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The Novelty of Product Novelty Combined with Local Wisdom on Consumer
Attitudes and Purchase Intentions: Sa Chaeng Sub district, Bang Rachan
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Abstract

This research was aimed to study 1) develop and examine a causal relationship model
between novelty, attitude and purchase intention of products mixed with local wisdom.
2) Investigate the relationship between novelty, attitude, and purchase intention of products
infused with local wisdom, including direct and indirect effects as well as the overall influence.
The researcher collects data from consumers of products mixed with local wisdom using a
survey and descriptive research method. The original sample of 400 people. Analyzed by
structural equation modeling. The research findings are summarized below;

The path analysis hypothesis testing results, both direct effect, indirect effect, and total
effect, revealed that novelty variables had a direct influence on attitudes. It was found that
the consumer's level of novelty had a direct positive influence on the consumer's attitude
toward local wisdom products. The hypothesis was accepted at the statistical significance
level of 0.05, with a p-value of 0.001 and a factor weight of 0.812. This can explains why, the
higher a product's level of novelty, the higher the level of consumer attitude. The level of
novelty among consumers had a direct positive influence on their purchasing intentions for
local wisdom-added products. According to the test results, the hypothesis that was rejected
at the statistical significance level of 0.05 had a p-value of 0.946 and a factor weight of -0.008,
which was inconsistent with the reviewed literature. And the level of positive attitude of
consumers had a direct positive influence on the level of purchase intention of consumers
toward products mixed with local wisdom. The hypothesis was rejected at the statistical
significance level of 0.05 with a p-value of 0.001, indicating that the higher the level of
consumer attitudes toward a product, the higher the demand for it. As a result, the
community's marketing strategy should focus on increasing the level of liking and positive

attitude toward cracker products in the community.
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