116 LUNIA. (NYBLAVANTUASAIANAIANT) 2(2) : 116-125 (2560)

taqefianuazgluuumsadudinianudnnuiaanisasladn
HRANNDIMTARUTBINUTINA L UAINIANTEUATATREISEN
Social factors and lifestyle related to clean food purchasing intentions

of consumers in Phra Nakhon Si Ayutthaya province
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Abstract
The purpose of this research was to study the relationship between social factors and lifestyle related to
clean food purchasing intentions of consumers in Phra Nakhon Si Ayutthaya province. The questionnaires were used
to collect the data from 400 consumers and data were analyzed by descriptive and analytical statistics. The results
found that social factors and lifestyle had relationship towards clean food purchasing intentions of consumers in
Phra Nakhon Si Ayutthaya province. The outcomes of study should be applied as a guideline for responding
consumer need and establishing a competitive advantage.
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Table 1 Showing the opinion level of social factors on having relation with clean food purchasing

intention of working aged consumers in Phra Nakhon Si Ayutthaya province.

social factors X S.D. opinion level
1. perceived value of clean food 4.09 0.77 more

2. perceived information of clean food 3.66 0.84 more

3. conformed popular trend of clean food 3.74 0.72 moderate
total 3.83 0.48 more
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Table 2 Showing the opinion level of lifestyle on having relation with clean food purchasing intention

in Phra Nakhon Si Ayutthaya province.

lifestyle X SD opinion level
1. positive attitude towards clean food 4.02 0.77 more

2. interest on clean food products 3.80 0.71 more

3. activity on clean food consumption 3.36 0.79 moderate
total 3.72 0.48 more
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Table 3 Showing mean, standard deviation, and opinion level of intention to purchase clean food

products of working aged consumers in Phra Nakhon Si Ayutthaya province.

intention to purchase clean food products x S.D. opinion level
1. if there are clean food store available, you will certainly purchase 3.31 0.63 moderate
2. you will purchase clean food every time because itis a healthy food  3.21 0.73 moderate
3. you will purchase clean food as the first choice to eat 3.13 0.92 moderate
4. you will purchase clean food even the price is more expensive 296 0.96 moderate
than ordinary food
5. you will eat clean food again when a chance arise 3.04 0.94 moderate
total 3.15 0.68 moderate
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Table 4 Showing the relationship analysis of social factors and intention to purchase clean food

products of consumers in Phra Nakhon Si Ayutthaya province.

perceived

perceived value

conformed intention to

factors information of popular trend of purchase clean
of clean food (1)
clean food (2) clean food (3) food products (4)
X 4.09 3.66 3.74 3.15
S.D. 0.77 0.84 0.72 0.68
1 1 0.37* 0.44** 0.33**
2 1 0.62** 0.44**
3 1 0.51*
4 1

** significant level p < 0.01

Table 5 Showing the relationship analysis of lifestyle and intention to purchase clean food products

of consumers in Phra Nakhon Si Ayutthaya province.

positive attitude

interest on clean

intention to
activity on clean food

factors towards clean food purchase clean
food products (2) consumption (3)
(1) food products (4)
X 4.02 3.80 3.36 3.15
S.D. 0.77 0.71 0.79 0.68
1 1 0.65** 0.38** 0.31*
2 1 0.56** 0.51*
3 1 0.63**
4 1

** significant level p < 0.01
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