28™ National Graduate Conference (2/2024) [1]
17-18 May 2024 @ Bangkok, Thailand (Online Conference)

THE INFLUENCE OF CONSUMER VALUE AWARENESS ON ART TOY
PURCHASE DECISIONS

Noppon CHINATIWORN" and Prapimpun LIMSUWAN'
1 Faculty of Business Administration, Kasetsart University, Thailand; noppon.chi@ku.th

(Corresponding Author)

ARTICLE HISTORY
Received: 19 April 2024 Revised: 3 May 2024 Published: 17 May 2024

ABSTRACT

The popularity of art toy collecting among the younger generation has been steadily increasing. However,
entering this business is not easy due to the high level of competition and the influx of art toys from China.
This situation forces designers and entrepreneurs to devise appropriate competitive strategies. Understanding
the value of art toys that consumers seek is thus critically important in marketing. This research aims to study
consumer awareness of art toy value that influences their purchasing decisions, using a quantitative approach
through online questionnaires distributed via social media, particularly in art toy communities. The study found
that awareness of the five aspects of consumer value, which include functional value, social value, emotional
value, knowledge value, and conditional value, significantly influences the decision to purchase art toys. Among
these, emotional value has the most significant impact on purchasing decisions.
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