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Abstract

Since there has been a rising awareness about health, food safety and
environmenfal issues, the demand for health food, especially organic food has grown
rapidly among consumers. However, information and profiling of consumers in Bangkok,
which is the capital of Thailand, are not yet well reported. As such, this study aims at
analyzing factors affecting consumers’ organic food purchase intention. Cross-sectional
data were carried out with the respondents in Bangkok through questionnaires. Data were
analyzed using a Binary Logis;cic Regression model employed to test the proposed
hypotheses. The results revealed that education level (x,) and attitude towards place
(x,4) had positively influenced consumer's decision in buying organic food. Although the
respondents had high score on attitude about healthfulness, food safety towards organic
food, it was found that they had t}tﬂe knowledge about it. Evidence provided in this study
could be employed as reference information for policy makers and marketers in order to

promote such issues.

Keywords: Environmental issues, Purchase behaviour, Organic food, Healthy Food
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3.1.2 NguA0L1N

Tumsrivupsnianduiiegiagfwinangnslumsiuaiasadnazuesunu (Krejcie &
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351 -4.50 f/u7n
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151 L2250 ot
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3.4 AN Iglusulde

3.4.1 fiauUsa1u (Dependent Variable)
AauUsanulunuIdedifinavue 1 fuls lasssivardeanunsdauys 11asia sedusuls
LAYSYARILUS WARIRINITIN 3.1

« A e s s
A19799 3.1 NITNIVUATHARLUSAL

Fomuus UASIA SEAUVDIALUS SNHVRIANUST
nsuslnrewsiieaunw/ | weswudggd | - Tdldusiae 0
27150950750 (Y) - uslae 1
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Fosuus UINTIA STAUVBIRNILYS saveRIuls
1. wA( x,) NATNUYLR |- v 0
- VI
2. 918 (x,) wesUyRR | annndwiieowindu 0
419
- Buq
3 anunmausa (x,) UATWNNUYRA | - WA 0
- Puq 1
4. ¥AUNISANY (X,) URTUUTY DR -szﬁ’w‘%mvfmm%"{uiﬂ 0
LB 1
5. swlnsowiou (x,) Wies1NtuaR | - 1A 30,000 v 0
Fuly 1
=B
6. M3 (x, ) WIWTNLVYYR ¢ | - TNU 0
- finAnwn/auq 1
¥, Uixmwuaaﬁa;jmﬁfu Weswnudyaa | - U1y 0
(x,) - Suq 1
8. Uszinvvesdoyarians. | timswaudyald | - ledeadinise 0
AU (x,) - B9 1
9. amuﬁﬁw:ﬁ‘[nﬂﬁau%a 1PNyl [ Smemnsitogunw 0
amseeiunileuniian [GELEN 1
(xy) —Su‘]
10. VimuaRenuaunm 1R51RT1dY - mﬂﬁqm 5
(X - 3N 4
- Yuna 3
- oy 2
- Youiian 1

q

3-6




A19199 3.2 (#i@)

| VirupfuasngAnssunsuilanemsiieaunimessselungammamunas

wiwldruzinermans U w.e. 2560

11.9iAuARAIUA2L
Uaanneuewmis (x,,)

UINSIDNSIEAIU

- WNgA
- 10
- Yrunan

12. ieuARAusasIA (x,, )

UIRNIDNTIEIU

- N
- Yunans
§ 74
- Uy
w P
- Uouvan

13. iAUARATUAUALAT

i)

1UNIIDNTIEIU

al
~uInNgn
- N
=Uunang
- 4oy
v o
- UpBNan

14. YAUARAIUNITIANS
daaiunisuy( x,, )

UINI1ORTIdIU

-3nniian
-390
Yaunam

15. imuARAUUIS YA

(x5)

HIRSIONTIAIUY

-47n
- Urunans
- Uop
- ouiign

s a v d'v
16. NAUAGATUADTUNIA
e (x,,)

1UIRS1DATIAIU

=
=1NNAA
- 110
- Y1unang
- e
o =
- UBuvagn

F—‘I\JL.M-DUWHMWbmHMWDmHML»DLﬂHMUJPmHNLN-DU1

3-7




o - - = - - L
vinudLarwgAnssumsuilaremsiieguameassermulungannumuas wseldauzinermand U wa. 2560

3.5 adanllunnsiiasies
3.5.1 afAWanssaiun (Descriptive Statistics)
Huadamiunldussorsauinuuzvesdoyaiiivsaunumannguiogiitudinw
oA
3.5.1.1 A13awaz (Percentage) 9iinszvidoyavasuuvasunalunoud 1 Tudes
Wenfudeyaluvesipounuvasunu

Josar = dnnuveileyaluwsazda X 100 (3.3)

SapusvauR
3.5.1.2 Aadsiavadn (Arithmetic - Mean) lddmiunuuasunuieatuuas
anudluiieafiunmsuilaaeamsiegun /e wmisessunin luuvuasuniuneuii 2 uas
vruainu e iunsuilaramisifisgunan/amssesuniin luuuuasuauneud 3

«

lneldgmseiail (waadend nishl, 2543: 142)

do X wml | asuuuusasialunauiasen
X' wu  ediadelavadavesnguiiegnd
n o ouwnus o Snnwvesdayatungudaetia
SX  WNU RATIBIAYALUYNIA
3.6.1.3 ﬂ"\&hmﬁmwumﬂig'm (Standard Deviation) T#lun1sitasizinazuva
AMuMINEvesfayanieg Ilauanafsdnumuen1sNsEIIsvATULY Imalﬁqmiﬁaﬁv (W93

MISAY, 2543: 143)

5o "L X -(ZX) (3.5)
n (n -1)
fe  SD. wnefls  Adudsavumasgiurenguiieg
S X vnele Azwwuusaziilungusieg
n ety dnurestoyalunduiieg
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3.5.2 dffeuu1u (Inferential Statistics)
Y = = = o o a &
msa‘mﬂumswmﬂiﬂﬂamawss’mmuﬁwuﬂmmmiLwaqwmwumLLiJ'iaa'izmvmm

16 fuls lneldnsiesisinsannssladafauuuluun3 (Binary Logistic Regression) itumau

s

&
AU

€

R " e - v ow & w a
3.5.2.1 A28 UANUANNUS TENINIAILUSLUDIAIEUDRNAILUDIRUVDINITILATIY

nsoenegladafnseydn muusdassaeslufiauduiusiuniolifiatym Multicollinearity 34

(¥} L3

AR9viNTSIAsIedLUT s Vs anduwusveeuysdassnavun lnaganAduyssdnsanduius

(Coefficient of Correlation:” 1) _weuUsBasEUsiaze Feerduuseansandunusildse

s

ANIUFLTUS I IWINUTIYRgR -1 Ty 1 BeAfenaiazusueniisseiuanuduius Saminen

s v e

uUssansandutusiiandnlng -1 v3e 1 uapsdanisianuduiudiuluszaugs wimndiadn

= o s

& 0 wansmnuduiudiuluseiua Fannsiensanaidulszantanduwuslnevialuonaldinog
Fail

0.900 ~ 1.000 v1etie fudslinuduAus ugenn

0.700 - 0.900 wanefia Faudsdipuduiusiugs

0.500 - 0.700 wuef AUsiAUFuNUSHuUILNa"

0.300 = 0:500 Maeid sruUsHAuANRUS fusn

0.000 - 0.300 yanede fuUsHAIauduRus fusuan

iR pamNEVINLATAUTTG @ dIUSY AV anduiusassuantaimmnannudurug Tnef

AduUsE AN anduiusiaiuin mungde msiinndunusfulufianiafeifuuagsninan

duussandanduiusiiinay vinefis msfimuduiusiuluiiemeassiudw @hsan sngassa,

2550) wagmulsaananasanunsndunlrlunsiesievnisonnosladafale

3.5.2.2 d@319dunisonnaladann nasanlivinnisnsisaeuAduiuSsEnIneiuys
faszagvinnsandansiuusdaseiluiimnudunustunnaseaunisannasladadia vsenSunin
eridunavauaslaiv (Logit Response Function) lagldlusunsudniagumeadd avleguuuy

aumsdwiuneinsallemanusznvuazuilnaewnaiieguniw Fenaiizuuuudall
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Y= B+ B x+ Byxy + Bixy + Bux, + Bixs + Boxg + Brx, + Boxg +.x

Bkt By Xy B Bk +B; x3+ By xy +Bis x5+ B ¥ (3.6)

a a dad vy = W
3.5.2.3 wiaun1sannaeladafananga fIduladenldisigmieudu (Enter Method)
wizilunsiidmuysdaszyniadiunluaunisuasyhnnsdndendudsdassivunzaudnase
e lnedlauyfgiu Ao

Hy: B, =0;i=12..p

H: B #0

aNRNINAERU Ao Adfvinaaulan (Wald Test)

Wald = (3.7)

1
SE(b,)
swvinmsuf)asauufsiu Hy Wiled pvalue fridesnin o=0.05 tufeduusdass
ubL P P ~ o adcla ° v
X VNN ’Eﬂ,un'ﬁwa'1ﬂ'saﬂan1awﬂswwuazu'ﬂnﬂmmsmaqmmw Faisuavinlarunse
NIl sSastinwvdsogluaunisamsnasutguysaulan nidastesla
3.5.2.4 @32980UAUIRUIZANYDIENNTIT0N0081AaRaRAA | FSITADUANUINLIZANYDY

aunsonnasladafnlnslygiivedouanuvuzanysy Hosmer way Lemeshow (Hosmer and

Lemeshow’s Goodness, of. Fit Test) lneiiauusignu Ao

H: aumsmnzanililumsneinsallenianvseyisuazuilnaemisiitegunin

H, : aunshivnzauildlunmmensallemaiivszesuszlivilnaomsiiogunin

ananleneasy A Hosmer — Lemeshow

[ZPU
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o s = d 1 i dl
wyhmseantuaNyigu Hy Anaunisivangauilyluniswensallonianusyensuas

a d o - ]
UilnAownsiiveguaw wiledn p-value fidnunnin o =0.05

[ A - ar = n‘fv a‘c’ [ [ ("] Y] w €

3.5.2.5 A998 UAMUUNTDNDVDIAUIDETS TUADULILLUUNITIATEAUAUALUNYS
U Qs U o - U .y 2 ﬂ.
zmwmwimuﬂumLLUiaaiz‘[ﬂm}zqmnm Nagelkerki’s R Taed

g R
R;.=RTCS— ; 0<R} <1 (3.9)

CS:max

3.6.2.6 ATINEOUAIINGNABIYBNANNTS. aunrsanneslaiafadilaumeinseidoya
f9E99UIU 318 A9EId LLasmmaaummqﬂéfawmmwUﬂﬂiﬂiﬁlﬁ'\’ﬁuﬁwﬁﬁwﬁmmgnﬁm

o §al 5 j 5
WazASTINLINOUsEAIRNAIL)

3.6 @3UNaN13IY
ynmAnwkaznsinTeilymiiidelaldnsinszvnisonaeslalafaionsuysh

finasionsnaulavsinnomisfegunin Ineldlusunsuduiaguniafifuazafulsdananun

afamuwimduaiuatvaguifinsuslaresiiiean oy Fsagunanisiiduauuas

2/ L} ei ni o e
Yalauaiuzinaue i luun? 4 uazuni 5 suaiau
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=
U 4
NAN1SI8

Tuunifldimpiaiineadine admdamssnun (Descriptive Statistics) 1nIiAsgvidaya
Weussewdnvuzvesfayailuvesneuuuuasunuuazaudialuifeiunsuslanems
ieguA M uazafingneds (inferential Statistics) Ineidanléinaliamsiiassinsannoeladain
wuuluwn (Binary Logistic Regression Analysis) tionsaaasumiladeildesuiengfnssuluns
vilamemsiteguamuastszanaulungumnuniuas lnediseasiiauananisinsieily

SULUUTBIMNTNUTENDUAUS I Imaiwaawﬁ'amwamﬁ,ﬂmaﬁﬁanﬁLL‘u'u{‘Ju 4 @3 94l
v @ a a P
4.1 =ua;dam‘lﬂu,azwqmnssumsuﬂnﬂmmnwaq-umw
v o al W a -
4.2 nualuifgiuntsusiaaemsiveaunw
4.3 fiAuARReaMITNagUATIN
4.4 MINARBUANYRFIY

4.1 dayamiuasnnAnssunisuslaremisivoguam

[T
s

1 a = o e : (=)
nnmsivsavsdeyanufuslaaluengammmuasiitens 15 3 Fulusiaviadu 384

]

oW
s

v ¥ vas w o e = a [ =
18 dulnFunuvasumumo undufianysalfunnsaisdn 320 swAsluiosar 83.33 duwa
niATsvdeyamluresnguiageazldnisuanuasminud (Frequency)  uwardniovay
(Percentage) Taum15 % 4.1 Isuaminwandonvasdoyadiuyanaysznauie (e anmunn
- | ) = i o ) a = = o
ausd sglavafiou seAumsiny Avnendelutagiu uazerdn uazmse 4.2 zuansdia
wgAnssun1sulnaemIsiegun mvedroukuuaauain Iaun anudlunisuilnaemsiiie
o o = @ - ddy a o ﬂv - =
qUAM MISUFIMEISINLINUEMSIHaguA M anuniguilnadeudeomisiiteauninunniian
o P = = o qv L du =
Uszinnemsiieguamiiguilaaniensauniafenisde uavusegelandnlunisdeamisiiie

[

AUNINGIIL
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d L v 1 at '
A5 4.1 Joyanaluveangusieens

Yoyavaly U Souaz
LAl
¥y 114 35.6
N 206 64.4
594 320 100.0
21y
T 20 ¥ 52 16.3
21-30 1 140 43.8
31-40 U 34 10.6
41-50 U 38 11.9
51-60 1 51 15.9
61 Vil 5 15
52 320 100.0
S0NUNTWEUFE
lam 221 69.1
ausd 88 275
we131y/mie/ueniuey 11 3.4
5 320 100.0
s1elfrainau
liflsela 32 269
sNT1-15,000 07 75 234
15,001-30,000 um 79 247
30,001-45,000 U™ 32 10.0
45,000-60,000 U 34 10.6
60,000 Umtul NG 4.9
52U 320 100.0
FEAUNTANE
MniEnaed eulig/uaa. 104 32.5
EATRTRLE 158 49.4
Usyeyin 40 12.5
Usguguen 18 5.6
57U 320 100.0
fivinondy
U1y 197 61.6
awsvuuy/ roulailifioy 34 10.6
nann 89 27.8
U 320 100.0
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A1347 4.2 weAnssumsuslaromsiieguam

audlunisuslnaemnsitegunw
nniu 11 55
2-3 Asssiodda 64 200
dnmiazass 40 12.5
Wouavady 23 T2
uuq sy liag 182 56.8
U 320 100.0
uwdsiinYesiasiisaiuaIsiiogunw
I doalinise 213 66.6
dun 107 334
334 320 100.0
amu%‘?‘iﬁ%Hammnﬁaqﬂmwmnﬁqﬂ
yUWosusLNn 41 29.7
T Featiaiise 11 8.0
$rupnmsinly 49 35.5
Huemaiteaunmlanss 37 26.8
Ry 138 100.0
ussgslavdnlunasdeamnsiiaguam
aunm 30 21.8
1A 11 8.0
ANUUaDnAY 49 35.5
AR a8 34.7
ERLY 138 100

1NAN31A 4.1 WU

1. nqushedwanlvgSosas 64.4 [Wumevdauaziovay 35.6 Wunave auddv

2. ﬂ'cjm‘haEj'laahu'lmy'Lﬁu@fﬁﬁmqagswdm 21-30 U Amilufovar 43.8 uazidugiony
Andn 20 U wazsewing 51-60 U IndiAsstudniludesas 16.3 uar 15.9 muddy

3. nqumegwaulngiovar 69.1 fanunmlan uazievay 27.5 danunmausa
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4. ngusegdnivgSovay 26.9 \udiilifisteld sesasnfosay 247 \Hudidisels
9E5¥MIN4 15,001-30,000 UM waziovay 23.4 fiselarinan 15,000 um

5. gauwuvasuauanilvgferay 49.4 WuliihdnsAnwluseduuiygyes sesaan

1

-

fdinsAnesninsesuusyges Usygin wasdSygien Anduterar 325 125 uas 5.6
AUAIRY

NN 4.2 WU

1. ngufediednilvyferaz 568 seyiumug adyvde Lineuslnronsiitoguan
sesaunfevas 200 vilapewnsiftoquaan 2-3 adareduany uazfesay 12.5 Uilaremsiite
qunmduviazasy asday

2. nauiedwanlngszydlasunsudeyatnasiiesfvemseeiminmiludea
Wnsadnluiesay 66.6 Bnfesas 33.4 WWdudayadnansandaamaduy Wy nsvimi/Ang
wilsde davans wsans viseldsumuusthnnyaraduy Wusy

3. dpunuvdeunuglvgSoray 355 styhaniuiidesmisifiequaiminniian Ae
Suemnsnld Jesanngerigliafinfifisuariuomsieguninlaonst Andiudeuas 29.7
uay 26.8 mudnsiu

4. nauiedwdnlvgiosas 355 seudndedeiiluusegelandnlunisteamns

ieguam 16un aanlagsnt sosaunfelademununwinlufosay 34.7 auddu
4.2 anuzmluineanunisuilnaamisiioguniw

MINT 4.3 wasredsuazdudonuuinasgiuvasmudnluifsaivemsiieaunin
= ) " | v a Y & Y a o Py a P
Fanwunguietndedianuiiluinerumsuilaremsiieguainlussiudeslneiiniade
Wi 4.77 Azuuusedulenunasguniiiu 1.56 azuu uavasiiuldiiazuuueesninug

YBINGNFIBENNUININTLAWADUL N

4-



&7 1 vimueRuazmgAnssunisuilaresiegunmuealsyrailungamaviues wiwldauzingmand U we. 2560

o XY - o - P
A5 4.3 mnuimiluiisaiumsuilasensiiogunm

' = =
wid ol - o P ALRaY drulsauu
ruimluefiumsuslaremsieguam | 31uau -
’ (X) AIFIU (S.D)
374 320 4.77 1.56

4.3 ViAUARARDIMITINDEUNN

s

M397 4.4 uansansiinsideyaeaiuiruafvesuilnasasmsioguaw il

A13199 4.4 YiAuARvBUITINARED M SIWDATN W

fauls/MAuAR Anade | drudeauy areudi STAY
NIATFIU NAUAR
AMUEVNIN (X y0) 4.092 0.616 2 Q
UM ILUaBRN U899S (Xqq) 3.977 0.729 3 0
FUTEVIR (Xy5) 3.478 0.924 7 A
ATUAIUANAT (Xys) 3.940 0.613 4 f
AIUNTIANITAUATUNITVIE (Xi0) - | 14178 0.671 1 A
Fruanuiidns vty (X 3,644 0.744 6 A
AIUUSSYUN (X{g) 3.659 0.634 5 Q

AINNsETIRTEAUTAURRvesuSTaRdneamseasninlun1ed 4.4 wuiinga
mathaibirnfivindueglusgaud Tngfivirunfludunisdnnisduadumsuy (X, unigady
Susuusn TnefiAnedewiniu 8.178 Fedrudonuunnsg iy 0.671 sesaunfovmuaily
ATUAVAN (X;0) UALUADATEUBIBIMNT (Xyy) AMUATIUANAT (X;3) FAUUTITIU (X;e) P

ANUATAT MUY (X,e) Wasdusand mudisiv
4.4 NMIVAdRUANYAFIU

lwihdetiasinisd@nwdadadelunisiuneniensnsainginssunisuslapemisiiie
quamvasUszrivulunjunnumuasiesldmaianisimsizinisannssladafauuuluund

" gk . . v - a = -
(Binary Logistic Regression Analysis) lagfauusaiu y fe 'wqmﬂsmmﬁsu'ﬂﬂﬂa'm'mwaqmmw
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v
v 3

Fadusulsumdydd (1= vilaa uay 0= lilduslnaviou q a3 wasilduusdasevidu

<

q

16 suysasnsyuliluund 3 lnedaunisnazldlunisnensalnsmalull

Y= B+ B x+ 8%+ Byx, + Bx, + Byxs + Bexg + Box, + Boxy + B, x,

+Bo X0+ By %y * BoXiy + Baxy + 85 %+ By 2 ¥ B X5+ B X6 (4.1)

Fe51UadenramanITIATIEITDYaLanIRalUY
4.4.1 N1IATIVEDUAULAUIZENVDIAIUUY
A157190 4.5 WA 4.6 LUANINISASIVEADUAINUVLIZALVD I LU VI AIININLILEY
wsoll neflaunfgnu fedl
o ak[ oy a = & <
H,: aunnsh (4.0 wengaunliluprsnensallamanduilarssdontoevisioguam
| ' - oy a - &
H, : aunsn (4.1) 1mmmzauﬁl{ﬂumsm'iwmﬂiﬂﬂaﬂwawguﬂmastaaﬂ‘dammi
-
WoguNIN

W]‘S’Nﬁ 4.5 Omnibus Tests of Model Coefficients

Chi-square df p-value
Step 1 Step 15.957 1 .000
Block 15957 1 000
Model o rgo) ¢ 1 .000
Step 2 Step 11.303 1 001
Block 27.260 2 .000
Model 27.260 2 .000

A1519% 4.6 ATIFDUAUMNIEANVDIAIUUY

Hosmer and Lemeshow Test

Chi-square df p-value
6.105 8 .635

A15197 4.5 Wun1sasivasuAnumunzantenuuulaeldnisneaeu Omnibus Tests
of Model Coefficients was Hosmer and Lemeshow’s Goodness of Fit Test wu31A7

Chi-square -~ lum1572991 4.5 fidedrAgynisaialaeia p-value 88037 0.05 - kaLIINNT
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&/ ar | =!. =l = ! d
n52988uUlnLlY Hosmer and Lemeshow Test fam15197t 4.6 Feilanyfigiuinaunisd (4.1) i
anuwzauiazinlulglunisweinsalvielau@nuin Chi-square  fidwvindu 6.105 laeilan
p-value 11nn31 0.05  Feagulaindwuuiianumunzanlunisiinsdilunensainieviuneia

waFnssunsuilaresiieguaiw/emsesiniinve sz vulungammumiuas

4.4.2 ARLARNALUTDETLINIZEY

a ¢ a a I3 a _a a o =
Wﬁﬂ?'ﬁ?Lﬂiqxﬁﬁ‘a}aﬂﬂaﬁqElLV]ﬂu‘Flﬂ'ﬁ'JLﬂiqﬁﬂﬂq'iﬂﬂﬂaﬂiaqlﬁﬁﬂLLUUIUU']iLLﬁﬂQﬂQWWiWQW

4.7

ﬂ' < @ ! ! 1 < ) A
A15197 4.7 samsiezitiisidwarenginssunisuslaneamsiiieogunn

fauds B S.E. Wald df p-value | Exp(R)
Xq .328 alvy’ 10.529 | .001** 1.388
Xis 660 .195 11.V&5 1 .001* 1.952

F]"Iﬂd‘?i -3.630 767 22.433 1 \0Qa%% 027

VInewin ** nuneis SubdrAgyneananszeu 0.01

= a E i) s - v aa
NEITN 4.7 '-D?d?ﬁ§J"Iiﬂaﬁ‘U'1Uiﬂ’J"r%’]ﬂNﬁﬂ']ﬁ‘V]ﬂEIE)Uﬁ?kkﬂ‘i@ﬁiﬁﬂ?ﬂﬂﬂﬁﬂﬁ]ﬂ@U Wald

b 1 1 d‘d i = v [ =
=|: 2 } WU Xq, Xijg  WAYATRNSNIUAN p-value = 0.001 Fausenin oo =0.05 39

SE(b,)

o e

Ujas H, fiszaududifiyy 0.05 durelifudsdass X, X, uazani agluaunsd (4.1) g

o

AT B uEie AnUszunuduyszanoauannegladann fudethuunuluaunisy @.1) agla

aunsonnesladaiadiaunisn (4.2) seluf
=~=3.630+0.328x, -4»0.660)\:“3 (4.2)

NaNNIN (4.2) a5urelainduusidualunisviweniseniulalunisuslarevnsiiie

aunmvesUssrimulunsavmamviuasil 2 fauds laun
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seAuMsAne (x,)  dwanmsuandeniswginssulunisuslanaeimsineavninves

4 & a

Uszrrvulunjumwumiuas nuneanuiminguilaaiinisdnwingeiundlonianguilanae

rrdulavslaAemnsioguA MIINBATY

viruARAuaN LRI ImNg () nanisuandenisugnssulunisuilaaemisiiie

' v oa oY ada i dw o i
Z‘!’Uﬂ']W'UE]\?U?%‘U']‘UU‘LUﬂ?QW]WNW'IUF’]'i ﬁ“qﬂﬂjqujqﬁ']ﬂF&‘UsTaﬂﬂlﬂﬂﬂumm'ﬂﬂmaaﬂ’]uwiﬂﬂ%q“uqﬂ

unndlemanguilanadndvlavilapemnsiieguninuindedu

dAmiuiuusdue laun_we (o) 978 (x;)-aatunanausa (x,) swldreidou (x,)

N1591997U (x) Uselanveanegeady (x,) Usstavvesdoyaviarsilasu (x,)  anuid

4

= = & - = a a Y a v o
duslnafisndoemiaifaauamunian (x, ) viruadenuaun (x;,) iruaiduaiudasnsde

<

Y9907 (x;,) NAUARAIUSATIF  (X;) VIMUARFIUAILANAT (%) AUARAIUNISIANIS

ar «

duasunsue (x;) LasinuaRMuUIIRaN (x,; ) nuilufinalumsvinenginssunisuilan

psifegunImeasuilna
4.4.3 aTFaUAMNY YD RV IRIUYS DAY

= ] e & = l
3199 4.8 1unspsiaduanuuwliafiorasanntsi (4.2) lnefin1sanainen Cox &
2 3 2 4 N\ 2 ) S o 4~ -
Smell R uag Nagelkerki's R™-@udumifiesueanuaiisalumsneinsainginssunisuilne
pnsiegua /e miseainfinesuilan

A197199 4.8 ALANNTOIUMSNEINSUVDIFILUY

-2 Log liklihood Cox & Snell R’ Nagelkerki’s R’

377.908 133 178

MNesT 4.9 Wumsiiiwanstie¥esazluniseureaiuaiuisaluniswennsel
wgAnssulunisuilaremsiieguameasiuilaafialdmuusdasy 2 & laun sedunisdnm

(x,) wae ViruARA LA UATRI MUY (X, ) Taagnuin
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A1 Cox & Snell R = R'es = 0.133 Famunede R =133 % MI0MILUTDATEIINLA

anunsnesuelamalumsuilnremsiveguanesuilaalaseeay 13.3

1 . 3 2 2 d' = 2 A a - 5
A1 Nagelkerki's R” = Ry = .178 @amune0a Ry = 17.8 % w50 UsadseavundIuisn

ssunglenialunisuslnremsiequamuesuilaalasesay 17.8

4.44 ﬂi?QﬁBUgﬂﬁaﬂﬂﬂiﬂﬂJﬂﬁi

A157499 4.9 L@umsmmaaummgﬂﬁawaaaum‘sﬁ (4.2) Tnen1suraunisy (4.2) un
‘WEJ’]ﬂifﬁ’e‘m'laﬁﬂiﬁj’l‘duﬁ]BU%T.ﬂﬂ’e]’IMﬁLﬁE]Ej‘Un’]W %’wsuammmqnﬁawaqmiwmnini

Wiuiisuiuanauasuanaduranisduunnguaiunganssunisuilag

= ° |
A3 4.9 NaNIIATUNNGH

AnNeINsal v A

e £ 7 Wostyua
ATENA USLNe laiuslae \

ANGNADY
uslne 134 48 73.6
luuslan 72 63 46.7
favazlagsay 62.1

P v P = ]
1ARIT1IN 4.9 L‘TJUﬂ’IS@i?%ﬁﬂvﬂﬁﬂugﬂmaﬂﬂﬂﬁauﬂ’]‘i‘h’] (42) ‘ﬂx‘lWEﬂﬂ‘mﬁaﬂ’lﬂﬂ

- - da 0 & o
Usgmwuazusinaomisiaauain lagluntidaviua Cut Value Y, = 0.510ufio

P imsuslaal < 0.5 agweansaldnseeuarlivilonenmsiiegunin

P asgiulumsvitauveantdnaug > 0.5 asnensalitussanguasuilanemsiie

a"Uﬂ’]W
v & o a9 v - | W ¢ v a
q]'\ﬂ‘uaﬂij’awaﬂﬂﬂ 318 5@ LQJE)'L'UEINHTSVI (42) WU’J’]ﬁJﬂ’]‘SE)EJﬁx‘Umﬂ’l'iWEJ'mimQﬂﬁladLQﬁEJ

WinAu 62.1
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unil 5
asUnan1sIVeuAzdaLEUDIUL

s

NuItelidnguszasdinenazAnufsladedruypna viruad wartadenianismain

dumdeuiiinadengAnisunisuilanensieguain nquseefildlumsidulaunduslaaly

1%
=

mmﬂqqmwwmm‘ﬁ'ﬁmq 15 ¥ quly lﬁmmWﬂﬂwseﬁuﬁ}aH'N‘Emﬁ%'nﬁzimmuwamﬂgumau
(Multi-stage  Sampling) Icﬂm%um‘s‘(.ﬁ%'miejuﬁaasmuwLLU&’ﬁguqﬁ (Stratified Random
Sampling) 'mimmwa‘ﬁuuﬁﬂﬁﬂnﬂsawmnqqmwumum 50 tweenidu 6 ‘E?uqﬁmummﬂa
Fufinsunnses (FUnugLa g MNAVUIRNAULEZVUINL BN, 2553) PNTUYUNAR e

[
s

Awailgnnnsldununisguiiagianinassaudaaiuresruiatugil (Proportion Allocation)

i
s

lngluudaztugianansaimunsuiasiagnela Ineldisnisduuuuldmnuasaan (Convenience

Sampling) Inglasuuvvasuaunanysainannsauuildlunisiasziiadu 320 adu Aadu

Sovay 83.33 “UENLL‘LJ‘LJﬁE)Uﬂ’lﬂJﬁLﬁU‘i'JU'i’JNﬁﬂﬂﬂJﬁ]

v

insosilefldlunisidundsd Wun wuvdsvauuisesnidu 4 mou meuit 1 1y
wuvasuawdeyenilunesrauLUuaUaIL AaWT 2 mmﬁ’ﬁ"ﬂﬂLﬁ'mﬁvmiﬁimmmiLﬁ"eJ
guam maudl 3 dayavirueddesiaiaqunaznissslavsinaluounan wavmeud 4 1Oy
wuvasunmiienfudelausiugdug Nerfuemsiiegunmdudadouuuutarsdauay
Iinsgitoyalagldvisadinssaua liud Arfovas dnadviauetin uagArdudssuuRTgIU
wazalfoyuumensinginisonnesladanaluuluun3 (Binary Logistic Regression) {fiawn
51";LLUWEﬂﬁﬁaﬁau‘qﬂﬂauazfjﬁuaﬁ’amaﬂﬁmam5\1LL'mé’auﬁﬁwasﬂaﬁﬁuﬂﬁﬁﬁwaﬁawqﬁﬂisumi

vilnpomnsiieguamiitoasneaunisnensalleniafiuseansussuilnnomsiieguaw
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5.1 d5UnNaN15338

- 5.1.1 Yayamiluvengusioeng

waamsIsenuInguitegdngilumevds (Sovay 64.4) Tongagsewing 21-30 U
(Sevay 43.8) seadundonem1ndd 20 U uazsenine 51-60 U IndlAsaiuy fanunmlan (Seuay
vaa a = ) a a v a1 w i \ | valy 1o

69.1) (Hugiidnisdnwluszfuuiygyns Fevay 49.0) lngiingusaegsdiulngdugilad

70l (Favag 26.9) sesawniisgldegsewing 15,001-30,000 v (3ovaz 24.7) uagiisroliei

n71 15,000 U™ (390ay 23.4) pruaUTadilesiuaninalAuaiu
5.1.2 WOANTIuN1TUSInAR M TN YA N

nquiegvdulngszyinuiug asyrielineuilaneimsiiegunan (Sevay 56.8)
sesasn Uslnpewnseasuniiea 2-3 asaedunyi (Soeas 20.0) laelisunshudeyatnians
- ieiuemsiiteguaw viledisaidndia (fosay 66.6) sespwnlasudayarniaisaindoama
duq 1w Inavimi/Ang wilsdo desa1s 115ans wislasuruusiwinyanadus Judu (fouae
33.4) dwlvgyszyhaniuinioemnaieguain uinfigefs S1ueimsiily | (Fewas 35.5)
sosmnnFaiiyiiletunsiiin (Sapaz 29.7) uard e msoquamlnenss (Sovas 26.8) lndiAus
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ABSTRACT

Since there has been a rising awareness about health,
food safety and environmental issues, the demand for
organic food has grown rapidly among consumers.
However, information and profiling of consumers in
Bangkok, which is the capital of Thailand, are not yet
well reported. As such, this study aims at analyzing
factors affecting consumers’ organic food purchase
intention. Cross-sectional data were carried out with the
respondents in Bangkok through questionnaires. Data
were analyzed using a logistic regression model
employed to test the proposed hypotheses. The results
revealed that education level and attitude towards place
had positively influenced consumer's decision in
buying organic food. Although the respondents had high
score on attitude about healthfulness, food safety
towards organic food, it was found that they had little
knowledge about it. Evidence provided in this study
could be employed as a reference information for policy
makers and marketers regarding such issue,

INTRODUCTION

Over the past decades, it is widely recognized that
patterns of food consumption have rapidly changed
consequence of consumers becoming concerning on
environmental sustainability, food safety and health
issues. Not only does it affect consumer's health but
unsafe food can also lead to great economic impacts on
people in the country. Along with this trend, nowadays
organic agriculture has been expanding quickly
everywhere across the globe. According to the latest
survey by FiBL, statistical information on certified
organic agriculture is now available from 172 countries
(Willer and Lernoud 2016). Thailand, which is known
as "The Food Basket of Asia", not only produces
agricultural products but also concerns with food safety

standards (Supaphol 2010). Organic agricultural
development had been recently included in the top five
“urgent agendas” of Ministry of Agricultural and
Cooperative (Wai 2016). The total organic agricultural
land 1s expanding as the demand for organic food within
the country has grown rapidly. However, similar to
other developing countries, local market for organic
food is still a tiny market shared. Understanding about
attitudes - of customers and purchasing behaviors
intention towards organic food may help relevant
agencies facilitate  and develop programs to drive
organic consumption which are free from chemical
residues, toxic elements and pesticides (Fotopoulos and
Krystallis 2002).Since information and profiling of
consumers behavior is infant and not yet well reported
in Thailand, the primary objective of this research is to
investigate purchasing behavior intention towards
organic food of consumers in Bangkok. This study
focuses in Bangkok as Bangkok is the capital and the
largest city in Thailand with about 5.69 million
registered residents
(https://en.wikipedia.org/wiki/Bangkok). In sum, the
findings of this study will be of great contribution for
retailers and marketers in providing fruitful information
to stimulate organic food purchasing behavior and for
producers in developing domestic organic production to
meet consumers’ requirements.

The structure of the remainder of this paper is;
therefore, organized as follows. The following section
reports definition of organic food and organic products
in Thailand followed by literature survey adapted to this
research. Next, research methodology is presented and
then results obtained from the survey are described.
Finally, conclusion remarks and discussion of the results
as well as practical implications for relevant agencies
are then discussed in the last section of the paper.

LITERATURE REVIEW
Definition of Organic Food

The board definition of “organic food™ is food which is
produced by methods that comply with the standards
of organic farming system (Allenand Albala 2007).
Organic farming refers to a farming system which
enhances with agro-ecosystem health, including
biodiversity, = biological cycles and soil biological
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activity (United Nations Food and Agriculture
Organization 1999). A definition of organic farming
varies considerably among countries depending upon
regulations. Organic food is produced in a way that the
production will not contaminate with any artificial or
chemical fertilizers, pesticides synthetic or the use of
genetically modified organism. Specifically, organic
food are also usually processed using natural production
system which does not have effects on the environment.
Uma and Selvam (2016) divided organic food into three
major categories i.e. organic vegetables and fruits,
organic dairy products (such as milk, cheese and ice
cream, etc.) and organic fish & meat.

Organic Food in Thailand

Thai organic agriculture has been introduced to
Thailand in the 1970s resulting from green revolution.
At present, Thailand’s organic sector is probably in the
growth stage of development. The total organic
agricultural land is expanding as the demand for organic
food within the country has grown rapidly. Recently
statistics disclose that production areas under organic
farming in Thailand increased from 1,6483 hectares in
2000 (Green Net/ Earth Net Foundations 2013) to
33,600 hectares in 2015 (FIBI & IFOAM-Organic
International 2016).Organic agricultural development had
been recently included in the top five “‘urgent agendas”
of Ministry of Agricultural and Cooperative (Wai
2016).The emerging attractiveness of organic and
environmentally friendly products in Thailand has
resulted from a combination of reasons. At the
beginning, it starts from people’s general concern with
healthy living and food safety, but later on the crisis
faced in the farm sectors has enforced sustainable
development of agricultural - production  system.
Currently, the trend is transforming into a broader
scheme covering environment awareness, ecology and
biodiversity. Nonetheless, organic products is only
accounting for 1 per cent of Thai food market.

In 2014, organic products produced at 71,847 tons
accounting for 2,331.55 million, of which about three
fourths was for the export market. Most of organic
products were exported to Europe and North America
(Kongsom and Panyakul 2016). It is revealed that the
production process for organic farming in Thailand is
still being in a conventional way and uses the simple
and limited technology. Furthermore, the products to
produce are still basic and unprocessed, for instance,
rice, vegetable and fruit whereas processed organic
produce, as finished consumer products, are quite few in
the market due to insufficient raw materials. The supply
of organic products is not continuous to support the
plants, many of them are imported in unprocessed
commodities.

uswlfausineaanil w.A.2560

Previous Studies

Several research have examined consumers’ behavior
towards environmentally friendly products in Thailand.
However, there has been limited academic study on
consumers’ purchasing behavior with regard to organic
products (Sangkumchaliang and Pakdee 2012). The
followings are the review of previous researches in
organic food conducted in Thailand five years ago
(during 2012-2016):

Sangkumchaliang and Huang (2012) explored
consumers’ perceptions and attitudes towards organic
food products in Chieng Mai province of Thailand.
Questionnaire was employed to gather information from
390 respondents who bought products in different
markets i.e. the Multiple Cropping Centre, the Royal
Project shop and Top supermarkets. Chi-square test was
used to analyze data. An expectation of a healthy and
environment friendly was the main reason for
purchasing — organic food products. There was
significantly difference between the groups of buyers
and non-buyers in their demographic characteristics.
The study also highlighted that information available is
a key barrier to increase market share of organic
products.

Sangkumchalian and Pakdee (2012) investigated factors
affecting consumers intention to purchase agricultural
product based on the Theory of Planned Behavior (TPB)
model. Data were gathered through a questionnaire
conducted in supermarkets and fresh market in Khon
Kaen province where organics or safe food produce is
available. Descriptive statistics and Structural Equation
Modeling (SEM) were used to analyze data. The results
indicated that positive attitude towards organic
agriculture had increased consumer intention to buy
organic agricultural products. Subjective norm and
perceived behavior control directly affected consumers'
intention to purchase organic agricultural products.
Additionally, demographic characteristics and the
reasons whether to purchase an organic product or not
were included in this study.

The study of Pomsanam et al. (2014) had explored
factors driving Thai consumer intention to purchase
organic food. The objective of this research is to analyze
factors affecting consumers in Sa Kaeo province of
Thailand intent to buy organic food. Data were collected
via a questionnaire with 400 participants. Factor
analysis and multiple regression analysis were
employed to analyze data. The findings of this research
indicated that factors driving consumers purchase
intention were subjective norms, environmental
protection, trust in label, food quality and availability
and convenience in accessing organic food. The
suggestion of this study was to provide knowledge of
environment awareness to consumers through social
media. Moreover, relevant agencies should provide a
more effective organic certification system so that
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consumers can check whether products are from real
organic process.

Songkroh  (2015) explored the relationship of
determinants of demand for organic agriculture
products. Data were gathered from respondents in
Chiang Mai by using questionnaires both in Thai and
English versions. Multiple regression analysis was
applied to analyzed information. The study showed that
determinants of demand for organic agriculture products
were price, price of substitution product, price of
complimentary product and income level of consumer.
Only price of complimentary product and income level
of consumer had positive relationship with demand. It
was found that R” equaled to 0.231, meaning that the
equation can explain the demand in 23.1 per cent.

Recently, Ueasangkomsate and Santiteerakul (2016)
presented the relationship between Thai consumers’
attitudes and intention to buy organic food. A self-
reported questionnaire survey was conducted on 316
respondents across Thailand. Pearson correlation
coefficient was conducted to test the relationship
between attitude towards organic food and intention to
buy. The study showed that the local origin is the
highest correlation to buying intention organic food in
positive way, followed by animal welfare and
environment attribute. The authors also suggested
researchers to study more in buying behaviors on
organic food of consumers.

In addition, Kongsom and Panyakul (2016) investigated
the production and market of certified organic products
in Thailand. Data were collected via a survey and in-
depth interview.Secondary data from organic agriculture
certification body and publications were also explored.
The study revealed that the largest exports of certified
organic products were processed food accounting for
66.1 per cent of total export value, followed by organic
rice accounting for 30.4 per cent. Modern trade was the
largest domestic channel (59.48 per cent of total
domestic sales, followed by green shop (29.47 per cent)
and food establishment (5.85 per cent). In order for
Thailand to become a center of organic farming and
trading within ASEAN, there is a need to gain more
policy supports and appropriate strategies from the
government and relevant agencies.

Kongsom and Kongsom (2016) investigated the
awareness, knowledge and consumer behavior towards
organic products in Thailand. Data were collected
across the country with 2,575 consumers over the age of
20 years who intended or made purchases from 1) green
shops, 2) supermarkets with branches, and 3) green
markets using a purposive sampling technique.
Descriptive statistics were employed to analyze data
from the questionnaires. The outputs indicated that more
than 92 per cent of consumers were aware of organic
agriculture production but had less knowledge about it.
Almost half of respondents confused between the food
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safety logo and the certified organic logo, and whether
GMO was allowed in organic agriculture practice or
not. Respondents also felt that processed organic
products in Thailand were relatively small in quantity.
Even though there have been few studies in Thailand
provided empirical evidence in this area, it is wise to
further investigate to a deeper understanding in
underlying motive driving purchase intention of organic
food products. This type of research will allow richer
insights into customers motivation for purchase
decision. Likewise, such research will be of assistance
in providing more reliable and accurate results.
Additionally, it will be of great value especially to
policy makers by developing sustainable strategies
specific to the target groups.

MATERIAL AND METHODS
Sampling Technique

Data for this research were carried out by means of
hand-delivered questionnaires during November and
December 2016. The study’s scope was with consumers
whose ages are more than or equal to 18 years old. The
number of respondents in Bangkok (N) was 5,696,409
people in 2015 (https://th.wikipedia.org/). Due to the
population being enormous, a total of 384 sample sizes
(n) were selected for this study (Yamane 1973).

Research Instruments

Data employed in this study were obtained from
structured questionnaires design, which is considered as
one of the most common and widely used research tools
in the field of survey research. The questionnaire was
divided into four sections.

The first part includes socioeconomic and demographic
variables (inquiries about general information, socio-
economic characteristics of organic food consumption.
In the second part, the respondents were asked whether
they have knowledge and understanding about organic
food products. The third part was the main part of the
questionnaire. A question of 33 items was developed
regarding literature review and previous studies. All
statements were formulated on 5-point Likert-type scale
(Wolfer 2007) ranging from “strongly disagree (1)” to
“strongly agree (5)”.The final part is inquiries about
opinions and ideas on how to promote organic food
products in practices.

Validity and Reliability

Prior to data collection, the quality of the research
instrument or questionnaire was examined by assessing
the face validity and the reliability (Hair et al. 2006).
Cronbach's Alpha coefficient was employed to evaluate
the quality of the survey instrument in Section 3
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whether it is appropriate to_complete the goal it was
used for or not. Thirty respondents took part in pre-test
process. As shown in Table 1, the total Cronbach's
Alpha coefficient is reached at 0.916 which implies that
the tool is sufficient and reliable for being used to
collect data in primary source (Creswell 2002).

Table 1: Relaibility Statictics

Conbrach's Cronbach's Alpha | Number of
Alpha Based on items
coefficient Standardized items
916 .926 33

Analytical Techniques

Descriptive statistics 1.e. mean, standard deviation and
percentage were used to explain demographic
characteristics, the level of knowledge of organic food
products as well as the level of attitude of the sample. A
binary logistic regression model was adopted to
determine the extent to which selected demographic
characteristics, knowledge on organic food products,
attitude and behavior influence customers’ intention to
buy organic food. Binary logistic regression, also called
a logit model, is usually employed when the dependent
variable is dichotomous and the independent variables
are either continuous or categorical variables.
Specifically, it is used to model the relationship between
the categorical dependent variable and one or more
independent variables by estimating probabilities using
a logistic function. Normally, the outcome in logistic
regression analysis is coded as 0 or 1, where | indicates
that the outcome of interest is present, and 0 indicates
that the outcome of interest is ignore (Hair et al. 2006).
As such, if p is defined as the probability that the
outcome is 1, the multiple logistic regression model can
be expressed as follows:

_exp(b, +bX, +b.X. %, 5D X )
= 1+expb, +b, X, +b.X, + S bpX.)

(1)

where P is the expected probability that the outcome is
present, X,,..., X,are independent variables and b,
through b, are the regression coefficients. The multiple
logistic regression model is sometimes written
differently. In the following form, the outcome is the
expected log of the odds that the outcome is presented
in equation (2).

In| “pA) |=b, +b,X, +b.X, .+ X,
=P, )

An iterative likelihood methods is normally employed
to estimate the regression coefficient (Hair et al. 2006).
In order to discover the effect of the explanation
variables on the decision to buy organic food,
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descriptions of each variable can be explained in Table
2.

Table 2: Dependent and Independent Variables and

Scale Used in the Model
Variables Description Variable scale
X, Gender 1 = male;
0 = otherwise
X, Age 1 = above or equal to
41* years old;
0 = otherwise
X3 Marital status 1 = married;
0 = otherwise
X, Education level 1= undergraduate level
or above;
0 = otherwise
X5 Income per month | 1 = more than 30,000
baht;
0 = otherwise
X Employment 1 = employment;
0 = Student/
unemployment
X7 Type of resindent | 1 = home;
: 0 = otherwise
Xs Type of 1 = social network;
information 0= otherwise (e.g.
) television/radio,etc.)
X Shopping place 1 = heath shop;
0 = otherwise
Xio Attitude toward 1 = strongly disagree;
healthfulness 5 = strongly agree
X Attitude | = strongly disagree;
toward food safety | 5 = strongly agree
X2 Attitude 1 = strongly disagree;
towards taste 5 = strongly agree
X3 Precieved value 1 = strongly disagree;
5 = strongly agree
X4 Promotion | = strongly disagree;
5 = strongly agree
Xis Image 1 = strongly disagree;
5 = strongly agree
X6 Attitude = strongly disagree;
towards place 5 = strongly agree
Y Decision to buy 1 = yes;
organic food 5=no
RESULTS

384 surveys were distributed and 349 questionnaires
were returned during the data collection period. 320
questionnaires in total were completed and included in
the analysis, which produced a high response rate of
83.3 per cent. The results of demographic profile reveal
that 62.5 per cent of the respondents were female. The
majority of the residents (69.1 per cent) consists of
single people. Half of them (49.4 per cent) had achieved
undergraduate level, followed by lower undergraduate
level (29.4 per cent). Over half of the sample (61.6 per
cent) lived in their own houses. The study found that a
majority (67 per cent) of the respondents had received
information about the organic food products from social
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network, followed by from television /radio (17.8 per
cent).

Knowledge on Organic Food Products

Results from Table 3 show that a mean score of
knowledge on solid waste management equals to 4.77
(S.D.=1.56) out of 10. It is indicated that the
respondents still had less knowledge on organic food
products.

Table 3: Knowledge on Organic Food Products

Level of knowledge in =
organic food products n (X) S.D:
Total 320 | 477 1.56

Consumers’Attitudes and Influecning Factors
toward Puchasing Organic Food Products

The mean score of each variable of attitudes and
influencing factors toward organic food products are
showed in Table 4. Compare to 7 variables, the table
indicates that promotion (X,) had got the highest score,
followed by attitude toward healthfulness (X,;) and
attitude toward food safety (X;,), respectively. While
attitude towards taste (X;,) had received least concerns
from the respondents. However, all of them are ranged
in the class interval of 3.48 to 4.18. It is implied that the
respondents had high level on attitudes and influencing
factors toward organic food.

Table 4: Consumers’s Attitudes and Purchase Behaviour
toward Organic Food

Varibles Mean S.D. Rank
Attitude toward 4.092 0.616 2
healthfulness (X,;)
Attitude toward food 3.977 0.729 3

safety (X]])

Attitude 3.478 0.924 7
towards taste (X,5)

Precieved value (X;3) 3.940 0.613 4
Promotion (X;4) 4.178 0.671 1
Image (X;s) 3.644 0.744 6
Attitude towards 3.659 0.634 5
place (X5)
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Model Results
a.Partial Test and Model Building

Out of 318 respondents about 320 were involved into
the model as other cases are deleted for having missing
information.The empirical results using forward
stepwise logistic regression model based on the survey
data are displayed in Table 5. The model is employed to
predict whether consumers purchase organic food with
respect to factors affecting the decision. The results of
the survey reveal that education level (X;) and attitude
towars place (X,4) were important predictors of decision
to buy organic food.

Table 5: The Result of Logistic Regression Analysis

B | SE. | Wald | df | Sig. | Exp(B)

"s;l’c’p Rie 737 190 [ 14999 [ 1 | 000 | 2.090 |
K Conslanl: 3,005 | 713 17755 | 1 | 000 | .050
'sTreﬁ"xj'"v 328 | 101 ‘LIO‘.529 I | 001 | 1388
\ (K 660 | 195 | 11755 | 1 | 001 | 1.952

|\ [Constant [ 3630 1767 7000 | .027

—

22433 l

a. V?l‘iablc(s) entered on step 1: X4

b. Variable(s) entered on step 2: X,

b.Significance Test Model

Based on Chi Square calculation as demonstrated in
Table 6, the significance value is lower than 0.05 which
means that Hy is rejected. It indicates that the model is
very meaningful and passes the minimum standard
which suggestes that education level, attitude towards
taste and image influence significantly to a decision to
buy organic food.

Table 6: Omnibus Tests of Model Coefficients

| Chi-square { df Sig. ‘
Stepl | Step 15.957 1 .000
Block 15957 | 1 | .000
Model 15.957 | 1 .000
Step 2 Step | 11.303 I 001
Block 27.260 2 .000 |
Model | 27.260 2 000 |

¢.Odds Ratio Interpretation

Table 5 also displays odd ration value which is an
important imformation to explain the influence of the
independent variables on the increasing or decrasing of
probability to occur the event measure by the dependent
variable.Based on the statistically significant
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coefficients, the findings show that the respondents
who had high education level were 38.8% more intend
to buy organic food products than respondents’ who had
a lower education level in a positive way.Additionally,
consumers who had high concern on attitude towards
place for selling organic food products were 95.2%
more intend to purchase compared to consumers who
were less concerned.

d. ROC Analysis

ROC Curve demonstrates the amount of area covered by
the predictive model graphically. It can be seen in
Figure 1 that how true positive rate (specificity) is
plotted against the false positive rate (1-specificity).
Although the curve is above base line but is not close ti
upper left coner. The classifier performance equals to
66.2 per cent.

ROC Curve
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Diagonal segments are produced by ties
Figure 1: ROC Curve

CONCLUSION AND RECOMMENDATION

The aim of this study was to investigate purchasing
behavior intention towards organic food among
Bangkok consumers. The empirical findings indicate
that the respondents in Bangkok have high attitudes on
organic food products; however, they still have little
knowledge and understanding about organic food
products. The results of the logistic regression analysis
demonstrate that the socio-demographic profile of
organic food buyers is education level. This findings is
consistent with similar studies on organic or green
products. For instance, Rezai et al. (2011) found that
demographic  characteristic i.e. education level
significantly influence Malaysian consumers to
purchase green produced food. Magnusson et al. (2001)
also claimed that people who have higher education are
more likely to convey positive attitudes towards organic

uswldansinenaansil w.a.2560

products and also are willing to pay for organic food.
However, it seems that in this study income does not
positively correlate to the decision to buy organic food
which is in line with the study of Fotopoulos and
Krystallis (2002). Generally, having higher income
customers do not necessarily imply that they have
higher likelihood of organic food buying.

In addition,based on the empirical results, it is
interesting to note that attitude towards place was a
significant positive relationship with the decision on
buying organic food. According to Kotler and Keller
(2009), place decision involves activities that make
products available to end customers. Convenience
location, easy  accessibility and  comfortable
atmospherics could determine consumer buying
behavior resulting in increasing consumers’ purchase.

Surprisingly, this empirical study had not shown that
decision to buy organic food is influenced by other
factors, especially attitude toward healthfulness and
food safety. These findings may suggest that although
respondents had high attitude towards health and safety
organic food, they may have fewer health benefits from
organic food such as health improvement. The evident
shows that the respondents still had little understanding
and knowledge about it. Accordingly, the knowledge
and pubic awareness regarding organic food should be
created and promoted by policy makers and marketers
for stakeholders especially target consumers. More
importantly,it is  necessary to  emphasis on
environmental issues, food safety, eco-friendly and
perceived value but not for profit purpose in order to
increase understanding and raising demand in the future.

Although the study had been conducted only in the
capital of Thailand, the findings can be applied or
extended in other cities in Thailand to obtain a reliable
and more accuracy results. Furthermore, it is wise to
carry out the similarly studies in other countries such as
in ASEAN region which can enhance the development
of organic markets. As suggested by Petrescu and
Petrescu-Mag (2015), learning and understanding more
about target customers will help marketers and retailers
create appropriate strategies in order to sustainable
behaviors and encourage their development for further
environmental benefits. Finally, the interaction among
psychological factors, personal norms, social factors,
intention behavior, knowledge and other motives factors
is also remarkable to investigate.
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