Kasem Bundit Journal Vol. 21 No. 2 (July — December 2020)

571%wawaaqmﬁnmwmmmﬁu%mmstﬁaqwmwdamsﬁﬂa%awaa

é’u’%‘[nﬂmmmn‘g@ LNANRIWAT

A39R LAFUNINAN

N%ﬂ%ﬂﬂ’]ﬁmﬂﬂ(ﬂiﬂ’]aﬂg YNV ﬂEGW]WNﬁ’]uﬂi 10900
Email: viramol@hotmail.com
o £ o
FIRA IITNTAN

a o [ 4
URNMINYIRYINBAIAITAT VLYY ngqmwumum 10900

aﬂﬁa%L%UuUYlﬂ’)’lllﬁ '“.mm nﬂq%ﬂsmw &IM’]%YIEJ’]?SULT’]HWS?I']&@]% VNLDY ﬂEGL‘Y]W&IW]uﬂS 10900
Email: viramol@hotmail.com

TUATUUNAIWN: 19 luse% 2563 TuAu lwunaaw: 23 nangian 2563  TuinaUsLUNAIWN: 25 WOAINLu 2563

UNANLa

mqﬂsmaﬁ Lﬁaﬁﬂmqﬂﬁﬂmwmaamw%uéﬁmmﬂﬁazgmmw LRZANTWAGNIIAILD

¥
A U

mamaagu’%‘[m 51339 119839859 nnduda 193 wIU 400 AL FaReandiabng
duifiRenauiagdszasd waniiudayalasldunusauniu Sienzidayalavinaiianis
engitaduiBimivayu (CFA) uazaun1slaisaine (SEM)  Wan1s3de anmmeng
qﬂaﬂmwmaamqauﬁwmmnﬁaqmmw ﬁﬁﬂ’ﬁwa@iamigﬂ'ﬂ%amaagu‘ﬂnﬂlmm@
NIUNNUWIUAT Immwag}iﬁ 56.7% lasdulsiaaninag 8980 3 duauuInldun anwus
FIUANUENNNTD SN HUEEIUAMVAWLAY LRZANH IR IHAIINUT IUTS a7 yadinnIweY
mw%uﬁﬁmmmﬁaqmmw ﬁ’éﬂ%wa@iaﬂw&%%amaa;j‘u'%‘[nﬂ sl,umﬂgamwumum
Namﬁ%’ﬂﬁﬂixiwﬁﬁaﬂﬂmﬂﬁm%'ugwﬁ@ Haadmsing LL&ZE;II"]_]izﬂE]‘iJﬂ’]ﬂ%ﬂﬂi’J’NLLN%YI’N

Iqﬁﬁ’i]LLaSﬂﬂEJﬂ‘EﬂWGﬂWS@]ﬁW@i%‘giﬁﬁ] mmsqmmw

ArdAn: aNFud Yainmwsaianaudl nsasladeamiaiaguniw



MNIFINBATIA DA 21 aUUN 2 (NINGIAN — TWINAN 2563)

57

The Influence of Brand Personality of Health Food
on Consumers’ Intention to Buy in Bangkok Metropolis

Viramol Vestsoonthontap
Kasetsart University, Bangkhen, Bangkok 10900
Email: viramol@hotmail.com

Sawat Wanarat
Kasetsart University, Bangkhen, Bangkok 10900

Correspondence concerning this article should be addressed to Viramol Vestsoonthontap,
Kasetsart University, Bangkhen, Bangkok 10900
Email: viramol@hotmail.com

Received date: April 19, 2020 Revised date: July 23, 2020 Accepted date: November 25, 2020

ABSTRACT

PURPOSES: To study the brand personality characteristics of health food and their
influence on consumers’ intention to buy. METHODS: The study was a sample survey of
400 respondents selected by purposive sampling technique, and collecting data by using
questionnaires. Confirmative Factor Analysis (CFA) and Structural Equation Modeling
(SEM) were employed for analytical purposes. RESULTS: Personality attributes of
health food brands influenced purchase intention of the consumers in Bangkok for 56.7%.
The research also found that the top 3 influencing variables were ability trait, excitement
trait, and strength trait respectively. CONCLUSIONS: Consumers' purchase intention
was influenced by personality attributes of goods and services. The research results are
useful for policy formulation for manufacturers, distributors and entrepreneurs for
business planning, and marketing strategies, in health food business.
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