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Abstract

This research aimed to study factors influencing consumer behavior toward imported fruit
purchase in Thailand using quantitative research by collecting exploratory data with a questionnaire
from a purposive sampling of 400 consumers who used to buy imported fruit and lived in Thailand
and analyzing the data by structural equation modeling (SEM) to find factors influencing consumers
purchasing behavior of imported fruit. The results showed that consumers' attitudes toward imported
fruits and the marketing mix in product and promotion significantly positively affected the decision
to purchase imported fruit. While the marketing mix in price and place had a negative effect and

was insignificant in the decision to purchase imported fruit.
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Figure 1 Conceptual framework for factors influencing consumers behavior for imported fruit purchase in Thailand.
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Table 1 Definition and Construction of Variables

AU SRS AaulsNILnm
(Latent Variables) (Observe Variables)
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AuAnfanuaznagnudnennse

Products are clean and hygienic. product4
U3 nmlgU ANy niaIEN

The packaging has a beautiful appearance. productb
fmﬂ’mLLNG]\T’J@N”'N?I%I@Z@Eﬂﬁuﬁ;/"l@?_ll’]\‘i"ﬁ/ﬂwu (ﬁﬁuﬁfﬂ/

WARSTN/ADTANER) There is a label clearly showing the

product details (weight/source/place of production). product6
LB OLAZ I AN aNABN 1SR A

The quantity and size are suitable for consumption. product?
ﬁfuL?Tqmﬂﬂ‘szl,w»‘fﬁﬁﬂWﬁwﬁmﬁfﬁmmgm

Imported from countries with standardized production product8

WA TN 9B TR (RN TN AR (A L2

Some imported fruits cannot be produced locally. product9
2. 1398 Price TIATNHTANTLAUNIN
oﬁyﬂu‘iﬂﬂﬂ The price is right for the quality. price1
Price factors FIANANEANALUTHY

The price is right for the quantity. price2

ANEINNIORBIBTA

Price can be negotiated price3

funauanssafgaay

There is a clear price tag. price4

Aumiinangaanlvidends

The product has a variety of prices to choose from. price5
= dl =9 = o ¥ a

AEANHNNTEN IS HLE U U AN BINA Nin

Weniuiindnlulsemnea

The price is reasonable compared to the price of the same fruit

produced locally. price6
FIANPNTFHNEND
Constant price price7
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A157199% 1 (a1B)

Table 1 (CONT.)

Aandsuns

(Latent Variables)

AauUsFInNK

(Observe Variables)

ELIRIE AN Code Aaunilsaanm Code
3. Jaduame Place mdpnetnauyinariviniem
"D"ﬂ\?‘l’l"l\i Easy to buy near home / near work placet
1990 fnannnansremeiidends
"3’1'1&‘1«1’1% There are many channels to choose from. place2
Place factors finnspreeeulamEeL3nT AR ARA
There is an online sale or delivery service. place3
m‘a@”mmﬁuﬁmﬁueﬁ'mmﬁaﬁwuLﬁu5ﬁﬂ
Placement of products in a position that is easy to see. place4
A MATAS e R AN Eawe
The distribution location has enough products. placeb
4. 1aduam  Promotion finnsTawonsmide e o
ﬂ’ﬁ’s?}\uﬂ'%m There are advertisements through the media in various channels. promotion1
N19AAA fiNN39ARANTINAUTENNITVNY 1294 FIHAR UAZNITSLILAEUAN
Promotion ﬁuﬂyﬁﬁﬂLﬁﬂﬂ'}’]NLﬁﬂ%ﬂﬂizﬂ'&’]\?ﬂ’]‘iﬁuﬁi\‘i Lﬁu@‘;’u
factors There are promotional activities such as discounts and returns if
damaged during transportation, etc. promotion2
m‘a‘é‘mmmﬁuﬁyﬁ ™0 f«gﬁfﬂ?ﬁ‘mﬁﬂﬂ Exhibition at the point of sale. promotion3
finsnaas@nauattus There is a tridl of new products. promotion4
5. yiFuAR Attitude HalrNEs A B Reufaufuna il s
Giﬂwﬂfaj Imported fruits are inexpensive compared to domestic fruits. attitude1
W WA BTN RA
Attitude Imported fruit tastes good. attitude2
towards N@Tﬁﬂm%ﬁ@mé’mm’mmﬁ
imported fruit Imported fruit has nutritious food. attitude3
N@TﬁﬂﬁL{ﬂﬁ?ﬁ%ﬂdﬂ’md’m WSuLsEnm
Imported fruit has a beautiful shape, appetizing. attitude4
6. nsfnAuls  Decision Fanalishinulszen
%ﬂwﬂﬁ: Buy imported fruit reqularly. decision1
W iz Dtendenalningn
The decision to Recommend friends to buy imported fruits. decision2
buy imported Fonalninaluanlunsaunss gaf ieu videmugan
fruit Buy imported fruits for family, relatives, friends or acquaintances. decision3
?;I/\‘iﬂ\i%ﬂNﬂfﬁjllﬁ"lL‘lTWLLSJI'JI’Iﬁ”Iﬂ’WiLﬁN%u
Still buy imported fruit even if the prices increase. decision4
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nsAmsnzmladusnusraINyAaa

naudIeg N neuLuLaDUIHA TN 400 Au dauliayidunenedgs a1gsznang 36 — 46 1
AnsAnENEiuYayyes Saniuninlan Suamanngniuasaunsa 3-5 A z\%qusfmgﬁm%mﬁuﬂyﬁﬂmﬁ/
wiinmsTIEmATuasWIneIAENenYgnans SelaneiFianisznm 30,001 - 40,000 U Wnadteg
Tuwsnaniles
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AN AnssHnsuS Tnana (N

wgfnssunisuslnanalusing wuan guslnasaminaredenaliinmuasd@endenalusiigm
Ustinmualiaannndign sasasnniunguualiudagl (nalinazias naluulsgudu 9) uazngaswaly
nudlnafedsuiveluides ¢ viawdeuivouwnliusy @endonabiiefifunasndnanlsamedu q
Tusdesniign sesneifusaluiminiagienussmedn Ussmasniganiniuaztszmeatuannimg b5
fannuiTunisdenaliinandeuss 1-2 A%t alrargpaniotuniadonyl 101-500 U AMURARATHNTS

vilnanaluinen Taun saendd mdndatulszmeaine fanamainrans waz@eiulunmnin aouanmui
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1. MmsAasznladeiifdnsnananginssunistanaluinazawudlnaludssnaing

Ha9INNITALATIT e el HEnEwanangfinssnnisd enalninesyuilaalulszme ne

ANYLLILIS1ABIINNITIATINT (Structural Equation Modeling: SEM) AauaastunTn 2 f9sauidunsiail
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Figure 2. Factors influencing consumers behavior for imported fruit purchase in Thailand.
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15199 2 N?Vﬂ’?ﬁi’lﬁlﬂ@?./ﬁf}/ﬁﬁj’lu

Table 2 Hypothesis test results

. . NRANE
ANNAFI AaNUsEANE
t-statistics Acceptance/
Hypothesis Coefficient
Rejection

H1: tadamunandom sanananissaaulatena i 0.163 2.255% Y]
H1: Product factors affect the decision to buy imported fruit. Accept
Ho: Tadenuanan senamenaiinanladonaoiiim -0.036 -0.466 Ufj\as
H2: Price factors affect the decision to buy imported fruit. Reject
H3: TadtmuraIIInsins g aananontainanlade -0.132 -1.718 Ufj\as

naln Reject
H3: Place factors affect the decision to buy imported fruit.
H: 958 HNTaAENINTARA BIanansdnanlate 0.228 3.155%* Y]

WA N Accept
H4: Promotion factors affect the decision to buy imported fruit.
H5: TiALARADHA (NI Fawanan1ssaauladana Wi 0.440 7.513% % AN
H5: Attitude towards imported fruit affects the decision to buy Accept

imported fruit.

NHELAR): e e @ SldAtyneaand 0.01 o yanedl dedndynneadnn 0.05
* yaneds Sdddyneada 0.10

Note: The stars ***, ** and *, show coefficients that are significant at one percent, five percent, and 10 percent respectively.

NANTNARNBUNNNAFIH ﬂ@f-ﬁvﬂﬁﬁ@w%w@é@wqﬁﬂﬁuﬂﬁ%ﬂmﬁmL{wmp;u%TﬂﬂTuﬂi:mﬂTm
f«vqﬂ&;muLmumumuﬁgwmﬁﬁmu 400 AY N@UN@TG’T fafinamstunsnedt 2 uaziilefansanannan t-
statistic W‘LlfJI’I

1) 988 AMUNARTIT Ta98ATUNNTRLEENNITARIA LAVIARARABHA (MY FINANINUINBY
fiddymenssnanlagona (i

2) Jadan1usnAn TasenuEewnenIssas e ﬂ'\ﬁwﬂmmmémﬁmﬁﬁfmﬁﬁﬁmGiﬂmiﬁmﬁu?@%y@

NATYNN

aaUs1una

1. Tadupundndamasnantsuaneswiisddgnanisdnanlaresuilnatunisdonalniigm
AINANUTENA BINHIBAIINDN 5’15\1@(51391/%“;]“&@\1&4@\&3}11’1L‘fjﬁﬁ@mrﬂWN’]ﬂ %v‘iﬁﬁéuﬁmﬁmﬁu?@%@uﬁﬂ‘%u
w@ﬂﬁiﬁﬂmmmgﬂaﬁ’mm%’ﬂmziunfmj %% Do, Nguyen and Nguyen (2015), Sinaga et al. (2017), and
Shen, Kaiboriboon and Makkanjonakul (2018) nannsAnuimanii uaaeliiiuan Tunnssnauledonaluing

anansdszmeesyua lnpuaslsamanne q sauiagUs inamnangaznanudAyaeanninessladun
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ARSI INa (11191 Begnimuneinnaigssalsznaufididny Taun Auanlasun1ssusenmnm
panauaiuitenasiitedes UssqiomilsUdnunisann Saainuansteyasiazdunfuanawdnian
WA IR TN HAATA (MU TR e WnenUssmARRnaHART [nsnpag e s

2. 1a5uAUIIAEINANNALABNN ST AU T aNA BiNIN191 N AT ENA MEnEAINeT L BTIAN
wa s usageiunnsdnauladonalininenazanas uniasannnanisinunila ideddgmieada
TuAe srandinananisiaiuladeusssnn nanndniy fe ‘mmwﬂfﬁﬁmmyﬂmﬂﬁfﬂzﬁqﬁiyﬁiﬂmiﬁmﬁusf@
vaayUaTnatnelunisdanaliineneinanalsamea nan1sfnenilaausnsazdaussiunanisfnuiaes
wusTnaUszmAiy 1 91uAnu189 Do, Nguyen & Nguyen (2015) AnsayusTnaTudsauia uaz Shen,
Kaiboriboon and Makkanjanakul (2018) Anwnualnaludu dmsureaunurassudneiil aznendiiua i
Wqﬁﬂ‘sﬁmmu’%TﬂMﬂtﬁmﬂ%LLmﬂéN@fmwq@ﬂﬁmmﬁguﬁmmﬁLﬂL%’ﬂﬁ'u 9T nanafe vilnamatneins
ANBIABLABNNTIIANHA (NI N AL ARBHINIF (price inelasticity) n19AsNuUasTBIUBNINS
Faaznpuninnsiasuasmaa Saasnniafinunesunelnanguslnaeainesessuvdesinansfinla
flazanetusafiunsdmsung (upnend

3. Taduauaas NN asnaeewitedAyaanisdafulad ona inenarnansdssme
HANSANENEDAAA DITUINWAT D W T 1% N15ANENY9Y Do, Nguyen and Nguyen (2015), and Shen,
Kaiboriboon and Makkanjanakul (2018) iansssasia@snisang o nslasmsuienns q Induafify uas
maasiEdnn1aee iusunansaiinssugiatiuna iiefiganedmnetumain nnssugfisgud
st lganumesnsfigeindminandominani nyguslnafineumind insdenisasdmsing
y30 AINTINANTENNITNLTI 153 Fauan Ao UaLTUsUNTHAL AN AT ANSOaRT1AINA N1 ¥in
Tnaliiaanluunsiazandalrgmiugualnaluasna vdalisanunasnisnuggniadmsuna e

4. Yadumuramen1sdas g (distibution) T laduadefifdunuma Aynansnissnauleds
N@Tﬁﬁ%‘%@ﬂﬂ@ﬁdﬂ‘ﬁzmﬂ N@ﬂﬁﬁﬁﬂwﬂﬂﬂﬂﬂgﬂdﬁu Do, Nguyen and Nguyen (2015), Sinaga et al. (2017), and
Shen, Kaiboriboon and Makkanjanakul (2018) finuan gemnenisdns g inflanananenissnantadonan
shignananslssmeaeeguslnn

5. Wanafnoualiinaduladed funumdidyuind gananisdaauladanaluingiain
AstazmAeswiisd Ayl ofsuifisudutadedu 4 denaniafnuinuanvaiafnanaliiienen
yuslnaaswananisdnaulad analiinnainaslssmaeseivedidyiissdu 0.01 deaaanansdiu
ANSANENSIINHANTINDN ﬁﬂuﬂ@ﬂmpju%Tﬂm‘i@iﬂmﬁﬁmﬁusf@%yﬂmfﬁ % Do, Nguyen and Nguyen (2015),
Chiarakul (2016), and Sun and Liang (2020) VTﬂuﬂﬁ‘uméu%fmﬁﬁéﬂ@mmwﬂmwﬂfﬁ (fruit quality) @méﬁmq
Togunnng uazsaend indadeiidunumaddyronisinanladonals dwiunalusiingualnafiuu T
ardanaliningn auilnalnsugoiiunaufidaonniduazilg asmmislamnnnsgenama i buszme
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Figure 2 Shows the factors influencing consumers behavior for imported fruit purchase in Thailand.
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