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About The Paper?

Thanks to the healthy trend, nowadays, the clean food
industry becomes one of the businesses that are worth to
invest. Although this type of business is growing
dramatically in recent years, it does not mean that people
will consume food because it is hecessary. The behavior of
the buyer is very complex depending on different of the
external and internal factors that shape the consumer
behavior. We might claim that selecting food is a very
common thing in the everyday life but, in fact, the decision
always occurs with hidden objectives such as taste,
healthiness, appearance, nutrition, price, or the
environment. Therefore, the aim of this paper is to examine
the determinants of customer behavior on the purchase of
clean food.



Goal, Objectives, and Hypotheses

To examine "The determinants - - To analyze the true factors that
of customer behavior" on the Obj eCtlves shape the customer's behavior

purchase of clean food. toward "5 hypotheses".

Hypotheses

Ha: Frequent clean food buyers are the one who exercises regularly. Therefore, the frequency of going to
the gym has a positive correlation with the frequency of purchase.

H2: Females are likely to consume more clean food than men. Therefore, gender should have a negative
correlation with the frequency of clean food purchased.

H3: Appearance food correlates positively with the frequency of clean food purchased.

H4: Body mass index shows a negative correlation with frequency of purchase as the majority of clean
food buyers consume clean food as diet food.

H5: Clean food buyers are highly influenced by the trend on social media and celebrities.



Methodology

1. Data Collection: Using online survey method toward google form to collect a
cross-sectional data
° Defining 3 sections of the questionnaires
o  Personal characteristic section
o  Perception section
o  Component of the food section

2. Sample Data: Defining 200 observations with "Thai clean food and non-clean food
buyers age between 15-60 years old who live in the Bangkok".

M et h o d o log y 3. Econometric model: Using Econometric model through multiple linear regression

with the OLS (Ordinary Least Method).

with 5 SeCti o ns e  Setting "Frequency of Purchase” as the Y variable or the dependent variable.

4. Variable definition: Containing 23 variables

5. Model Specification: Using 3 models to answer the different hypotheses
e  The 1st model consists of variables regarding the health concern.
e The 2nd model consists of variables on model 1 and the demographic variables
e The 3rd model consists of the variables from the 1st and 2nd model and the
preference variables



Methodology
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Model

Related Hypothesis

Result

Conclusion

Model 1

Model 2

Model 3

The 1st hypothesis: "The frequency of
going to the gym has a positive
correlation with the frequency of
purchase"

The 4th hypothesis: "Body mass index"
shows a positive correlation with
frequency of purchase as the majority of
clean food buyers consumes clean food
as a diet food"

The 2nd hypothesis: Females are likely
to consume more clean food than men.

The 5th hypothesis: "Clean food buyers
are highly influenced by the trend on
social media and celebrities’

The 3rd hypothesis: "Appearance food
correlates positively with the frequency
of clean food purchased’

‘Frequency of going to the gym’ or
‘Freqgym’” contains the positive
correlation with significant impact to
the frequency of purchase and it
ratifies the 1st hypothesis.

‘BMI" or "Body Mass Index” has a
significantly positive coefficient with Y
variable which can make this model
to ratify the 4th hypothesis.

1. As female=0 and male-=1, the result
in this model show the significantly
negative impact of "Sex" variable to Y
variable, which ratifies the 2nd
hypothesis.
2. "Review media’ variable has
significant impact that contain the
negative coefficient, which reject the
5th hypothesis.
3. "Appearance” or "Appear variable”
is not significant with this model but
the 3rd hypothesis is claimed as the
result.
4. Additional, There are 2 variables
that significant including occupation
variable and ingredient variable

The more frequent a person goes to the gym will
result in the higher frequency of clean food
purchase because “Consumer does not want to
waste their working out time with the high calories

food”

The higher BMI will lead to the more frequent of the
purchase and it can implies that “Weight
maintaining or losing are reason why consumer
buy a clean food”

As the result..

1

2.

Female is more likely to buy clean food
more.

Social media and influencer cannot
influence the clean food purchasing
decision.

As the ambiguous result of the 3rd
hypothesis and the significance of ingredient
variable, it can conclude that consumer is
more concerned to the ingredients used
more than how it look.

The significance of the occupation variable
to the model can implies that this variable is
one of the key factor that affect the
purchasing decision of clean food buyer



Comments & Suggestions

With 2 main weak points..

e The lack of variety of “Sample Size"

o Undergraduate student is the majority characteristic of total
sample size with 129 respondents of 200 observations, which is

more than half of the sample size
o The biases would occur within the 2nd and 3rd model that

these models contain the demographic variables.

e Having not enough "Data collection’

o Methodology can not prove all of the hypothesis.
o There is the ambiguous result of the 3rd hypothesis.

" Therefore, to make this research result become more effective, in-depth interview method could

help for the conclusion process, it might improve the credibility of the research, and it might help
answer the ambiguous result to be more clear "
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Appendixes (Variable Definition)

Variable defmition

frequym This measures how frequent the respond ents go to fitness per month

freqpur This measures how frequent the resp ond ents purchase a mezal of clean food per month
atthealth This shows whether the respendents think that clean food will make them heathy or not.
attweght This show whether the respondents think that dean food will they lose their weight or not
traineradv Advice from personal trainers

BMI Bodymassindex [weight(kg)/[height(m)*heightim)]

hezlth Shows how much hedth concern influence decision in buying clean food

knowledge This shows whether the respondents think that they understand the meaning of clean food or not
age Ape of respondents

Allowance This represent the dlowance of the respondents ean per month in baht term

sex gender of respondents




Appendixes (Variable Definition)

Variable definition

cduc This factor represent the levd of education the respondents have
status This factor represent the lega status of respondents

job This factor represent the eccupation of respondents

ingre The ingredi ents that have been put into dean food

redfood The clean food that look and taste like normal food

promo Promations or discount on dean food

varmenu Number of menus of dean food or the vanety of menus
price The price of clean food

reviewmedia The review on soa al media (Facebook. instagram. voutube)
appear The appearance of the clean food (The food decoration)
pmtmet The number of methods of payvment

taste Taste of the dean food

ads Advertisement (Banner, Poster)




Appendixes (Regression Result)
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