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ABSTRACT

In this study, the researchers examine 1) the level of product innovation, product quality,
motivation, and the purchase decision behavior of the consumers of dietary supplementary
products; and investigate 2) the direct effects moderating the path of product innovation towards
the purchase decision behavior of the consumers under study in Bangkok Metropolis with
motivation as a moderator factor.

The sample population consisted of 200 residents in Bangkok Metropolis purchasing
dietary supplementary products. The research instrument was a questionnaire. The statistics used
were mean and standard deviation. The technique of structural equation modeling (SEM) was also
employed with a statistical software program.

Findings showed that residents in Bangkok Metropolis purchasing dietary supplementary
products exhibited the product innovation, product quality, motivation, and purchase intention
behavior with the overall mean at a high level. The means were 4.25, 4.41, 4.34, and 4.27,
respectively. The standard deviations were 0.481, 0.469, 0.482, and 0.442, respectively. The
direct effects moderating the path of product innovation towards the purchase decision behavior
of the consumers under study with motivation would increase when motivation was higher. The
coefficient scale of Boot LLCI was 0.045-0.085 and the coefficient scale of Boot ULCI was 0.350-
0.463. Findings showed that dietary supplementary products with product innovation continuously
developed for a variety and various channels for product ordering can foster the purchase
decision behavior at a higher level. Motivation with special privileges to consumers purchasing a
large number of products will encourage the consumers under investigation to have purchase

decision behavior at a higher level as well.
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Tae rAe dm1dausznInafauilsdainm (Manifest Variables) 13862% 30 (Indicators
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E
AU 4 A9 AIUUAITRY r ALINTL 6 uaraINnNIAUIgRIT1esl YNl ldawIuAaetineating

{ o 1

ae 200 Aaating wazlagunguanatiauuulaldaannuiaziilu (Non-Probability Sampling)
ARLABNNENADENILLUNAIINIANIZIANZAY (Purposive Sampling) a9 INATNUARNHIUL T8
nausaetingldaeinedaauy
g a = s 4 e .
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3 v o = = v A A . A
P9EAAULLUAALATN LHUA 1WA B1g 52AUNNANEY 813N uazsaliefuseInow douil 2-5
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3.861 0.195 0.078 0.041 0.350
4.343 0.235 0.076 0.084 0.385
4.824 0.274 0.096 0.085 0.463

A1979 2 wanaliniugn §ustnaeunsiaTuinegun nlumAngamwanIuAsHss A8

dl td? tﬂl Y v o b2 a o o‘d‘ al o Yy a a dl
w999langean Weldaiauinnssndunaniusmuainuane Anariniduiinaaimisaasuie
qunawleangamnaniupsindulazeniinauls wefinusaslalussdunei (3.861) drunans

(4.343) uazgq (4.824) fiazyinliinnandnavesladuinnssuaunans st llgnissndulagio s

o

A9IUANNATIA (0.195, 0.235 uaz 0.274) agdlddmanisAnsdulimuanus

U

7R 3 (H3) 11

1%
o a L) ¥

aMENaNNASINILdUNNeeuianIsNA AR g waRnssunisindulageaesdusinadas

b4 1
A

a =X al ‘é’
w999 laarliAngetu e luseqalaiuan

agduazanisana

v
o o a a

a o d9J9A 1 K dl o o o v a o ]
N19948ANUEIAIAN I BNENAN AN A LIAUNNeIudBaNssuA T uNA RS e 1] g

a v a d” a dl Y a =
wAnssuNNAndulage e nsaTHNegIN TR LT InAlwlRngmnanuas Tneduseqaladu
adeiiniu nan193denusn 1) winnssuaunaansiusiiansnasanissndulageaasdusing Tnad
ANENITANBLAUN1INAD 0.218 2) AriNINIBINARS TRV ENasan1sRnAulaTaaesUTlng

¥ o

el ANEN U2 ANTEUNIUTNAY 0.242 LAY 3) BNFNANINATNAIAULAUN19UBIUTAN TN A

|
A A

nandneillgnisdndulageaesduitnafaauseqalaasiiAngean ileiuseqelaiinau Insnanm

299401 ANTUUILARINNAIWNTL 0.045-0.085 UazHAMaAMIaIdNszANTIUIIALUT AN

Y v o
Y o a A v

Wity 0.350-0.463 aanpdedianuAgIunssenlanmualy vatilesangusinaemnsidiuive
dl a [ Y © o Y o v a o o=
quanlwaangemnaniuag Wwaiausqlaniuladensssfuiaziniudnnssusunansi e
naiindulageaesfusinaingaaunnlldon dezneuiuiiadusinafinaouiulalundndet
1A o v 1 o ' ' @ © Y a v a dg, a o & a
daiamunniudsenundaldidudunsasiasianie Avinlifianissndulagenaniusiainisiasy
1 1 v 1
Wagannsaeslasiaeliasia TananisidaiaanasaenieIwdaeaes Hatta et al. (2018) Tewid
o Iy a o o Iy - a o a o ¥ |
winnssuAunaniusmilunszuaunsadsassAnisAuAn lun sl sutsandndneiliunnsng

IBFARLAAANNUARALITLAN (Haudi et al., 2020) 41N170ADLUALAIAINN ﬁmmﬂméﬁiﬂﬁﬁ

96



913A0TLINNIGINAUATAIANANARNT NUINENAUPINATLU

9 5 2119 3 Aueneu — fuIAN 2565

i ldgnsdndulateaesduslnaiisdu (Merisa & Siahaan, 2018) LarN13AN®IIDY Ginting &

Sembiring (2017) ANLI AMATNYBIHE mﬁmm’ﬁﬁmi@@ﬂLLuu"lmé’mmgmmwumuﬁlﬂu

o

o dl o Yy a a [ dl Y a d’j a o rdld dld ° ]
LL?\?N@ﬂﬁuVlWWIME}l’U?TﬂﬁLﬂﬂﬂﬁl’]llﬁ’]ﬁ‘w]ﬁ LN@QU?TﬂﬁsﬁﬂNNMﬂm%WNchﬂ’]‘W‘Vlﬁ %mi‘ﬂ@;ma

e

E)Q

Aulagials (Hidayah & Rahmawan, 2021) wazidaguslnatussqalaflugonsyfu Aazuanauld

1 b4
a

Auladalnuay (Rayi & Aras, 2021; Aji et al., 2019)

EQ

ARLAUDLUE
1. Tarauanuzialil

1.1 AMNRANNTINE WU WIRNIINAUNARTuITHENENasenAnssun1IfnAulaTe

b

10915 nA AniiasduaTnuinnsasnsunanie naenauiinisnasn ldmatulat e ligisineg

a
b4
=&

o = L A o a a & o | o o a
FARWIATANAR UTAN M TLATUIN LT LL@U‘]Zu’]iﬂ@jtﬂﬂﬂ@VI’NH’W?LL?.NTLIMG],HW@’WGWILWJJ‘HLL

1.2 AINNANTIIAE WLF1 AIUNINTBSHARSTWITHENENAsan19inAulaTaaasusing

pariA iR EaiUAUA TNIBINARS T Idnaziludngauninas e liduilnafanilasnsis

] q

[ o o

¥ 1 o dl % ] QI o v a dgj Y a v 1 1 dl
LL'ZQ:?QN@’W]‘]_W’]‘MQ’]WVILL@ U ﬂu%uﬂﬂzgﬂ’mwmmﬁmimmzﬁu%mﬁumamﬁmim@mqmLuml,mz

o ¥ o ¥ a

1.3 AMNUANTTIAY WL BYENANWNARNANAUEUNTaUTANssuAURARS i lUgnng

¥ a v a Y |

3 y O Qe A .
AnALlaTa0INLTInAMYELINYlAas i ANgaTY e HILqalali Ay AR UTATNAT 19T 04

a

= dln dl a; QI Y a ¥ dl aa o
NINNTAITRVNIUUASUAIN WAL LW@VILWNLL?QQQI@%@QQU?IJ’]@1@ WAZLUAYAINADNTI A WA AN

1
1'%

=l
i
laqiiusasnisArNaranauIauIntean asadungsianasildaanienisded

4
afdeuay
WAINAAE
2. faiauauusdmiuniidaaiiely
a o :j/| o o a aiaz Qn/d” Yo o
2.1 mMaRdeaissie llanaduuungegaunnildainnisiseilinasevldiusauuy
B - e lddszenelldlunsAnsidadanissiae

v 1
2.2 nMeidaaisalladsysiunisidalunguaesduslinaansasuinaganinluam

| |
o o A

Fandnau 7 2e9ine e linsIuANUANFNNIENINBNENATBIUIRNITNATUNARA DITTIAT AN N

a o a’d‘d 1 v a dgj a dl Y a 1 1 1
°l|’|’NNﬂﬁlﬂmm%ﬂﬁl@ﬂ’]ﬁ‘m@@ul@sﬁﬂﬂqﬂq?L@?NLW@’Q?.Iﬂ’]Wﬂ.I@Q@JU?TﬂﬁIMLLﬁ]@Zﬁﬂ@‘Nm@iﬂ

LANH1FDI9DY
nsunIsunATa. (2564). ﬂﬁﬁﬂ?mvmwwnwwmﬁﬂumngi. AUAuAN https/

stat.bora.dopa.go.th/stat/statnew/statMONTH/statmonth/#/mainpage.

97



913A0TLINNIGINAUATAIANANARNT NUINENAUPINATLU

9 5 2119 3 Aueneu — fuIAN 2565

WPIRNA HLNEN. (2554). N19ANHINGANTINNITUT LNABIMI 79 IUA LTIy AAATEYI 19 W T2
NPIWLNILAT. NTAUATIBATLUTRYRYNLTU 99N ANUNTIUTR (LUTU199971A), NNTNenaE
NN,

a ! « o d‘d ] o a dg/ a o - d’ | & ¥ dg/

wauwn gnaalnlsail (2557). tadendnasanisdndulagerasindiuinasudituluduazaonge
luangumnaILA7. N13AUATIBATYLTNNITINANMNLDAG, NUNINUIRLFITNAART.

131 1083 n$1l anrin. (2559). sz utlseant] 2559: 08T 4.0. AuAuain
https://www.oishigroup.com/Annual_Report.pdf.

dsnu Teyeyn ool uasdoysiud yoyet). (2565). JUuuLNNIANBUTIAUATUTANITNNNNAFENNT

U

adaa

FaAulaganiuis Meal Kit 1096 UFInAlug A 1UIDTIRIud (New Normal) luium
NIUNNNMNUAST. 91587199NEN1FIANTUTYIAY, 24(1), 43-54.

n13A ANR39. (2563). ﬂ@@”ﬂﬁﬁmm’@mﬂ,ﬁ@n%@mmiwi’@wﬂg‘uﬁézgmWv (Readly-to Cook) Tuiam
NPUNNNIUAT. @1IUNUSNNITANTTNMNTUNR, NIANLNRENTAA.

AUNUATAUNTIR. (2560). N741999NGANTINNITUFINABINITYBNLIETING W.A. 2560. AuAY
Q1N http://www.nso.go.th

qfinyeyn Hafiune uaziingnes A1lusde. (2561). mm‘qﬂmmmﬁﬁiﬂﬂmmmﬁmLﬁ'@zgmmwmm
Ageane Tuausn{g9a1a 1N 1U1a N1 IUATIIIANY AAUTAUATINTANI. 217477
Iaawenunaanauas, 21(2), 174-185.

Aji, N. S., Djawahir, A. H., & Rofig, A. (2019). The influence of products and promotions on purchasing
decisions mediated in purchase motivation. Journal of Applied Management, 17(1), 152-161.

Best, J. W. (1981). Research in education (4th ed.). Englewood Cliffs, New Jersey: Prentice-Hall.

Ginting, M., & Sembiring, H. (2017). The effect of product innovation, product quality and city
image on purchase decision of Uis Karo Woven Fabric. Advances in Economics,
Business and Management Research, 46, 593-598.

Hatta, I. H., Rachbini, W., & Parenrengi, S. (2018). Analysis of product innovation, product quality,
promotion, and price, and purchase decisions. South East Asia Journal of Contemporary
Business, Economics and Law, 16(5), 183-189.

Haudi, H., Wijoyo, H., & Cahyono, Y. (2020). Effect of product innovation and marketing strategy
on consumer purchase decisions in Indonesia’s lightweight roof steel industry. Journal of

Critical Reviews, 7(13), 4147-4155.

98


https://www.oishigroup.com/Annual

913A0TLINNIGINAUATAIANANARNT NUINENAUPINATLU

9 5 2119 3 Aueneu — fuIAN 2565

Hidayah, E. N., & Rahmawan, G. (2021). The influence of product quality, price, product innovation
and brand image on purchasing decisions of instant noodles in Indonesia. Journal of
Research in Business, Economics, and Education, 3(1), 1564-1571.

Kurniawati, M., Basalamah, R., & Farida, E. (2022). The effect of consumer motivation, perception
and attitude on the purchase decision of Asus Brand Laptops (Case study on students
at Rusunawa Il UNISMA). Budapest International Research and Critics Institute-Journal,
5(2), 15207-15217.

Lestari, I., Chaniago, S., Azzahra, S., & Effendi, I. (2019). Trust identification and smartphone
purchase decisions (Structural equation modeling approach). International Journal of
Civil Engineering and Technology, 10(2), 1020-1032.

Likert, R. A. (1932). A technique for the measurement of attitudes. Archives of Psychology, 140, 5-53.

Merisa, L. L., & Siahaan, R. A. (2018). The influence of product innovation and service quality to
buying decision and the impact to repeat buying at Progo Road Bandung. The Asian
Journal of Technology Management, 11(2), 118-124.

Mir, 1. A. (2014). Effects of Pre-purchase search motivation on use attitudes to ward online social
Net Motivation. Journal of Competitiveness, 6(2), 42-55.

Rayi, G., & Aras, M. (2021). How product innovation and motivation drive purchase decision as
consumer buying behavior. Journal of Distribution Science, 19(1), 49-60.

Westland, J. C. (2010). Lower bounds on sample size in structural equation modeling. Electronic
Commerce Research and Applications, 9(6), 476-487

Xiao, J., Gong, Y., Li, J., Tang, X., Javeed, S. A, & Deng, Y. (2022). A study on the relationship
between consumer motivations and subjective well-being: A latent profile analysis.
Frontiers in Psychology, 13, 1-14.

Westland, J. C. (2010). Lower bounds on sample size in structural equation modeling. Electronic
commerce research and applications, 9(6), 476-487.

Yusuf, A. (2021). The influence of product innovation and brand image on customer purchase

decision on oppo smartphone product in South Tangerang City. Budapest International

Research and Critics Institute-Journal, 4(1), 472-481.

99



