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Marketing strategies that affect purchase intention and willingness

to pay of consumer of organic agricultural product in the Southern Region
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Abstract
The purposes of this research were to
1) study repeat purchase intentions and

willingness to pay of consumers of organic

agricultural products in the Southern region,

2) a study the level of influence of marketing
intention and

strategies on repeat purchase

willingness to pay of consumers of organic
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agricultural products in the southern region, the
sample group comprised of 313 organic farmers
from the southern region using a convenient
sampling method. Statistics used in data analysis
is descriptive statistics, including mean, standard
deviation, and inferential statistics includes data
analysis using the AMOS program from the
analysis of the structural equation model.

The research results found that 1) All three
variables are marketing strategy, repeat purchase
intention and willingness to pay. This is in good
agreement with the empirical data. Considered
from the chi-square correlation value = 2.948, CFI
index value = 0.986, TLI value = 0.975, RMSEA
value = 0.079, RMR value = 0.045, RMSEA =
0.079, passing all standard criteria. 2) Factors in
organic agricultural marketing strategies repeat
purchase intention and willingness to pay. The
results of the study found that organic marketing
strategies which includes product quality customer
service in terms of purchasing experience in
stores awareness about health and fairness in
price, it has a direct influence on repeat purchase
intentions and willingness to pay of consumers of
organic products as for repeat purchase intention,
it has a direct influence on consumers' willingness
to pay for organic products. The results of the
research will help businesses to apply the
research results, especially the marketing strategy
because at present there are all types of organic
agricultural products being sold. This research
study is therefore beneficial to organic agricultural
products businesses in all areas in a sustainable
way.
Keywords: Organic  agriculture marketing
strategies, Intention to repurchase, Willingness
to Organic  agricultural

pay, product
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UM BN UNENITATIIFOLANUREAAR B9V
Lmuaﬁﬂaadmﬁm]”agm‘z?aﬂi:'cﬁ'm:? Hair et al. (2010)
fienaail @1 A2rdf = 2.948, A2 = 109.08, (p-value) =
0.000, (df) = 37, CFl = 0.986, GFI = 0.946, IFI =
0.986, TLI = 0.975, RMR = 0.045, RMSEA = 0.079,
AGFI = 0887 @aduwldaunmat A2/df Senrtasnin
5 @1 CFl, GFI, IFl waz@n TLI ﬁ@hgdn'jﬂ 0.90
@1 RMSEA {einvtasnidn 0.08 f1 AGFI ddannin
0.85 L&A491 @1 RFI ﬁﬁhgan’jw 0.95 Lazf1 SRMR
fA1tasndn 0.05 HAKNT NTATIIRAL UAAS A
Wi lueaaunislassainssaandainaunan
ﬁ'uiagaﬁvl,ﬁmﬂm”w,ﬂié'mﬂ@ wiaTayaigadizany

luinauid (Good Fit) aanwisznau 1
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1%0 S5 /110 1
; E
MK
@ 1 g5 57 15 100 w1 @
@ : —
@ 1 5 MK OF#*= o - VWL 2 @
o ST s
(e4) MK4 [ 22 1
1,98 WL4 £1)
(€5) Ny @

Chi-Square/df = 2.948, Chi-Square = 109.08,
(p-value) = 0.000, CFI = 0.986, GFI = 0.946,
NFI = 0.979, RMSEA = 0.079, AGFI = 0.887
WiNBme: p < .05 AazduisdAniadaisza 05

Mwidsznay 1 @wTaLe E]ﬂ‘lzli&l LAV LLUU"ﬁ’]ﬂadﬁuﬂqiL"Tj\“}Iﬂ‘N ﬁwammé’uw”uﬁm E]dﬂai!‘ﬂﬁ{ﬂ’ﬁ@ \a

NEINad anNNATlaTataza UGNl maa;ju%‘[mﬁuﬁwmwmﬁuﬂ%ff wANALe

1 Aa A ¥

5. N13ILATIEHAIDNENANIAY N9 DY
LAzANDNAIIN

INMFIATERLEFUANNTUN U LULARFUNT
Ta398T19N BN U ﬁgﬂuuummé’ww”uﬁmaana
qwﬁmi@mﬂmmﬁuﬂ%ﬁ ANNAIATaTT wazANY
Wuladnsvasuilnadudinsadunid wanald
FANTWANIATINATNIIE BN WUIIAINNAILAT BN
"l@‘f%’u5‘1/1Ewaﬁamﬂmmﬁmﬂﬂﬁ'ﬂﬂaqwﬁmimm@

A Ae & A a a o )
NEATAUNIY TINA1DNTWALRUWNIIWINY 0.567
anuLiulagny ldTUBNIWAEILINNINTINANY
alad ot FITAIBNTWALFUNIIYIAY 0.152
waztlannsananudnlasnylasudntwadEuan

A A a a o @ o

NIATI TITFBNTNALFUNIHINY 0.031 wazlasu
A A o A A a a o . @
AnBwanisoeN TINA1BNIWALFUNNIYINAY 0.086
ﬁnﬂﬂafﬁ'ﬂnaqﬂﬁmsmm@mwmfa’uﬂ%ﬁ AINTN 5

@1319 5 ANTWaNI9a39 (Direct Effects) n19da
(Indirect Effects) uaz@nITwWasiu (Total

Effects)

Factor AN lazrati ansndalese

E] 8] i) 8] ] i

8 g 98 2 8 2

= = b= = = =

w w w w L 1]

° ° I ° k1] s

[ o o o o °

5 5 ¢ & § F

£ £

MK 0.567 - 0.567 0.031 0.086 0.117
IT - - - 0.152 - 0.152
WL 0.152 - - - - -
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3 a a6
%NWF_IWN{]: MK = naqwﬁmsﬂmﬂmwmaumﬂ,

IT = anuadhagad, WL = anudnlasne, *p-value < .05

INNITALATIER DN TWANIIATILAZNII DY

' (%
Adaa o

maaﬂaﬁ'ﬂtﬁamm@wuawﬁwa@iamww"‘gﬂ,a%am
LLa:ﬂaﬂuLﬁulaajﬂﬂmadguﬂnﬂﬁuﬁ%ﬂwmﬁuw%ﬁ
waAAld NN TENBY 1 WATa1T19 5 T9A U
muInaTUNaMINaReUsNNATIUYaINUITY laa

AT 6
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A9 6 mﬁmﬁzﬁﬂﬁlﬁ'ﬂL‘%ammqﬁﬁﬁﬂﬁwa@ia
anuadlagadt uazanuanladnsvasuilng

AUANNATBUNSY Lwame e

aumaﬁ'm Taseasne Regression p- Han13
Taaa Weights value  NARBU

H1 MK — IT 0.567 R IT: P (1]
H2 MK — WL 0.031 0.007 BaNTL
H3 IT - WL 0.152 e audl

WNEMG: MK = nagnimInaainsasaunis,
<& & ¥ < '
IT = anuadlagady, WL = anadulasne, *p-value < .05

A & o A Aa
susasdmAlenzidaduidaungnd
AndwadanNuAIlaTadl wazauLdNlasnsas
Qu%lnﬂﬁuﬁwmumﬁuﬂ%ﬁ wan1abd asi
RNNAZIUN 1 ﬂaﬂq‘nfmmmﬂmwmﬁuﬂ%ﬁﬁ'ﬁ‘n%wa
mumaﬁdwa@iammé’ulm%aﬁﬁwaa;@ﬂm§uﬁ”’1
INEAIBUNTS Lwanald Nszaunudan .05 §u
a A & a A eda A
FUNAZIWN 2 NagNEMIaAaINEAIawNItidnTwa
NIaTINFINadaaNudnladne maa;ﬂd}”u’ﬂmﬁuﬁ'l
a a6 o A v o o, @
Inwasaunig waniald Nszauiudny .05
wazENNAgIud 3 anuaslabadndaninanisasi
finadannuauladngy mauﬁuﬂnﬂﬁuﬁwmwm

a A ¢ o A o o o
aunNIt L‘ll(ﬂﬂ’]ﬂl(ﬂ NETOUBLRINTY .05

andawna
nnnMIAnsaNIFIRUsIzwivlTunagng
mIamnanEaIaunss anuasladetn uazanay
ladne wan1sfdnm wudt nagniniseanainsas
sun3id G9usznavdae AU UNIWHE A U
(Product quality) #14N15U5N15§ N1 (Customer
senvice) Mt szaun5ain15% aluiudn (In-store
shopping experience) @‘ﬁumﬁuj’lﬁ BINUFYNIN
(Perceived healthiness) Laza 1AL WEITUA
T (Price faimess) J8N3Wan1a e s lade
61?’1“11adﬁuﬂnﬂﬁuﬁﬂmwmﬁuﬂ%ﬁ YinNU 0.567
IELRRAAISR naqwﬁmamsmmﬁﬁ«imﬁ’m@ﬁﬁw
IWQU%IﬂﬂLﬁ(ﬂﬂ’.l’m#ﬂlﬂ%aﬁuﬁ/’]mﬂ@lisuﬂ%ﬁ%’]
FimannaaInLIu3Is09 aaa1 Juan (2565)
mmﬁﬁ'ﬁlﬁﬁu’hﬁaﬁ'ﬁnaqwﬁ‘mmm@mwa@ia

a a

NAUAALAZFINAG ON1TAAFWIAT oM NURBARITN 1

e

vslnalusnaiiaadeoslna WSSy AUANE TULI U

e
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