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Factors Influencing Attitude and Intention when Purchasing Ice Cream

Brands: The Role of County of Origin of Consumers in Bangkok
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Abstract

This study investigated attitude and behavior intention to purchase ice cream brands: the
role of county of origin. The samples group for this research included consumers who enjoyed
eating ice cream in Bangkok Metropolitan area. A sample group of 400 respondents were
selected using purposive sampling. This study was conducted using quantitative method for
data collection. The data was analyzed using descriptive analysis frequencies, Pearson’s
correlation coefficient, simple and multiple regressions. This research found that attitudes and
perceived behavior control were the most important factors when buying ice cream. Also, it was
found that peer-to-peer communication influenced positive attitude among the respondents. In
general, respondents agreed with theory of planned behavior (TPB). Moreover, it was found that
country of origin had a significant effect on the behavioral intention to buy ice cream brands.
However, no significant effect was found for the relationship between subjective norms and
purchase intention when buying ice cream. According to the respondents from this study,

opinions from influencers had no impact on consumers when purchasing an ice cream brand.
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