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Abstract

This study aimed to: (1) examine the levels of health-conscious advertising value, the
overall value of user-generated content, and purchase intention toward health smoothies
among consumers in Bangkok; (2) investigate the influence of health-conscious advertising
value on purchase intention toward health smoothies among consumers in Bangkok; and
(3) investigate the influence of the overall value of user-generated content on purchase
intention toward health smoothies among consumers in Bangkok. The sample consisted of
400 consumers in Bangkok. Data were analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, as well as multiple regression
analysis. The results indicate that credibility (B = 0.414) and social value (B = 0.362) have a
positive and statistically significant influence on purchase intention at the 0.05 level. In
addition, functional value ([3 = 0.141) shows a positive influence on purchase intention at
the 0.10 significance level. In contrast, information, entertainment, and emotional value do
not have a statistically significant effect on purchase intention at the 0.05 level.This study
contributes to the body of knowledge in consumer behavior and digital marketing within the
context of healthy food. The findings can be applied to develop marketing strategies for
healthy beverage businesses and serve as a guideline for promoting informed consumption,

ultimately leading to healthier consumer behavior and improved quality of life.
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(% (%
IS =

Auslnaaiudenuaslatoaynitieauninvesuslaalungamnumiuns

fands B Std. B t Sig.  Tolerance  VIF
Error
ﬂlﬂﬂﬂﬁ (Constant) 0.800 0.154 5.199 0.000

AAlewuNYaduiugun I

aunshiveyalun1s 0011 0068  0.010 0.156 0.876 0.259 3.857

layan (Xq)
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A1519% 1 (59)

fauds B Std. B t Sig.  Tolerance  VIF
Error
pauauduinelun1s  -0.057 0.052 -0.051  -1.091 0.276 0.473 2.113
Tawan (Xp)
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AANAUEIAY (X5) 0396 0075 0362 5304 0.000%*  0.227 4.413
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R = 0.765, R? = 0.586, Adjusted R? = 0.579, SEE. = 0.594, F = 92.612, Sig. = 0.000*
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