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toward Country-of-Origin and Purchase Intention of Functional Food Products
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ABSTRACT

This study investigates the relationships between consumers’ ingredient healthiness
perception, attitude toward country of origin and purchase intention of functional food products
from three different countries including the United States of America (USA), Japan, and
Thailand. The final sample consists of 385 potential consumers, who are relatively considered
health conscious consumers in the market. The data is collected by using the questionnaire and
asking for the potential consumers in Hatyai District, Songkhla Province. The statistics including
frequency, percentage, mean, standard deviation, t-test, F-test, Scheffe’s method and Pearson
correlation were employed for statistical analysis.

The findings indicate that the overall of potential customers’ perception level about
ingredient healthiness from three countries is at high level. However, the result reveals that the
ingredient from Japan is perceived at highest level the others, particularly for the freshness and
organic supplies. Additionally, attitude toward the country-of-origin reveals that functional food
from Japan has the most positive feeling as they are good products.

Furthermore, purchase intention of functional product from three countries presents at
high level. Surprisingly, functional product from Thailand receives the most attention from
anticipating customers and has highest possibility to purchase. In addition, the relationships
between ingredient healthiness and purchase intention exhibits significant and positive
association, at moderate level. Moreover, the results indicate that the attitude of expecting
customers toward country-of-origin significantly relate to purchase intention, product of Japan
shows relatively highest level.

The findings for this study suggest that functional producers and distributors to create

more positive attitude toward the product from Thailand. The selection functional product be



satisfied customers, particularly product that the ingredient from Japan. Furthermore, the results
also propose that functional producers should integrate multiple marketing strategies, especially
product development and well-communication with target group. Additionally, some guidelines
are provided to increase and create more positive attitude toward the products. Last but not
least, functional food producers need to ensure that they always up-to-date about customers’
concern. a loyalty program that enhance their loyalty to that program directly, as well as to the

company indirectly through program loyalty.
Keywords: Perception, Attitude, Country-of-Origin, Purchase Intention, Functional Food
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