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Abstract

This study investigates consumers' value perception and its relationship with their
intention to purchase Thai cultural products and their satisfaction. Extending the theory of
consumption values, this study focuses on functional, social, emotional and social responsibility
values. Survey data from 412 people in Thailand were used to test the hypotheses, and in-depth
interview data of 9 consumers was used to further the understanding of consumers value perception.

The results indicated that perceived value is positively related to purchase intention and
customers’ satisfaction. Among the four values, social responsibility contributed the most to overall
value perception and functional value contributed the least. However, Functional value was
perceived highest by consumers. Gender, age and purchasing experience were found to be related

to value perception.
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T76* 196*

cXdf=29, N=412) =37.78, p=.114, CFI=.996, TLI=992, RMSEA=026, SRMR=.042 _,
* p<.059

Wineme : Fv=paimduguanyay SV = gumdudiny EV= quaiaiue1sual SR=quaidiu
ANuSuAAreUABHIAY Perceived Value = n155U5AMAT Purchase Intention = 19AUT

g . . =3 Y a
920 Customer Satisfaction = AuNINelaveed13 Tnn

MWA 1 Structural Equation Model

M13197 1 Structural Equation Model

Paths B SE B t R’ Hypotheses Tested

Measurement Model

Perceived Value

1.Functional Value .00 Ya 696 5.26 484
2.Social Value .76 .08 860 5.68 739
3.Emotional-related Value .06 .09 770 6.50 593
4.Social Responsibility .86 .07 912 1.79 832

Customer Satisfaction
1.Customer Satisfaction 1 .00 Ya 790 7.38 624

2.Customer Satisfaction 2 .85 .10 803 4.12 645
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M9 1 (919)

Paths B SE B t R’ Hypotheses Tested

Measurement Model
3.Customer Satisfaction 3 .89 .09 785 543 617

Purchase Intention

1. Purchase Intention 1 .00 Ya 999 222.83 999

2. Purchase Intention 2 94 .04 930 46.00 864

3. Purchase Intention 3 .87 .03 957 41.60 916

4. Purchase Intention 4 75 .09 832 227 692
Structural Model
Perceived Value ® Purchase Intention .79 11 504 .02 446 Accept H1
Perceived Value ® Customer .01 .09 776 3.52 602 Accept H2

Satisfaction

Customer Satisfaction ® Purchase 24 .07 196 .16 Accept H3
Intention

Model fit Statistics:

cz(dﬁ29, N=412) =37.78, p=.114, CFI=.996, TLI=.992, RMSEA=.026, SRMR=.042
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