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Abstract

The objective of this research was to

examine the concordance of  marketing
communication channel model of the organic
vegetable consumer and empirical evidence. The
sample consisted of 400 organic vegetables
consumers in Udon Thani Province. The research
instrument was a questionnaire with 5-level rating
scale. Data were analyzed by Second-order
Confirmatory Factor Analysis. The results revealed
that the suitable marketing communication channel
model for organic vegetables consumers were 3
elements, 11 variables as follows: advertising
elements consisting of television, radio, newspapers
and magazines, public relations elements including
print media, trade show and celebrity, and direct
marketing elements including catalogs, direct mail,
booth display, fair. The result showed that the
model was consistent with empirical data,
considering the chi-square () was 34.99, the relative
chi-square (/ df) was 1.521, Goodness of Fit Index
(GFI) was 0.98 and Adjusted Goodness of Fit Index
(AGFl) was 0.95. Root mean square error of

approximation (RMSEA) was 0.036 and Standard
Root Mean Residual (Standardized RMR) was 0.015

Keywords:  Second-order Confirmatory Factor
Analysis, Marketing  Communication
Channels, Organic Vegetables
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wus ‘ﬁﬂ'wﬁmﬂfﬂmﬁﬂizﬂaummgmag'swiw 0.72 -
0.92 fiAnAaiies (R?) ogszming 0.52 - 0.85 lngs
wUsTULERId uAT (PR 2) Huumiinesd Usynay
UINTFIUGIAR

09FUsENouUNIAaIANI9AT (DM) 114 4 62
s ﬁﬂ'Wﬂfﬂwﬁfnaqﬁmsﬂaummigwuagjiwdw 0.74 -
0.89 fiAnANaLTiEa (R?) ogszming 0.68 - 0.79 lngs
wUseamnen1anse (DM 2) duminesdUsznau

WINTFIUEER

.9
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M5NN 5 WanTlinTgiesuszneuddududusivassaminisaeatsnsnaind s ugusinanUaenansivy

asAUszNaY wiinasdusznoumnsgIY T SE. R’
Fownsmsdeansmanandmivguilnadnuasnansiy (MCCO)
mslerwai (AD) 0.80 14.78*  0.052 0.64
nsUszndunius (PR) 0.96 1539 0.063 0.92
AINAIANHTS (DM) 0.98 19.21**  0.050 0.96

BWR;: **p< .01

NNANTNA 5 WeRsunludiuesnlsznou HedAny 0.01 dAniminesaUsznousyning 0.80 —
wan Ao M3lawan (AD) MIUTEREUNUS (PR) Uag 0.98 AN 8e (R) 88 581IN9 0.64 - 0.96 Tag
N1IAAANATI (DM) WU LHORATUNAIERAN 29AUTZNDUNINAIANIATS (DM) Hiuiinesausznau

aa %

() peAUsENOUNNA T WA YN 19ad A7 526

c

NWG]'EE’]UQG@W

1.00

Chi-Sgquare=34.99, df=23, P-value=0.05213, EMSERA=0.03&

A 2 fuuudesmensdemImsaandmiuguslnainuasaansity
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