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The purposes of the research study “Involvement and consumer behavior on
pioneer brands” were twofold: (1) to examine the relationships of product involvement to
consumer’s perception, attitude, and purchase intent on pioneer brands, and (2) to
explore the relationships of consumer involvement to consumer’s perception, attitude
and purchase intent on pioneer brands. Survey method was used to collect data from
410 working people aged 25-45 years old in Bangkok. Soymilk and flat-screen television
set were the two product categories used in this study to represent the low and high
involvement products, respectively.

The results showed that no significant differences in consumer perception and
purchase intent on pioneer brands were found in both low and high involvement
products'. Nevertheless, consumer attitude toward pioneer brand in the high involvement
product was significantly greater than that in the low involvement one. in addition, low-
involved and highly-involved consumers perceived pioneer brands similarly while the
former had less positive attitude and purchase intent on pioneer brands than the latter

did.





