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ABSTRACT

The objective of this research was to investigate the influences of price perception and Trust in
Ministry of Commerce Quality Standards on brands switching behavior of packaged rice among working-
age consumers in Mueang District, Nonthaburi Province. The sample consisted of 400 working-age
individuals, aged 20-60 years. Data were collected via questionnaires and analyzed using mean, standard
deviation, Independent Samples t-test, One-way ANOVA, and Multiple Regression Analysis.

The results revealed that personal factors—specifically age, marital status, and average monthly
income—wetre significantly associated with differences in brand switching behavior at the 0.05 level of
significance. Consumers aged 20-30 years, those with a married status, and those with a monthly income
below 15,000 THB exhibited higher brand switching tendencies than other groups. However, gender and
educational level showed no significant differences in brand switching behavior. Regarding causal factors,
the Multiple Regression Analysis indicated that price perception, particularly the influence of sales
promotions and price comparison, had the greatest impact on brand switching behavior, followed by
perceived value of price and quality, and trust in quality and safety of standard marks, respectively, at
the 0.05 level of significance. In contrast, awareness and recognition of quality standard marks had no
significant influence on brand switching behavior. These findings reflected that brand switching decisions
were primarily driven by financial value and institutional trust rather than the recognition of specific
technical details of quality standard marks. Therefore, marketers should prioritize promotional strategies
and price-value communication, while government agencies should focus on strengthening consumer

confidence in the quality and safety aspects of standard marks in a more tangible and visible manner.
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