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Abstract

The study social marketing mix factors that influence purchase behavior in
environmentally friendly products, aimed to study Social marketing mix to influence purchase
behavior through the willingness to buy environmentally friendly products. The study found that
product and marketing communications have an indirect influence on purchase behavior through

their willingness to buy environmentally friendly products is equal to 0.64 and 0.84 respectively.
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2. fdmdau y  dA1laindsiAu 3.00 (Kline, 1998;

Z/df Ullman, 2001)

3. A" GFI, fAndaus 0.90 — 1.00 wanain

AGFI, CFI lumadanugenaass (Byrne,
1994)

4. A1 NNFI, fiAndaus 0.90 — 1.00 wanain
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Cudeck, 1993) (Stieger, 1990)
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(Exploratory Factor Analysis)
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ANNaNNauiuTeyaldalsednyg U3

Y’=373849 (df=138, p=0.000); Y /df=2.70;
GFI=0.949 ; AGFI=0.929; TLI=0.895; CFI=0.920;

1%
' oA @

RMSEA=0.049) A1 ¢ il@ana1u933162uuud

a @

WaLITulaNunaunauiutayaliauseInwluseeau

Y

aad

7 esandedianla-auasiveddynisadng
5¥AU 0.05 WAdnd1uvesla-alAisneanmdasyil
AlailAY 3.00, A1 GFI, A1 CFl way A1 AGFI u1nnan
0.90, A1 RMSEA ifulumnasiiidivuninlyians
39131 0.060 (nwdi 1) egdlsfinu iilesanninausi
AMINTUANNFDAARDIVBILLLAATTIUIUNA 86
@ wdnde (2547) laauswuzanlmasnfiansan
fatANaenndesanavll GFI, AGFI, CFl, SRMR,
Wz RMSEA uaﬂmﬂﬁ Schumacker wag Lomax

(2010) IeiaualviiansananingUseashreenisie
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(Confirmatory Factor Analysis)

Tuwwalunisin®
Standar  t-
Constructs  Item d value 2
coefficie  (p<0.0
nt 01)
fanusdu
WAnAaal  Bradné 0.524 - 0.597
Package7 0.770 11.985 0.593
Label8 0.770 11.985 0.274
311 Pricel 0.709 - 0.502
Price2 0.877 13.267 0.769
Price3 0.597 14.117 0.357
A15N58918  Placel 0.854 - 0.729
Fun
Place2 0.869 17.023 0.756
Place3 0.632 17.096 0.399
nsdeans  Greends 0.546 - 0.298
CSR49 0.537 10.262 0.289
Event54 0.650 10.371 0.423
fianUs Need 0.946 0.07
depinu
mussla  Buying 0.261 13256  0.417
%o
Purchase 0.946 6.385 0.895
fandsany Wom 0.646 0.576
AN Consisten 0.345 9.382 0.417
M50 cy
Continue 0.618 10.329 0.119
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Future 0.759 11364  0.382

* *=373.849(dlf=138,0=0.000); ’( /df=2.70;
GFI1=0.949 ; AGFI=0.929; TLI=0.895; CFI=0.920;
RMSEA=0.049)
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Armstrong , 2004 JduUsTaIMsRanaLiledRsTed
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Path relationship

S Path SE t-  P-value
. coefficien valu
t’s e
0.432***  0.08 539 ***0.0
PPro—Int(H 0 8 01)
1)
PPri —Int -0.008 0.05 - 0.883
(H2) 2 0.14
7
PPL —Int 0.061 0.04 1.29 0.197
(H3) 7 0
Prom)—Int(  0.447*** 0.07 5.68 ***(0.0
H4) 2 5 01)
Int—Bh 0.385 0.03 7.88 ***(0.0
(H5) 8 6 01)

o o a
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