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Factors Affecting the Decisions To Buy Functional Food Of the Population

In Bangkok.
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Abstract

This research were to study 1) The decision to buy the functional foods of the population in
Bangkok. 2) Demographic factors affecting the decision to buy healthy food products in Bangkok 3) The
prosumer characteristics factors affecting the decision to buy the functional foods in Bangkok. And 4) Brand
equity factors affecting the decision to buy the functional foods in Bangkok. The researcher used the
quantitative research methodology. By collecting data from a sample of the amount 400 people who have
purchased functional foods that are Thai people, both males and females. By studying only in Bangkok. The
instrument used in the study was a questionnaire with reliability equal to 0.886 and the validity of the content
was checked by experts. The statistics used in the initial data analysis were Descriptive statistics include
percentage, mean, standard deviation and the reference statistics used in the hypothesis testing at the
significance level of 0.05 are T-Test, ANOVA and the Multiple Regression Analysis. The results of the study
are as follows: 1) The opinions of the prosumer characteristics, trade mark and the decision to buy functional
food most of the opinions were at a high level. 2) Gender and age affecting the decision to buy functional
food but in terms of status, occupation, education level and the average monthly income did not affect the
decision to buy functional food. 3) A professional and progressive affecting the decision to buy functional food
as for proactive and producer did not affect the decision to buy functional food. 4) Brand equity in terms of
Perceive Quality, Brand Association and brand loyalty affecting the decision to buy functional foods as for the

brand awareness did not affect the decision to buy functional foods.

Keywords: functional food, prosumer, brand equity
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MIUATMZAMINANaIWAAME WU mixﬁ'ﬂﬁu‘lx«a%awﬁmﬁmﬁmmiqmmw Funnsny mMaiduilaanTn(xs,)
wazmamidaauliiunndranu(x,) doisiAyneaidnizay 0.05 AuaedluaI9 2 LAZNNITUR

v o go X
AMURNNUDAIH

Y = 2.147 + 0.128X,+ 0.264X, R?=0.326
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Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std.Error Beta

(Constant) 1.285 0.150 8.553 0.000

mig’{nmwﬁuﬁw -0.050 0.041 -0.059 -1.222 0.223
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