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Abstract:

This research aims to: 1) examine the levels of innovation variables
regarding perceived value, trust, and intention to repurchase among health
beverage and food consumers in Thailand, 2) study the innovation factors
influencing consumers' intention to repurchase, and 3) develop a repurchase
intention model for health beverage and food consumers in Thailand. The

sample group consisted of 280 health beverage and food consumers in
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Thailand. The research utilized a questionnaire with a five-point Likert scale,
data analysis included structural equation modeling, and qualitative research.
The researchers selected a focused sample for group interviews, with 17 main
data providers, to confirm the quantitative research analysis. The research
findings reveal that the structural equation model fits the empirical data well,
with a Chi-square (X2) value of 111.790, df = 58, CMIN/DF (/df) = 1.927, GFI =
962,CFl=.987,AGFI = .932,NFl = .973, and RMSEA = .048. The analysis
results meet the standard criteria. Consequently: 1) Innovation variables such
as perceived value, trust, and intention significantly influence customers'
repurchase intentions, leading to satisfaction and confidence in repeated
purchase decisions, which impacts long-term business sustainability; 2 )
Innovation has a direct and positive overall effect on repurchase intention
(Total effects = .215). Regarding perceptions of innovation, consumers place
the highest importance on marketing innovation; and 3) The model's influence
on the repurchase intention of health beverage and food consumers in
Thailand aligns with empirical data. Thus, it can be explained that innovation
factors, perceived value, trust, and intention significantly influence the
repurchase intention of health beverage and food consumers in Thailand.
Therefore, entrepreneurs can utilize positive innovation factors and product
development adjustments to adapt to the rapidly changing business
environment and consumer consumption patterns, thus creating value for

both customers and organizations.

Keywords: Innovation / Repurchase Intention/ Perceived Value/ Trust /

Health Beverages and Food.
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Coefficient) tievsgninadadesing 4 suddasananmiymienaifeanei
wdsTamiunniuly (Multicollinearity)

5.3) 11571A121 3ULUUNITTA (Measurement Model) #8013
IATEeAUsENaUdeEudy (Confirmatory Factor Analysis: CFA) lun1snsaaaeu
ANADAAS BIUDINTBULLIANT LA aF191191AN I UNILITTUNSTuAUT 0y a
FeUsednd Wi eviin1smsivaeuintadeuksfivihinisfnsanunsatalddedade
Funalanaitee) 62 A28n13571AT189 U800 TALUY Reflective 59189019
fuflunisnsivaeunanfissnsadaviiou (Convergent Validity) vastladedsay
ﬁmamww'wugmﬂ’ﬂaﬂﬂ‘Uszﬂaummgm (Standard Regression Weights %138
Estimate) fpaditiaddgynieadanniade (| t| 21.96) vsoA1 C.R. (Critical Ratio)

a v

5.4) N33 Izitoyaidnann n1sanyideaunmilunisdnyise
INNITIATIBMTIUTUIU FaEIT8LERNAIDE19WUVLA19 (Purposive Sampling)

WeinsaunuINgy (Focus Group) lagdlilndeyandn (Key Informants) 31u3u

:
17 AU AuUUIAAYES Frandis et al. (2010) wiaidudeyalunisudiuatuayuemia
aonndeveINANTIToIBsUiina Faldannsiuteya nmsdunwal msandudin
Mngnsanand Wedeyafiarunssssiiunaulavdanmiu thieyailldunnen
duderuuazdnngudeyail eviinisasyu ulsaumane Terunuilduas

YDLEUBDLULINULAUDNANITIVY
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NAN133TY
nanTITeansnagUmuagUsrasdlaReelud
LuansiATeAlunagunIslasaasng
mﬁ%’aﬁjﬁwmimﬁmwﬁgﬂLmumﬁm (Measurement Model) fen13
WATITNBIAUTZNDULTIBUGY (Confirmatory Factor Analysis: CFA) ANNE0nAABS
maama‘uumﬁmfmﬂmimummiimﬂﬁuﬁusﬁagaL%wiz%’ﬂﬁ‘ﬁ'ﬁwmiﬁﬂmmmm
Faldmedadedanalinatsy f mInsredevasiarsandiminesdlsynou
UIM35U (Standard Regression Weights %38 Estimate) AasiitidAgymisadayn
Uad® (| t] 21.96) n30f1 C.R. (Critical Ratio) (Lauro & Vinzi, 2004) A4IA551Y
dhinesAdszneu (Standard Regression Weight) 111131 0.4 (Hair et al., 2012)
wazen R? Timassng 0.2 (Lauro & Vinzi, 2004)
wagn1siasigrslwuulaaaaunislaseadne (Structural Equation
Model) Taeld3§n1suszanaainisidmes anuutazidugean (Maximum

Likelihood : ML) kan15A519@80UAINUADAAABIAINUNALNAUTEWINULARNITIA

aad a

fudeyaiBausedny (Goodness of Fit Measures) Anafafitisadaslunsussiiiu
AuaonndesraInsaULIAnfuToyafeUsEdny avldinamiuasgudidud
gausU (Hair et al,, 2012) M5ATILIAENITHAITUIARYTN1SUSU (Modification
index) wagsniunisusumuilusunsunuzi wan1sisenudn Tumadiaany
naunduiutayaelsedng (Model Fit) Amaaeau Chi-square () = 111.790,
df = 58, CMIN/DF (y*/df) = 1.927, GFI=.962, CFI=.987, AGFI=.932, NFI=.973 and
RMSEA= 048 fstiudaasuldinnanasiladeiiidvinavesuinnssuiidenasionns
filatedasfuslnaniesfuuaremaieguamlulssmalnefanuaonados
naunduiudeyaidausedny (Goodness of Fit Measures) (Hair et al., 2012;

Schumacker & Lomax, 2010) §3m157971 1-3 way AN 2
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A15199 1 Nan1sUsEEIuAUAINAADY

Fit index Symbols Criteria result
Relative Chi-square y2/df < 2.000 1.927
Goodness of Fit Index GFI >.90 962
Comparative Fit Index CFI >.95 .987
Normal Fit Index NFI >.90 973
Adjusted Goodness of Fit Index AGFI >.90 932
Root Mean Square Error of RMSEA <.05 .048

Approximation

Hair et al. (2012); Schumacker & Lomax (2010)

21nA1397 2 Innovativeness fiAnmnasgiutmtnesdUszneu (Standard
Regression Weight) 8¢5¢11314 .059-.829 wagA18nsIanuliuuwls (R? v38 Squared
Multiple Correlation) 8¢ 5¥1314 .395-.687 U3y Perceive Value dA111A551U
vminesduseneau (Standard Regression Weight) 8¢ 581314 .689-.884 LayAn
9M351AUNUKYS (R? n38 Squared Multiple Correlation) 8¢ 31319 .475-.782
Trust ﬁmmmgmﬂfwwﬂ’ﬂaqﬁﬂsmau (Standard Regression Weight) 8851314
.838-.913 UarA18m51AUAULUS (R? 38 Squared Multiple Correlation) @8
8119 .703-.834 wag Repurchase Intention dA1umsgutinninosAdsznay
(Standard Regression Weight) 8¢ 5¥1314 .778-.844 LagA18AI1AUNULYS
(R* #38 Squared Multiple Correlation) 8¢ 5¥%1319 .606-.712. lAgAINIATFIY

'
o w aad

Wwitinesauseneunniiideddgyniadansedu .05
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A15199 2 HANITIASIEANUEUNUSVRIALUT LULAAENN1SIASIASNa
Standard
Relationships 5
Regression SE. R CR. P
of Variables
Weight
Perceive Value <-—- Innovativeness .139 .069 .019 2.230 .026
Trust <--- Innovativeness .080 .043 .815 2.166  .030
Trust <--- Perceive Value .888 .048 19.679 o
Repurchase .998
<--—-  Trust .244 1103 2252 .024
Intention
Repurchase
<--- Perceive Value 763 120 6.420 o
Intention
Repurchase
<--- Innovativeness .059 .032 2011 .044
Intention
Repurchase .606
RI1 <-- 778
Intention
Repurchase .687
RI2 < .829 .045 22.069 wx%
Intention
Repurchase 712
RI3 <--- .844 .055 18.796 *xx
Intention
Repurchase 613
RI4 <--- .783 .050 17.011 *xx
Intention
TR1 <--—- Trust 913 .834
TR2 <-— Trust .838 042 703 22.536 *x%
TR3 <--—- Trust .840 .052 .705 19.515 *xX
PV1 <--- Perceive Value .884 782
PV2 <--- Perceive Value .689 051 475 15.888 o
PV3 <--- Perceive Value .807 048 651 19810 wxx
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A15199 2 (59)

Standard
Relationships

Regression S.E. R CR P
of Variables

Weight
IN1 <--- Innovativeness .810 .656
IN2 <--- Innovativeness .829 094 687 11.713 o
IN3 <--- Innovativeness .628 166 395 4.720 o
ING <--- Innovativeness .688 178 473 4.693 o

o w

newme seautsdiAeneats ** p < .001

T Lo b

[Pvi ] [pv2 ]| [Pv3]

Perceive |
Value

Repurchase
Intention

Innovativeness

|TR1| \TRz\ ‘TR37|

(e8) (e9) 210
Chi-square (}(2) 111.790, df = 58, CMIN/DF (}(z/df) = 1.927, GFI=.962, CF|=.987,
AGFI=.932, NFI=.973 and RMSEA= .048

mwﬁ 1 Final Model
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NSNAHBUANNRAFIY

mamArruduiusvestafeudazandouiuussiiuadnsnasenindady
Fafiansauna1nA1 CR( t-Value) wazan p-Value nuin Adudssaniauanaes
1m55 1 (coef.) mutoauugiuniside Gauansdn CR 11nnin 1.96 yadagUna

va o

NTIATIPRATUAYUANNAFIUNNTE kagHanITIATIERA18NENave Ul Ide

Y

o o QI
UNFUDAINITIN 3

M137991 3 HANIVIAFRUANNAFIUNITITY

HUNAFIUNTIIAY coef. ttest TE DE IE  ulawa
H1: REPURCHASE INTENTION <- - - .059* 2011 .215 .059 .156 aﬁuauu
INNOVATIVENESS
H2 Perceive Value <---Innovativeness 139 2230 .139 139 - aﬁfuawu
H3: Trust <---Innovativeness .080* 2166 .204 .080 .124 aﬁuaqu
H4: Trust <---Perceive Value .888*** 19679 .888 .888 - aﬁfuawu

H5: Repurchase Intention <---Perceive .763***  6.420 980 .763 .217 aﬁuau‘u
Value

H6: Repurchase Intention <---Trust .244% 2252 244 244 — aﬁuau‘u

Note: Coefficient refers to the Beta (B), TE: Total effects, DE: Direct effects, IE: Indirect
effects, Coefficient: coef.

JEAUtEdIAYNI9aia * p < .05, ** p < .001

a S0 v { [ aAa a a ' & & o
FUUAZU H1 A TA iU 1uInnssud s ns walsuina oAua 1199 o941

s?falé’%’umiaﬁfumuimaé’uﬂszﬁw%lﬁumaﬁa"’l Aty (coef) .059 (t-test =2.011, p<.05) wag

Yy v
N 0o A v o w

HTuansznulae st 9uanm e ua s1ad aeildudnAg (Total effects =.215)

i |

auufigiu H2 Fiuwinuianssuiidvinanenisiuinuenddasunisatuayulay
duuszavdidunianddny (coef.) .139 (t-test =2.230, p<.05) duuAgiu H3 Tliiliiu
udnnssusidviwasioanulindagalasumsaduayulaeduyss s iduniand Ay

(coef.) .080 (t-test =2.166, p<.05) warilnansznulaesmdsuanaenaulinngail
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[ |

WodnAry (Total effects =.204) auufignu H4 FIirudn1ssusnuAlidninane

Y 9

o w

Aulinelad dlasunisatvayulaeduyusedns idunianidrday (coef.) .888

o

(t-test =19.679, p<.001) auufignu H5 Fliiuin1ssuiauaidnsnananiny

¥
o =

aslagedndalasunsatvayulnedulsedvdidumeiidAty (coef) .763 (t-test =6.420,

p<.001) LagdinansenulaesiudsuinaomnussladegidediAs (Total effects
=.980) uazauuAgu He Fhiiuinanulindaiidninasennuaslated 3dla5u

miaﬁuaquimﬁ’mﬁzﬁM§Lé’uw1&ﬁ'ﬁﬁﬁm (coef.) .244 (t-test =2.252, p<.001)

o w

o NldpdAENIEDR

N13ANYIITULTIAUNIN
uinnssufidndnanensauariinansznulaesandsuindenussladenn
(Total effects = .215) 1 afi 915 snnuiuii sadvuinnssu guilaalv
anuddnyfuuinnssunsnaimnniige Wesanuinnssumsnainsjadiuluiinng
atfuayunusazmInsziuliAnnsiaaulavesgnii dsanunsaneuausini

ABN15U0IRUILNALUNITEONTRAUAT NTTITERU WANITINAIFUAT TO9AIUNAD

a v Y

winnssududn iesanaunsaimuikazsiiiauendndueiivg wasusulss

HAn AN og inl il uA AT W UANANNABINITVRIHUS LA dnTUNITTUT

Y
AuAdnason1sasladervesiuilan dalasunsadvayulaedudssansidunia

- = J a 1% a r-:ll 1% Y [ [ = [y
WNNY 763 Lu@ﬂﬁ]’]ﬂQQJﬂ']‘UENﬂUQWLL@%‘Uiﬂ’]TV@ﬂﬂ"llfﬂi‘uLﬂUﬂWi'ﬁ@ﬂmﬂ’]WLWU‘UﬂU

'
=

1 UslnAdely Fenaviliiinanuianelavesgnen Feazdwasengingsy

o

wazn1sinaulafioresgndn mssuianandudiulsznounianddglunisuszneu

[ | 1 J

5303 s1En1ssuiaaAvsYIsludaunniuresgnandsenisldduaiuas

Y 9

Qe

[ v Y

Uimsegnesiaiiles saudsmsadsdeldiuSounamsudadu dedy nssuinumves
Huslamvziindudiegusinalanaaeddduavseuinig wavin1sussiuninuaua)
Tnesnesdny q Hudiladeiunadnvuzassdunidutedenianddnina

14 (% v

nan1siuiAnAeIUILaa lagllainnissusnuanyurauAIg 9 YBIduAIInTY

a [

fumnudeansveauilan Nesibifuilaaianseensulusmdud Janudesiu
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Tudndum uaziinnudesnisiazaslatedn anulindaiidvnaderunslate,
voeruslaa Belasunsadvayulaedudsednsiduniaindu 080 lneaulingda

l@sunsfiansaneganisvinaindunssiundeudidglunisdndulavesuilaa

v

198 RN12eg 1989l UAUAINNTDERNE SIUDUTDIANUFUNUSTEMININTIEUALASNNS

a ¥ o

anaulaldenasidud nasnaununsladoldutadedAyfissiadesinnudila

wsganuadlageaunsaldaianisalnsevuenginssuvesduslaaluauian
& EXEVIEPN v a & a v o a & S o & o a

Junszuvunsnyguilaadaduladedudmisuinisuy 9 $18nATaNE U LGy
wasantasulszaunisalifannsveaedddnuassusnauinduauidniuay

¢ A v oa a = Y Y o X a v

Auisnala Wekuslaaiaauiisnelaseiugs duslanandnazifinniudeanisly
msveduA iy q Frdnluswien aunsliiiaduauassninAnemaudilussezen
aguliannuan1snsIdeuAURSIFIkuUANUENTUSITIa g velade Nl answa

! & & % Y a a a A '
GlE]ﬂ'ﬁG]QIQ%@%’]%@QE&U?IJ\@LQT@\T@llLLa%@’]‘M'ﬁLW@é’iﬂﬂ’ﬁ/\llu‘ﬂigmﬁiﬂ&] WU

vV

NANISILATIEMLULARANNITIATIAS19AINUFUNUS TENIN9AUSUTANTSY N15SUS

Y

A1 A1wlidla wazaudala vesuilnandesduuazormadiioguamly
Useinelngasnadasiudoyaidalszdny lnefiansanlunaiaunaunduiudeys
FeUsednE (Model Fit) S naaou fail Chi-square ( )=111.790, df = 58,
CMIN/DF ( /df) = 1.927, GFI=.962, CFI=.987, AGFI=.932, NFI=.973 and RMSEA=
048 UAZAMAFBUAIUNANNAUAUNMUNILIATTIUVAIUTUTULUY NnsuasLnae

WIM55U (Hair et al.,, 2010; Schumacker & Lomax, 2010) F3a3Ula31 dauuy

(%
{ (%

angnarenisnilagesiveuilnainIasnutazesiioguanlulseinalny

v
=< v v L3

PNAIUNTU aamaaaﬁuﬁaaﬂa@wimﬂw 9anunsaesureledn Jadeusuuinnssy

1 i

AUN155U3ANAT AuAUlINgla wazduauatla 8nsnantmsuasedey
491 4

nan13nslat g ve uslnAAT oI ukare IS oa A nluUsEIMAlng g el

HodAny
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a [

N13ATIALBYATIAUAINIINATTAUNUINGY 17 AU Falda1nn1suiy

4 (Y L3 = L4 =

Toya NsdunIval N15ITuNn 3NN Weteyadnuaslsziiu
halandmniy thieyailfinoendudonuuasdangudoyafiovhnsasuuys
uvane Todunuiilduasdaiausuuraninauenanside ndurhmsssuede
AUNUAIUNTBULIANUAAIUNITITEAMTULUY (Mode) veslade 1) uinnssy
(Innovativeness)  2) N135UFAMAT (Perceive Value) 3) A3ulianala (Trust) 4)
avusiladienn (Repurchase Intention) vesfjuslnaledasiunazomaiiioquam

a

Tudsenalng n153AsIeiTauaLdannn N L Isslaandunisdu fe31da0u

Y 9 Y

Ya o

WagaLLazaonnaeeiun19ITeLdaUsua tne1delaidenldnisaunuingy
(Focus Group) Fadudsnmsideidsquamditieliausaiususudeyaidsdn
LagyunBIfinaInatsannguieesle innsilaszideyalsnunm wuin
Jliteyandniimnuiiunssfutunanisidodsiunn Tnglirnudiuindades
Svswasonusdlatedivosjuilnaiaiosduuaromafioguaimlulsumelng
o

1) AunmvesdutaruInig duslaalianudAgiuaunimuedum
wazusnisilusgrannn laeiansanaintdadesieg wu savif arudaende
Usglevilnaguain auAua [Wudy

2) MsAoaIMINIIMAIN MsAeansynInsmaInfiiusyansamazaely
fuslaafuiuandlafeafuauduasuinsvesiusznaunisldfdu Ssonansedu
AnnsBoen

¥ Y v a

3) anuiianela Anufiswelavesgnddutaduddynvinlignandnaula
Fog1 IneNansanandaduniee wiu Uszaunisallunisdeduaiuazusnis A
o o [ a & v
AR TansIn A luase Wunu
29‘/ P v o 4 @ 1 o A aAa a 4
wananil Jlvdeyanandsliaumiudl Jadedue enalidnsnaseainy
AdlaretveUIlnArsamUware ISV UnN W Uademusin Jaduinunusun

Havemumuazainautslunisnne wWusu
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UalauauusLBIYINIg
msAnwUTEUmEUTayaveIinyurUsELANURIgIAANLANF1TY 1A
AniuduladenuanvarvesUsznaunis n1syudunsaain uinnssuuay
Han1sAniuuresgsiaddianuuaniaiunieliedls nmsfnwidieuiiey
ToyavesdnunizUssinnvesgsnanuand1aiuastieligideinladaladeniiavineg
somuAnviuveUsenaunisuasusiaaiiuanasiuluwdazUszinnuesgsia
= 1< 1 [ a v 3 a v
Fagraduusglevilunsnuaunisnalnauagn1snmuIndndueikasuin1vv

WgaNiUAINABINTTYBNR UL AlUTSAAUAREUTEMN

YaLauauUIYIUHUR
maﬁﬂm:ﬁﬁ@mé’ﬂwmmaq@Uizﬂaumﬂﬂumiﬂ%’uﬁaLLasLﬂﬁauLLan
puedlidAvan1ElINdeuN19gINY aunsafnsayanrsenisasalonalmaialy
gravnssuAuAiioauAm nsAnwiiRnudnuurTesUsEneumsazt it
\ilafsnadnuasiisndudmiuguszneunslumsuuiuaziudsunasmuiesls
Waduanzuindeuniegsna deoraduusslevilunisdaasunisiamun

AUsEnaunslugavnsIuduANoguA N

daiauauuzigauleuny
aasgarsatuayufuszneun1slunsimuig muaInnisd eamng

nsnaia 18a91nn15d oansnanismamdutadedidalunisitifangugnan

Wanuisuazadnanissugwazanutlaid eatundadusiuazuinisves
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