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ABSTRACT

In the context of increasing water scarcity, climate change impacts, and intensifying sustainability-
driven regulations, industrial organizations are under growing pressure to adopt environmentally friendly
technologies. Despite heightened environmental awareness, organizational investment decisions in green
technologies remain constrained by economic considerations, operational risks, and complex decision-
making structures. This study aims to investigate the factors influencing organizational purchase intention
toward environmentally friendly water system products, with particular emphasis on the business-to-
business (B2B) buying context, where purchasing decisions are shaped by collective evaluations within

organizations rather than individual preferences.

A guantitative research design was employed using a questionnaire survey administered to 385
respondents, including executives, engineers, and purchasing officers from organizations utilizing water
systems in Bangkok, metropolitan areas, and the Eastern Economic Corridor (EEC) of Thailand. Data were

analyzed using descriptive statistics, correlation analysis, and multiple regression analysis.

The results indicate that price and perceived value exert the strongest influence on purchase
intention, followed by perceived technical quality and corporate sustainability image. In contrast,
environmental awareness does not demonstrate a statistically significant effect on organizational
purchase intention. These findings suggest that organizational adoption of environmentally friendly water
system products is primarily driven by economic rationality and technical feasibility rather than

environmental consciousness alone. The study contributes to the understanding of organizational buying



behavior in the context of green technology adoption and offers practical implications for developing
value-oriented strategies and technically robust solutions that align with organizational decision-making

criteria.

Keywords: Environmentally friendly water system products, Purchase intention, Organizational buying

behavior, Perceived value, technical quality
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3. ireSungranTIdeNunsoULIARMSHRAUlaTBLUUBIANT (Buying Center) Tngldiluaudlunns
Anuunuinvestadeiumsiuinig o dedildusulunszuiumsdnduladenieluedns (Webster & Wind,

1972; Sheth, 1973)

4. \ieweulesnan1sideludtoiauauus @AM Las B in dmsumsimunagnsniseainuaznis
Wnaverdndoeisyuvihidulinssedunndevlidenndasiuinasminisdndulavesgneding wasidesons

Juindaunsliiinalulagiuanudiduluniagaavngsy anunseuwnAnidnausliludunuddendn



YBULUAVBINIFIY

dielins@nundedeinfidvinanernusisladendnduslussuuinndulinsdedsindenresgnAiesinsd
Audau Wussuu wazaunsafinnunan1sidelaegignies nuideildmnuaveuwanisdnuliludiu
UsEmNIUaENaUAIRE1 VBUWARULEENT LavvauwaauUNLn Asseazdensetull

o '

1. °U’P]‘ULﬂﬁ]ﬂi%ﬂ’]ﬂiua%ﬂ@:uﬁ?@&]’m

v '
a‘vLeJ ' I3 =

Uszynsilglunisiduasall laun esdnsiusznevgsnaviedinsanivnuiiiettesiunmsldssuuinly

AAPAFIVINTTULAZAIAUINIT NIN1ATTHaTN1AENTU LngATaUARNBIANSIAagluAnTamNLIuAS USumna
waziufiwaimufivivniang fueen (Eastern Economic Corridor: EEC) aduiiufifidianumuiniuvesianssy
geamnsIuaziinsidszuuilunszuIumsiliunueg ity

= d'

nausegdlun1sife e yamadifiunuvdelidwinlunssuiunsiaduladndendndusiuiessuuih
melussdns Feazvieulassadranisanauladouvuasdnsmununan Buying Center 7l dunsoumsiinansly
139 TneUsznaudaeduims mns uasidntihfidiednde Fududiisenieddvinanensussiduuay
dinaulaidenldnanfusiszuuivesosding

nsimuavuangusieedlignsduinvesaenasu (Cochran) ssfumnuaainindouiesas 5 dwaly
¥nquiegnadwnuisdu 385 au deiedniftesodmiunsineiidadiuarasviouunoswedidiuanly
nsvurunsiaduladovetesdnslugnamnssussuuinldedramuzaumuveuwanisdnudidvualluidy
NUIenn

2. ypuamiiion

voupFuiomueinsisessinuiladedemssusiiidinadenudatendnsurissvuhidudns
sodanndeslungugninesdns Tneiunsiinsesitadondn 4 fu léun anunseindudannden nwdnwal
sueudsiuveteadng aunmNamATavemanSue uarsimuarnsiuiuduan dadusuusiignimualy
lunsaumnAnNIITULALANNAFIUYB IR

'
Yl o v a 1 '

nsfnwyaiunisiusveslisnuadndulaniedndduinlunssviunisdnduladauuuesing lag

U

v
v a IS

firsuneusiladeduiusn Weasvounnldunsdaduladoluewannieldusunnisussifiuiuiures
vaneiheneluesdng vieil madaullldsdnunginssumstenss ieransduiunundsnsldoundniug us
wunseSuienalnnisindulatoluBenisiuiuasauddadovesgnétosdninuveuniidmualuaunuie
nan

3. youimiuf

voupiuiiuiivesmsifensounqueasdnsfinseglumnnsummamiuas Uitnma uasiufiaaiaunfis
aenziusen (EEC) Faduiiufigudnarsmaasysia gnawinssy warlassadaiuguvessamalne fufidandn
fdnvaussuiuaumuiurestsanugramngy gatauinms wadlassmiauuualyiideserdessuuly

AsALHUNURENsBL LD

v
=N

nsfmuaveuanuiludnvaueidiglinan1sideasieunginssunisindulatovesgnaiesdnslu
guamnssuTEUUiINEliuSUnATYgRaLavena N TsulA NNt waraenndesiuTngUssasivesnuidely
nseSunenalnnisdnduladevetesdnslulssmelng sgnslsiany nansideenadidedninlunisdnedeludsesdns

lunundundlasiasgnamnssuwasusunnisldssuutiiunnssesnly



ad o a a v
WAUUNTTINY

nM3eises Jadeniidnsnadennundadendadusilussuuindulinsdedsndexlundugniesdns
& av & a > 0 v & A A @ < o v oa g
Junsidulelsunn lngldnsdsiamenvvasunuiluniodiendnlumsiiusiunudeyadnnguiiog e
Aiunumvselidsinlunszuiunsinduladevetesdng TBadunisidegnesniuulvidenadesiunsauwifn

5398 aunfigu warlassadunsanduladeuuuesdns (Buying Center) ldidunsaulunisiinunaniside

1. w3eddlefldlunside
wdesflefldlunsidunsi fio wuuaeuanu (Questionnaire) FsruTuannsouwuiAnuarfonds
UftAnmsvesiuusiitmualilumiAdodundn uwuasunussianssuivesiiiswnadnaulanieri
dutnlunszuiumsinaulatouuvesdnaieiutadoss 9 fisnsnasenuddlatenandsiszuuni

Aduiinssiedawndey
lassasesvesuuuasunuwtseanidu 6 du laua
(1) Foyanluvesfnounuuasuny
(2) MeuiFueuasEvindudwIndon
(3) msFuiranmdnualsnuaudBuvesesdng
(@) msFuiaunmmanaiiavesuiansio
(5) MITUFAMUIIALAEAITUANAT

(6) AuAslagandnsuamsruUE A ulnsredawinaay

1% |

Aouludnndudiuusnsideliunnsmaudssnumuuuiiasn 5 seiu eagvioussiumssuiuag
AnuAniuresnausuuasunuluuaylin Saenadosiunisinanudsladmginssuluuiunnisdedulatowuy

IANTANUNTDUMUIAAN TN UITE

2. naiuTiuTindeya

mafiususwdeyadniunmslaglduuugeuaunduniosiondn nqudiegsfie fusms mns uay

v

Winihdhededelussinsndnsldssuuinlunmsaniuanu saluyarandunumviedidnsnasenis

¥
£

fndulagoveeIfnImIuLLIAn Buying Center

PIANGUFIDETINIU 385 AU MHIAINNTAUIUAINEATVDIABUATU (Cochran) TszRuAILAIIALATEY

B
1% 3 o

Sovay 5 muiinvualbilumiduiaundn nainudeyanseurquesinsiinseglulunnsannumuas Usunma uwae

¥ ' ¥
= o a =

fufwaimwirvnianz ueen Fuduiuindanuvuwivesianssueramnssuwarnsidssuuiiluningsia



reuiuuasuaulasuNstLaTingUssasAvain1sideneunsnaulLuUaeun Ty avdayailldsugn
ldldiensiinseniddnnsuintu elideyaaeyiounisiuiuasunnewesiidiusiulunseuiunisdnduls

¥

F0U0909ANT A DY NLVUITEY

(%

3. mylaswideya

v

FoyaiildanuuuasunugnimniinzsiseadanugiutazaifdeoyuniliaenndeatuingUszasd
wazaNNAgIUNTITe MIliaseideyalsznauie

(1) meneideyadmssann Wossuednvasihluvesnguietns uazssiunsiuivesnoy
wuvuaeunmsiotadesing q tneldadd loun anud Josay Ande wardnudesuuinnsgiu

(2) MFleeianuduiussE il WeAnwanuduiussenindadedunsius ldun A

ATLALN

AUAIINRBYN NINENYOIAUANUEITUVDIDIANT AMNINNIANATIAYBIHARUIN UarTIATUAENITTUTAIUANA
fupnunsladendnduiszuuinndulinsrodwindon
(3) Mmylnzinansenyan Iienadeusnsnavesladusunsiuiwiaziusiennusilatioresgnen

NANT

£ '

Tngionsanadulssdndnisanney A1seAUNEdIRYNISERR Lazadudszansnisnvun (R2) Weaduly

ANNENNNTAVBIMUUT B IUNTEBUNIEANNLUSUTINTR S ILUSAY

NamﬁLﬂiwﬁgmi"]Lauaiugﬂqumi'mLLasﬁ']a%maL%ﬁmeﬁ Wiaseasunisedusienaluusunmsanaulade

o

LUUBIANS wazlraenrdaatunsaukIAnLazNan1sIseNinausl luunay

NAN1599Y

o s

noUsvasAitadnyladeinunisiuinian

v
[

A5I98ATal

a

Snaromuisladenandasissuuiniduiing
sodawndenvosgninesdnsluuiunnaingsiafiugsia (828) Insldmsissinisanasenmgaidueiediendn
TunsusziiudvsnalduUlsuiiouresiuUsdassiad leun pnunssningudainden (EA) nmdnualadns
é’ﬂummﬁlqgu (cslh Qﬁumwmuwﬂﬁmmwamﬁm“ﬁ (PTQ) LLaxiwmLLaxmi%JUimmﬁwh (PV) Giammé?ﬂﬁ]%a

(Purchase Intention: PI)
NAN1TAATIENTOLALTINTTUUN

wansliiiuinguiegalisziunisiuiretadesie o wavanudsladeeglusziuas lasnmznis



o 14 v o

FudiusauarauANaT wazn1sTuiaun mMavelieveswdndue Fvavieuliiiuigndiesinslinauddiy

o

fuladudaasvgmansuazidunadaduddudulunisinnsannisindulade
HAN13ATIZYNTANDENAM
wansliiiui ean1sidedanumuvanluniseSuieanuduiussenindadomunisiviuas

anusilatovasgninesdns lnedidrdudszavsanduiudnyam (R) Wity 0.888 uasannInesUIANLLUIUTI
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MUNEWA: R = 0.888, R? = 0.789, Adjusted R? = 0.787, Std. Error of Estimate = 0.230
ANOVA: F = 355.009, Sig. = 0.000

*p < 0.05, **p < 0.001
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