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ABSTRACT 

 The purpose of this research study was to investigate Consumer Attitudes and 

Subjective Norms Affecting on Organic Food Purchase Decision of Consumers in 

Bangkok area. The closed-end questionnaires were applied for data collection in this 

research study. The majority of 270 respondents were female with the age between 21-30 

years old. Most of them finished Bachelor’s degree, working as company employee, and 

have monthly income less than 21,000 THB. More than 60% of the respondents had 

consumed organic food in the past three months and 35% had consumed organic food 

once a month. The results from this research revealed that subjective norms and health 

consciousness were the two significant factors that affected organic food purchase 

decision of consumer in Bangkok at the significant level of .05. On the other hand, food 

safety, environmental concern, animal welfare, and local origin did not affect organic 

food purchase decision of consumers in Bangkok. 
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CHAPTER 1 

INTRODUCTION 

 

 This chapter provides background and rationales for the study of consumer 

attitudes and subjective norms affecting organic food purchase decision of consumers 

in Bangkok.  Moreover, the purpose and significance of the study will be described in 

this chapter.  

 

1.1 Rationale and Problem Statement 

Regarding to the rapid changing in technology leads to an increasing of 

synthetic chemicals and stimulants usage in present day even in industry or 

agriculture sectors (Basha, Mason, Shamsudin, Hussain, & Salem, 2015).  Since the 

beginning of 20th century, with the changing of modern consumer’s lifestyle and the 

rising of healthy trend thus consumers concern more about quality or safety of food 

and become more environmental friendly (Roitner-Schobesberger, Darnhofer, 

Somsook, & Vogl, 2008).  It was found that human’s life was surrounded with more 

than 80,000 synthetic chemicals which were risky for chronically disease like cancer. 

While 90 percent of foods that human normally consumed, it consisted of many 

chemical processes (Mercola, 2015).  In additional with the data recorded from Thai 

Health Promotion Foundation (2017), there were 61,000 people dying per year (7 

people per hour) because of sickness and toxic residue from foods while 43,000 

people dying from accidents.  According to Thai-Pan report (2017), many fruits and 

vegetables in Thai markets contained high percentage of chemical residue even 

hydroponic category.  These toxic chemicals in foods and vegetables endangered for 
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consumer’s life and generated both short term and long term side effects (Thairath, 

2017).   

Supporting with the announcement of International Federation of Organic 

Agriculture Movements (IFOAM) which informed that people have entered into the 

era of organic 3.0 since 2015 with more improvement for sustainable life 

(Thansettakij, 2017).  In organic market, USA and Europe were the two biggest 

market of organic food while organic food in Asian market still in emerging stage. 

Regarding to the report from SCB Economic Intelligence Centre (2015), the world 

market value of both organic food and drink in 2013 was about $80,000 million which 

trend to be increased continuously to $161,500 million in 2018.  Organic agriculture 

in Thailand is in niche market if compare with Japan, China, and India. According to 

Green Net Cooperative, a Thai non-profit group recorded that the sale of organic food 

in Thailand has grown up 7% while the conventional food has grown up at 5% only.  

This was supporting with the record from Food intelligence Center of Thailand 

(2017), the market value of organic drinks has increased from 81 million baht in 2012 

to 105.6 million bath in 2016.  

Furthermore, Earth Net Foundation found that there were less than 0.2% of 

Thai’s farmers who had adopted organic agriculture approach while almost of 58% of 

organic food in Thailand were imported (SCB EIC, 2017). Regarding to the study of 

non-profit agency the Environmental Working Group, the worldwide consumers’ top 

favorable 12 fruits and vegetables, were the richest in pesticide residue (endangered 

for human nervous system) (Shukla, 2017).  Supporting with the study of Curl (2015), 

she found that there were less organophosphate insecticides in the body of people who 

always consumed organic foods than normal adults who rarely purchased organic 
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food (News Desk, 2015).  Otherwise, from the studied in 2016 showed that in organic 

dairy milk and meat contained more heart-healthy omega-3 fatty acids which were 

56% and 47% respectively than other conventional products (Shade, 2016). 

Nowadays, people with higher income and educational background aware 

more on food security which bring out great opportunity for new trend in agricultural 

especially agriculturists who are willing to have better livelihoods. In addition, it is a 

good chance to adapt and generate more transparent communication for promoting 

natural agriculture and organic products and it is a time to care about what people 

consume following the phrases “you are what you eat” (Sass, 2018) along with 

“consume foods as medicine rather than consume medicines as food” (WinNews, 

2017).  

Therefore, organic food was another alternatives for both consumers and 

producers who were health consciousness and willing to have better livelihood (Ares 

et al., 2015). This research helps to explore and explain more on how the consumer's 

attitudes, subjective norms have an influence on organic food purchase decision 

especially in the context of Bangkok. This study contributes to the field of consumer 

attitudes and subjective norms toward organic foods purchase decision of consumers. 

There are many factors affecting consumer attitudes but in this research is focus on 

the food safety, health consciousness, environmental concern, local origin, animal 

welfare. Moreover, the research findings are also contributed and established positive 

consumer’s attitude toward organic food and related business to generate more market 

value of organic foods and leverage sustainable life for consumers and agriculture 

eventually. 
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1.2 Objectives of the Study   

The overall purpose of this study is to explore and comprehend the 

relationship between consumer attitudes in terms of food safety, health consciousness, 

environmental concern, local origin, animal welfare, and subjective norms affecting 

organic foods purchase decision of consumers in Bangkok.  

 

1.3 Significance of the Study   

This study contributes to the field of consumer attitudes in terms of food 

safety, health consciousness, environmental concern, local origin, animal welfare and 

subjective norms of consumers in Bangkok. All consumers and business owner will 

have more understanding on organic food and how consumer attitudes and subjective 

norms affecting purchase decision. Furthermore, generating advantages like 

marketing tools or strategies to increase market value of organic foods and related 

products for both domestic and foreign countries. This research might be useful for 

further development and promoting organic products in future business and 

agriculture sector.  
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CHAPTER 2 

LITERATURE REVIEW 

 

 This chapter presents the literature relevant to key concepts underlying the 

development of the conceptual framework and hypotheses of this study. The chapter 

is divided into three main sections as follows:  

 

2.1 Related Theories and Previous Studies  

 2.1.1 Theory of Planned Behavior (TPB) 

 The theory of planned behavior (TPB) were being useful in predicting 

consumer intention and buying behavior (Ajzen, 1991). Many researchers adopted 

this theory by studying planned behavior (social and psychological) for predicting 

consumption behavior of organic food.  The study of Armitage and Conner (2001) 

and Donald, Cooper, and Conchie (2014) categorized planned behavior into attitudes 

(behavioral belief), subjective norms (normative belief), and perceived behavior 

control. Additionally, Fishbein and Ajzen (1977) revealed that attitude was a personal 

feeling which can be positive or negative performing to particular behavior. While the 

positive behavioral belief and outcomes will convince positive attitude. As the study 

of Ajzen (1991) attitudes and subjective norms were the factors that influenced 

consumer intention and be useful for predicting consumer’s behavior (Sparks, 

Guthrie, & Shepherd, 1998).  

Previous study shown that attitudes composed of three components: cognitive 

(knowledge, understanding), affective (like, love, unlike), and behavioral (action, 

expression) (Henry, 1995).  While Richard and John (1996) categorized attitudes as: 
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emotion & feeling (attitude of feeling which received from family and friends), 

thinking (perception that gained from thinking and reasoning process), and behavior 

(impact of stimulant toward attitude leading to action).  Finally, the study of Dowd 

and Burke (2013) revealed that subjective norm gained influences from social 

pressure toward consumer perception and purchase intention. Supporting with the 

study of Conner (2004) who found that subjective norms were the strongest predictor 

for consumer’s intention. 

 2.1.2 The Concept and Theory of Purchase Decision Process 

 Referred to the study of Bandara, Silva, Maduwanthi, and Warunasinghe 

(2016), there were five stages for understanding purchase decision process: a) 

problem recognition (recognize need and want including willingness to fulfill 

purpose), b) information research (finding information of products and services and 

implement to decision making), c) evaluation of alternatives (compare information 

then choose the best solution and alternatives), d) purchase decision (made decision 

including what to buy, e) where to buy, how much to buy, and when to buy) and post 

purchase behavior (refer to consumer satisfaction, consumer loyalty, repurchase or 

stop purchase). 

2.1.3 The Concept of Organic Foods 

The study of Grankvist and Biel (2001) showed that organic foods were foods 

that produced without usage of chemical fertilizer, growth hormones, antibiotic 

covering the dangerous substance. Organic foods were naturally rich in nutrition, 

environmental friendly and healthier than conventional foods. (Segen's Medical 

Dictionary, 2017). In addition, Komen et al. (2009) found that organic food covered 

all processes of food without chemical additives, preservative, synthetic flavor and 
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color. While the study of Toole (2016) showed that animals should be feed without 

the usage of antibiotics, growth hormones and genetically modified. In Thailand, 91% 

of all organic products were certified while 83% of them were under foreign standards 

especially USDA and the rest were certified under Thailand standard (Organic ACT) 

(MedThai, 2017). 

2.1.4 Previous Studies 

 According to Ueasangkomsate and Santiteerakul (2016), their research 

revealed that consumer attitudes toward organic foods were firstly related to health 

consciousness, local origin, environment, food safety and animal welfare respectively. 

Local origin was the first factor that affected consumer intention to buy organic foods 

then animal welfare and environmental attribute respectively. But the study of 

Vermeir and Verbeke (2006) found that some people bought organic food rather than 

conventional food because of the social trend and the willingness to be differentiate 

from others, showing status symbol and more related to personal belief than 

environmental concern issue. Consequently, consuming good food was another 

choices to improve wellbeing both in nutrition and emotion (Ares et al, 2015).  The 

article from Green Net Cooperative (2012) showed that the main reason that affected 

organic food purchase decision of consumers were health concern and non-synthetic 

chemical usage. In addition, an information from USDA (2008) supported that 

changing of consumer lifestyle toward organic food was a good chance that could 

reduce 95% of risky chemical contamination in food.  The more health concern led to 

more favorable attitudes to purchase organic food which were perceived as healthier 

options (Lea & Worsley, 2005). Moreover, the study of Lee, Chang, Cheng, and Chen 
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(2018) implied that consumers who concerned with health, environment and animal 

welfare were people who preferred organic foods.  

The study of Aertsens et al. (2009a, 2009b) showed that attitudes and 

subjective norms were another influencers that normally be used to predict and 

explain the relationship of consumer behavior and purchase intention. While the study 

of Satarak (2015) found that the certified labelling and local origin of organic food 

was first important information affecting purchase decision of consumer. Most of 

organic foods were sold by third party or other distributors rather than the farmers 

thus the price was quite high and more expensive if comparing to conventional food. 

Furthermore, Pomsanam, Napompech, and Suwanmaneewong (2014) indicated that 

47.5% of consumer usually purchased organic products from nearby physical store for 

convenient.  

 In addition, the study of Rana and Paul (2017) expressed a similar view that 

quality, safety, knowledge and health were important factors that inferred in 

developed countries. While availability, education, family size, marital status and 

health were important factors in developing countries. Furthermore, the worldwide 

demand of organic foods were different vary from country to country in which 

consumers’ awareness and knowledge about organic foods in developed countries 

were higher than developing countries. Although most of organic food consumption 

were in developed countries (90% of total organic food consumption were in Europe 

and North America) but more than 86% were main produced from developing 

countries such as India (Willer & Lernoud, 2016). 

 Dholakia and Shukul (2012) found that the future consumption of organic 

foods would be increased because of an increasing in demand and the willingness of 
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consumer to pay for premium price.  Supporting with the study of Makatouni (2002); 

Pino et al. (2012); Canavari et al. (2007), they found that even the organic foods were 

expensive but consumers were willing to pay more for higher quality, more variety, 

and more freshness because it was reasonable price. The willingness and purchase 

decision would be determined by consumer belief, attitudes, and behavior (Dipeolu & 

Akinbode 2005). The different level of awareness and knowledge in each person 

would generate different level of intention and decision to purchase organic foods 

(Chiou, 1998). On the other hand, the study of Wheale and Hinton (2007) showed that 

there was a discrepancy between consumer’s attitude and actual purchase behavior 

because all consumer’s positive attitudes toward organic foods did not always refer to 

actual purchase behavior. Consequently, Voon, Ngui, and Agrawal (2011) revealed 

that socio demographic such as gender was one attribute that effected purchase 

behavior. Supporting with the discovery of Lockie et al. (2004) and Stobbelaar et al. 

(2007) which showed that female had more positive attitude toward organic foods and 

products if compared with male. 

 

2.2 Hypotheses 

 The hypotheses in this study were developed to assess the relationship 

between the independent and dependent variables. These hypotheses were derived 

from the related theories and previous studies. They were proposed as follows: 

 H1: Consumer’s attitude in terms of food safety affected organic food 

purchase decision of consumers in Bangkok.   

 H2: Consumer’s attitude in terms of health consciousness affected organic 

food purchase decision of consumers in Bangkok.   
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H3: Consumer’s attitude in terms of environmental concern affected organic 

food purchase decision of consumers in Bangkok.   

H4: Consumer’s attitude in terms of local origin affected organic food 

purchase decision of consumers in Bangkok.   

H5: Consumer’s attitude in terms of animal welfare affected organic food 

purchase decision of consumers in Bangkok.   

H6: Subjective norm affected organic food purchase decision of consumers in 

Bangkok.   

 

2.3 Conceptual Framework  

 Based on the literature review of consumer attitudes and subjective norms 

affecting organic food purchase decision of consumers in Bangkok, the conceptual 

framework of the study is illustrated as figure 2.1. 
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Figure 2.1: The Conceptual Framework of Consumer Attitudes and Subjective Norms 

Affecting Organic Food Purchase Decision of Consumers in Bangkok 

 

The conceptual framework in this study is portrayed the relationship between 

the independent variables: consumer attitudes consisting of food safety, health 

consciousness, environmental concern, local origin, and animal welfare 

(Ueasangkomsate & Santiteerakul, 2016), and subjective norms (Shimazakia, Bao, 

Uechi, Lee, Miura, & Takenaka, 2016) and the dependent variable of purchase 

decision (Küster & Vila, 2017). 
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CHAPTER 3 

METHODOLOGY 

 

The present research has applied the technique of quantitative research to 

attain the purposes of the study.  The questionnaire, which was used as the research 

instrument, was constructed by applying the related theories and was approved by the 

expertise. The details of the research methodology procedure were described as 

follows: 

 

3.1 Research Design  

 This research study has adopted quantitative approach to study relationship of 

consumer attitudes and subjective norms affecting organic food purchase decision of 

consumer in Bangkok.  The primary source of data and information in this study was 

gathered from survey questionnaires (Rowley, 2014) and other reliable secondary 

sources such as relevant journals, articles, and online database.  

 

3.2 Population and Sample Selection  

The target population of the study were consumers with all age ranges who 

used to consume organic foods and lived in Bangkok. The sample size was calculated 

based on 40 sets of pilot test questionnaires Cohen (1977). Then G*Power version 

3.1.9.2 (Erdfelder, Fraul, & Buchner, 1996) was applied with the Power (1- β) of 0.95, 

Alpha (α) of 0.05, number of test predictor of 6, effect size of 0.1251407. A total 

sample size of 174 was gained for the field survey. Thus, 270 sets of questionnaire 

have been collected for more stable results. Consequently, the multi stage sampling 
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technique with simple random sampling by randomly selecting 5 districts of Bangkok: 

Klongtoey, Patumwan, Wattana, Huay Khwang, and Sathorn (Sukkho, 2016). 

Additionally, the quota sampling technique was implemented (54 respondents/ 

district). Finally, convenience sampling technique was utilized by collecting data from 

the target sample at department stores and office buildings in the randomly selected 

districts. 

  

Table 3.1: Areas of Field Survey and Number of Sample of Each District 

 

List of Districts Number of Sampling 

Klongtoey 54 

Patumwan 54 

Wattana 54 

Huay Khwang 54 

Sathorn 54 

Total 270 

 

3.3 Research Instrument  

 A close-ended questionnaire was utilized as research instrument consisting of 

a series of questions for gathering information from respondents in the study.  To 

explore consumer attitudes and purchase decision, the questions to measure these 

concepts were adapted from Ueasangkomsatea and Santiteerakulb (2016). For 

measuring subjective norms, the questions were adapted from Chen (2007) and 

Shimazakia (2017). Finally, the questionnaire was translated from English and 
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translated into Thai (as shown in Appendix A & B) to reach all target respondents. 

This research questionnaire consisted of five sections as follows: 

 Section 1:  Questions on consumer information 

 Section 2:  Questions on consumer behaviors in consuming organic food 

 Section 3-4:  Questions on consumer attitudes and subjective norms affecting 

organic food purchase decision 

 Section 5:  Questions on organic food purchase decision of consumers 

 In the first section, closed-end format was used for personal information; 

gender, age, occupation, monthly income, and educational level. Second section 

consisted of two questions asking about consumers experiences in organic food 

purchase decision. These two sections were in multiple choices with nominal and 

ordinal scale and the respondents could choose only one choice.  

 In the third and fourth sections were questions asking about consumer 

attitudes in terms of food safety (FS), health consciousness (HC), environmental 

concern (EC), animal welfare (AW), and local origin (LO) and subjective norms (SN) 

affecting organic food purchase decision. The answers of these questions indicated the 

respondent’s opinions relating to factors affecting organic food purchase decision.  

The interval scale measure was implemented using a five point Likert scale: 5 = 

strongly agree, 4 = agree, 3 = neutral, 2 = disagree, and 1 = strongly disagree.  

 In the last section, there were five questions asking about organic food 

purchase decision (PD) of consumers. The answers of these questions indicated the 

respondent’s opinion on organic food purchase decision. The interval scale measure 

was implemented using a five point Likert scale: 5 = strongly agree, 4 = agree, 3 = 

neutral, 2 = disagree, and 1 = strongly disagree. 
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3.4 Reliability and Content Validity  

 The questions in the questionnaire were derived from the previous studies and 

academic articles. Then, they were passed the verification of content validity by three 

experts: 

- Ms. Wimol Suwanprom    Manager of August Organic Eatery Restaurant 

- Ms. Weeraya Rawichutiwan  Managing Director of the Giving Tea Co., Ltd. 

- Mr. Suphot Boonream            Agricultural Specialist 

 After that, Cronbach’s alpha coefficient was utilized for reliability analysis 

and consistency testing. The value of Cronbach’s alpha was between 0≤α ≤1 

(Nunnally, 1978), the score that closest to 1 is the most reliable as shown in Table 3.2. 
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Table 3.2: Reliability Analysis of Coefficient Cronbach’s Alpha 

 

Variables 

Coefficient Cronbach’s Alpha 

Pilot Test Field Survey 

Items n = 40 Items n = 270 

Food Safety (FS) 4 0.757 4 0.760 

Health Conscious (HS) 5 0.764 5 0.802 

Environmental Concern (EC) 3 0.757 3 0.804 

Animal Welfare (AW) 3 0.692 3 0.789 

Local Origin (LO) 3 0.785 3 0.809 

Subjective Norms (SN) 5 0.871 5 0.889 

Purchase Decision (PD) 5 0.850 5 0.889 

Total 28 0.932 28 0.943 

 

 According to Cronbach’s alpha coefficient value, the reliability for the 

question items of each variable should be rating between 0.65< α <1 (Nunnally, 

1978). Consequently, 40 sets of the questionnaires were applied for pilot test. The 

results of reliability test revealed that Cronbach’s alpha value of 0.692-0.871 was 

acceptable. In addition, the results from 270 sets of field survey was ranging between 

0.760-0.889 as shown in Table 3.2. The Corrected Item Total Correlation for all 

questions were ranging between 0.384 – 0.897 following the theory of Pallant (2007).  

Therefore, all questions were usable because the scores were above 0.3 (Din, 2011). 

Thus, all data from the questionnaires could be used for further analysis. 
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3.5 Statistics for Data Analysis  

 The data analysis was conducted applying Statistical Package for Social 

Sciences (SPSS) program version 22. Consequently, the statistical techniques used for 

data analysis and interpretation included descriptive and inferential statistics as 

follows:  

 3.5.1 Descriptive Statistics Analysis  

 Section 1-2: In section 1, consumer information such as gender, age, 

occupation, monthly income, and educational and in section 2, consumer behavior in 

consuming organic food were analyzed by using frequency and percentage. 

  Section 3-5: Consumer attitudes, subjective norms, and purchase decision in 

Likert scale questions were analyzed by using mean (x̅) and standard deviation (S.D.).  

 3.5.2 Inferential Statistics Analysis 

 In order to test the hypotheses of the study, multiple regression analysis was 

conducted to analyze the relationship between the independent variables (consumer 

attitudes in terms of food safety, health consciousness, environmental concern, local 

origin, animal welfare and subjective norms) and dependent variable (organic food 

purchase decision) (Khamsurin, 2016).  
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CHAPTER 4 

RESEARCH RESULTS 

 

 The research findings which derived from data analysis of 270 questionnaire 

sets were presented in this chapter.   

 

4.1 Summary of Demographic Data  

 From the study of 270 samples, all respondents’ personal information in terms 

of gender, age, occupation, monthly income, and educational level were presented in 

frequencies and percentage as follows: 

 

Table 4.1: Demographic Profile of Respondents (n = 270) 

 

Demographic Profile Frequency Percent 

Gender Male 70 25.9 

 Female 200 74.1 

Age <20 years old 20 7.4 

 21-30 years old 136 50.4 

 31-40 years old 66 24.4 

 41-50 years old 32 11.9 

 51-60 years old 16 5.9 

(Continued) 
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Table 4.1 (Continued): Demographic Profile of Respondents (n = 270) 

 

Demographic Profile Frequency Percent 

Occupation Student 55 20.4 

 Government employee 25 9.3 

 Company employee 121 44.8 

 Self-employment 52 19.3 

 Retiree 5 1.9 

 Other 12 4.4 

Education High school /vocational 36 13.3 

 Bachelor’s degree 125 46.3 

 Master’s degree 99 36.7 

 Doctor's degree 10 3.7 

Total 270 100.0 

 

 Table 4.1 was illustrated the personal profile of the respondents. The majority 

of the respondents were female (74.1%) out of 270 respondents while the rest of 

respondent were male (25.9%). The results showed that female had more awareness 

and interested in organic food than male. Additionally, most of respondents in this 

survey were 21-30 years old.  This showed that consumer attitudes and subjective 

norms affecting organic food purchase decision of new generation consumers more 

than middle age consumers.  Furthermore, the majority of the respondents were 

company employee (121 people with 44.8%) and they earned monthly income less 
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than 20,000 THB (34.1%).  Most of them completed a bachelor’s degree (125 people 

with 46.3%). 

 

4.2 Summary of Consumer Behavior in Consuming Organic Foods  

 From the study of 270 samples, the consumer’s behavior on organic food 

consumption and the frequency of consuming were presented in frequencies and 

percentage as follows: 

 

Table 4.2: Consumers Behavior in Consuming Organic Foods (n = 270) 

 

Consuming Organic Foods Frequency Percent 

Consuming organic foods                

in the past 3 months 

Yes 164 60.7 

No 106 39.3 

Frequency of organic food 

consumption 

Daily 26 9.6 

Once a week 62 23.0 

Once a month 94 34.8 

Other  88 32.6 

Total 270 100.0 

 

 According to Table 4.2, most of the respondents had eaten organic foods in the 

past 3 months accounting for 60.7% (164 people) and 34.8% of the respondents 

consumed organic food once a month, while 23% of the respondents consumed once a 

week and only 9.6% consumed organic food as daily. Despite, there were about 

32.6% who might consume organic food as occasionally. 
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4.3 Results of Hypothesis Testing  

 The research findings in this part presented relationship of consumer attitudes 

in terms of food safety, health consciousness, environmental concern, local origin, 

animal welfare, and subjective norms affecting organic food purchase decision of 

consumers in Bangkok. The multiple regression analysis was used for the hypothesis 

testing. The findings were presented in the following table.  

 

Table 4.3: Linear Regression and Multiple Regression Analysis 

 

Factor �̅� S.D. 

Organic Food Purchase Decision 

B S.E. β t Sig. Tolerance VIF 

Constant 

  

.620 .199 - 3.109 .002 - - 

Food safety 3.791 .7139 -.004 .062 -.004 -.069 .945 .462 2.162 

Health consciousness 4.050 .6709 .192 .076 .168 2.533 .012* .349 2.868 

Environmental concern 3.756 .7699 .045 .060 .045 .748 .455 .421 2.373 

Animal welfare 3.669 .7179 .055 .058 .052 .953 .341 .521 1.918 

Local origin 3.836 .781 .114 .060 .116 1.908 .057 .417 2.397 

Subjective norms 3.301 .8306 .512 .042 .554 12.152 .000* .737 1.357 

R2 = .597, AR2 = .588, F = 64.869, *p< .05 

According to the Table 4.3, the findings were found that most of the 

respondents agreed with the attitude in terms of health consciousness (�̅� = 4.050), 

followed by the local origin (�̅� = 3.836), food safety �̅� = 3.7917), environmental 

concern (�̅� = 3.7568), animal welfare (�̅� = 3.6691), and subjective norms (𝑥 ̅= 3.3015) 

respectively when they made the decision to purchase organic foods. 
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The results of multiple regression analysis showed that the factors affecting 

organic food purchase decision of consumers in Bangkok with significant level at .05 

were health consciousness (p = .012) and subjective norms (p = .000). In addition, the 

results showed that subjective norms (β = .554) accounted for the strongest weights 

affecting organic food purchase decision of consumers in Bangkok, followed by the 

health consciousness (β = .168). On the other hand, food safety (p = .945), 

environmental concern (p = .455), animal welfare (p = .341), and local origin (p = 

.057) did not affect organic food purchase decision of consumers in Bangkok.  

In multiple regression analysis, standardized beta coefficient (β) could be both 

positive and negative value. Positive value referred to the positive relationship of 

independent toward dependent variable. From the table 4.3, food safety was the factor 

that has negative relationship with organic food purchase decision of consumers in 

Bangkok because of the negative beta value (β) while the rest had positive 

relationship.  The summarized results of the study were depicted in Figure 4.1 

In addition, the R-square in this study was .597 which explained that 

subjective norms and health consciousness had 59.7% of the influence toward organic 

food purchase decision of consumers in Bangkok. 

Finally, Variance Inflation Factor (VIF) and Tolerance was used for detecting 

the multicollinearity problem. Multicollinearity was the method for determining 

multiple correlations among independent variables and uncorrelated assumption of 

independent variables. It occurred when independent variables in a regression model 

are correlated. Tolerance value must greater than .2 (Miles & Shevlin, 2001) while 

VIF value must less than 5 (Zikmund, Babin, Carr, & Griffin, 2013, p.590). VIF is 

greater than 5 represent critical levels of multicollinearity where the coefficients are 

http://statisticsbyjim.com/glossary/predictor-variables/
http://statisticsbyjim.com/glossary/regression-analysis/


23 
 

poorly estimated, and the p-values are questionable. VIF values of this study were 

1.357-2.868 which were less than 5 and the Tolerance values ranged between .349-

.737. Hence, there was no multicollinearity problem in this research.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.1: Inferential Statistics Analysis for Hypothesis Testing 

 

4.4 Summary of Hypothesis Testing  

Regarding to the inferential statistics analysis, hypothesis testing of consumer 

attitudes and subjective norms affecting organic food purchase decision of consumers 

in Bangkok, the results were summarized in the following table:  

 

Note: 

= No Influence 

= Has Influence 

= Significant at level .05 * 

Subjective Norms (β = .554, p = .000*) 

 

Organic Food 

Purchase Decision  

Animal Welfare (β = .052, p = .341) 

 

Local Origin (β = .116, p = .057)  

2, Sig = .341) 

Environmental Concern (β = .045, p = .455) 

 

Health Consciousness (β = .168, p = .012*) 

 

Food Safety (β = -.004, p = .945) 
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Table 4.4: Summarized of Hypothesis Testing Results  

 

Hypotheses Results  

H1: Consumer’s attitude in terms of food safety affected 

organic food purchase decision of consumers in Bangkok.   

Not Support 

H2: Consumer’s attitude in terms of health consciousness 

affected organic food purchase decision of consumers in 

Bangkok.   

Support 

H3: Consumer’s attitude in terms of environmental concern 

affected organic food purchase decision of consumers in 

Bangkok.   

Not Support 

H4: Consumer’s attitude in terms of local origin affected 

organic food purchase decision of consumers in Bangkok.   

Not Support 

H5: Consumer’s attitude in terms of animal welfare affected 

organic food purchase decision of consumers in Bangkok.   

Not Support 

H6: Subjective norm affected organic food purchase decision 

of consumers in Bangkok. 

Support 
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CHAPTER 5 

DISCUSSION 

 

 This research was quantitative research which aimed in studying the factors 

especially consumer attitudes in terms of food safety, health consciousness, 

environmental concern, animal welfare, local origin and the subjective norms 

affecting consumer purchase decision of organic food in Bangkok. The questionnaires 

were used for collecting data from 270 respondents in Bangkok. The data were 

analyzed by implementing SPSS Statistics Version 23. Finally, the research results 

were summarized, discussed, and yielded the recommendation and further research.  

 

5.1 Research Findings and Conclusion   

 From the personal profile of 270 respondents, the findings found that most of 

the respondents were female with the age between 21-30 years old. Most of them 

completed a bachelor’s degree and worked as company employees with monthly 

income less than 20,000 THB. Additionally, more than 60% of all respondents have 

consumed organic foods in the past three months and the frequency of organic food 

consume was once a month. 

 The results of multiple regression analysis showed that the factors affecting 

organic food purchase decision of consumers in Bangkok with significant level at .05 

were health consciousness and subjective norms. In addition, the results showed that 

subjective norms accounted for the strongest weights of influence on organic food 

purchase decision of consumers in Bangkok, followed by the health consciousness. 
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On the other hand, the food safety, environmental concern, animal welfare, and local 

origin did not affect organic food purchase decision of consumers in Bangkok. 

 

5.2 Discussion   

 Hypothesis 1: Consumer attitudes in terms of food safety affected organic 

food purchase decision of consumers in Bangkok. The research results showed that 

foods safety did not affect organic food purchase decision of consumers in Bangkok.  

Most of the respondents believed that organic foods were not much different if 

compared with consuming normal conventional food especially in genetic 

modification term. Otherwise, consumers were confused in the terms of genetic 

modified ingredients, unconvinced on poisoning risk and chemical residues reduced 

the perception value of organic food. The result of this study was contrast with 

previous study of Koseeyarat (2010) which revealed that food safety was the 

significant factor that influencing consumers to purchase organic food. In addition, 

the result was not aligned with the driving role of consumers’ perceived credence 

attributes in organic food purchase decisions (Lee, 2016) which showed that food 

safety was important credence influence on organic food purchase intention and had 

more impact to heavy organic food buyers than light buyers. 

 Hypothesis 2: Consumer’s attitude in terms of health consciousness affected 

organic food purchase decision of consumers in Bangkok. The research result showed 

that health consciousness affected organic food purchase decision with significant 

level at .5. As organic foods were good for ensuring health, avoided illness, rich in 

nutritional value, contained no preservative or artificial color, thus organic food 

consumption were good decision for all consumers who were health consciousness. 



27 
 

The result of study consistence with Tookjark and Tarnittanakorn (2017), they found 

that subjective norm, health consciousness, product quality, price transparency, and 

attitude affected the intention to purchase whey protein product of generation Y 

consumers. In addition, the results aligned with the research of Salleh et al. (2010) 

and Rana (2017) in which health consciousness was a powerful factor with high 

quality influencing people to purchase organic food. In line with the research of 

Kullachai (2006) which showed that health consciousness was the first factor that 

consumer concern and had impact toward organic food purchase decision. While the 

study of Rana (2017) showed that health consciousness was a strong factor that could 

change consumer attitudes and demand of organic foods. Consumers were intended 

and motivated to purchase more organic food rather than conventional food for 

improving quality of life and avoid diseases. 

 Hypothesis 3: Consumer’s attitude in terms of environmental concern affected 

organic food purchase decision of consumers in Bangkok. The research result showed 

that environmental concern did not affect organic food purchase decision of consumer 

in Bangkok. This hypothesis was not supported because the respondents did not agree 

that organic farming used less energy throughout the supply chains. The organic 

farming might not exactly prevent contamination or pollutions in air, soil, water or 

even in food supply. The result was contrast with the study of Uahwattanasakul and 

Tarnittanakorn (2016), they found that consumers’ concerning and caring on 

environmental is important for human survival and health. 

 Hypothesis 4: Consumer’s attitude in terms of animal welfare affected organic 

food purchase decision of consumer in Bangkok. The research result showed that 

animal welfare did not affect organic food purchase decision of consumers in 
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Bangkok. Whereas the study of Ueasangkomsate and Santiteerakul (2016), they found 

that animal welfare was the second rank attribute that were known by organic food 

consumers and had high influence toward organic food purchase intention.  Some 

people were doubt that animals had humanely treated or lived in harmless pollution 

thus leading to the least impact of consumer attitudes toward organic food purchase 

decision. The study of attitudes of meat retailers to animal welfare in Spain (Lama, 

Sepúlveda, Villarroel, & María, 2013) revealed that most of older people thought that 

animals were treated well while younger people had negative attitude on this criterion. 

It aligned with this research because more than 50% of respondents were young 

people more than older people. 

 Hypothesis 5: Consumer’s attitude in terms of local origin affected organic 

food purchase decision of consumers in Bangkok. The research result showed that 

local origin did not affect organic food purchase decision of consumer in Bangkok. 

Consumers were not totally rely that organic foods could support local farmers as 

fundamental of main products in market were controlled by the middleman. 

Furthermore, unreliable or non-strict control processes of the organic foods especially 

some organic foods did not have properly standard labeling or untrusted producers. 

The result was disagreeable with the study of Ueasangkomsate and Santiteerakul 

(2016), the study of consumers’ attitudes and intention to buy organic foods for 

sustainability which shows that local origin was the first determinant that all 

consumers usually think about.  

 Hypothesis 6: Subjective norm affected organic food purchase decision of 

consumers in Bangkok. The research results showed that subjective norms affected 

organic food purchase decision with significant level .05. This was because the 

https://www.sciencedirect.com/science/article/abs/pii/S0309174013002507#!
https://www.sciencedirect.com/science/article/abs/pii/S0309174013002507#!
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significant relevant group of consumers like family, close friends, idols, and 

community had large influences toward consumer intention to purchase organic food 

rather than non-organic foods. The result was aligned with the study of 

Uahwattanasakul and Tarnittanakorn (2016), they found that subjective norms was a 

factor that affecting consumer intention to purchase clean food in Bangkok. 

Additionally, the changing of consumer’s lifestyle and the rising of healthy trend 

played large impact toward consumers purchase decision especially for better life and 

long life span. The study corresponded with Shin (2018) that subjective norm had 

positive influence toward consumer’s intentions to choose organic foods while Scalco 

(2017) also found that subjective norm was factor that had positive effect on organic 

food consumption. While the study of Tookjark and Tarnittanakorn (2017) revealed 

that subjective norm did not affect an intention of generation Y consumer to purchase 

Whey protein products in Bangkok. Although, the study of Shin (2018) supported that 

subjective norm was a social determinant that effected consumer intention to choose 

organic menus, Ajzen’s study (2015) also showed that subjective norm was an 

important predictor of food consumption intentions inferior to attitude. At last but not 

least, the study of Kim (2014) showed that attitude and subjective norm had the 

strongest influence and positive relationship toward behavior and purchase intention 

respectively. 

 

5.3 Recommendation for Managerial Implication  

 According to the results of study, subjective norms were the factor that had 

strongest weight of relative contribution on organic food purchase decision. Hence, 

the marketers and entrepreneurs who conducted business associating with organic 
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foods or related products should place an emphasis on the relevant target markets 

especially people who had strong influences toward health society like family, 

nutritionists or idols that strongly concerned on health and diet. This was good chance 

to promote organic foods and increased consumer awareness in today’s markets. 

While the second significant factor was health consciousness affecting organic foods 

purchase decision of consumer in Bangkok. This is another driver that entrepreneurs 

should not forget. Most of consumers carefully ensured on the good health especially 

quality of food and high nutrition value benefits. The more recognition of nutrition 

information and gaining benefits from organic food, the more understanding and 

willingness to purchase organic food for their sustainable life would be generated.    

 

5.4 Recommendation for Further Research  

This research study is in the scope of inner Bangkok only. Therefore, there is 

more chance for future research, the wider area in different regions, countries or 

ASEAN should be conducted in order to gain more reliable and generalizable results. 

The researchers might add other relevant independent factors like image congruence, 

moral norms, price, packaging, and labelling for future study. Improving with deeper 

study of consumer behaviors, the target sample could be based on different ranges of 

age, educational backgrounds, and average income. As the different criteria, factors 

and different environments could generate different perspective and research results.  
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QUESTIONNAIRE: 

Consumer Attitudes and Subjective Norms Affecting Organic Food Purchase 

Decision of Consumers in Bangkok 

This survey research was aimed to comprehend consumer attitudes and 

subjective norms affecting organic food purchase decision of consumers in Bangkok. 

This study is a part of BA715: Independent Study, Graduate School, Bangkok 

University. I would be appreciated if you could contribute any fact and useful 

information truthfully by filling out the questionnaire. The information provided will 

be treated highly confidential and will be used solely for the purpose of academic 

resources. 

Thank you very much for your kind cooperation. 

MBA Student, Bangkok University 

 

Part 1: Consumer Information 

Explanation: Please mark  into  that matches your information the most. 

1. Gender: 

 1) Male     2) Female 

2. Age: 

 1) Under 21 years old   2) 21 – 30 years old   

 3) 31 – 40 years old   4) 41 – 50 years old 

 5) 51 – 60 years old  

 



43 
 

3. Occupation: 

 1) Student     2) Government employee 

 3) Company employee   4) Self-employment   

 5) Retiree     6) Other (Please specify) …………… 

4. Monthly income: 

 1) Below 20,000 Baht   2) 20,000 - 30,000 Baht  

 3) 30,001 - 60,000 Baht   4) Above 60,000 Baht 

5. Educational level: 

 1) High school / vocational      2) Bachelor’s degree   

 3) Master’s degree     4) Doctor's degree    

 

Part 2: Consumer Behaviors in Consuming Organic Food 

Explanation: Please mark  into  that matches your information the most. 

1. Have you been eating organic foods in past 3 months? 

 1) Yes     2) No      

2. How often do you eat or cook organic foods?     

 1) Daily     2) Once a week    

 3) Once a month    4) Other (Please specify).................. 
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Part 3: Consumer Attitudes toward Organic Food Purchase Decision 

Explanation: Please mark  the choices that correspond to your opinions. Indication 

of your opinion: 5 = strongly agree, 4 = agree, 3 = neutral, 2 = disagree, 

and 1 = strongly disagree 

Consumer Attitudes toward Organic Food 

Purchase Decision 

Level of opinions  

Strongly                Strongly   

agree                      disagree                         

1. Food Safety: FS 

1.1 Organic foods are safer to eat.  (5) (4) (3) (2) (1) 

1.2 Organic foods do not contain genetically modified 

ingredients.   
(5) (4) (3) (2) (1) 

1.3 Organic foods can reduce the food poisoning risk. (5) (4) (3) (2) (1) 

1.4 Organic foods are chemical free. (5) (4) (3) (2) (1) 

2. Health  Consciousness: HC 

2.1 Organic food products are good to ensure our 

health. 
(5) (4) (3) (2) (1) 

2.2 Organic foods are high quality and have high 

nutritional value.    
(5) (4) (3) (2) (1) 

2.3 Organic food products contain no preservatives or 

artificial color. 
(5) (4) (3) (2) (1) 

2.4 I choose organic foods carefully to ensure the 

good health.   
(5) (4) (3) (2) (1) 

2.5 Having good health means a lot to me.  (5) (4) (3) (2) (1) 

3. Environmental Concern: EC 
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Consumer Attitudes toward Organic Food 

Purchase Decision 

Level of opinions  

Strongly                Strongly   

agree                      disagree                         

3.1 Organic farming uses less energy and produced, 

packaged and transported environmental friendly.  
(5) (4) (3) (2) (1) 

3.2 Organic farming is good for environment. (5) (4) (3) (2) (1) 

3.3 Organic farming can prevent the contamination 

and pollution of soil, air, water and food supply. 
(5) (4) (3) (2) (1) 

4. Animal Welfare: AW 

4.1 Organic farming treats animals humanely. (5) (4) (3) (2) (1) 

4.2 Organic farming always considers the animal 

well-being. 
(5) (4) (3) (2) (1) 

4.3 I am greatly concerned about the harm being done 

to plant and animal life by pollution. 
(5) (4) (3) (2) (1) 

5. Local Origin: LO 

5.1 Organic foods help support local farmers. (5) (4) (3) (2) (1) 

5.2 Organic foods are fresh. (5) (4) (3) (2) (1) 

5.3 Production and processing of organic foods are 

strictly controlled. 
(5) (4) (3) (2) (1) 
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Part 4: Consumer’s Subjective Norms Affecting Organic Food Purchase 

Decision 

Explanation: Please mark  the choices that correspond to your opinions. Indication 

of your opinion: 5 = strongly agree, 4 = agree, 3 = neutral, 2 = disagree, 

and 1 = strongly disagree 

Consumer’s Subjective Norms Affecting  Organic 

Food Purchase Decision 

(Subjective Norm: SN) 

Level of opinions  

Strongly                Strongly   

agree                      disagree                         

1. I My family think that I should buy organic foods 

rather than non-organic foods.  
(5) (4) (3) (2) (1) 

2. Most people around me would buy organic foods 

rather than non- organic foods. 
(5) (4) (3) (2) (1) 

3. People who are important to me think that I should 

buy organic foods. 
(5) (4) (3) (2) (1) 

4. I am in an environment that requires me to choose 

organic foods. 
(5) (4) (3) (2) (1) 

5. Most friends whose opinions regarding diet are 

important to me think that I should buy organic 

foods. 

(5) (4) (3) (2) (1) 
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Part 5: Consumer’s Decision to Purchase Organic Foods 

Explanation: Please mark  the choices that correspond to your opinions. Indication 

of your opinion: 5 = strongly agree, 4 = agree, 3 = neutral, 2 = disagree, 

and 1 = strongly disagree 

Organic Food Purchase Decision: PD 

Level of opinions  

Strongly                Strongly   

agree                     disagree                         

1. I am willing to purchase organic foods if they are 

available. 
(5) (4) (3) (2) (1) 

2. I consume organic foods if they are available for 

purchase. 
(5) (4) (3) (2) (1) 

3. I intend to invest more into my health. (5) (4) (3) (2) (1) 

4. I have a goal to consume organic foods as much as 

possible. 
(5) (4) (3) (2) (1) 

5.  I buy organic foods for my health to avoid illness. (5) (4) (3) (2) (1) 

 

** Thank you for your kind cooperation** 
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APPENDIX B: 

Thai Survey Questionnaire 
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แบบสอบถาม 
เรื่อง ทัศนคติและการคล้อยตามกลุ่มอ้างอิงที่มีผลต่อการตัดสินใจเลือกซื้ออาหารออร์แกนิค 

ของผู้บริโภคในกรุงเทพมหานคร 
 

 แบบสอบถามชุดนี้จัดท าขึ้นโดยมีวัตถุประสงค์เพ่ือศึกษาทัศนคติและการคล้อยตามกลุ่ม
อ้างอิงที่มีผลต่อการตัดสินใจเลือกซื้ออาหารออร์แกนิคของผู้บริโภคในกรุงเทพมหานคร ซึ่งเป็นส่วน
หนึ่งของวิชา บธ. 715 การค้นคว้าอิสระ (Independent Study) ของนักศึกษา ระดับปริญญาโท 
หลักสูตรบริหารธุรกิจมหาบัณฑิต มหาวิทยาลัยกรุงเทพ ทางผู้วิจัยใคร่ขอความร่วมมือจากผู้ตอบ
แบบสอบถามในการให้ข้อมูลที่ตรงกับสภาพความเป็นจริงมากท่ีสุด โดยที่ข้อมูลทั้งหมดของท่านจะถูก
เก็บเป็นความลับ และใช้เพ่ือประโยชน์ทางการศึกษาเท่านั้น   

ขอขอบพระท่านทุกท่านที่กรุณาสละเวลาในการตอบแบบสอบถาม มา ณ โอกาสนี้   

             นักศึกษาปริญญาโท มหาวิทยาลัยกรุงเทพ 

 
ส่วนที่ 1 ข้อมูลส่วนบุคคล 
ค าชี้แจง: โปรดท าเครื่องหมาย  ลงใน  ที่ตรงกับข้อมูลของท่านมากที่สุด 
1. เพศ 
  1) ชาย     2) หญิง 
2. อายุ   

 1) ต่ ากว่า 21 ปี    2) 21 – 30 ปี     
 3) 31 – 40 ปี    4) 41 – 50 ปี 
 5) 51 – 60 ปี    

3. อาชีพ 
 1) นักศึกษา     2) ข้าราชการ   
 3) พนักงานบริษัท    4) ธุรกิจส่วนตัว  
 5) เกษียณอายุ    6) อ่ืนๆ (โปรดระบุ).................... 

4. รายได้ต่อเดือน 
 1) ต่ ากว่า 20,000 บาท   2) 20,000 – 30,000 บาท     
 3) 30,001 – 60,000 บาท   5) 60,000 บาท ขึ้นไป 
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5. ระดับการศึกษา 
  1) มัธยมศึกษา/อาชีวศึกษา   2) ปริญญาตรี     

 3) ปริญญาโท    4) ปริญญาเอก  
 

ส่วนที่ 2 พฤติกรรมของผู้บริโภคในการบริโภคอาหารออร์แกนิค 
ค าชี้แจง: โปรดท าเครื่องหมาย  ลงใน  ที่ตรงกับข้อมูลของท่านมากที่สุด 
1. ท่านได้บริโภคอาหารออร์แกนิคในช่วง 3 เดือนที่ผ่านมาหรือไม่ 

 1) ใช่     2) ไม่ใช่ 
2. ท่านบริโภคหรือท าอาหารออร์แกนิคบ่อยแค่ไหน 
  1) ทุกวัน     2) 1 ครั้ง/สัปดาห์     

 3) 1 ครั้ง/เดือน    4) อื่นๆ (โปรดระบุ).................... 
 

ส่วนที่ 3 ทัศนคติของผู้บริโภคต่อการตัดสินใจเลือกซื้ออาหารออร์แกนิค 
ค าชี้แจง: โปรดท าเครื่องหมาย  ลงในช่องว่างที่ตรงกับความคิดเห็นของท่านมากที่สุดเพียงช่อง
เดียว โดยมีความหมายหรือข้อบ่งชี้ในการเลือกดังนี้ 
   5  หมายถึง ระดับความคิดเห็นที่ท่าน เห็นด้วยมากที่สุด 
 4  หมายถึง ระดับความคิดเห็นที่ท่าน เห็นด้วยมาก 
   3  หมายถึง ระดับความคิดเห็นที่ท่าน เห็นด้วยปานกลาง   
 2  หมายถึง ระดับความคิดเห็นที่ท่าน เห็นด้วยน้อย 

1  หมายถึง ระดับความคิดเห็นที่ท่าน เห็นด้วยน้อยที่สุด 
 

ทัศนคติของผู้บริโภคต่อการตัดสินใจเลือกซื้ออาหารออร์แกนิค 
ระดับความคิดเห็น 

เห็นด้วย                  เห็นด้วย 
มากที่สุด                 น้อยที่สุด                          

1. ด้านความปลอดภัย (Food safety: FS) 

1.1 ท่านคิดว่า อาหารออร์แกนิคปลอดภัยส าหรับการบริโภค  (5) (4) (3) (2) (1) 

1.2 ท่านคิดว่า อาหารออร์แกนิคไม่มีส่วนผสมของวัตถุดิบที่ตัด
ต่อพันธุกรรม 

(5) (4) (3) (2) (1) 

1. 3 ท่านคิดว่า อาหารออร์แกนิคสามารถลดความเสี่ยงจากการ
เจือปนของสารพิษ 

(5) (4) (3) (2) (1) 
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ทัศนคติของผู้บริโภคต่อการตัดสินใจเลือกซื้ออาหารออร์แกนิค 
ระดับความคิดเห็น 

เห็นด้วย                  เห็นด้วย 
มากที่สุด                 น้อยที่สุด                          

1.4 ท่านคิดว่า อาหารออร์แกนิคไม่มีสารเคมีเจือปน (5)  (4) (3) (2) (1) 

2. การใส่ใจด้านสุขภาพ (Health consciousness: HC) 
2.1 ท่านคิดว่า อาหารออร์แกนิคดีต่อสุขภาพ (5) (4) (3) (2) (1) 

2.2 ท่านคิดว่าอาหารออร์แกนิคมีคุณภาพและมีคุณค่าทาง
โภชนาการสูง 

(5) (4) (3) (2) (1) 

2.3 ท่านคิดว่าอาหารออร์แกนิคไม่ใส่สารกันบูดและสีผสมอาหาร (5) (4) (3) (2) (1) 

2.4 ท่านเลือกอาหารออร์นิคอย่างระมัดระวังเพ่ือสุขภาพที่ดี (5) (4) (3) (2) (1) 

2.5 ท่านคิดว่า การมีสุขภาพที่ดีมีความหมายต่อท่านมาก (5) (4) (3) (2) (1) 

3. ความห่วงใยด้านสิ่งแวดล้อม (Environmental concern: EC) 

3.1 ท่านคิดว่า ฟาร์มออร์แกนิคใช้พลังงานน้อย มีการผลิต บรรจุ
ภัณฑ์ และการขนส่งที่เป็นมิตรต่อสิ่งแวดล้อม 

(5) (4) (3) (2) (1) 

3.2 ท่านคิดว่า ฟาร์มออร์แกนิคนั้นดีต่อสิ่งแวดล้อม (5) (4) (3) (2) (1) 
3.3 ท่านคิดว่า ฟาร์มออร์แกนิคสามารถป้องกันสารเจือปนและ

มลพิษทั้งทางดิน อากาศและน้ าในการผลิตอาหาร 
(5) (4) (3) (2) (1) 

4. สวัสดิภาพของสัตว์ (Animal welfare: AW) 

4.1 ท่านคิดว่า ฟาร์มออร์แกนิคมีการเลี้ยงสัตว์ด้วยมนุษยธรรม (5) (4) (3) (2) (1) 

4.2 ท่านคิดว่า ฟาร์มออร์แกนิคค านึงถึงสุขภาวะที่ดีของสัตว์ (5) (4) (3) (2) (1) 
4.3 ท่านกังวลอย่างมากถึงอันตรายและมลพิษท่ีมีต่อชีวิตของพืช

และสัตว์ 
(5) (4) (3) (2) (1) 

5. แหล่งก าเนิดในท้องถิ่น (Local original: LO) 

5.1 ท่านคิดว่า อาหารออร์แกนิคช่วยสนับสนุนเกษตรกรในท้องถิ่น (5) (4) (3) (2) (1) 

5.2 ท่านคิดว่า อาหารออร์แกนิคนั้นมีความสด (5) (4) (3) (2) (1) 
5.3 ท่านคิดว่า ผลิตภัณฑ์และกระบวนการผลิตของอาหาร              

ออร์แกนิคนั้นมีการควบคุมอย่างเคร่งครัด 
(5) (4) (3) (2) (1) 
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ส่วนที่ 4 บรรทัดฐานส่วนบุคคลของผู้บริโภคที่มีผลต่อการตัดสินใจเลือกซื้ออาหารออร์แกนิค 
ค าชี้แจง: โปรดท าเครื่องหมาย  ลงในช่องว่างที่ตรงกับความคิดเห็นของท่านมากที่สุดเพียงช่อง
เดียว  
หมายเหตุ: การคล้อยตามกลุ่มอ้างอิง หมายถึง การรับรู้ของบุคคลเกี่ยวกับความคาดหวังหรือความ

ต้องการของสังคมและบุคคลรอบข้าง ซึ่งมีผลต่อการกระท า พฤติกรรม และความเชื่อของ
บุคคลนั้น 

 

การคล้อยตามกลุ่มอ้างอิงท่ีมีผลต่อการตัดสินใจ             
เลือกซ้ืออาหารออร์แกนิค 
(Subjective norm: SN) 

ระดับความคิดเห็น 

เห็นด้วย                   เห็นด้วย 
มากที่สุด                 น้อยที่สุด                          

1. ครอบครัวของท่านคิดว่า ท่านควรซื้ออาหารออร์แกนิคมากกว่า
อาหารทั่วไป 

(5) (4) (3) (2) (1) 

2. คนส่วนใหญ่รอบตัวท่านมีแนวโน้มในการซื้ออาหารออร์แกนิค

มากกว่าอาหารทั่วไป 
(5) (4) (3) (2) (1) 

3. บุคคลที่มีความส าคัญต่อท่านคิดว่า ท่านควรเลือกซ้ืออาหาร
ออร์แกนิค 

(5) (4) (3) (2) (1) 

4. ท่านอยู่ในสิ่งแวดล้อมที่ต้องการให้ท่านเลือกรับประทาน
ผลิตภัณฑ์อาหารออร์แกนิค 

(5) (4) (3) (2) (1) 

5. เพ่ือนส่วนใหญ่ของท่านคิดว่า โภชนาการที่ดีเป็นสิ่งส าคัญและ
เป็นเหตุผลที่ท่านควรเลือกซ้ืออาหารออร์แกนิค 

(5) (4) (3) (2) (1) 

 
ส่วนที่ 5 การตัดสินใจเลือกซื้ออาหารออร์แกนิคของผู้บริโภค 
ค าชี้แจง: โปรดท าเครื่องหมาย  ลงในช่องว่างที่ตรงกับความคิดเห็นของท่านมากที่สุดเพียงช่อง
เดียว  

 

การตัดสินใจเลือกซื้ออาหารออร์แกนิคของผู้บริโภค 
(Organic food purchase decision: PD) 

ระดับความคิดเห็น 

เห็นด้วย                    เห็นด้วย 
มากที่สุด                  น้อยที่สุด                          

1. ท่านต้องการที่จะเลือกซื้ออาหารออร์แกนิค หากมี (5) (4) (3) (2) (1) 

2. ท่านยินดีที่จะบริโภคอาหารออร์แกนิค หากมีพร้อมให้ซื้อ (5) (4) (3) (2) (1) 
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การตัดสินใจเลือกซื้ออาหารออร์แกนิคของผู้บริโภค 
(Organic food purchase decision: PD) 

ระดับความคิดเห็น 

เห็นด้วย                    เห็นด้วย 
มากที่สุด                  น้อยที่สุด                          

3. ท่านตั้งใจที่จะลงทุนมากข้ึนเพื่อสุขภาพที่ดีขึ้น (5) (4) (3) (2) (1) 

4. ท่านมีเป้าหมายที่จะบริโภคอาหารออร์แกนิคให้มากท่ีสุด (5) (4) (3) (2) (1) 

5. ท่านเลือกซื้ออาหารออร์แกนิคเพ่ือสุขภาพและหลีกเลี่ยงโรคภัย  (5) (4) (3) (2) (1) 

 
** ขอขอบท่านทุกท่านที่กรุณาสละเวลา ในการตอบแบบสอบถามครั้งนี้ ** 
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APPENDIX C: 

Measurement Scale 

Questions 
Type of 

Measurement 
Answer Choices 

Part 1: Consumer Information 

1. Gender Nominal 1 = Male 

2 = Female 

2. Age Ordinal 1 = Under 21 years old 

2 = 21 -30 years old 

3 = 31-40 years old 

4 = 41-50 years old 

5 = 51-60 years old 

3. Occupation Nominal 1 = Student 

2 = Government 

employee 

3 = Company 

employee 

4 = Self-employment 

5 = Retiree 

6 = Other 

4. Monthly income Ordinal 1 = Below 20,000 THB 

2 = 20,000-30,000 THB 

3 = 30,001-60,000 THB 

4 = Above 60,000 THB 

5. Educational level Ordinal 1 = High School/ 

vocational 

2 = Bachelor's degree 

3 = Master's degree 

4 = Doctor's degree 

Part 2: Consumer Behavior in Consuming Organic Food 

1. Have you been eating organic foods in past 

3 months 

Nominal 1 = Yes 

2 = No 

2. How often do you eat or cook organic foods Ordinal 1 = Daily 

2 = Once a week 

3 = Once a month 

4 = Other 
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Questions 
Type of 

Measurement 
Answer Choices 

Part 3: Consumer Attitudes toward Organic Food Purchase Decision 

1. Food Safety (FS) 

1.1 Organic foods are safer to eat.  

1.2 Organic foods do not contain genetically 

modified ingredients.   

1.3 Organic foods can reduce the food 

poisoning risk. 

1.4 Organic foods are chemical free. 

2. Health Consciousness (HC) 

2.1 Organic food products are good to ensure 

our health. 

2.2 Organic foods are high quality and have 

high nutritional value.   

2.3 Organic food products contain no 

preservatives or artificial color. 

2.4 I choose organic foods carefully to ensure 

the good health.   

2.5 Having good health means a lot to me.  

3. Environmental Concern (EC) 

3.1 Organic farming uses less energy and 

produced, packaged and transported 

environmental friendly.  

3.2 Organic farming is good for environment. 

3.3 Organic farming can prevent the 

contamination and pollution of soil, air, 

water and food supply. 

4. Animal Welfare (AW) 

4.1 Organic farming treats animals humanely. 

4.2 Organic farming always considers the 

animal well-being. 

4.3 I am greatly concerned about the harm 

being done to plant and animal life by 

pollution. 

Interval 5 = Strongly agree                   

4 = Agree                               

3 = Neutral                                

2 = Disagree                                     

1 = Strongly disagree 

Part 3: Consumer Attitudes toward Organic Food Purchase Decision 

5. Local Origin (LO) 

5.1 Organic foods help support local farmers. 

5.2 Organic foods are fresh. 

Interval 5 = Strongly agree                   

4 = Agree                               

3 = Neutral                                

2 = Disagree                                     

1 = Strongly disagree 5.3 Production and processing of organic foods 

are strictly controlled. 
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Questions 
Type of 

Measurement 
Answer Choices 

Part 4: Consumer’s Subjective Norms Affecting  Organic Food Purchase Decision 

1. I My family think that I should buy organic 

foods rather than non-organic foods.  

2. Most people around me would buy organic 

foods rather than non- organic foods. 

3. People who are important to me think that I 

should buy organic foods. 

4. I am in an environment that requires me to 

choose organic foods. 

5. Most friends whose opinions regarding diet 

are important to me think that I should buy 

organic foods. 

Interval 5 = Strongly agree                   

4 = Agree                               

3 = Neutral                                

2 = Disagree                                     

1 = Strongly disagree 

Part 5: Organic Food Purchase Decision: PD 

1. I am willing to purchase organic foods if 

they are available. 

2. I consume organic foods if they are available 

for purchase. 

3. I intend to invest more into my health. 

4. I have a goal to consume organic foods as 

much as possible. 

5.  I buy organic foods for my health to avoid 

illness. 

Interval 5 = Strongly agree                   

4 = Agree                               

3 = Neutral                                

2 = Disagree                                     

1 = Strongly disagree 
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APPENDIX D:  

Letters to Experts for Questionnaire Reviews 
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