businesses
focus on creating a positive image of the producing country, improving product quality, setting ap propriate prices,
and enhancing distribution channels to align with the behavior of Generation Z consumers to increase the likelihood

of purchasing imported consumer goods from China.
Keywords: Attitude, Purchase Decision, Imported Goods from China, Generation Z
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PUNARA T 4.10 56 WinmesIn
MU 4.24 55 Winmeun
PULBINIINTINT AU 4.22 51 Winmeun
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gumsenaulae 4.15 57 WALAmIEIN
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S.D. = .59) suansu
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AR vy | MInan %o
UseinAtdn | Pearson Correlation
Sig. (2-tailed)
duen Pearson Correlation| .653"
Sig. (2-tailed) .000
NG U Pearson Correlation| .690" | .779"
Sig. (2-tailed) .000 .000
31A1 Pearson Correlation| .497" 5977 627"
Sig. (2-tailed) .000 .000 .000
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- Sig. (2-tailed) .000 .000 .000 .000
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Sig. (2-tailed) .000 .000 .000 .000 .000 .000

**_Correlation is significant at the .01 level (2-tailed).
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Uadeniivinadensdndulavedumuilamidranuseineluvesyuslaa Generation Z

A9 3 NANSATIEIPUTDETENAINaRaf LU ML AaNFnaulaTe

mssnaulage
Fauys B Beta t P-Value VIF

(Constant) -352 -2.433 015

AMUUTZANALNER 189 196 5.150 000 2.075
ATURAUA 076 074 1.604 110 3.037
AUNARS U 222 216 4.501 .000 3.311
AUTIAN 269 255 6.756 .000 2.049
AUTDININTIAIINUNY .098 088 2307 022 2.073
AIUNTANLETNNTRATN 232 209 5.079 .000 2.422

R=.852, R?=.726, Adjust R’=.722, F=173.509, P=.00
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Error=.243)



Journal of Management and Development Ubon Ratchathani Rajabhat University
Vol.12 No.1 January — June 2025

d5UuazafiusngnansidY
Han1snageuladefdinarenisinduladedumuslnaindinnuseimeiuveduilaa Generation Z Tugnanvinssy
lomnSugeriaidsyl wulh Jaduiudsemadudn Jadedundnsdne Jadeimusen Tademudeanianisiadinuie

a o

wardadumumsadnasunseann dnasenisanauladesgaduedn

o

veada  wiluvaeieaiudadeiuauailiiinacs
mstulatoaunsaeduenalded

seduttruaiomsindulatoaumuilnmindnanussmaiuvesiuslng Generation Z

Kan$idenud fuilne Generation Z SvfAurRilnntaussndeuiias toauduilnatudrnussmaiu Fagn
nszdunndeyatildfuifeaiulsemagudn TaslamzmsiusiBannfeatunsiauiasugiatas mufimiives
waluladluussinaiu msfnvidanginssuvesiusiaamuin amdnvalifvesUssmadndnuardoyasuiniierfududn
MnUszEBuasnseteineudeiusar nsyfumsinaulatevesiuilan

Hadaduussimaudn danadensdnduladoduduilnaindainussimaiuvesuilna Generation 7
TugnawnssulerniueendAan wandidiuih Ussimadidndenadon sidnlatovestuslna Generation Z Lilpeann
fulaaldsutoyaiioatudssnalndn liuslnadasudoyauazAanisdaauladel fluitan (Hululumafendu
Harrychand (2014) fuanslfifuidvsnavesssmawndarui atuagifunssu Suasd oyafif ualnAldsuA saf uu s na
thu 9 isluein wazlagiu swdesgiumsianvenAsygnavesUseina Lasnseiua1ideuas Laroche et al. (2005)
fiwu guslaraglinmdnuaivesussimaundetidndundnlumssnaule eudyumssudifeatussmandaidaty
fenuaonndesuaziiendesiu Bullanuaeandesiuniniaziiseulindauin msaanmdnvaliifuasmsdemsioy a
Feunifentuussnediamedmaliiuiion Generation Z femudesfuuazsnaulatoaususlamindhndunndsdu
Fudulema ﬁ?ﬂumsmmamamma%mmmL?}UI@WNLﬂi@gﬁﬁ]ﬁu’ﬂuﬁsﬁumzmmaxﬁsé’ummma (Harrychand, 2014)

Safosnuaud Lidsnademasindulateduiuiln s nussmeiuresuslan Generation Z lugnaningss
lomn3ugeniasn uansliiuiduslarenalimudnyfutadeduunnitadomuaum 1wy s1a1 msdadumsnain
vievesnamsdnd g {uilan Generation Z fiemumaniauazmiudoamsfiuaninaainngudu vhlvadesuaud
laildTutaduadylumsinaulato denedesiu dige qvined (2563) Mldfnuiafedunmauiiduadornufianela
uazmstotveneinsdeteniunia namitnuhasAulifnadeaufianelanarnisteswesuilon msfnwnd
whufammuddyuestiadodu 9 Wy aunmweskEtamiLarUsy aumsainisldon uenanilfauusthliussnounns
frsanldnagnsou 1 iefiwenufianslauas madotnvesgné uihiladesuauiaslddmadenisdadulafovos
{uslna Generation Z Tugmavinssuleansuevididsuiinuianusemaiu {ussneumsmsuiunagnsnisnisaannlag
yafutiefeduiddvinaninndt wWu msfannagvdsuneniuengaufunduitving meaiauailyduaiumsune
finsdlaguslng Generation Z wagmsuiuussvesmemsdadimelidndsldiresnuunaniednooul au i uiid oy

wennilmsviideiiuiiuiiefumi Uadeland svsnagegasensdnduladevesnguitvunet ielieaunsainsuny

mMsaanalaeg1eiusearsnimiarasreanulmusoulunswistulunanaleaansusenmasy



FAITMEIAMSUATMIWAIUT NWINENRESITAAUANSI TSN
19 12 adu® 1 (uns1AN - Jguiew 2568)

Haduiiisvinarensindulatoauiuslaaiitnanyssmaiuresiusion Generation 7

Hafosundndont dwatomssnauladeduuslamindninussmeiuwesiuslan Generation Z lugnamingsy
lorn3umondds uandlsiiudn wdnfasidsnademadnauladovesiuilan Generation Z lesaniuilnelésudeya
WA oatunandaet LUl lumafendu adan gaasd (2563)7 AnwimnuAafiuiausidenisuilaaloaniulaumn
299 §uslan Gen Y luiuiingammuas UsuamadanuifiuiJadedundnsusioglussfugean i sanafivannvans
AMAMLAZIASE TUYBIAUM WAy ANAENLTBIUTTA denrdesfumsinuiizesiladeiiduadenginssumslduinig
SrulemnsundilenlugudmsAndunsianaldl wangumumnuasLasUSILNG UeINASHY WaUENNT WAy (2565)
fianvirueRuay ladodn szaumemamaadidmadensindulatodudindieaosnnussnadi uresgudlaaly
nald nuihguslaalinnuddgyiuanudila anuddn wasngiingsy dviuladedmdszauminismain namsfinwiiy
Iadeiundndasidmaronsisaulate sgnadituddey Tnedmeunuuaeuanulirmuddyiundadousidusuduaes
3999INNTAUAUN M TN

thfusunen dwmadomsiraulateduduilnmindanussmeiuresuilan Generation Z lugmanvnssy
loAnumeriias wandliiuinduiuilamindnaindudum midvswaden sieduladovesiuilan Generation 7
Fansatunquingingsufuilnames Kotler & Keller (2016) fiszyhmmuazerlidneddvisnasomssedulate Tnsianty
Tududniiinmstesnues 1w lerniu wenanil daenndoaffumsnuves Smith & Johnson (2019) wuhduslaefiduvey
yunvmuduliaud fgy futademusadududuusn sesasnfetdadedmunss vaumsliusnis yeains nrenamw
wagmsdas g sndinsduaiunisnaafinasonsinaul st eluse dutunans deyafind1adliidudnguilan
Generation Z limudndyiu sanfiudeduld way emududmesdui Duiladevdnlumaentedusilan Taeams
auniiimstosniduusydn 1 lerndu

Uaduiwreanamsdadnie dawasdenisdnaulatedumuilaaindinnUseineiu vesguslaa Generation Z

v
a [ I3 [ a

TugmainnssuloanFugensd@sv azuiuladindnfasidianenisfnduladevesiusine Generation Z a1 u § 39

]

[ o

guamnssuleansugevadse slinnud Ay iun simuwarUsuutesnamsdadmmielviae andesiungins su e

HUSlnA Generation Z ielislemalunsindulavedumuslaminininnnlssinaiy dendesfumsAnmves ga1ns

TRasguna (2563) Muamsanwinudn Jaduandszaun1en snaran iy aanemMsIndmutgla MIdLasun snane

'
o @ aaa

famnuduiusrensivaulatevessuuliymesguilnregafidedymeadan .05

tafofunsduaiunisnan dwarensinduladeduimuilaindianyssmeiuvesiuslon Generation Z
TugaannssuloanIugansiidsw wui duaruilaadudninussimadulusduuuiiunisduasunisnain dauase
n13indulad evestuilng Generation Z n3di@nw gnanvunssuloanTuee i As uanslsifiuii udnsfasidanade
mistadnlateveadfuilang Generation Z ilesnlésudeuaifintumsdnaiummaianuiaulavesduanuaslusludy
samaifenuhduanlusludu davinadaungegareanudslateluowian denrdesiueuideues Ustlnmssns 939306
(2566) MnwnTadeidanging suuay Snwazyesgn #ldsnaronmuddladelorndy Molto NNMFITengu fregreiae
$uuszmuuagieledniu Molto wuth Hadesunmsdaadunisnans iy aun e sarfvesdud siadeifiouiunmuen

wazUsyansHavaNanssuasasuNIsYe davisnaludaulndemnuidlazelarniy Molto



Journal of Management and Development Ubon Ratchathani Rajabhat University 193
Vol.12 No.1 January — June 2025

Uaiauauuy

Torauouuz o namsAdeluld

1. msarsnmdnuaivesusemagian 14 Influencers way Storytelling LiloUszanduiusumsgudumuaz A
suAmesUsEmetHAninudeesulay Wewiiumnndesiuvestuslan

2. matmuanemidueunnmessEniu Tinagnsdiuan Tusludu wazuinnasevanavans Lielvguslae
Sinderuduen warnsedumaiaaulade

Forauanurlunsidoadadaly

1. mFHdedinunwenug fudsnamsldm sdunual Ssdndemsaununndy ielilstoyaiedniasa fu
VirARLAE NG ANTIUYBIUILAA Generation Z

2. maveeveulmmsAnulUgamamnssudu Anvmginssufuslaaluenavinssuduueniniiennnleanu

goNAdsvl IiveiUSeuiisumnlduuwasinuinagnsnsnanaiiiuseansnmunnauy

LBNE1591999

a0 W

msmanaeeulatl. (2563). NuUsaAungAnssufuslan ynnain Gen Z §1uganAnfidAgyuasuusus luawan.
duduile 30 ngrdniey 2567 910 https:/adsidea.net/gen.

Al qeaad. (2563). sirunidansindulede Sroufisaloumn vasfuslan Gen Y luwaiiufingammwamuas
wazdSunma. NMsAUANBAsENSIANM U UNgn UnIneduuiing.

flg v gViSnA. (2563). tafeiidawaronufisnelauazmstesvaaniasdionseasunia. eninusnisinns
WnUin WnIneaeNing.

5t Tuwnzyes. (2553). mesufusamaunasiniindudrdenruafuazaiundlatiodefiuusudiusineg.
WeninusImereansumUadin unTIeausITUmans.

patiaal Tndany. (2562). Yademamsnaaiidenasdensdndulavilnanaliwtilen nsdidnudusinalusunatiulis
NIATVYS. Iendmisuimgsiaumdudin unTivendefiaUins.

Stye)ad s3fsyaulsnl. (2562). naensmanalnganudniavein1suseneugsnakansdiasiau i utesIRavialue
nyannUAsLazUILMmA. MsEnsENANingdY, 24(1), 72-84.

usd¥ wauauns uazaniy. (2565). HadeiidenademsinaulatodumindnienssanUssmaduuvesgusloaluneld,
MN3a1sTvARd, 16(48), 77-89.

wanss Busatanna. (2558). awnsIuasUasnioudeieie. dufuiile 20 Sunau 2567 910
http://www.thaibizchina.com/thaibizchina/th/china.

wusuiual. (2562). 7 3uled idila GEN Z wiaunagusinnensainguindstievifiuaiglsine uwniiddos

"giaw" wintu. duuile 30 NOAINEU 2567 91N https://www.brandbuffet.in.th/2019/05/7-insights-gen-z-

for-marketing.



FAITMEIAMSUATMIWAIUT NWINENRESITAAUANSI TSN
19 12 a1fun 1 (uns1AN - AQuIEy 2568)

Udlaon inwudunled. (2565). SUmamsudgsialeansa U 2022 eglshivszauanudisa,
dududle 20 Surew 2567 2910 https:.//www.bangkokbiznews.com.

Ussanigana. (2567). MIXUE" leansuduynlve aadh 1,000 a1l 67. dufuile 25 funeu 2567
310 https://www.prachachat.net/business/news-mixue-ice-cream-thailand-expansion.

Uszlimssn 939309, (2566). adoilangAnssunazdnuasvasgnifidewarenunslatolerniuuaald.
m3fuATBasEUTMIgIRANmMUngin uvine1derSuaTunsilsa.

walsh guaue. (2566). msldnagns 4p Tugsiadudngulnauslaaluusemalve. nsanne: Jievle.

fiuns Fundiafos worzinia Tndvioswasosu. (2566). BvidwavesnagmsnIsnan 4Es tademedenu FULUUM AW IR
viauaRuay anmns AL TTnalumadulaidontoriostuiniug. Mnsesuyserdansuazdeauaans
WAINPRYTVNGNY, 9(1), 23-40.

S Tidasanl. (2562). msldtadvdulszaumanatnlumsindulatioderiunduvasfuslaaluunaning
NFMNIMIUAS. MIAUATIDATEUTINSTINAUM TR Uy Inendeinsn.

sameeriyied. (2564). lwswaAnssuay Gen Z fifngnidalafin wieunagnsiinla Adnsanvielvinusus.
duduile 30 WOAINIEU 2567 91N https://workpointtoday.com/gen-z-behavior.

Fiasan e3s0asanL (2565). aanaleAniuiilanaziiyadigelu aniuegd 3.8 duduum getudu 5.5 dudnum,
dududle 5 Sunau 2567 a7n https://www.thebusinessplus.com/icecream.

audidendnsine. (2567). steeudnswivudldunatnleaniugendidswluusumealne U 2567 (sneemn1sinssi).
e swiAsnansine.

anuemns. (2566). saumsalgnamnsuleanduvasUszmelne U 2566, Fuduiilo 20 Suneu 2567
910 https://www.nfi.or.th.

A0NT NINTYUNA. (2563). ﬂaﬁadquﬂixaumamsmmﬂLLaswqﬁnﬁué'U%TnﬂﬁdwaGianﬂsé‘\'ﬂﬁuiaLﬁan%a
w3asAuyuliynuusud a1y vesduslanluieasswiudidunsa wanen 1ad e . msduaidasy
UINIFINANMTUNR U INTeTIE.

lonwadt 3AneLasey. (2567). Tumagshawdnlan? wWeidudumilmimdsgndunlugsisinestnssiaiiios deuUfias
ailgnfdigiaululnevanegsiafiviegly. duduile 5 Suneau 2567 910 http:/clinictech.ops.go.th/online/cmo/
site_blog_show.asp?id=964.

Adina, C., Gabriela, C. & Denisa, S. R. (2015). Country-of-Origin Effects on Perceived Brand Positioning.

Procedia Economics and Finance, 23(2015), 422-427.

Cochran, W. G. (1953). Sampling Techniques. New York: John Wiley & Sons.

George, D. & Mallery, P. (2003). SPSS for Windows Step by Step: A Simple Guide and Reference. (4" ed.).
Boston: Allyn & Bacon.

Harrychand, D. K. (2014). The Effect and Influence of Country of Origin on Consumers' Perception of Product

Quality and Purchasing Intentions. International Business & Economics Research Journal, 13(5), 897-902.



Journal of Management and Development Ubon Ratchathani Rajabhat University
Vol.12 No.1 January — June 2025

Keegan, W. J. & Green, M. C. (2013). Global Marketing. (7" ed.). New Jersey: Pearson.

Kerin, R. et al. (2006). Marketing. (8" ed.). New York: McGraw-Hill.

Kotler, P. & Armstrong, G. (2021). Principles of Marketing. (18" ed.). Harlow: Pearson Education.

Kotler, P. & Keller, K. L. (2016). Marketing Management. (15" ed.). New Jersey: Pearson Education.

Kumar, V., Zhang, Y. & Luo, A. (2020). The Dynamics of Consumer Attitude Formation and Change in the Era of
Online Reviews. Journal of Marketing Research, 57(1), 71-89.

Laroche, M. et al. (2005). The Influence of Country Image Structure on Consumer Evaluations of Foreign Products.
International Marketing Review, 22(1), 96-115.

Monroe, K. B. (2003). Pricing: Making Profitable Decisions. (3" ed.). New York: McGraw-Hill.

Nagle, T. T., Holden, R. K. & Zale, J. (2011). The Strategy and Tactics of Pricing: A Guide to Profitable
Decision Making. (5" ed.). New Jersey: Prentice Hall.

Nunnally, J. C. (1978). Psychometric Theory. (2" ed.). New York: McGraw-Hill.

Prendergast, G. P., Tsang, A. S. L. & Chan, C. N. W. (2010). The Interactive Influence of Country of Origin of
Brand and Product Involvement on Purchase Intention. Journal of Consumer Marketing, 27(2), 180-188.

Rovinelli, R. J. & Hambleton, R. K. (1977). On the Use of Content Specialists in the Assessment of Criterion-
Referenced Test Item Validity. Dutch Journal of Educational Research, 2(2), 49-60.

Schermerhorn, J. R, Jr., Hunt, J. G. & Osborn, R. N. (2000). Organizational Behavior. New York: Wiley.

Schiffman, L. G. & Kanuk, L. L. (2007). Consumer Behavior. (9" ed.). Upper Saddle River: Prentice Hall.

Schindler, R. M. (2012). Pricing Strategies: A Marketing Approach. Thousand Oaks: SAGE Publications.

Smith, J. & Johnson, R. (2019). Consumer Preferences for Frozen Desserts: A Pricing Perspective. Journal of

Consumer Behavior, 34(2), 120-135.



