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Abstract

The objectives of this research were to study strategies consisting of
price consciousness, health consciousness, knowledge and environmental
consciousness affecting word of mouth and word of mouth, knowledge and
environmental consciousness affecting intention to purchase organic fruits of
consumers in Thailand. A quantitative research methodology was adopted,
utilizing a structured questionnaire distributed to a sample of 200 respondents,
selected through convenience sampling. Data were analyzed using Structural
Equation Modeling (SEM).

The research results revealed that price consciousness had significant
influence on word of mouth (B = 0.244, p < 0.05); health consciousness had
significant influence on word of mouth (B = 0.185, p < 0.05); knowledge had
significant influence on word of mouth (B = 0.482, p < 0.05); word of mouth had
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significant influence on intention to purchase (B = 0.577, p < 0.05); knowledge
had significant influence on intention to purchase (B = 0.236, p < 0.05); and
environmental consciousness had significant influence on intention to purchase
(B = 0.186, p < 0.001). In overall, strategies affecting word of mouth and
intention to purchase organic fruits of consumers in Thailand are consistent with
the empirical data with X?=382.279, df=173, X? / df = 2.210, CFl = 0.937, NF| =
0.892, RMSEA = 0.078, PNFI = 0.735, PCFI = 0.772. The results of this study
indicated that the set hypotheses were supported by the empirical data
reflecting price consciousness, health consciousness, knowledge, environmental
consciousness and word of mouth that are the important factors affecting
intention to purchase organic fruits of consumers in Thailand.

Keywords: Word-of-Mouth, Purchase Intention, Organic Fruits, Consumer’s

Behavior
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ﬁhﬁ‘lﬁmn‘luma 382.279 | 173 2210 | 0.937 | 0.992 | 0.078 0.735 | 0.772

s
a a

A9 3 Al 2 LLamﬁwé’uUﬁmmmamnmmgm (Standardized Path
Coefficients) yasluinalaseasne 398 lmdiuds relationship UM construct  The
strongest significant determinant w89 Word of Mouth @ “mmg” ([33 =0.482, p
< 0.001) S‘z’fﬂaﬁuawamagmﬁ 3 (H3) §Aan “N1InsEninAILIIAN” (B1=0.244, p

< 0.05) as posited in H4 Afinansgnusg 19l ded1Aynan1sUanAe Lag “A21Y

'
LY [

pszminauguam” (B2 = 0.185, p < 0.05 ) Afinansznuesnsdideddgmonisuen
Ao ANUAIRU

Jadeiidusdtafiddyiianues anusilate o “n1suenme” (B6 = 0.577,
p < 0.001) sosasulaun “mméj” ( Ba =0.236, p < 0.05) LaEALATEMINA 1Y

& aurnaou (B5 = 0186, p < 0.001) AUFIFU AVUEIAYU B399 3)
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A19°97 3 APUFNNUTIZINNNITUONROAUAINASLIATE (Relationship with

Word of Mouth and Purchase Intention)

AUNAgIU Wunispnudunus Arduuszans SE CR p
ﬂﬂﬂaﬂlﬂﬁiﬁ'\u

HL | asmsgminanusian- msusnme 0.244 0.104 | 2552 | 0011

H2 ﬂqimigﬁﬁﬂ%’]uqmﬂqw - A13UBN 0.185 0.096 2.189 0.029
e

H3 | A7 - N13UaNAD 0.482 0.091 | 5619 | 0.000

Ha | awig- mnwdelade 0.236 0074 | 3116 | 0.002

Hs | n1sesyudnAud swanaeu — 0.186 0.050 | 3.665 | 0.000
Ausilate

He | msuenme - Anudslate 0.577 0.077 | 6935 | 0.000

nuEg  p<0.05

el PRIL 1
, Price
e2 PRI2
, Bi=o0.244 o
1
el0 HLTI WOM1 22
) RI=0.62 ,
ell HLT2 B2=0.185 WoM2 {23
Health WOM
1
WOM3 24
1
WOM4 25
Be=0.577
1
PUIL e26
1
1 PUI2 e27

Purcha
rchase PUD

(=)
Intention
1

PUI4

1 R2=0.74
Environment ! PUIS e30

e8 ENV3

e9 ENV4

m‘wf/'i 2 HavadlinalAsaasne (The result of structural model)
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ORUERERG

NHANITIATIENAUNTIATIATINTUEY (SEM) Wurmnauuigiuiiaualy

(H1 fis He) lasumsatduanuainveyaidlsednvesaiiudAgn1eadn Jeasvoud

ANUFDAAADITENINNTDULUIAA NUNIUITIUNTTU LLaSNaﬂ'ﬁfJLﬂi’]%ﬁﬁU“U@yjaL%ﬂ

a

Usedne yidveRunenadineluil

AUASTTNATLSIAT (Price Consciousness) AHANDNIUDNAD LAlUNUNE
Tnenssnonuiilato aennaosiu Rodiger (2015) fiszyanuilanilaloguninuas
daunaeudiuunlunseniuiniigad uresdunidunie lnenisfusdinuaiuay

AN mAuAndudsdidguinninsian aealu sadadussmdnduluyuslaaie

ngANITUNMILUsIMSaUaNRaNINNIINISFnaUladelaunse wazdenAaBIUTOAUTDY
Channuwong (2014) 7inuan sianduussgelafidrdguesuilaalunisuennenasdla

o MNyUSLAATITLILIT TIAHuRMNNELAIEAIINZEY AagdnyIuieu o

WSoAUBY 9 Watuayudual aewmail s1uaEIulngIWusiunlIeTIALaTANAIN
duen

AMUATEMINATUEYAIN (Health Consciousness) A9HANDN1TUBNADDY 1

' (%
LY o o =

WodAy Gananddniiuin guslaeflnanuddgyduauaimininewnsvayanie

o

o

atuayunsusinanaluessuniinlvydu lnsangluusunvedsalufinnaizess (NCDs)

q

AW UIALTY fariesrn1saundelanduzinluusinannwaznalyiuay 400-600

n3u FadaulestuanudndulunisidanusinaeinisUasnis daannadfuNaILiIdeY

'
o w

Y84 Channuwong and Kantatian (2012) fiwu Uswwulﬁmmmmymaqmm‘wma
171%1@ LWiquumWLﬁuﬁa%‘?mmmqm (happiness) LLazmiLﬂuaguJ'ﬂ'ﬁ (Well-being) P8
MR FINAT ;JU'%Im?NﬁmﬁwﬁLﬂurzjmaLLW%mﬁmﬁm%uwu%’mgﬂ@maquaéwﬁq
wanfaneafumsanaiuguamaienisusnasuuuUneeUn

mmg(Knowledge) fi5vEwagsganenisuanie uazSiasuanaruRalate
ateilfodd ey donnaosiuLLIAATas Mohd (2016) waz Chang & Wu (2015) #i
%’I‘V;Jl,ﬁud’]ﬂ’l’]ﬂJgLﬂugﬁuﬁ’]ﬁ@iuﬂﬂiagﬂﬂﬁﬂUﬂﬁL%ﬂ‘U’Jﬂ LAZNTEAUNOANTIUYDY
EIU%Imiuﬂﬂi%@ﬁuéjﬂaaimﬁﬂ o aqﬁmmgﬁaLﬁuﬂﬁ]é’l’wé’ﬂﬁmmiaéﬁum?{auﬁgq

wgAnssun1sdearsuuulinneUinuaznisinduladelunaianalusasunin n1s
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¥ '
o a

ATENUNATUE IWINa B (Environment Consciousness) HNanNaANAIb3% 9081951

|
U =

Woddny Feaznaunyuslorealnululadendeuansgaun 1 nyeInueanIty unds
lalanansgnun od LIABOND NN @OAAADINUIIUYDY Koklic et al. (2019)
Wongmajarapinya et al. (2024) 7149 IM19u21A21uA 58U NA1UE swInasul A2y

N (% a al a g ‘¢ a ! & A '
LGU’EJMIEJQI@EJG]iQﬂ‘U‘WQG]ﬂiiﬂJUiIﬂﬂﬁ‘Uﬂ’]@@iLLﬂuﬂ’E]?J']\‘iEJ\‘18‘14 n1svenme (Word of

'
a

Mouth) wurndusiuusifidnsnaasganearnundlade avneuiandwenisdeasan
Uszaun1sivedn uilan Feaennaseiudnuved Pandey (2017) wag Curina et al.
(2020) NunIMNITUBNABNIUTBINItERUlauLaroalauawanaadnlIlanae

woAnssUMITe Wneamslunauyuilaailuanudidyivguaimuasdinaey

CRILTRIGIRIRIE

msfnyiluafsifamelumaaiuaseuailassedndededuieity
Jadeiiduidadsamananisuanmeuazausisladenaluoasunievasyuslnaly
Uszinalne Taswulmisiuisauddnuesanunssmiinaiusian (Price) gun1n (Health
Consdousness) mm§ (Knowledge) Hnneey (Environment Consdousness) waemsuenie (Word
of Mouth) KaMTI3em U ATIASTEIINATLIIAT AIUATEVEINATLENIN WagAILST
SvBwanenisuanaenisueannefiavEwanansilate iaaaﬂmlglmmmiuazmmmz
miinaudawanao

Jalauauue

(% 1%
a v

NNNANITITY HITULVBLAUDLULLTINAYNT LN 8NITHRIUIAUAIAINTU

Y
HUsEnoUNsLasinunInskuanaalieesunialadnaluil
UDLEUBLUZAINNTTINY

1. dadtuaduiveuilag

1% '

(%
a Y

mﬂwamﬁmeﬁuamiﬁﬁmﬁmmg:ﬁﬁmswaqammamiuaﬂs{a ;;'3%’8%
auowuglndinisluveyaiignaosarundedeieriunaluoosunia wuldnisugn
Uselorineauam uazanasgiueesunia levesienisdeansans 4 wu leduadife
Sules viefanssumusy iiioanruguazaranailaesaned os uazdnyhaain

duan NLanauvasiiun N155useseasunila wazAnUsslevueeetniau



Nyasanenansnsiaudery 9 3 atull 4 (nsngraw - Faeu 2568) | 921

2. dwdsun1saaiawuuidinaadn

INHANITIATIENAAII1 Word of Mouth Sianinalagnsaneninunslagags

¥
a

d‘ v ¥ yd ! a i a d‘& s s a
nan yIdevaiaueuwuylniinisasasulvyuslnanfianelanysuszaunisanisuilag

Y

(%
a

wuledvaiifeviosinaua lunquguilnaauuuunie Influencer fiflauidode
[iorpUszanduius uardnRanssufias 9N silaus Iy 1wy Msuandiesnsdum s
Aanssy Wiouwuziuiiou

3. WUYAYIBAUGUVAIN

¥

NN TATIEMIEIEUATUMsUenaeiitddy witoveiausuuylng
finsdemmnalusesuniafnoguniw wu Uasnansiiy Uasadenoifinuaskgiony
asuamdnuandunadeniiidmivglalagun wezdeslsduniumsungunin
U nM3ruANtea 130T nuUY Clean Eating

4. yUszifududandou

MINHAMTIATIZINU Aawanasy asxanoamRsladeassiifud iy §ide
vowausuuglatlranueioinsugnuuudsdu lulsarsied anmsdassuanag W
vssyfasiiuinsnodawanany wu lv¥anpesaasla way doansn nisdenaluees
unfiawfunsaiiuayudswanaeuiia

5. WarsandusIA iangauiuauan

INNNTIATITINUIN SIAdsRanenisuanaeluseiuleddey wolallading
Tnonssmenrmislate yitoveiausuuglnglniinsiuanaifiasnoununinuas
AUATTLY31r09AUAT AoATULITUITIANENNTT wiAuATRUUsElsTuRguA IS
Awanao uagRnsuauslusludu iwu Tosnnaossiausenda vio arauunu iite
A9 19ATIANAT

faeiausuurATIUY a3UN gUszneUNTuasYIEuRUgnNall Arsiuuna

gNSTANAMUTUNHUTINA AUATUNNINYUAUAVNINUALAIINADN LAZNTEAUNIT

UBNABIIINING LNBLES LS I9AINULT DI ULATAINUAILATD L UTE 8 Z 8D
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