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The Influence of the Factors Affecting Purchase Intention of the Organic

Product Shop “A” in Pathumthani Province
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Abstract

The authors aimed to study the influence of the
factors affecting purchase intention of the organic
product shop “A” in Pathumthani Province. The
independent  variables were  label product,
communications of organic distinctiveness, global
_socio-economic conditions, resource availability of
organicity, assessment of statements about organic
farming, healthy and environmentally friendly, and
buying motivation affecting purchase intention of the
organic product shop A. The survey method was used.
The data was collected by questionnaire throughthe
sample size of 300 customers from the population of
visitors  of the organic product shop “A” in
Pathumthani Province from 24 April to 13 May 2014.
Then, the descriptive statistical tools such as means,
modes, percentiles, and standard deviations were
implemented. Testing of the hypotheses was done
through Multiple Regression Analysis.

The researchers also found that most  of
participants were females at the age of 21-30
yearsold, graduated bachelor’s degrees, working in
companies as employees with the income of 10,001~

20,000 baht. The authors revealed that the following
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factors were affected purchase Intention of the organic

product shop “A” in Pathumthani Frovince at 05 level

of significance: Buying  Motivation (B = 0.258),

Assessment of Statement about Organic Farming (B =
0.242), Communications of Oreanic Distinctiveness (B =
0.211), and Healthy and Environmentally Friendly (B =
0.158). Tﬁe remaining factors engaged in this research
including label product, global  socio-economic
conditions, and resource availability of organicity, were
not found to be significantlyaffected  purchase
intention of the oreanic product shop “A” in
Pathumthani Province. Marketing strategies and future
studies were suggested.

Keywords :Buying Motivation, Comrunication of

Organic Distinctiveness, Purchase Intention

UNARED
a2 a v daa a ' o & e v
NMUIIBGEBINSAN U ST EnSnason1sa slasaduga

¢ a o o v oo @ ar =l o
28IUNUA F7UAT A ?iaqwuﬁiﬁﬂluﬂﬂv'?']@]ﬂwuﬁju i

Slaia

Yoquszasd Wofinuiladofiisvinavestlafuaaniud

-

(Label Product) Wadsn 1‘;58?1’1‘35‘]11;“‘4!,?113“118481.4?? 38
(Communication of Organic Distinctiveness) Jaguanin
N19F IR WSYENY waznsnensuedunse ] (Global Socio-
economic Conditions and Resource Availability of
Organicity) Uadunisussifiunidueniuniia (Assessment
of Statements about Organic Farming) Uaduaunnuas
tﬂuﬂmsﬁaﬁmmﬁau (Healthy and Environmentally
Friendly) ﬁﬁamqga’lﬂumsﬁ?‘{aﬁuﬁﬂ (Buying Motivation)
r;ian155’&1@%@5*451@@'SLm“Zﬂ%fmﬁw A *ua&ﬁu'ﬁmiuﬁ’wi’ﬂ
Unstdl nsieasaiiiunsisadtunalaelinsdsa

Lﬁuﬁayfaﬁimwuaammmn;gaJ'%lnﬂluiami’mﬂwmmwa

MIUsEgaAMEIINMSIEAUTF ATT o B0g “OwAnuTRusTungSauindund (fowauie siulng

Be D

= 2

<

=
3

21
10

ia

w1
Ore

T
uiln
919

d151F



fageduAeasuniiaiiudn A Meuvuaavaiuaingy
1 372U 300 90 NUsERINSHIBaNsNALATED5LN-
a1 A

aau 2557 uAasigitoyadiiuadMBanssaun B

H | )
HauATuA 24 Wwwrey 2557 8¢ Yuft 13

P I3 d 1w ' = o
yAle ANAND ANSDBAT ATARY WATALTUEUY
U uazyinnIvadavaNNAZIUlAENISIATIEAIY
Wawvam (Multiple Regression Analysis: MRA)

aN5398 WU desunuvasunudningiduinands

o 21-30 U ns@nwsedulioned sreldniedeiiou
), 001-20,000 v 1 EwwRIUUTENONTUMIEgNTN
= hﬁmiwﬂﬁauauﬁﬁgw nU ﬁaﬁ'al.mgqh'lun'ﬁ%é: ‘
= (Buying Motivation) B = 0.258) Yadonsuszdiu
= uposunila (Assessment of Statements about
h

E?g‘é“nic Farming) (B = 0.242) Uadunisdoansanufieny
'ﬁiﬁuvﬁé (Communication of Organic Distinctiveness)
e (B -
(Healthy and Environmentally Friendly) (B = 0.158) &
Smamensaidenisasletedudeaiundadui A ves

0.211) Uaduguan wazilulinsrodeuinday

fuslnaluFemiaunustil egriifoddymeadansziu .05
dwladvaainduAn (Label Product) waziaduaninmis
fruasugiawasnineinsvaedunid (Global  Socio-
economic Conditions and Resource Availability of
Organicity) lifigrunaneansaldanisdsladoaudensuni

A3 A vesfuilaeludmiaunusiil edreiifoddgna

f asd_ o v vy o <
) abfinszau .05AnzIdulduuzinagnininisaanauas
u o as o e .'IJ
d midvluswanluanAduiisng
M o o & s v o a
» AdAy wusesgalalunstodudn, msdeansaufivawyes
it a  ae sq &
oun3d, Aunalade
m
b o o
unin
of v ¥ oas & i X oo s
TudlagiugduilaalinuaulafuguamannTui sk
nt = a = aa o v }
vilnpomsiithumsanfiligueuntiouarhidnansznuse
hb a Y - - i a a w - Y]
dwraneun udwmdniduuilanduiiinuasiiinisly
ly . o q vy o
answadireutnannlunisimizdgn viliguilaadiauldla
n) R . X v
) lunsidendeduilnedisfequawouniountunasiy
g a a v « a = o a v
nuslaaduAteasunia (Organic Product) wiadudinuns
19 a s fa o v Y = v
. ounsdnninlaunsguguewnle Usiaainarsiedinnig
8

waziituneunsnaniioyinddwindendmalinaindud

~ 659 ~

oosunfiavenesastumuluse wazausanisiudons
unfialusaaissnntuimelunasinaszna il Audi
posuniindulunaindudianizngu (Segmentation
Market) Fejuslnadunguauiifinnuianunssninge
quameundiouasiidsderdeutugs msznmaudeed
unilmeglunasiganuisuifisuivaudineasiaoily
athalsfinmududieaiuniiaidodrinlunisndniidaly
ansondnluinwasnssuvuwnnglaviilvdudeasundalsl
Wiganesianwnenstunan (1]
Usemaiidunaindufiessunialngiignluylsy fe
Ussineioasuil Syadin1sdn 6.59 wudtugls (31%)
seaun Aa UsznesTaea 3.76 Wudugls (17%) uava
%511911905 1.88 Wudugls (9%) uAnainanine
onandnslévasasedreaiodutisanu@itdnen Tuvue
Hsmagaunaindudu 4 luglsy wasiiyadn 1.72 Wudu
gl5 (8%) nduflvendmirgdudessundeluiifiuudliui
svganhavsmeandnsludaurasdnsnmslidielunisde
dudneaiundases wuin ymaiaesuaudlddneduly
nstedudieniuniinrewiuiniianluglsy (177 gls)
5098311 Ap LAuwtin (162 gl9) dnwadsn (134 gls)
apaln3y (127 gls) aliau (94 gls) uaziwesud (84 gls)
muddy dausnsnslidiodedudiessuniaseilae
ldvvasniinaglsuianuavinfu 27 gls vinfiansan
lwngaainduAieesuninvosanamelsy (EU) wuin ludl
2554 fiyarinsdisan 19.7 Wudugls Fsvenedaiiniu
9% Wewinuiul 2553 TnunanAudeesuniiavosannin
lsufivunalngdusdudu 2 sesnnUszimaanizauidn 3
fivaadminewiriy 21 Wuduglslud 2554 uasaeedd
tndu 9.0% 9107 2553 luamigeusnaudesiuniinngy
flFFumusnguuarivendmiiefunieiavil fo dn
waznaliian dundnsusinndnimdldsumuilomiuty
Tuvnzifieanu Tuglsy dnuaznalieesundafliiuaiiu
Hougatuiu Ao Tdwwuwainsm 1/4 wis 1/5 lunary
Uszina luvusdinaniusiandng (noiewizun wdnsos
nuuuarly) veawiuasvuuihossuniinfmdalasuany
foudintuiies 9 lunatnglsulugae 6 Wouusnvesd
2555 widuAesuniavzdoundyiunisutaduiududi

WnyAsdu q AlAseARegIdidunariiusinaduain

MsUszguaEILMINNTIEAUTR AT @ 309 “NuFauinusssungaiaulnduns Newauviosdiulve”



