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ABSTRACT 

 

The demand of healthy food in Thailand has risen consistently with the increase in 

awareness of health and environmental issues as the global organic food market has 

grown tremendously over the past decade. Such trend is reflected in consumers’ 

perceptions and attitudes towards organic food products. The current study examines 

the factors that predict the intention to purchase OTOP snack food products among 

international consumers in a Thai province (Phuket), using a questionnaire survey 

distributed to four hundred (400) respondents. The Theory of Planned Behavior 

shaped the research framework and hypotheses development.  

 
Using a linear regression equation, subjective norms, behavioral control, and attitude 

factors namely health and environment consciousness, product trust and product 

attributes were modeled to impact the purchase intention of OTOP snack food 

products. The results of the multiple regression revealed that subjective norms and 

behavioral control exerted significant positive effects on the purchase intention of 

OTOP snack food products. However, only two factors of attitude (product trust and 

product attributes) were statistically significant with the purchase intention but health 

& environment consciousness were found to be statistically insignificant. Hence, the 

conclusions of the research indicated that more efforts need to be exerted to promote 

consumption growth and should focus on international consumers’ awareness of 

health and environment consciousness.  
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CHAPTER ONE 

INTRODUCTION 

 

1.1 Introduction 

One Tambon One Product (OTOP) is a Thai Version of OVOP (One Village One 

Product). The Thai word “tambon” stands for a sub-district. The main aim of 

OTOP is to encourage all local communities in Thailand to use and improve their 

unique wisdom and resources to create values and earn a living for themselves 

(Thanathikom 2005). It is one of the Thai government policies in developing the 

economy at the grass roots level. It is originally an idea that had been borrowed 

from OVOP in Japan.  

 

OTOP program was first launched in Thailand in 2001 by the former Thai Prime 

Minister Thaksin Shinawatra. The program was considered as one of the most 

successful as a rural development policy. The difference between OTOP and 

OVOP lies in the fact that; in Japan, the village community is the focal point of the 

movement. In Thailand however, it is a national development perspective of Thai 

government where this latter provides assistance in term of marketing policies, 

training, financial, technology, and helps the communities’ villagers and 

entrepreneurs to develop their own products in order to compete locally and 

internationally. In other words, rural entrepreneurship was seen very important for 

a sustainable development in rural regions with the aims of reducing poverty, and 

meeting social needs (Bornstein, 2007). 

 

Nevertheless, the Thai government has established OTOP project aiming at 

reducing poverty, creating jobs and improving the population’ income at the 

grassroots level. This brand marketing approach had led members to manufacture 

more value-added products, and ultimately improved OTOP’s export power 

(Kurokawa, 2009).  For instance,  OTOP products are officially classified into five 

categories likely foods fresh products from agriculture and processed foods, drinks 
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(alcoholic and non-alcoholic beverage), garments and clothing, 

utensils/ornaments/souvenirs, and herbal products (products made from herbs or 

have herb as an ingredient).  

 

According to the Thai (GPRD) Government Public Relation Department (2004), in 

the previous years, the success of OTOP campaign had increased the shopping 

opportunities for visitors to Thailand and as well as the GDP has also increased. 

OTOP is a scheme that allows a tambon (sub-district) to become an expert on 

manufacturing a major product that uses local wisdom and Thai traditional 

craftsmanship. Moreover, OTOP products from around the country are able to be 

promoted as a tourism element.  

 

Additionally, the Thai government also offers assistance in term of financial 

resources, training, marketing, and helping OTOP producers to market their 

products locally and internationally as well. When OTOP was initially set up in 

Thailand, the government focus relies on providing non-monetary supports as in 

terms of technological support, marketing support, skills and knowledge training 

support to the OTOP groups rather than assisting them the subsidy or monetary 

support (Rattanakamchuwong, 2005). After years have passed by and when the 

government realized that OTOP producers were facing problems in terms of 

monetary support and lack of running the businesses; consequently, the Thai 

government started granting monetary supports to OTOP producers both directly 

and indirectly. Thus, a Village Development Fund (VDF) was established in each 

village as a revolving fund that would facilitate long-term local investments and 

income creation in rural areas at different community levels (Thailand Investor 

Service Centre, 2001).  

 

Furthermore, the Thai government also intended to promote tourism through 

OTOP products. These products included: silk products, woodcarving products, 

garments, silverware, diamond, ornaments, handicrafts, paper umbrellas, Thai 

food, T-shirts, and Thai dolls (The Government Public Relation Department, 

2004). However, the major objective of OTOP program was to reduce the poverty 
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alleviation, provide employment to villagers in their communities and manufacture 

products that can be sold both locally and internationally. 

 

Moreover, Kurokawa (2009) stated that in order to export OTOP food products, 

Thai government came up with another marketing brand strategy that can allow 

manufacturers and participants to come up with a good product that can be 

exported. Such brand strategy is also known as OPC (OTOP Products 

Championship).  

 

According to OTOP producers, they are classified into three types: first, the 

community occupation group or Community Based Enterprise (CBEs). Second are 

the One Person Owner or Single Owner Enterprise (SOEs) producers and finally, 

the Small and Medium Sized Enterprise (SMEs). Small and medium-enterprises 

are generally considered as economic agents who are mainly responsible for 

employment creation and income generation (Regnier, 2006). These groups are 

defined as rural entrepreneurs. Below are the tables (1.1 and 1.2) of OTOP 

producers and OTOP products in 2010. 

 

                Table 1.1: Registered OTOP Producers in 2010 
 Categories of Producers N0 of Group 
 1 Community Occupation Group or CBEs 22,200 
2 One Person Owner or SOEs 10, 303 
3 Small and Medium Enterprise (SMEs) 725 
 Total 33, 228 

                Source: JICA Bi-monthly Report, October 2010 

 

From the table above, we can assume that there are three different types oproducers 

groups registered under OTOP. They are community occupation group or 

Community Based Enterprise (CBEs), One Person Owner or a Single Owner 

Enterprise (SOEs), and Small and Medium-sized Enterprises (SMEs) which 

respectively accounted for 66.8%, 31.0%, and 2.2%. In total, there are 33,228 

groups producers registered under OTOP in 2010. 
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                 Table 1.2: OTOP Products Registration in 2010 
 Categories of Products N0 of Products 
1 Furnishing, Decoration and Souvenirs 31, 334 
2 Fabrics and Dressing wear 21, 386 
3 Foods 20, 330 
4 Herbal Products 9,050 
5 Beverage 3, 073 
6 Total 85, 173 

                  Source: JICA – Bi- Monthly Report -2010 

As it can be referred from the table 1.2 above, there is a total of 85,173 products of 

OTOP which have been developed under different categories and registered in 

2010. These promoted products by OTOP come under five different categories. 

There are: furnishing, decoration and souvenir; fabric and dressing wear; food; 

herbal products and beverage respectively accounted for 36.8%, 25.1%, 23.9%, 

10.6% and 3.6%. 

 
According to sales output of OTOP products, it has increased since 2001 by 4.6% 

in the period of 2002-2008. Sales output of OTOP products have increased 

domestically and internationally accounted for 86% and 14% respectively in 2008. 

The below figure emphasizes the trends of OTOP product sales output from 2001 

to 2008. Therefore, it can be concluded that the OTOP products scheme is 

contributing domestically and internationally by generating revenues and 

increasing GDP (Gross Domestic Product) or national income level, as well as 

reducing the unemployment rate. However, after 2008, there was a significant drop 

of sales that lasted for three (3) years (2009, 2010, and 2011); but fortunately in 

2012, OTOP sale figures rose up again to 79, 461 million Baht and even more in 

2013 (87, 407 million Baht).  
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Table 1.3:  Sales Outputs of OTOP Products from 2001-2013 

OTOP Sale Figures (Baht & US Dollar) 
2001 245 million ฿    / 8 million $  
2002 16,714 million ฿   / 557 million $  
2003 33,276 million ฿    / 1,109 million $  
2004 46,362 million ฿    / 1,545 million $  
2005 55,104 million ฿   / 1,837 million 
2006 68,105 million ฿   / 2,270 million $  
2007 71,460 million ฿   / 2,382 million 
2008 77,705 million ฿   / 2,590 million $  
2009 63,009 million ฿ / 2,100 million $    
2010 68,484 million ฿   / 2,283 million 
2011 70,484 million ฿   / 2,349 million $  
2012 79,461million ฿   / 2,648 million $  
2013 87,407 million ฿   / 2,913 million $  

       Source: Community Development Department, Ministry of Interior (2014) 
 

1.2 Background of the Study  

 
Nowadays, current studies investigating consumers’ awareness of organic food 

have been well developed in North America and Western Europe (Bonti-Ankomah 

and Yiridoe; 2006). For instance, organic foods are alleged to be more nutritious 

and healthier, safer, and environmentally friendly. Organic foods are also known to 

contain less chemical residues and taste better than conventional food; therefore, 

consumers are willing to pay a premium price for them (Krystallis, Fotopoulos, and 

Zotos; 2006). Even in newly emerging markets, consumers are intended to pay a 

higher price for higher quality, taste, and safe certified foods (Grannis, Hine, and 

Thilmany, 2001). 

 

As the rapid development of the economy in Thailand which leads to a higher level 

of living standard and a change of health consciousness among Thais in the major 

cities, they become more aware of the impact of the quality and nutritional value of 

food products to their health and often demand imported food stuff for the products 

have been viewed as high quality products. Despite there is enormous market 
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potential for selling healthy food in Thailand, there is limited research about the 

link between Thais’ attitudes toward healthy food product and purchase behaviour 

even though several governmental institutions started different certification 

systems for different healthy safe food products (Eischen, Prasertsri, and 

Sirikeratikul 2006). 

 

Even less attention is paid to profile Thai consumers’ typologies with healthy food 

purchase; however the heterogeneous nature of Thai consumers within the country 

cannot be underestimated. Furthermore, foreign consumers include foreign tourists, 

foreign residents, and international students as stated in this research contribute to 

amplify the economy of the country and businesses will also get benefit from the 

international consumers’ spending as well. For this reason, OTOP is a scheme that 

allows a Tambon (sub-district) to become an expert on manufacturing a foremost 

product around the country and to be promoted as a tourism element (The 

Government Public Relation Department, 2004). 

 

While visiting Thailand, international consumers can buy OTOP food products for 

their daily consumption or to bring home and that was the Thai government policy 

to promote OTOP food products through tourism industry. So all OTOP from 

around the country are able to be promoted as a tourism element (The Government 

Public Relation Department, 2004). By promoting OTOP food products into global 

market, Thailand’s OTOP program exports reached a value of US$ 102.5 million 

in 2003 and it was just US$ 2 million in 2002 when newly OTOP was established. 

It means that both OTOP food producers and Thai government generate profit from 

its sales. Therefore, that is the reason why the Thai government has been 

promoting the local industry through the manufacturing of attractive specialty 

products based on the abundant native culture, tradition and nature (Kurokawa et 

al, 2010). 
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     1.2.1 OTOP Snacks Foods  

 

One of the main food products to be studied in this research is about OTOP snacks 

food. A precise consumer definition of snack food is erroneous and generally owed to 

salty foods consumed between regular meals. Snack foods might also mean savory 

snacks such as potato chips, snack nuts, and popcorn (US Market Trends and 

Forecasts, 2011). Additionally, other foods eaten as snacks might be sweet and 

commonly designated as candies. In other words, chocolate, alone or combined with 

other ingredients, is one of the most accepted sweet snacks. Moreover, plain snacks 

like plain cereals, pasta and vegetables are also slightly and commonly consumed, and 

the term “snack” has regularly been used to allocate to a larger meal concerning 

cooked or leftover items.  

 

Nowadays, with the increase of convenience stores in different corners, there is a 

significant business of packaged snack foods. A concise definition may state that 

“snack foods” are characteristically intended to be portable, quick and satisfying 

(Beckley and Moskowitz, 2002). On the other hand, “processed snack foods” are 

considered to be less unpreserved, more durable, and more portable than prepared 

foods. These latter definitely contain some significant amounts of sweeteners, 

preservatives, and appealing ingredients like chocolate, peanuts, and specially-

designed flavors (flavored potato chips). 

 
In a research conducted by Beckley & Moskowitz (2002), they studied the extended 

description of snack (salty and sweet) foods to evaluate a number of components of a 

single food, as being seen by the consumer. The components include product 

description, emotional benefits, origin, and product use. Nonetheless, the Foundation 

Beckley and Markowitz’s study consisted of a set of 30 different inter-linked studies, 

all having the same makeup for the stimuli, and the same classification questionnaire. 

The underlying rationale for the Foundation Studies was that the findings for one food 

could be compared to the results for others. Such approach allows both the researcher 

and the marketer to understand the individual food in detail, and the food in relation to 

the performance of other foods (Beckley & Moskowitz, 2002). 
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According to the International Market Bureau (2010), in recent years, consumers are 

said to have more concerns about health-consciousness and most of them are pushing 

for fortified or functional, better-for-you, and organic foods. Beside the concerns of 

health-consciousness, the majority of the earlier listed food, many of these foods 

assert to help in weight management, improving heart health, and having less 

saturated fat, carbohydrates, sugar, and salt. Despites, today, one might assume the 

occurrence of an overall decrease in sales of snack foods (generally labeled as 

unhealthy) because of the multiple news stories stating a new breed of healthy 

consumer nearly all over the globe. However, in fact, the general snack food market 

keeps on reaching steady growth rates in both quantity and price, as a new variety of 

healthy snack foods comes out.  For instance, in the UK for example, the snack food 

development can be analyzed as follow according to the International Market Bureau 

(2010):  

 The sweet and savory snacks market acknowledged some changes during the past 

years, seeing that consumers grow to be more concerned about their health. 

However, snacks consumers are not buying less sweet and savory snacks; rather 

they are only turning on over to healthier snacks such as nuts, fruit snacks, 

popcorn, and pretzels.  

 Healthier snacks (sweet and savory) for example; nuts and snack bars are even 

overtaking market share from ice cream and certain confectioneries. Thus, only 

chips and extruded snacks have declined in sales volume from 2004 to 2009.  

 Chip companies are launching new premium flavors and developing healthier 

products to persuade consumers to boost their consumption. A tendency to lessen, 

or get rid of trans and saturated fats from chips and snack products become known 

in recent years, joined with reductions in other “unhealthy” ingredients, such as 

sugar, sodium and preservatives.  

However, in Thailand, many more products such as snack food have now reached not 

only urban people but rural residents as well. According to the Kasikorn Thai 

Research Center (2004), it stated that snack food in Thailand adds up to about 15-20% 

of the food market and their target is primarily the younger age population. In 

addition, snack food accessibility can conciliate children’s consumption behavior. 
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Accordingly, a prior study in Thailand by Wonkongkathep (1997) suggested that 86% 

of primary school kids selected snacks by themselves and another 73% of them 

received the snacks given by their guardians. In addition, eighty two percent (82%) of 

the participants demonstrated that their choice of snacks were mainly “puff” and 

“candies” from stores in villages with an average consumption about two (2) times per 

day. It was evident that more than 60% of snacks were composed of starch 

(Aungsomwang, 1994). To sum up, another study on snack composition emphasized 

that crispy snacks contained high carbohydrate (80%) but were low in proteins 

(Sinsawat, 1995). Moreover, the ratio of carbohydrate, fat and protein failed to meet 

the Thai recommended values. 

 
Regularly consumed snacks contain a high content of fat and carbohydrate such as 

starch and sugar. However, when those types of snacks are added to the main meals; 

they might have a negative impact on health. Such snacks provide energy but not 

nutrients. The concern is that younger people would eat less at regular meal if they 

frequently consume large amount of low nutrient snacks prior to their meals. 

Additionally, salty crispy snacks may also cause children to be thirsty and drink large 

amounts of water which may make them feel nauseous and decrease their appetite. 

Most of these different types of snacks are the same as those provided by OTOP. (See 

table 1.3 below). 
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 Table 1.4: Different types of OTOP Snacks and their Specification 

Types of 
Snacks 

Types of 
Products 

Certification Pack-
aging  

Taste  Proces-
sing  
Type 

Texture  

Fruit & 
Vegetable  
Snacks 

Banana chip 
fruit snack 
100 % 

GMP/HACCP  Bag  Salty  Fried  Crispy  

Stir bananas N/A Bulk  Sweet  Stir-
fried 

Soft  

Salt glaze 
bananas 

N/A Bag  Salty  Baked  Hard-
crispy 

Fried 
bananas 

N/A Bag  Salty  Fried  Hard  

Banana 
chips  

TTOP   Fried  Hard  

Durian chip 
fruit snack 
100% 

GMP/HACCP Bag Salty Fried  Crispy  

Jackfruit 
chip fruit 
snack 100% 

GMP/HACCP Bag Sweet  Fried  Crispy  

Mango chip 
fruit snack 
100% 

GMP/HACCP Bag Sour  Fried  Crispy  

Grain  Rice cracker 
from  
hom Mali 

FDA Bag  Sweet/ 
Salty 

Baked  Hard-
crispy 

   Source: OTOP Thailand main website (http://www.thaitambon.com) 
  *GMP= Good Manufacturing Practice,              HACCP (Hazard Analysis and Critical Control Point)  
  * TTOP = TECMIPT Test Operations Procedures                     FDA = Food and Drug Administration 
  * TECMIPT= Test and Evaluation Capabilities and Methodologies Integrated Process Team  

 
1.3 Problem Statement  
 
Today’s world is more cognizant about people whenever they make a purchase 

decision. The current ethical, religious, moral and environmental degradations have 

constrained men to think of it seriously as no more deterioration is affordable for the 

universe. Environmental degradation and deterioration is the most aggressive feature 

for today’s mankind. Humans are facing global warming, sea drying out issue, change 

in season patterns, soiled climate and water and finally the riddance of various species 

which are part and allotment for the healthy survival for the human being. 

Additionally, people are thinking carefully about their nutrition, health and value of 

the food that they eat every day. The accessibility of knowledge gave favors to 

humans not only in terms of taking more care of themselves but the environment for 

http://www.thaitambon.com/
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healthy and safety purposes as well. As a result, the demand of organically developed 

goods has become greater than ever (Chen, 2009). 

 

However, it can be observed that more and more people these days are caught up in an 

endless cycle of buying and throwing away, seeing consumption as a means of self-

fulfillment. Truthfully consumers have less awareness of the relationship between 

their consumption preferences and the environmentally concerns. However, the 

increase of the environmental consciousness has had a solicitous upshot on consumer 

behavior, with the organic product market expanding at a significant pace (Bhaskaran 

et.al, 2006). 

 

Nonetheless, one of the issues to note is that several studies have acknowledged that 

lack of organic food availability (ease or difficulty to provide consumer with a 

specific product) in store is considered as one of the barriers to consumer purchase 

(Byrne et.al., 1991; Davies et.al, 1995). The choice to purchase organic products was 

found in research done by Thompson & Kidwell (1998). Even though the drive or 

intention is elevated but it is not possible to convert the intention into practice because 

of the low availability (Vermeir and Verbeke, 2004). The concept of purchase 

intention is an idea that the majority of organic food manufacturers rely on as it 

facilitates them to recognize the consumers’ behavior of and their opinions about the 

products (Magistris and Gracia, 2008). That is said, in any given business, two of the 

golden goals most sellers want to achieve are profit and customer loyalty. In view of 

the fact that attitudes toward the products play an essential role in the buying decision 

of customers, sellers need to be flexible and also respond to the customers’ needs with 

the right products. 

 

However, another factor that can also persuade a person intention towards purchasing 

food products is the situational factor (i.e. a person who came in to a store with an 

intention of buying organic food products may be disturbed with the promotion of 

conventional products or the non-availability of the organic food products). In the 

case of OTOP food products providers, the government of Thailand had undertaken 

the project in order to encourage local communities into exercising local wisdom for 
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the development of locally-made products with technical assistance for both domestic 

and global markets (Community Development Department, 2014). 

 
Figure 1.1: Proportion of OTOP Products in 2010  
 

 

 

 

 

 

 

 
Source: Community Development Department, Ministry of Interior (2014) 

The above figure can justify the fact that the interaction between international 

consumers with positive beliefs and attitude and low market domination and low 

product availability might create a critical attitude towards purchase behavior, which 

would consequently lead to a weaker perception (subjective norms and behavioral 

control); and intention to a lower purchase of OTOP snacks food products (Vermeir 

and Verbeke, 2004). 

 

Additionally, the unfavorable economic condition and the rise of living cost (all over 

the world and in Thailand particularly) were the most worrying problems in Thailand. 

Due to the economic downturn, there is an imbalance between the income level and 

the increase of living cost. Therefore, most of the consumer started to change their 

shopping habits and being more sensitive to the price of the goods. Several findings 

from previous researches advocated that food expenditure patterns for high-priced 

products (known to characterize bigger inner cities) significantly trim down the 

purchase of domestic food products like fruits, vegetables and dairy products 

consumed by lower income families (Kirkpatrick, and Tarasuk, 2003). 
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Due to the global competition worldwide and market expansion of healthy food 

products, one may ask how well Thai OTOP producers can come up with OTOP 

snacks food products of good quality, health and safety in order to meet the 

international customers’ needs, wants and to satisfy customer’s demand.  Moreover,  

OTOP snacks food products exported (neighboring or far countries) can contribute 

back to Thai economy and to the Thai society or communities by reducing the 

unemployment rate, creating jobs, increase of incomes for both manufacturers and 

Thai government by rising the Gross Domestic Product (GDP) or the national income 

level of the country. Thus, both Thai government and marketers have to provide 

supports in term of monetary and non-monetary support to OTOP producers to 

manufacture a product that can compete locally and globally. Without increasing 

efficiency and effectiveness, it would not be possible to be able to compete within the 

global market (Karki, 2007). 

 
According to 40th APEC tourism working group meeting in 2012 and in regards to the 

tourism performance in Thailand during the year 2010-2011, there was an increase of 

almost 3.2 million visitors who arrived in Thailand (15,936,400-19,098,323). The 19 

million visitors are subdivided into East-Asians (54.12%), Europeans (25.91%), 

South-Asians (6.07%), Oceania’s residents such as Australians and New Zealanders 

(5.03%), Americans (4.99%), Middle-Eastern (3.16%) and Africans (0.71%). The 

majority of these tourists came to Thailand either for leisure, pleasure, sight-seeing, 

discovery or business. It can be added that this particular year (2010-2011) was the 

year where the Thai tourism industry has seen its peak. In other words, from 2007 to 

2009, the total population of tourists in Thailand was respectively 14.46 million in 

2007, 14.58 million in 2008 and 14.14 million in 2009 (Ministry of Tourism and 

Sports, Thailand, 2012). The below graph emphasize such trend (See Table 1.5 as 

well). 
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Figure 1.2: Tourism Performance in Thailand (2010-2011)  

 

 Source of Data: Ministry of Tourism and Sports, Thailand (2012) 

     

 

Table 1.5: International Tourist Arrivals to Thailand (Jan. – Dec. 2011) 

 2011 2010 
Nationalities Number % Share Number % Share 

East Asia 
ASEAN 
Brunei 
Cambodia 
Indonesia 
Laos 
Malaysia 
Myanmar 
Philippines 
Singapore 
Vietnam 

 
Other East Asian Nations 

10, 336, 327 
5, 529, 940 

7, 364 
252, 705 
369, 530 
887, 677 

2, 470, 686 
111, 612 
271, 903 
670, 148 
488, 315 

 
4, 806, 387 

54.12 
28.96 
0.04 
1.32 
1.93 
4.65 
12.94 
0.58 
1.42 
3.51 
2.56 

 
25.16 

8, 167, 164 
4, 534, 235 

7, 073 
146, 274 
286, 072 
715, 345 

2, 058, 956 
90, 179 
246, 430 
603, 538 
380, 368 

 
3, 632, 929 

51.25 
28.45 
0.04 
0.92 
1.80 
4.49 
12.92 
0.57 
1.55 
3.79 
2.39 

 
22.80 

Europe 4, 948, 900 25.91 4, 442, 375 27.88 
The Americas 953, 173 4.99 844, 644 5.30 

South Asia 1,159, 899 6.07 995, 321 6.25 
Oceania 960, 225 5.03 789, 632 4.95 
Middle-East 603, 227 3.16 569, 334 3.57 

Africa 136, 542 0.71 127, 930 0.80 
Grand Total 19, 098, 323 100.00 15, 936, 400 100.00 

 Source of Data: Immigration Bureau, Police Department (2012) 
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The importance of purchase intention cannot be fully appreciated if the formation of 

the intention is not fully understood. It is important to understand all variables related 

to consumer purchase intention and how those variables affect their decision making 

and understands the factors affecting the latter.  

 

For this study, the researcher chose subjective norms, behavioral control, and attitudes 

factors (health and environmental consciousness, product trust, and product attributes) 

to make better predictions about international consumers’ purchase intentions of 

OTOP snacks food products.   

 

1.4 Objectives of the Research 

 

The main objective of the study is commonly to comprehend the perception of foreign 

consumers and their attitudes that might influence their purchase intentions towards 

OTOP snacks food products in Thailand. The so-called consumers are among those 

who have made their purchases along with OTOP snacks food products (snacks such 

as fried banana, banana chips, rice cracker, mango ship, salty squid and shrimp, 

etc…), and those who are in longer term dedicated themselves as an OTOP snacks 

food products buyers and consumers. In short, the specific objectives of the research 

study are summarized as following: 

 
 To determine the influence of subjective norms on international consumers’ 

purchase intentions of OTOP snacks food products. 

 To investigate the influence of behavioural control on international 

consumers’ purchases intentions of OTOP snacks food products. 

 To find out the influence of the different factors (health and environmental 

concerns, product attributes, product trust) of attitudes that may influence 

international consumers purchase intentions of OTOP snacks food products. 
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1.5 Research Questions 

The questions of the research are elicited below: 

 
 How does international consumer’s purchase intention of OTOP snacks food 

products be characterized by their subjective norms? 

 What are the predictions of international consumers’ behavioural control on 

their purchase intentions of OTOP snacks food products? 

 What attitude factor (health and environmental concerns, product attributes, 

and product trust) has an influence on international consumer’s purchase 

intentions of OTOP snacks food products? 

 

1.6 Hypotheses of the Research  

The hypotheses of the present study are: 

 
H1: Subjective norms can have a positive and significant influence on purchase 

intention. 

H2: Behavioral control variables (high affordability and convenience) can have a 

significant impact on purchase intention.  

H3: Attitude factors (health and environmental concerns, product trust and product 

attributes) can have a significant impact on purchase intention. 

H3.a. Health and environmental concerns can have a significant impact on purchase 

intention. 

H3.b Product trust can have a significant impact on purchase intention. 

H3.c Product attributes can have a significant impact on purchase intention. 

 

1.7 Significance of the Study 

 

This research will assist OTOP management, OTOP store owners (retailers), 

marketers and Thai government to find out the opinions, points of view of 

international consumers in order to keep promoting and improving the quality of 

OTOP products and to compete globally worldwide. For instance, as the research is 
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limited to OTOP snacks food products, the researcher believes that this study would 

also assist in the following: 

 
1) For the management (producers), this study will help them in term of marketing 

strategies to shape their OTOP snacks food products quality, brand image, in 

order to remain globally competitive. Besides that, OTOP producers will also 

gain more understanding on international customer’s insight and to make 

necessary adjustment in order to fulfill their customer’s needs and wants and 

meet customer’s demand. Moreover, OTOP producers will also know about the 

international customer’s perception, attitude, and their purchase intention when 

they want to buy OTOP products. So these marketing strategies will help them to 

planning and forecasting their next sales, in order to well compete with their 

global competitors, as now many Asian and African countries produce the 

similar products. So this study will be very useful for OTOP producers. 

 
2) For OTOP shops/stores to retain more consumers; there is a need to analyze the 

behaviours and preferences of purchasers along with exploring the marketing 

strategies in a business unit. Since marketing mix is known to be an important 

element impelling the decision making of buyers; for instance marketers would 

not be able to adequately emphasize the marketing strategies without knowing 

their customers. For this reason, the study will assist OTOP snacks food products 

providers to understand the purchasing behaviour of international consumers 

which seems to be the main target group of OTOP Stores in Thailand. 

 
3) Moreover, the study will also support OTOP food products marketers in learning 

how marketing strategies should be used to attach customers. OTOP retailers can 

select preferable strategies to adapt in their stores in order to maximize the sales. 

Moreover, they can take this opportunity to create satisfaction to international 

consumers themselves and other people who may purchase OTOP snacks food 

products in Thailand. 
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4) As for Thai government, once knowing the international customer’s perception 

and attitude on their purchase intentions towards OTOP products, it will be 

easier for them to recommend to OTOP producers on how to still improve their 

product quality in order to compete internationally as well as to increase the 

level of OTOP products competition by producing diversified products with a 

good quality, good taste, aroma and flavor, packaging, value, brand image, and 

price in order to increase the sale output of OTOP globally and also promoting 

Thailand as a country of origin. Nevertheless, the Thai government could also 

enhance policies related to the improvement of OTOP products and provide new 

certification for new and proposed creative and innovative products in the future. 

This strategy could make the OTOP products well known all over the world and 

will still keep promoting Thailand as “A Kitchen of the World”.  

 
Furthermore, the reason of studying purchase intention is that many researchers have 

conceded purchase intention to be a forecasting tool for market research (Lipman, 

1988). According to Ghosh (1990), the author stated that purchase intention is an 

efficient means adopted in foreseeing purchasing process. After the consumers have 

settled on buying a product in any given shop, they will be motivated by their 

intention. On the other hand, purchase intention may be obstructed by the power of 

cost, perceptions of the quality and value (Zeithaml, 1988) and Grewal et al. (1998).  

 
Therefore, this study will be a practical guideline for OTOP snacks food producers, 

marketers, retailers and Thai government in order to improve the quality of their 

exported agricultural and processed food products to meet the international 

customer’s needs, wants and to remain competitive in the global market. 

 

1.8 Scope of the Study 

 
This research is only centered in considering respondents who are foreign consumers 

(tourists, foreign visitors, as well as international students) who stay in or come to 

visit Phuket. The target population of this research study is the international customer 

at the age of 18-55 years old and above. This target population is suitable because 

they have higher disposable income and they are able to buy OTOP snacks food 
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products for their daily consumption as well as sending it home to their families and 

friends.  

 

As for Phuket, it is considered as a target location in order to obtain the respondents. 

It is a very famous island and one of the most visited cities in Thailand and also it is 

widely known as one of the most famous and popular international tourist attraction 

and destination. Phuket has become a very well known holiday destination for sun, 

sand, and sea (Titanont and Chantradoan, 2004). Additionally, there are also many 

foreign tourists, visitors, and international students who visit Phuket every year. 

Phuket is a location where a lot of OTOP snacks food products from all Thailand 

regions are being sold. The previous statistics (2010) showed that a total number of 

international visitors to Phuket were 3,500,000 persons. 

 

As a result, this study is limited in one particular city of Thailand, thus Phuket which 

does not refer to the same as the capital region (not including Bangkok and other 

major cities) and only targeting international customers at the age of 18-55 years old 

and above as respondents. However, the findings would be representative and 

applicable to others cities with the similar economic conditions since Phuket is a 

tourist attraction widely known as one of the most important modern city in the 

Southern part of Thailand. The study will only focus on OTOP products especially 

food product such as snacks. 

 

1.9 Limitations of the Study 

 

In this study, the research will undertake quantitative approach in collecting the data. 

The researcher will only target the international consumers at the age of 18-55 years 

old and above. The data will only be collected in Phuket as a target location. 

Moreover, there are varieties of OTOP food product types in Phuket as well. This 

inquest will intend to present an overall study of only OTOP snacks food products in 

Phuket. Due to the nature of this study, results might not be applicable specifically to 

any specific OTOP snacks food products. Therefore, it would be suggestive for 

further study in the future. 
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1.10 Definitions of Terms 
 

 International consumers (visitors, tourists, and international students): 

In this research, international consumers mean foreigners who are not Thai 

residents and visited Phuket on the data collection period. The international 

consumers in the study are limited to their nationality.  

 Purchase Intention: A decision plan to attain (or buy) a definite product, 

service, or brand shaped through a preference or a decision method (AMA, 

2009a). It is also a cognitive preparation to perform a behavior or action 

formed through a choice or a decision process that focus on the buyer’s 

beliefs on the consequences of the action.  

 Attitudes: are the desirable or undesirable evaluations that people make of 

particular behaviors (Ajzen, 1991). It is also known as an overall assessment 

that expresses how much a person likes or dislikes an object, issue, person, or 

action. Attitudes are often learned and tend to endure over time, and replicate 

a general evaluation of something based on the set of associations linked to it 

(Hoyer & Maclnnis, 2007). 

 Perception is the process by which an individual selects, organizes, and 

interprets information to create a meaningful picture of the world (Hudson, 

1999). However, consumer perception of a product encompasses all the stages 

of the process of bringing the product to the markets, from design and 

manufacture to distribution and retail.  

 OTOP is defined as “One Tambon One Product” is a Thai version of OVOP. 

Tambon stands for sub-districts. OTOP was launched in Thailand in 2001 up 

to 2006 by the former Prime Minister Thaksin Shinawatra. 

 OTOP Snacks Food Product: snack foods are both salty and sweet foods 

that assess a number of components of a single food, as the consumer might 

see them (Beckley & Moskowitz, 2002). 
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1.11Organization of the Thesis 
 
The research report will consist of 5 chapters: 

 Chapter 1 Introduction: the chapter introduces the readers to the report by 

describing the background of the subject interest, the problem statement, 

research objectives and questions, hypotheses development, significance, 

scope and limitations of the study, definition of the key concepts, and the 

organization of the thesis. 

 Chapter 2 Review of Literatures applies some related literatures on the core 

concepts (perception and its types, attitude factors, purchase intention), and the 

understanding of international consumers. Furthermore, the chapter is 

concerned with the two main theories on which the present study is basically 

standing on: The Theory of Reasoned Action and Theory of Planned Behavior. 

This chapter also focuses on the related researches to the study and the 

proposed theoretical framework of the study. 

 Chapter 3 Research Methodology takes a closer look at the explanation of 

the research procedures, including sections on population, sample and 

sampling method; type of the research, data collection methods, research 

instruments, data analysis techniques and validity and reliability testing 

methods. In this chapter, a pilot test is allocated to describe the pilot test 

process and result in assessing the validity and reliability of the selected items. 

 Chapter 4 Findings of the Research deals with the analysis of data and the 

research findings. 

 Chapter 5 Conclusions, Discussions, and Recommendations presents the 

discussion, contributions of the study, suggestions, conclusions and limitations 

of this study. The implications for further researches are also discussed. 
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CHAPTER TWO 

REVIEW OF LITERATURES 

 

2.1 Introduction 

As mentioned earlier by the researcher in chapter one, this study will identify the 

factors that might influence the international consumer’s perception and attitude on 

their purchase intentions of OTOP snacks food products. These factors can be 

summarized such as subjective norms, behavioral control and consumer’s attitude 

factors (health and environmental consciousness, product attributes and product trust) 

towards the purchase intentions of OTOP snacks food products. First, the researcher 

will define all the independent and dependent variables related to the conceptual 

framework. They are as following: 

1. Perception  

2. Attitude Factors 

3. Purchase Intentions 

4. International Consumers   

5. Perception and Attitude of the Product 

6. Underlying Theory of the Study 

7. Related Researches to the Study 

8. Theoretical Framework of this Study 

 

2.2 Perception 

 

Perception in consumer behavior is a procedure throughout which consumers select, 

organize and interpret the stimuli, so as to provide a meaningful and coherent view of 

the world to themselves. Perception also means assigning meaning and incorporating 

it into their world. In short, Perception can be defined as how one views under the 

persuasion of past experience and personal opinion. It can be noted that a behavior is 

strongly controlled by psychological factor of perception (Crawford, and Garland, 

1988). Brown (2006) gave a definition of perception as being the process of selecting, 
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organizing and interpreting informational inputs, to produce meaning. For instance, 

information inputs are the sensations received through sight, taste, hearing, smell and 

touch.  

 

Ateljevsic (2000) argued that perception can be defined as the process of translating 

information from the external world into the internal, mental world, that each of us 

experiences. In addition, Gibson (1979) stated that perception is a direct effect of the 

properties of the environment and does not engage any form of sensory processing. 

Customers have different perception from the same message. Customer can identify 

the products in regards to the reflection and different consumers can make out the 

difference in the same products (Martin, Ahmad and Gordon, 2006).  In order to know 

how well the customers respond to the product, the marketer can use senses to attract 

customers in terms of their vision, sound, touch, taste, and smell but all of these 

factors must depend on the product. 

 

Furthermore, in conditioning consumer choice, perception is considered to be more 

important than reality. It has been further argued that images of products, from the 

base of the selection development, to construe information and to channel consumer 

behavior, as individuals act upon what they consider to be true (Ateljevic, 2000). For 

instance, international consumers make decisions in conformity with their own view 

of reality; their behavior follows from this view (Ateljevic, 2000).  

 

For instance, perception studies merge elements of psychology, sociology, 

anthropology and economics (Albaum & Smith, 2005). A number of beliefs, which 

can be cognitive or evaluative, can come together to create an attitude (Heberlein, 

1981). The relationship between attitudes, intentions and behavior has been clarified 

by Fishbein, & Ajzen (1975). Stakeholders and players coping with ethically-oriented 

goods or marketing intellectuals in quest of to better comprehend this process, are 

hindered by the fact that the research familiarity base about consumers and their 

behavior from an ethical perspective is reasonably weak (Aguer, Burke, Devinney, & 

Louviere, 2003). 
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The market for organic food continues to raise globally at a benchmark rate of 20% 

per annum. Just two years ago, over thirty-seven million hectares of land worldwide 

are managed organically by approximately two million farmers. In Europe for 

example, more than 250,000 farms managed around ten million hectares of organic 

land, with the uppermost share of organic agricultural land found in places like Spain, 

Italy and Germany (Willer and Kilcher, 2011). In the last decades, this increasing 

popularity has characterized the growth of a multidisciplinary stream of research that 

has investigated the psychological and anthropological drivers of organic food 

consumption.  

 

Today with the huge awareness on organic food, consumers have separated 

themselves from the origin of their food and the circumstance of food production 

which is less apparent today. This addresses how these consumers apprehend their 

food and can be seen as constituents of the rising interest in locally and organically 

produced food (Torjusen et al., 2001). Organic consumers are considered to be 

acquainted with their role in the food scheme. The purchase of organic can be seen as 

a way of dealing with the intricate, contemporary food system and its perceived risks 

due to licensed organic products are prohibited and bear information about their 

production (Torjusen et al., 2001). In contrast, Pedersen (2003) argued that the 

perception of the preference of organic products as a risk-reducing approach 

illustrates only a portion of the decision process and the demand for organic food. The 

author required a deep view on this issue and called for the search for reliable 

exchange partners, the wish to sustain local producers or to formulate a political 

avowal as some of extra factors included in the purchase decision. 

 

Ethical principles (ecological sustainability and care for animal welfare) that shape a 

sort of “inspirational framework” for organic farming have been attributed to be the 

main drivers of consumers’ choices of organic food in multiple studies. However, on 

the contrary, another set of studies conceived that the buying behaviour of organic 

food is stimulated by the alleged healthiness of such products (Guido 2009; Guido et 

al. 2010). In other words, many consumers are becoming growingly aware of health 

risks related to the consumption of traditional (non-organic) and novel (genetically 
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modified) food products as well (Siegrist 2008). Thus, the perceived healthfulness of 

organic food products might be a motivating force of consumption. As this said, it can 

be argued that there are some corporations that aimed at promoting interest in organic 

food production by addressing the specific apprehensions of the diverse groups of 

consumers. By developing custom-made communication programs; such companies 

efficaciously foster organic food consumption and possibly motivate the adoption of 

sustainable consumption patterns. 

 

Nevertheless, Royne, Levy, and Martinez (2011) emphasized that getting to diverse 

consumer groups with the proper strategies may explain more positive environmental 

friendly behaviours and improved health for existing and potential generations. 

However, by following such approach, institutions should try to classify various 

consumer groups to target using adapted plans. Consequently, consumers, farmers and 

retailers have different ideas of quality of products. That is to say that consumers and 

producers in one hand, nutritional value, taste or environmentally sound production 

replicate good quality. Retailers on the other hand, rely more on the appearance of 

products, which is represented by factors such as size, color, or shape (Torjusen et al., 

2004). Finally, appearance, taste, freshness and shelf-life are essential for consumers 

in general, so for organic products, these quality attributes need to be applied as well 

(Torjusen et al., 2001). 

 

Numerous consumers consider organic products as pure and less contaminated with 

pesticides and accordingly as good for their health. It has to be noted that organic 

agriculture is part of a healthier lifestyle development which becomes more well-liked 

among consumers. Consumers' anxiety about food production and quality is growing 

(Pedersen, 2003). Consumers correlate higher ethical standards with organic. 

Expected control and inspection are required to ascertain enduring trust in organic 

production (Pedersen, 2003). Consumers also look forward to added values from 

organic products when compared to products which are conventional. Organic food is 

assumed to be of better quality because the products are costly. For some consumers, 

improving the quality of healthy food is interlinked to environmental aspects in the 

main production. For healthy food consumers, it symbolized better taste and others 
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bond it with a special and less taken advantage of behavior of the producer in the 

market (Pedersen, 2003). 

 

Nonetheless, for consumers, the deriving benefits from organic products rely on their 

awareness of the production process. The findings of the research by Torjusen et al. 

(2001) demonstrated that many consumers reflect on ethical, environmental, social 

and health features when selecting food, attributes which are mostly associated to the 

production and processing of the food. Hence, most of the attributes cannot be 

observed or experienced directly, information is limited, so trust plays an important 

role (Torjusen et al., 2001). 

 

To add, Pedersen (2003) stated that consumers can gain ethical and moral satisfaction 

from buying healthy food products and increase their psychological well-being. 

Ethical and environmental distresses about food production are imperative to 

consumers but there are great differences between consumer divisions. The persuasion 

of these concerns on buying depends on whether consumers can relate products with 

environmental problems or other concerns and values in their lives (Torjusen et al., 

2001). 

 

For instance, consumers’ perceptions on healthy food like quality cues confer to the 

purpose of beliefs and consequently the purchase preference. In other words, multiple 

researches were conducted to recognize and categorize the most important intrinsic 

and extrinsic quality cues concerning food product. To be specific, intrinsic quality 

cues consists of the physiological components of the product (attributes) whereas 

extrinsic quality cues include price, product presentation, origin or brand (Steenkamp 

and Van Trijp, 1996). Steenkamp and Van Trijp (1996) added that at the point of 

purchase, only a few of these quality attributes can be reviewed by the consumer as 

they formed the consumer’s expected quality.  
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Accordingly, the opinion on expected quality is assessed at the point of purchase 

whereas experienced quality is evaluated at the focus in rationale at the point of 

consumption. That is to say that the consumer shapes the decision into buying healthy 

products in relation to cues such as price; label; brand; appearance and type of process 

in terms of attributes like flavor, freshness and nutrition (Grunert et al., 1996). Such 

approach that differentiates between the evaluations of food quality before and after 

purchase is known as the “total food quality model”. Healthy food products 

organizations ascertained that they create healthy product that meets the expectations 

of consumer due to the fact that the most central quality attributes are well recognized. 

 

In a nutshell, consumer perception pertains to how people form opinions about 

companies and the products they offer through the purchases they make. Corporations 

(businesses) apply consumer perception theory to determine how their consumers 

perceive them. They also use consumer perception theory to build up marketing and 

advertising strategies projected to retain existing consumers and attract new ones. 

There are different types of perceptions among which: 

 

 Values and motivations 

 Perceived price 

 Information of trusted source 

 Perceived benefits 

 Subjective Norms 

 Behavioral Control 

 

For instance, in this thesis, the researcher is interested in the last two types (subjective 

norms, behavioral control) of perception in order to determine their prediction of the 

purchase of OTOP snack food products.   
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       2.2.1 Subjective Norms 

Subjective norms can be defined as the effects of external factors on customer’s 

intention whereby beliefs play important roles in forming the intention of those 

customers (Miller, 2005). Additionally, Fishbein and Ajzen (1975); and Olsen (2004) 

stated in their literatures that social norms are described as the perceived social 

pressure or expectation of the society (subjective norms) or from specific groups or 

individual (normative beliefs).   

 

Subjective norms can be also interpreted as the “perceived social force” to perform an 

exact behaviour (Ajzen, 1991). According to Ajzen and Fishbein (1977), subjective 

norms are said to be a form of belief that individuals approve or disapprove certain 

behavior when assuming and performing the same. That is said, individuals not only 

perform behavior under social pressure rather subjective norms provide them 

information about the suitability of a behavior under consideration (Jager, 2000). 

Subjective norms are alleged to influence the intention to purchase autonomously 

(Robinson & Smith, 2002). 

 

For instance, it would be recommendable to identify the dimensions of subjective 

norms such as descriptive norms and moral norms in order to boost the predictability 

of this construct within the TPB (Theory of Planned Behavior) model (Armitage & 

Conner, 2001; Donald & Cooper, 2001). Pragmatic studies demonstrated that 

descriptive norms have put in to the estimation of intention in competition of 

subjective norms (Tuu et al., 2008); and consequently, the underlining concept of 

subjective norms accentuated on the possibility of gaining approval or disapproval 

from significant others for one’s intentions and actions, while descriptive norms refer 

to perceptions of other people’s behavior in the domain (Sheeran & Orbell, 1999). 

 

In past researches on both the purchase intention and the behavior towards food 

products, the role of subjective norms was not comprehensible, particularly when 

considering their effects in structuring the behavior (Ajzen, 1991). However, authors 

like Magnusson, Arvola, Hursti, Aberg, and Sjoden (2001) did not adopt subjective 
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norms in their study while Sparks and Shepherd (1992) did use it though the 

significance of this factor is not strong. As a result, this does not indicate that 

subjective norms play a minor role, Shepherd and O’Keefe (1984); Shimp and Kavas 

(1984) and Chang (1998) obtained a significant causes and effect relation from 

subjective norms to attitudes (not found in previous studies).  

 

In addition, the rapport between subjective norms and attitudes generally concerned 

the ethics, morality and human’s benefits. In the researcher’s conclusion, Chang 

(1998) evoked that if there is a link between subjective norms and other original 

factors, such association could not be ignored. Researches about subjective norms 

showed that these latter are a good interpreter of behavior, when a different person’s 

well-being is influenced by an individual’s actions (Sheeran & Taylor, 1999; Kok & 

Godin, 1996). However, if it concerns one person in taking a preference, the impact of 

subjective norms is insignificant (Rimal & Lapinski, 2005). 

 

Moreover, the literatures in exploring the acceptance of the TPB to food products 

purchasing behavior showed that both subjective norms and behavioral control 

exercise greater impacts on consumers’ behavioral intention (Chan & Lau, 2001). As 

such, Bagozzi et al. (2000) stated that the prediction of subjective norms is assumed 

to look at the social pressure a decision maker feels whether to make a purchase or 

not. The authors also explained that among other results, the factor “subjective 

norms” were found to have a persuasion on respondents’ decisions. McClelland’s 

(1987) theory of needs on the other hand proposed that a person is likely to carry out a 

behavior that is believed to be pleasing loved ones or referent group, by reason of 

their call for being affiliated and identified to a group. As this said, a person’s 

intention to consume healthy food are possible to be reinforced if they trust that their 

relatives look forward for them to do so, or they incline to be recognized with other 

people who are consuming organic/healthy food (Chen 2007). 
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Accordingly, Chen (2007) has lately conducted a study relating to consumers’ 

attitudes and purchase intentions about organic foods. The research employed the 

Theory of Planned Behavior (TPB) as the major model. Contrarily to other studies 

implementing this theory, yet, the researcher examined the presence of possible 

moderating influences of food related personality traits and food contribution on 

different associations between food choice purposes and the consumers’ intention to 

purchase. In addition, Chen (2007) suggested that when individuals have positive 

subjective norms to purchase healthy foods, they will be more likely to have intention 

to do such purchase. The outcomes of the research within the proposed model pointed 

out that in combination with other attributes (attitudes to organic foods purchase, 

perceived behavioral control, and perceived difficulty), positive subjective norm 

significantly increased the consumers’ intention to purchase. 

 

2.2.1.1 Belief (Family/loved ones) 

 

The social determinant of intention is the person’s insight of the social stress put on 

him to carry out or not carry out the behavior in question. Since such perception deals 

with perceived prescriptions, this factor is termed “subjective norms”. In the case of 

purchasing a product, a person may believe that most people who are important to 

him think he should buy the so-called “product” or he may believe that they think he 

should not. Therefore, as an empirically tested general rule, the more positive the 

subjective norm regarding a behavior, the stronger should be a person’s intention to 

complete the behavior under thoughtfulness (Ajzen, 1991). For instance, Ajzen (2006) 

pointed that the assumption exhibits that subjective norms are established by the 

entire combination of accessible normative beliefs relating to the expectations of 

important referents for this person (e.g. family or friends). 

 

Fishbein and Ajzen (1975) described “belief” as the subjective prospect that the 

behavior has a definite attribute; and it is possible to gain some perception of a 

person’s behavioral intention, by measuring his attitude towards performing the 

behavior, and his subjective norms. Under subjective norms, there are beliefs 

(normative beliefs) of a person in which specific individuals or a group (referents) 
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think he should or should not perform the behavior; and as a result, a person who 

believes that the people who are relevant referents for him in purchasing a product 

think he should do so, will perceive pressure to do so. 

 

The Theory of Planned Behavior has been effectively relevant to an extensive range 

of behaviors and meta-analytic assessment supported the theory's predictions. In 

prospective studies for example, intentions characteristically contributed between 19-

38 percent of the variance in behavior (Ajzen, 1991; Armitage & Conner, 2001). 

Subjective norms (under TRA) explained about 50 percent of the variance in 

intentions (Ajzen, 1991; Armitage & Conner, 2001; Sheeran & Taylor, 1999). 

Although the effect sizes are remarkable (Cohen, 1992), it is also obvious that the 

TPB leaves a significant amount of the variance in intentions and behaviour to be 

explained. Whilst some of the unexplained variance can be attributed to 

methodological factors, yet the conceptual factors should also be considered (Sutton, 

1998). 

 

In the context of food choice, Vermeir and Verbeke (2006) testified that the aspiration 

to adhere to other people could clarify strong intentions to purchase healthy food 

products even if the personal attitudes are weak. Trafimow (1998) evoked that there 

may be diverse contributory trails to behaviors for special people. For example, some 

individuals possibly will be more intended to complete behaviors on the foundation of 

the attitudinal way but the normative conduit may perhaps be more imperative for 

other persons. Accordingly, intervention strategies ought to be centered not only on 

the behavior of concern, rather on the definite persons of concern. However, it is 

compulsory to have a scheme of shaping, for every individual to complete the 

behavior sourced by attitudinal or normative factors.  

 

Gotschi, Vogel, and Lindenthal (2010) found that for Austrian adolescents, primary 

socialization have a considerable authority on the expansion of a positive attitude 

towards organic or healthy food, while secondary socialization, has less impact on 

attitude formation. Tarkiainen and Sundqvist (2005) found no direct noteworthy path 

association between subjective norm and intention to purchase healthy food, but 
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rather an important positive alliance between subjective norm and attitude toward 

healthy food consumption. The reviews on TPB applications from Ajzen (1991) and 

Armitage and Conner (2001) pointed toward subjective norms often put forth no 

direct outcomes on intentions after checking for the influences of attitude and PBC 

(Bamberg et al., 2007). 

 

2.2.1.2 Group Affiliation and Identification  

 

Terry and Hogg (2000) undertook a well-designed explanation that norms have a 

greater impact whenever individuals powerfully identify themselves with their group 

(as long as the group identification is salient). In consequence, if a person wishes to 

interfere on a normative intensity, it might be practical to observe the group or groups 

with which the individual stoutly identifies. Providing the group norms are reliable 

with the path of the intercession, rising the salience of this group membership is 

probably to facilitate pushing the person in that path. 

 

Trafimow and Finlay (1996) considered that the persuasion of norms might be 

improved by leading the collective self (the location in memory that contains thoughts 

about group membership). Ybarra and Trafimow (1998) in their research analyzed 

this assumption by priming the personal or collective self and then evaluated attitudes, 

norms, and intentions to utilize a condom during sexual intercourse. Contrasting to 

when the personal self was primed, the impact of norms was significantly improved 

when the collective self was primed.  

 

Bamberg, Hunecke and Blobaum (2007) in their study adopted the structural equation 

modeling. In their findings, the authors discovered that subjective norms cannot have 

a direct relationship with intention; rather an indirect control by influencing the 

behavioral control, attitudes, norms and guilty emotions concerning environmental 

behavior. It is whispered that people follow norms of sociality not simply for alerting 

from pressure of social except information regarding the most effectual and 

appropriate behavior is provided (Bamberg et al., 2007). 
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         2.2.2 Perceived Behavioral Control  

 

Perceived Behavioral Control (PBC) signifies an individual’s own perception about 

his or her ability to carry out a specified behavior. It is determined by beliefs about the 

presence of factors that may facilitate or impede performance of the behavior (Ajzen, 

2006). In this case, control beliefs are defined as the presence of conditions that can 

either facilitate or obstruct someone in performing behavior.  

 

Perceived Behavioral Control (PBC) emphasizes an individual’s viewpoint about the 

ease or complexity in performing the behavior (Ajzen, 1991, Olsen, 2004, Pawlak & 

Malinauskas, 2008). In case a person is hypothetical to have more resources and 

chances, it is understood that he or she has a significant control over the behavior 

(Olsen, 2004). In other words, the third group of salient beliefs that answered the 

behavioral control is known as control beliefs (Ajzen, 1991, 2001, Pawlak & 

Malinauskas, 2008). These latter also illustrate the level of resistance perceived by a 

person to carry out a preferred behavior (Pawlak & Malinauskas, 2008). 

 

Ajzen (2005) differentiated a perception from the locus of control suggested by Rotter 

(1966) when elucidating it to behavioral control. That is to say that locus of control is 

concerned about a person’s beliefs which are comparatively established in all 

conditions. Behavioral control on the other hand, may change based on situations and 

categories of behaviors to be carried out. Nonetheless, locus of control according to 

Rotter (1966) is focusing on an individual’s beliefs and success in doing something 

relies on his or her own effort (Rotter, 1966). Thus, when the belief is linked to 

detailed achievements, subsequently it is known as a perceived behavioral control.  

 

Ajzen (1991) redefined the perceived behavioral control construct as a self–efficacy 

concept (Conner and Abraham, 2001). The author added that perceived behavioral 

control combined with the intention of the behavior can be directly adopted in 

determining behavioral achievement; as a result the perceived behavioral control has 

an effect on both the intention and the behavior (Ajzen, 1991).  
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Nevertheless, perceived behavioral control is more essential in persuading an 

individual’s behavior, and especially when the behavior is not completely under 

volitional control (Ajzen, 1991, 2001, Chiou, 1998). Hence, two main constituents of 

PBC have been detected. It also means that the first constituent is the availability of 

resources needed to undertake the behavior (e.g. money, time, and other resources); 

whilst the second constituent is about the individual’s self-confidence in performing 

the certain behavior (Ajzen, 1991, 2001).  

 

Since the Theory of Planned Behavior (TPB) confirmed that the expectedness of its 

constructs differs within situations and behaviors; so as the level of importance of the 

perceived behavioral control-intention relationship may possibly be different as per 

the situation and behavior (Armitage & Conner, 2001). Additionally, the factors of the 

behavioral control could be either internal (skills, knowledge, lack of abilities, 

willpower, compulsion) or external (time, opportunity, situation, dependence on 

others) to the individual (Ajzen, 1991). Olsen (2004) also uncovered that the most 

vital control factors impacting consumers’ food products purchasing comprise 

price/cost, convenience/availability and knowledge. 

 

The PBC construct is defined as an integrated component of internal, external control 

and contextual factors that international consumers may perceive its ease or 

complexities in completing their intention to consume and engage in OTOP snack 

food products purchase. In more in depth exploration, price/cost, availability, and 

convenience are presumed to be the main determinants of personal control over 

purchasing OTOP snack food products. It should be worthy to mention that some of 

these beliefs also affect attitude, thus they affect both the attitude and PBC. However, 

here price/cost refers the actual cost, while price/cost in the attitude refers to the 

individual’s perceptions about purchasing OTOP snack food products. 
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     2.2.2.1 Affordability/Cost/Price 

Affordability or cost can be a particularly central factor in what people choose to eat. 

In some cases, the least healthy preferences are also the most affordable-high-fat and 

high-sugar foods tend to cost less per calorie than healthier alternatives like fruits and 

vegetables (Glanz, Krista, Tilley, and Hrist, 1998). This could make it complex for 

some lower-income consumers to pay for healthier options (Golan, Stewart, Kuchler, 

and Dong, 2008). It is apparent that the cost of food has a greater role in predicting 

both the eating models and health behaviors (Darmon, Ferguson, and Briend, 2002).  

 

Personal food selection is also influenced by price. In a research by Glanz, et.al 

(1998), it was found that both adults and adolescents pointed out that price is one of 

the most important factors in predicting food choice, second only to taste. Interference 

researches specified that the reductions of price alone, or with promotional resources, 

provide to enhance purchases of healthy food. In conclusion, a current state-level 

ecological study confirmed that the price of food and the shopping environment play a 

significant part in clearing up the obesity epidemic (Chou, Grossman, and Saffer, 

2004). With respect to the expenditure of healthy food products, a number of authors 

like Burell and Vrieze (2003), Padel and Foster (2005) and Vermeir and Verbeke 

(2006) testified a gap between consumer’s attitudes and their asserted or marketplace 

behaviour. 

 

    2.2.2.2 Convenience 

It is important to recall that for dependent behaviors on skills, planning, competence, 

assistance of others, time, money, or the management of other external or internal 

interferences (Ajzen, 1991), actions will consequently be a product of both product 

and value expectancies (Bandura, 1997). Accordingly, Ajzen (2001) argued that when 

perceived behavioral control is implicit in this approach; it is the same as Bandura’s 

conception of self-efficacy, but only when self-efficacy is described with respect to 

the achievement of specific behaviors (Bandura, 1997).  
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For instance, it is emphasized that from both the social cognitive theory (Bandura, 

1997) and modified learning theory (Wallston, 1992) that although an individual 

believes that a behavior will positively generate valued results, he or she will only be 

motivated to (try to) carry out the behavior to the point that he or she is positive in his 

or her ability to complete it effectively. 

 

A number of studies have also operationalized affordability as a part of behavioral 

control, in impacting behavioral intention (Thompson and Thompson 1996; Notani 

1997; Oh and Hsu 2001). As this said, affordability relates to the ability to accept the 

cost without severe drawbacks to the ability for action. From a consumer’s point of 

view, affordability is intimately linked with economic and search (convenience) costs.  

ACNielsen (2005) stated that the higher monetary cost was alleged to be the major 

hurdle to organic food consumption for one third of respondents in Asia Pacific and 

over 40 percent of European and North American consumers. Likewise, limitations in 

supplies and allocation channels were seen as factors that raise the cost of sourcing for 

natural food.   

 

2.3 Attitudes Factors 

     2.3.1 Definition of Attitude 

 

Attitude has been defined as a mental and neural state of readiness that basically 

influences the response of the audience towards all objects and situations with which 

the audience is confronted (Allport, 1935). Schultz and Zelezny, (2000) indicated 

attitudes by taking into account the attitude towards environmental concerns as being 

the deep  rooted concept in a person’s self with a perception of the degree of bonding 

between self and  the environment. 

 

Additionally, the definition of attitude is elaborated as a mental and neural state of 

readiness to respond that is organized throughout experience and puts forth a directive 

and/or dynamic influence on behavior (quoted in Huls; 1999). It is also a feeling 

inside that reproduces the customer’s tendency if he/she likes or dislikes such as 

product brand, aspect, service, packaging and situation. Attitudes can also symbolize a 
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person’s common feeling of favorableness or unfavorableness headed for some 

stimulus object or things. Attitudes are forever embraced with respect to an exact 

object whether it is a person, place, event, or idea and designate one’s feeling or 

influence toward that object. As a consequence, attitudes also are likely to be constant 

over time and are complicated to change. An attitude makes a colossal difference in 

terms of when and where a person goes for vacations, what he/she eats and drinks 

(Aimkij and Mujtaba, 2010).  

 

An attitude is a made-believe supposition that characterizes an individual’s extent of 

having a preference or disliking an object or an item (Exforsys Inc, 2010). Attitudes 

can usually mean positive or negative observations of an individual, place, thing, or 

whatever symbolized to be the attitudinal object (Glossary, 2010). When it comes to 

decision making, individuals can have both positive and negative aspects towards the 

object under discussion. Consequently, the configurative representation of an attitude 

has three components known to be cognitive, affective and behavioral, (Exforsys Inc, 

2010). In other words, the first component (cognitive) addresses the individual’s 

beliefs; the second focuses on the emotions and assessments, and the last component 

(behavioral) emphasizes the method of performing towards the “attitude object”. To 

add, the belief characteristics of positive attitudes are commonly estimated through 

researches, discussions and other reporting techniques, whereas the emotional factors 

are further simply appraised by observing some physiological signs like heart rates 

(Gale Group, 2001). 

 

According to Robertson (1973), attitude reflects the liaison between a consumer and 

an object. However, it is rather complicated to define the object, as researchers 

Solomon, Bamossy and Askegaard (2002) estimated all that can impact the attitude 

towards something as the object of attitude. Following Ajzen and Fishbein (1980) as 

well as Rosenberg and Hoyland (1960), attitude can be illustrated as a scrupulous 

estimation of an object, which could persuade the feeling, knowledge or behaviour 

with regard to the object. 
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In defining the term attitude, towards behaviour, attitude has contributed to the level 

an individual has a desirable or non-desirable valuation or behaviour-based appraisals 

in question (Ajzen, 1991). According to Ajzen (1999), if the attitude is more desired 

in view of the behaviour, then the similarity of a consumer to act the reflected 

behaviour becomes higher.  In regards to the analysis of attitude conception, few 

explanations were undertaken and the current definition of attitude suggested, it is 

possible to identify the attributes, characteristics to it easily. Within the definition of 

consumer based attitude, the object of attitude is widely inferred. The object can be a 

physical thing or an action. Moreover, it is possible to associate attitude with one 

object (a person) or the entire group (a social class).  

 
In all of marketing, one of the most determined conceptions is attitude. That means 

attitude plays a critical function in the most important models relating to consumer 

behavior, and is integrated, in one structure or another in popular marketing studies. 

Attitude also plays primarily an essential role because it is assumed to strongly impact 

behavior (Churchill & Labocci, 2005). Numerous earlier researches have made 

contributions to discover the link between consumers’ environmental attitudes and 

behavior (Chan, 1999; Alwitt & Pitts, 1996; Fraj & Martinez, 2007; Stern, 2000) and 

evaluating consumers’ environmental attitude-behavior in the different setting of 

cultures (Laroche et al., 2002; and Oreg & Katz-Gerro, 2006). 

 

An attitude toward a product implied the instructions that customers rely on and the 

item in which they are attracted. Consumers with a positive attitude to a product will 

be more tending to choose the store and purchase the product. Conversely, in the case 

of consumers with critical attitudes, they will not pick the product or will not acquire 

the product (Moye and Kincade, 1999). Results from prior researches demonstrated 

that consumers enclose varied perceptions of healthy food which allow their attitudes 

toward it (safety, health) and the environment. These are conclusive in knowing the 

purchasing decision method of consumers with reference to healthy food products. In 

addition, countless researchers exhibited that health aspects are the mainly frequent 

issue. These factors operated as a stimulus to select organic or healthy food (Williams 

and Hammit, 2001; Magnusson et al., 2003; Wandel and Bugge, 1997). 
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Moreover, consumers’ attitudes towards healthy food are strongly interrelated to 

consumers’ willingness to undertake healthy actions. That is to say, the more ready a 

consumer is to take healthy actions, the more positive his/her attitudes toward healthy 

food. In contrast, a consumer’s health consciousness impacts his/her attitude towards 

healthy food. Consequently, positive attitude towards the products not only has an 

impact on the purchasing decision of consumers and an individual’s health, it also 

affects the accomplishment or breakdown of food products in the food marketplace 

(Thompson and Kidwell, 1998). 

 

Nonetheless, personality and attitude are the exclusive natures of a special individual 

persuading behavior and reaction to the company environment. Buying behavior is 

always subjective to personality. Hence, marketers and advertisers extensively 

adopted personality traits interested in the advertising of their product or service. 

Nowadays, consumers’ attitudes can also amend in the various environments. Some 

of personality or attitude can be uncovered in one individual although some parts were 

coming across in the mainstream of society (Chaudhuri, 2006). 

 

Attitude was found to be a significant element while eating healthy foods as an 

intention factor. The TRA (theory of reasoned action) developed by (Ajzen and 

Fishbein, 1975) and (Fishbein and Ajzen, 2005) enlightened that attitude is a vital 

factor of behavioral intention and this is submitted in many researches. Beside, in 

terms of healthy good usage, TRA and TPB (theory of planned behaviour) were 

assumed to be stable. 

 

For instance, research related to consumer attitude and preference for organic 

products is very indiscernible (Chinnici, D’Amico, & Pecorino, 2002). Consumer 

attitude to foods is principally influenced by quality attributes. Ethical factors are 

sometimes overstated (Browne, Harris, Hofny-Collins, Pasiecznik, and Wallace 

(2000). Many authors pledge to the notation that a considerable growth in production 

and demand for organic products is very obvious. Major reasons alluded in favor to 

this trend are amongst safety of consumers, nutritional value of organic food products 
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and the environmental friendly component associated with organic production 

(Maguire, Owens, and Simon, (2004). 

 

Nowadays, some researchers (Yiridoe, Bonti-Ankomah, and Martin, 2005) have 

mentioned that the reasons of buying organic products could be grouped according to 

concerns (food safety, human health, environmental impact) and commodity attributes 

(quality, taste, freshness and packaging). However, consumers of organic food 

products are changing according to their countries background, level of awareness, 

product availability and attitude changes. Yet, consumers have positive attitudes 

towards organic products that are perceived as healthier than conventional ones 

(Chinnici et al. 2002). 

 

Comparable consumer apprehensions and motivations opposed to environmental 

issues have been stated in a different explorative study in Southern Italy (Driouech, 

Medicamento, and De Gennaro, 2010). The mainstream of consumers has 

apprehended that their buying behavior has a through contact on many ecological 

crises (Laroche, Toffoli, Kim, and Muller, 1996). The expansion of organic 

agriculture is seen as part of the promising marketing tendencies where consumers 

require knowing what remuneration a food could convey before making buying 

decision. People who purchase healthy food have been categorized into four groups 

(Davies, et.al 1996) namely:  

o Greens: people who are concerned with the environment;  

o Food phobic: people who are concerned about chemical residues in food;  

o Humanists: those who are preoccupied with factory farming methods and;  

o Hedonists: believers confirming that premium products must be better and 

importantly taste better. 

 

A Swiss study proposed that values, attitudes and purchasing motivations are product-

specific; frequently less connected to natural farming in all-purpose and differs along 

with consumer groups (Sanders and Richter, 2003). Higher developed products are 

less purchased for their organic derivation but for other product uniqueness (Pedersen, 

2003). Various expected healthy consumers are expected to purchase only definite 
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natural products. The most important reason to purchase healthy dairy products is 

related to animal wellbeing, followed by individual healthiness apprehensions and 

environmental protection (Sanders and Richter, 2003). 

 

The impact of food behaviors, attitudes, beliefs and estimations on choosing and 

buying the food is of an accurate significance in the approval or denial of food 

(Schifferstein, 2001; Magnusson and Koivisto, 2002; Harker et al., 2003; Urala and 

Lahteenmaki, 2004; Jaeger, 2006; Villegas et al., 2009). Thus, there were five top 

impacts on choosing food in 15 European member states found by the Pan-European 

Survey of Consumer Attitudes to Food, Nutrition and Health. These five influences 

are quality/freshness (74%), price (43%), taste (38%), trying to eat healthy (32%) and 

what a family wants to eat (29%). These findings acquired by combining 15 European 

member states, which considerably diverged from one country to another. In the 

contrary, in the USA features such as taste, cost, nutrition, convenience and weight 

concerns impacted the choices of food (Glanz et al., 1998). 

 

Nevertheless, in Pan–European lesson, health aspects to be predominantly central are 

believed by females, older subject, and more educated subjects. On the other hands, 

“taste” and “habit” are the foremost characteristics of food choice usually selected by 

the males. In addition, price seems to be vital among unemployed and retired subjects. 

Similarly as of today, consumers concentrate more on health features of healthy 

products. Nevertheless, negative health aspects of more common chemicals intake, 

lead to many diverse health troubles like direct risk of heart attack, hypertrophy of the 

left heart chamber, greater possibility of infection of Helicobacter pylori and risk of 

stomach cancer. In a study by Lilić and Matekalo-Sverak (2011), eleven (11) EU 

countries have decided and signed the plan of chemical content reduction of 16% in 

the next 4 years. Accordingly, World Health Organization (WHO) started the 

lessening strategy through regional directors. 
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      2.3.2 Dimensions of Attitude in the Current Study  

The attitude variable in this study is measured through health and environmental 

consciousness, product trust and product attributes. 

 

2.3.2.1 Health and Environmental Consciousness  

 
Makatouni (2002) found in his study that respondents recognize organic or healthy 

food products as a medium of accomplishing personal and societal values, of which 

the primary is focusing on the health aspect for either their family or themselves. 

Consequently, health factor is the most important drive for organic food products 

purchase. Finally, values related to the environment and animal welfare are also fit to 

be essential motivators for organic food products choice. Several papers have 

mentioned about the contents of organic and normal products. Those papers have 

confirmed that organic food products have less fat and contained more carbohydrate. 

Vitamins in organic food are at a higher level than normal food.  

 

In reference to health issue, organic foods include a high percentage of vitamin C and 

it is significant for the safety of human body. Additionally, there are also resources in 

organic products that can assist in cancer disease. Researches illustrated that the 

expenditure of organic contents has dwindled cancer growth in the body of patients. 

In animal production for example, there is also unlikeness between animals grown 

with organic schemes and those with non-organic practices. Studies also demonstrated 

that the percentage of important constituent in animal with accepted development is 

more superior to other animals with contradictory procedures. As an example, milk 

from natural animals is further important and with advanced percentage of 

compulsory factors (Huber, Rembialkowska, Srednicka, Bügel, & van de Vijver, 

2011). 

 

Consumers understand that all the works from manufacture, sharing, removal and use 

of goods may bring negative consequences to the environment. However, goods that 

are produced in natural ways do not harm the nature. Organic food can help to reduce 

nature contamination, defend the health of water and soil, and decrease the use of 
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chemical instruments in farming (Zeinab and Maryam, 2012). This is why consumers 

have interest to use organic products. Thus, it can be understood that there is a 

positive relation between consumers who are worried about nature with their intention 

to buy organic food. The growth of these kinds of consumers will lead to more 

consumption of organic food.  

 

Grunert and Juhl (1995) defined a customer who is environmentally concerned as a 

consumer “who distinguishes that the construction, delivery, disposal and making use 

of products end up in external costs, and view those costs negatively and attempts to 

lessen them as much as possible all through own actions”. That means products that 

are environmentally friendly have been produced using techniques that do not destoy 

the environment; this is on its own the mainly significant feature shaping consumers 

who are conscious about the environment and its problems.  

 

Rooted in the papers of Werner and Alvensleben (2011), there is an association 

between the level of customers’ concern for the environment and their drive to 

purchase organic products. Huang (1996) revealed that the intensification in organic 

product expenditure is due to an expansion in environmental apprehension in the 

public. As elucidated by Staff (2011), few people buy organic food for environmental 

motives, as organic farming procedures are built up to facilitate the environment and 

reduce pollution, and care for the quality of the water and earth. 

 

To add, in the cross-cultural studies done between two countries; Squire, Juric and 

Cornwell (2001) have completed an analysis on a cross-cultural study of Danish and 

New Zealand consumers. The study wanted to look into the relations between health 

and diet apprehensions, concerns of the environment, self-belief in the non-organic 

food industry, demographic characteristics, and force of organic food products 

consumption of consumers from Denmark and New Zealand. The results established 

that health concern, environmental concerns about the conventional food industry are 

important in influencing the power of organic food products consumption. 
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2.3.2.2 Product Trust 

 

Trust is investigated in many different disciplines ranging from philosophy, sociology 

to psychology and marketing research. There is neither complete agreement about its 

definition, nor about the conditions that determine its development as well as its 

measurement. Being a multidisciplinary concept, the definition of trust varies across 

disciplines. Trust, in broader aspect can also be said as ‘general trust’, defined as “the 

extent to which one believes that others will not act to exploit one’s vulnerabilities” 

(Lobb, 2004). Hence, researches conceptualize trust as a combination of rational 

thinking (cognitive process) and feelings, instinct and intuition (affective influences) 

(Lobb, 2004). Individual’s past experience is the base for trust formation (Lobb, 

2004). 

 

Since it is difficult for general consumer to assess the risk associated with the food 

through normal investigation and judgment; they have to depend on other 

informational sources like media and institutions, which is refereed as ‘social trust’, 

while ‘social trust’ is defined as the people’s willingness to rely on experts and 

institutions in the management of risk and technologies (Chen and Li, 2007). Thus, 

the phenomenon of trust is more discussed in risk and food safety related media and 

information researches. 

 

However, in consumer behavior related studies the interaction of trust in ‘institutions’ 

or individuals (suppliers of food or government/regulators) on consumers purchasing 

behavior is the main focus of research (Lobb, et. al. 2007, Lobb, 2004). Renn and 

Levine (1991) found five distinct components of trust as such the degree of perceived 

expertise of the source, lack of biases in information, fairness, consistency over time 

and good faith. Additionally, Lobb (2005) identified several sources of information on 

food safety available for consumers as follows: labels; advertising; other point of- 

purchase information; word of-mouth; diet and health guidelines from the medical 

profession, consumer groups; and media news. Hence, other varieties of information 

(results of scientific study) are regularly expressed throughout one of the listed 

medium (Lobb, 2005). Reporting bias and knowledge bias are two perception factors 
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in measuring trust. The reporting bias is characterized as the complete trust in the 

truthfulness of the source of information, while knowledge bias is associated to the 

(perceived) degree of knowledge (expertise) of the source. 

 
 
Against the background of the previous considerations, trust was conceptualized in 

organic food as a multidimensional concept taking on the consumers’ in tention to 

depend on other actors like farmers, retailers, certification bodies or labels (trusting 

intention), on the one hand, and consumer beliefs in the dependability of these actors 

(trusting beliefs) on the other hand (McKnight, Choudhury, Kacmar, 2002). In 

addition, consumer trusting intentions and trusting beliefs toward healthy food are 

viewed as the outcome of their all-purpose character to trust, personal trust in definite 

actors of the organic group, and institutional trust in the usefulness and validation of 

the organic rules and the related reaction of being associated to the actors of the 

organic group. These different varieties of trust are not looked upon as autonomous 

from each other, but present a relationship between them. Institutional trust is shaped 

in individual obstacles with salient agents, but the reality of institutional trust may 

also stalwartly impact whether an individual trusts a person or not (McKnight and 

Chervany, 2001).  

 

Study on European consumers found that information obtained from consumer 

association is more trustworthy to then that of other food related people and 

institutions; simultaneously tabloid newspapers, government ministers are less 

trustworthy as they are assumed to have personal/group interest for the safety 

information (Lobb, 2005). The influence of these sorts of consumer associations & 

other organizations is subject to further research in developing countries. This study 

will define trust from the both perspective as the consumers trust on different fish 

vendors at different fish trading spots; and the trustworthiness of various food safety 

information sources such as the food industry, friends, Government officers and 

organizations, medical doctor, supermarket information leaflet, quality newspapers, 

television programs and news, university scientist. As consumer associations in 

Bangladesh are not so active regarding the food safety issue this study will exclude 
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the public trust on them. However, this important issue will be kept for further 

research. Thus, in this study for modeling purpose the trust construct is divided as 

trust on information sources and trust on sales outlets. 

 

There were comparatively little researches which investigated trust in healthy food. 

Researchers like Bech-Larsen and Grunert (2001) examined belief attributes adopting 

the example of healthy products. The authors founded that with credence attributes; 

the reliability of information and information carriers plays a fundamental role. 

Karstens and Belz (2006) as well argued for changing belief attributes in a complete 

investigation, it is worth to consider attributes like labels, self-declarations, product 

brands, corporate brands, personality and internet presence. There are other papers 

which explored the integrity of assurance methods such as organic certification (van 

Amstel et al., 2008), however, there are small number of studies which scrutinized the 

credibility as alleged by the consumers. Nilsson et al. (2004) evoked that most of 

consumers believed in organic labels, but they are doubtful about what the perception 

organic is about, and accordingly, they need more information. Another group of 

researchers, however, concluded that information is not sufficient in setting up trust 

(Meijboom et al., 2006). 

 

          2.3.2.3 Product Attributes 

 
Wickliffe and Pysarchik (2001) emphasized that product attributes in general are the 

significant features (brand and price) that encompass thorough impact on consumers’ 

behavior. In other words, brand and price are the two dynamics which cover up most 

important areas of the product attributes; however there are some other elements of 

the attributes among which aspects like structure, look, color, weight and quality can 

be listed. Likewise, Abbott, Holland, Giacomin and Shackleton (2009) described 

product attributes as being the sensory processes of the product, the cognitive features 

of the products; as well as its casual properties notified in terms of design, technology 

and engineering processes of the product constituting the overall rating of the product 

on the part of consumer.  
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In addition, Bian and Moutinho (2011) further explained that product attributes are 

the significant features that differentiate the product from others. That is to say, there 

are two types of attributes namely the intrinsic and extrinsic. Hence, the intrinsic 

attributes are the information bundles that have a direct impact on the product whereas 

the extrinsic attributes are the information bundles which have an indirect impact on 

the product. Thus, product attributes is essentially the likeness of the brand’s image 

enclosing the features of the product. Therefore, product attributes play an important 

role in pulling off brand equity. As a result, consumers’ satisfaction level decisively 

depends on the attributes. If the consumers are more satisfied, they will show interest 

in the particular product and make purchases repeatedly. 

 

Nowadays, as consumers are more concerned about healthy food, the most important 

feature they think about is the product organoleptic (pertaining to the sensory 

properties of a particular food or chemical) quality. Such thoughtfulness is due to the 

fact that a product organoleptic quality consists of its typical sensory properties of a 

food: its taste, appearance and color, aroma, size and firmness, and even sound (the 

“snap” or “crack” when biting into a crusty apple). Nevertheless, organoleptic 

measures also comprise mouth feel and any other sensations associated with eating a 

food even though there are many difficulties related to the taste (Heaton, 2001). 

 
In the midst of the allegations made with reference to organic growing methods is that 

they produce more flavorful (better tasting) products. This is definitely the 

acknowledged validation for undertaking countless researches in latest years, (Maga, 

Moore, and Oshima, and Yield, 1972; Schutz, and Lorenz, 1976) which have set out 

to establish the validity of this claim. Yet, even if organic produce is not greater in 

sensory terms, there were possibly other reasons for applying organic farming systems 

together with safety and environmental concerns. In contrast, there are several reasons 

regarding product attributes and consumers’ purchase. 
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In a study by Heaton, (2001); the researcher found that 43% of consumers of organic 

food answered “better taste” as a major reason for buying organic products (Heaton, 

2001). It is very important to know if the consumer certainty of “better taste” is 

exclusively due to the “halo effect” of the organic label, and, if not, what explanation 

for the often-cited assertion that organic produce tastes better. In addition, many 

marketers of organic foods emphasized that their food product taste better. When such 

claims are integrated in advertising and promotional literature, they must conform to 

the federal rules prevailing marketing claims and must be backed up by believable 

scientific proof (Drewnowski, and Gomez-Carneros, 2000). As the organic industry 

moves toward more direct claims regarding comparative taste in advertising and 

product labeling, it will be essential to support such claims with a strong body of 

evidence from carefully designed and controlled experiments (Drewnowski, and 

Gomez-Carneros, 2000).  

 

2.4 Purchase Intentions 

 
Purchase intention is the compliance of a consumer to buy a particular product (Doods 

et al., 1991). Social psychology recommended that intentions should be the best 

determinants of personal behavior, since purchase intentions replicated the 

consumer’s own look of purchase likelihood, in competition of other pertinent aspects 

that could influence consumer’s behavior and decisions (Young et al., 1998). 

Purchase intention is a concept the majority of food producers focused on as it 

facilitated them recognizing consumers’ behavior of and their perceptions of the 

products (Magistris and Gracia, 2008). Once suppliers have an enhanced acceptance 

of consumers, they can endow with a wide variety of products and that deal with 

consumer’s satisfaction. On the other hand, consumers are also conscious of their 

health concern when buying a product. 

 

OTOP food manufactures should provide sufficient information about their products. 

In contrast if food manufacturers provide insufficient information about their 

products; customers may have a wrong perception of these products and this 

apprehension will affect their purchase intention (http://www.anninhthudo.vn/). 

http://www.anninhthudo.vn/
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Putting food product information clarifies the product and the consumer will have a 

better understanding and perception of the food product. In order to predict the future 

purchase intention many factors (motivational factors) should be taking into account.  

 

According to Fishbein and Azjen (1975), intentions have four elements. First,  the 

behavior which is intended to be carried out, then the target object at which the 

behavior is directed, the situation in which the behavior is to be performed as well and 

finally the time at which the behavior is to be performed. Moreover, the normal 

intentions of the beholder (positive or negative) are most likely to determine their 

consequential behaviors (positive or negative) towards the object. The consumers’ 

purchase intentions are therefore defined as the likeliness of buying or rejecting any 

commodity by the consumers (Whitlar et al., 1993).  

 

Researchers have mostly adopted this variable as a factor of behavior since it shortens 

the dimension of behavior, particularly if the complexities of observing the real 

purchasing process of each person are borne in mind (Chandon et al., 2005; Newberry 

et al., 2003); nonetheless, any determination of consumer behavior based on buying 

intentions is far from ideal. Numerous explorations noted inconsistencies between 

intentions and behaviors (Newberry et al., 2003; Young et. al, 1998). Consumers in 

diverse countries give different main concerns to the dynamics that influenced their 

purchase intentions (Lee and Green, 1991). An additional current research by 

Chandon et al. (2005) evaluated consumers’ intentions to purchase toward foodstuff, 

vehicles and laptops. The research conclusions supplied facts to advocate that the 

stronger the consumer’s intention to purchase, the greater the possibility of the 

consumer purchasing the products being measured. 

 

 Elbeck (2008) explained the willingness of prospective consumers in terms of their 

intention to purchase about a product. The sales of a business could be based on the 

market analysis on the intention to purchase of customers. Forecasting purchases is 

the pre-step that channels consumers to actual purchase proceedings, and it is 

comprehended as intention to purchase (Howard and Sheth, 1967). In addition, 

relying on a variety of prior theories, intention to purchase can be measured as the 
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determinant of future purchase decisions (Warshaw, 1980; Bagozzi, 1983; Fishbein 

and Ajzen, 1975). 

 

Two levels are employed to investigate purchase intention: the purchase intent scale 

(McDaniel and Gates, 1991) and the 11-point purchase probability scale (Wright et al, 

2002) which are constructed to examine the response of a consumer about the 

partiality of an item that will be purchased in the future. Both the purchase intent and 

probability scales demonstrated the reliability in the findings with better accuracy 

(Wright and MacRae, 2007). 

 

Some earlier researches disclosed considerable disparities between purchase intention 

and purchase behavior (Warshaw, 1980; Kalwani and Silk, 1982). From a customers’ 

perception, there is a difference between purchase intention and purchase behavior. 

On the other hand, this does not indicate that researchers can disregard this factor for 

the reasons that some prior researches examined the vital and positive relationships 

between purchase intention and the purchase behavior of consumers through many 

strong associations (Newberry, Kleinz and Boshoff, 2003; Sheppard, Hartwick and 

Warshaw, 1988; Morowitz et al., 1996). 

 

As intentions are determined by the perceptions the consumers believe for the product 

or services at disposal. These intentions are impacted by a number of factors. Ness et 

al. (2010), in their study on discovering the consumer’s intentions to purchase in six 

European countries found analogous findings in all countries in regard to the great 

outcomes of consumers’ perceived rate for the product on their behavioral intention to 

purchase it. Furthermore, they uncovered an interceding conclusion of satisfaction in 

this relationship.  

 

The research in Taiwan by Chen (2007) confirmed that consumers’ attitudes and 

purchase intentions concerning organic foods are impacted by four main factors of 

positive attitude, positive subjective norm, behavioral control and perceived difficulty. 

In the researcher’s findings, the first three factors which are positive attitude, positive 

subjective norm and behavioral control display positive role in predicting the purchase 
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intentions of the consumers, however, perceived difficulty is negatively linked to the 

purchase intentions. 

 

Factors having an effect on consumer intentions to purchase organic food for instance 

perceived risks, social norms, perceived quality, availability, convenience and trust 

are some of the foremost dynamics implicated in predicting consumers’ purchase 

intentions (Thom, 2007; Linh, 2009). On the subject of the intentions to purchase 

organic food, Cook et al. (2002) acquired that it was impacted by self-identity, 

attitude, social norms and perceived behavioral control. Yet, the most important 

factors in influencing consumers’ intentions to purchase organic food are perceived 

risks (Poveda et al., 2009; Font and Gil, 2009), perceived quality (Schiffman and 

Kanuk, 2004; Linh, 2009) and social norms (Schiffman and Kanuk, 2004; Sharma and 

Malhotra, 2007).  

 

The reviews of literature enlightened the ignorance of giving priority to instill these 

factors in shaping success and adoption of organic food by the producers and 

government (LANCET, 1999) which is confining the consumers as well as the 

producers to get ultimate benefits from these technological advancements. Chen 

(2009) argued that using general motives (factors) is not helpful to demonstrate good 

predictions about consumers’ intention to purchase. Moreover, Chen (2009) argued 

that two specific causes need to be examined: (health consciousness and 

environmental attitudes towards organic food products) in order to make better 

predictions. 

 

2.5 International Consumers  

 

An international consumer is a person who purchases goods or services issued from a 

country which is not his/her and the purchase relies on the good or service uses.  In 

other words, a consumer is anyone who engages himself in physical activities, of 

evaluating, acquiring, using or disposing of goods and services. A customer is one 

who actually purchases a product or service from a particular organisation or a shop. 

A customer is always defined in terms of a specific product or company. However, 
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the term consumer is a broader term which emphasises not only the actual buyer or 

customer, but also its users, i.e. consumers. Sometimes a product is purchased by the 

head of the family and used by the whole family, i.e. a refrigerator or a car. There are 

some consumer behaviour roles which are played by different members of the family. 

 

In this study, the international consumers are East-Asians, Europeans, South-Asians, 

Oceania’s residents such as Australians and New Zealanders, Americans, Middle-

Eastern and Africans.  Moreover, in order to understand international consumers, one 

has to first comprehend their culture. International consumer culture is shaped by the 

extension of businesses organized around market principles into every corner of the 

planet. International consumer culture is “at one and the same time, an ideology and a 

social process, as something continuously made and remade through constantly 

shifting relations, practices, and technologies” of market mediation (Mazzarella, 

2004). 

2.6 Perception & Attitudes of the Product  

Product’s extrinsic and intrinsic factors should be taking into account as consumers 

always rely on them before purchasing a product.  

      2.6.1 Extrinsic Factors of the Product 

 
Extrinsic means as not an inherent component of the thing or not contain in something 

(Free Dictionary, 2011). Prior studies showed that extrinsic cues play a crucial role in 

persuading consumers’ intention to purchase than intrinsic cues (Richardson, 1997). 

Extrinsic factors of the product related to this study include attributes, label and brand.  

Extrinsic pointers are external cues related to the product. Such cues can be 

represented as in terms of price, brand image, country of origin, or distribution 

intensity that influences the consumer’s perception of a product quality. (Somphol, 

2008). Furthermore, extrinsic factors of the product also include packaging assumed 

to be an imperative factor because consumer usually observing product by looking at 

the information provided on the packaging throughout the decision-making process. 

(Ampuero, and Vila, 2006). 
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         2.6. 2 Intrinsic Factors of the Product 

 
Intrinsic is known as being part of the likely of something (Longman Dictionary, 

2004). Intrinsic factor is related to physical product distinctiveness where it includes 

risks, perceived quality and value. However, a product’s physical characteristics like 

size, color, flavor, or aroma serve to persuade the consumer's perceptions of product 

quality. Intrinsic cues actually are defined as the characteristics which are part of the 

physical product, which cannot be changed without also changing the physical 

product itself (Olson, 1977; Olson & Jacoby, 1972). 

 

2.7 Underlying theory of the Study 

2.7.1 The Theory of Reasoned Action (TRA) 

 
The theory of reasoned action (TRA) was proposed for the first time by Fishbein & 

Ajzen (1975). The vital aim of the TRA is to predict and comprehend a person’s 

behavior (Ajzen and Fishbein, 1980) by examining the components of the behavior in 

question. The TRA requires that a person’s intention of performing a behavior is a 

direct determinant of him or her truly performing the behavior. Besides, a person’s 

intention is a direct determinant of their attitude toward performing the behavior and 

their subjective norm. The term “attitude toward the behavior” basically refers to a 

person’s negative/positive evaluation of performing the behavior. Subjective norm 

however determines a person’s perception of the social pressures that go along with 

the decision to either perform or not perform the behavior. Moreover, a person’s 

beliefs are direct determinants of their attitude toward the behavior and their 

subjective norm. However, the TRA only applies to behaviors under complete 

volitional control. 

 

In predicting the intention, fundamental to the TRA is an individual’s intention to 

perform a specific behavior. Ajzen, (1991) emphasized that intentions envisage how 

hard a person is willing to try and how much effort he or she is willing to set forth in 

order to perform a given behavior. As stated earlier, the theory presumes that an 
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individual’s intentions are determined by two independent variables known as 

“attitude toward the behavior” and “subjective norms”.  

 

The first antecedent, attitude towards behavior is determined by the combination of 

the evaluation of the expected outcomes and accessible beliefs that performing the 

behavior leads to the outcome. Thus, the attitudes then describe the level to which this 

person values the performance of the behavior either in the positively or negatively 

responded.  

 

However, the second antecedent to intention represents an internalized perception that 

people important to the decision maker prefer him or her engage or not engage in a 

behavior. Such important representations can be an individual or group as the decision 

maker’s friend, spouse, children, parents, and doctor. This antecedent, which is known 

as subjective norm (SN) is based both on the normative beliefs or the perceived 

preferences of individual referents and on the individual’s motivation to comply with 

these preferences. Therefore, intentions to perform the behavior should be effectively 

predicted provided that the appropriate measures of attitudes and subjective norms are 

taken into consideration (Ajzen & Fishbein, 1980). 

 

2.7.2 The Theory of Planned Behavior (TPB) 

 

The TPB was developed by Ajzen as an extension of the TRA to improve the 

predicting power of the model and to better explain human intentions and behavior. In 

other words, the theory of planned behavior solves the original model’s limitations in 

dealing with behaviors over which people have incomplete volitional control (Ajzen, 

1991).  As an extension of the TRA, the TPB still contains all the components from 

the TRA, but it incorporates two elements that were lacking in the TRA which are 

“control beliefs” and “Perceived Behavioral Control” (PBC). By considering these 

elements, the TPB surpasses the limitations of the TRA by not only allowing the 

prediction of behaviors that are under complete volitional control, but also those 

behaviors that are not under complete volitional control (Ajzen, 1991). 
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Similarly, Liska (1984) and other researchers Sheppard et al (1988) suggested that the 

theory of reasoned action cannot deal with behaviors that require resources, 

cooperation, and skills. The TPB deals with the extent to which one’s intentions to 

perform behaviors can be carried out depending in part on the amount of resources 

and control one has over the behavior. That is, the resources and opportunities 

available to a person must, to some extent, dictate the likelihood of behavior 

achievement. 

 

2.7.3 Choice of the Theory of Study 

 
From the theories of reasoned action, the researcher for this study chose to work with 

the Theory of Planned Behaviour (TPB). Because the research is interested in the 

relationship between perceptions, attitudes and intentions to purchase and also 

identifying what the strongest predictors of intentions to purchase of OTOP snack 

food products, the TPB seemed to be the most appropriate. Under the TPB, PBC 

(Perceived Behavioral Control) is included and the study is not restricted to 

researching behaviors only under volitional control. At first glance, purchasing OTOP 

snacks food products may seem like a behavior that is relatively straightforward and 

would not present any significant obstacles.  

 

However, this may not be the case, and that there may be significant obstacles to 

purchasing OTOP snacks food products for international consumers in Phuket 

(excluding Thais) that may prevent them from engaging in this behavior. However, 

because the research is interested in the determinants of purchase intentions for OTOP 

snacks food products rather than the actual behavior of buying them, the TPB is only 

utilized up to the “intention” component.  

 

Furthermore, a number of meta-analysis have been successful at providing evidence 

that support the theory’s assumption that intentions can predict measures of attitudes 

toward the behavior, subjective norms, and PBC with considerable accuracy 

(Armitage & Conner, 2001; Shepherd, Hartwick, & Warshaw, 1988; Godin & Kok, 

1996). Such strong statistical support for predictive power of the theory further 
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convinced the researcher that the Theory of Planned Behavior could prove to be quite 

valuable.  

 

2.8  Related Researches to the Study 

 

A research that provides more valuable information on the purchasing behavior of 

organic food products was the study undertaken by Onyango, Hallman and Bellows 

(2007) in the US food system. It can be noted that the objectives of the study were to 

identify and estimate the importance of the various factors impacting consumer 

perception and acceptance of organic food products and profile likely consumers of 

organic food products.  

 

Hence, the factors which were considered important in determining the regularity of 

organic food products purchase were in liaison with food naturalness aspects (such as 

no artificial flavors or coloring), vegetarians (persons who do not eat meat or animal 

products) and production location. The study also revealed that food familiarity aspect 

(whether the respondents have consumed a food previously or prefer a familiar brand) 

was negatively associated with organic food products purchase. It is interesting to 

note that the study has contributed to the emerging literatures by broadening the list of 

drivers of organic food products purchase beyond socio-economies factors to include 

public opinions regarding characteristics of food that are important in consuming 

decisions. In regards to subjective norms, these latter contributed to the overall 

available normative ideas regarding the vital expectation of important referents for 

individual like friends or family (Ajzen, 2006).  

 

Subjective norms also concern the perceived social pressures to undertake or not 

undertake behavior (Ajzen 1991; O’Neal 2007). Individuals’ subjective norms reflect 

their beliefs about how others, who are important to them, would view them engaging 

in a particular behaviour.  
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For instance, the research from Messina and Saba (2003), Chen (2007), Thogersen 

(2007a) and Dean et al., (2008) mentioned a positive and considerable relationship 

through intention of users to purchase organic food, their attitude towards organic 

food purchasing, perceived behavioural control, and subjective norms. Magistris and 

Gracia (2007) made a summary of organic food purchasing which was found to have 

an important and positive association with the purchasing of organic food intention 

and positive attitudes toward organic foods regarding environmental and health 

issues, and a higher degree of knowledge and income. Several studies comprehended 

that the intention to purchase organic foods and behaviour are notably and positively 

correlated, based on the beliefs of Sundqvist and Tarkiainen (2005), Saba and 

Messina (2003), and Throgresen (2007b).  

 

Consciousness transmits to the intellectual system of the human (Rosenthal, 1986; 

Carruthers, 2000; Gennaro, 1995). Health has been described as "a state of complete 

physical, mental, and social well-being and not merely the absence of disease or 

infirmity" (WHO, 1948). There are loads of factors that can impinge on human’s 

health such as disease, environmental external and internal factors, medication, food 

consumption, etc. For these reasons, consumers become cautious in their food 

collection and with reference to safety factors. Health is a significant factor in the 

buying decision process (Wandel and Bugge, 1997; Magnusson et al., 2001). The 

relationship between health perception and conscious is built to turn into one 

impending factor in the research of health-consciousness. As previously mentioned, 

organic food holds no harmful additives, more nutrients than conventional food and is 

safer for human’s health. Consequently, selecting organic food seems to be an 

appropriate judgment. This is the reason why foods which are labeled as organic 

could make consumers think/perceive that organic foods are safe when compared with 

conventional ones (Grankvist and Biel, 2001; Torjusen et al., 1999). 

 

The research by Davies, Titterington, and Cochrane, (1995) revealed factors such as 

health and environmental concerns are the two foremost reasons for consumers’ 

intention to purchase organic products. There were also similar findings reported in 

O’Donavan and McCarty (2002). The authors found that respondents who purchased 
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or had “intention” to purchase organic meat placed higher level of importance on 

health compared to those who did not purchase or had “no intention” to purchase 

organic meat. Tsakiridou, Boutsouki, Zotos and Mattas (2008) also found that 

environmental and health concerns are strong motives for consumers and seem to 

affect organic food products consumption. 

 

Apprehensions linked to the environment are natural in the ever more environmentally 

conscious market place. Over the years, the greater part of consumers has recognized 

that their purchasing behavior has a direct influence on loads of ecological problems 

(Laroche, et.al, 1996). The escalation of organic agriculture is seen as part of the 

promising marketing trends where consumers require knowing what benefits a food 

could bring before making a purchase decision. Even though the claim for organic 

food is still optimistic, there are signs that markets are maturing and development 

rates over the last few years slowed to below 10 percent (Firth et. al, 2004).  

 

Grunert and Juhl (1995) obtained that there is a liaison between the environmental 

attitudes and purchasing decision relating to organic food. Accordingly, positive 

attitudes toward environmental things could lead to positive attitudes with respect to 

purchasing decision and frequency. For example, Loureiro et al. (2001) established 

that consumers who purchased organic fruits (apples) have positive attitudes toward 

the environment and food safety. Durham and Andrade (2005) confirmed that 

consumer’ attitudes towards health and environmental factors are the core reasons to 

clarify organic food purchases intention. Environmental attitudes can also be allied to 

beliefs and response toward an object (Heberlein, 1981). 

 

To add, prior studies have coupled organic food consumption with behavioral 

attitudes such as health consciousness, environmental consciousness, trust of organic 

food claims and attractiveness of organic food attributes such as taste, texture, 

freshness (Hughner et al. 2007; Gil and Soder, 2006; Aryal et al; 2009). In other 

words, a person who has well-built health values is probably to accept the significance 

of exercise, keep up a healthy diet, cease from smoking and consume moderate 

amounts of alcohol (Bephage 2000). 
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Finally, in regards to other factors of attitudes which are Product trust and product 

attributes, Luhmann (1979) defines trust as confidence in one’s expectations, where 

desirable conducts are viewed as certain while undesirable conducts are removed from 

consideration. Trust of organic food claims is a strong determinant of intention to 

consume due to the credence nature of organic food. Credence products are those for 

which consumers are not able to evaluate effectively as the benefits of consumption 

cannot be directly or immediately observed. Consequently, consumers may rely on 

product labeling, advertisements and certifications as signals of the trustworthiness of 

product claims. 

 
2.9 Theoretical Framework of this Study 

Figure 2.1: Theoretical Framework  
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CHAPTER THREE 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

 

In this chapter, the researcher will deal with the methodology utilized in conducting 

this study. It is described the methodology used by the researcher to investigate and 

collect the data in order to achieve the objectives of this research study. In this 

section, this research study discusses the study area, the selection of the sample, the 

collection of data, as well as the data analysis procedures. Therefore, this chapter will 

illustrate the research design as following: 

 
 Population, Sample and Sampling Method 

 Type of Research 

 Data Collection 

 Research Instrument 

 Data Analysis Techniques 

 Reliability and Validity Tests 

 

3.2 Population, Sample and Sampling Methods 

      3.2.1 Population 

 
The target population of this research study is all international consumers (Visitors, 

Tourists, and International students) at the ages of 18 and above 55 years old who 

visit and stay in Phuket. 

 

        3.2.2 The Sample Size & Sampling Method 

According to the Statistical Data issued by Tourism Authority of Thailand (TAT), 

Phuket Branch in 2010, the number of international visitors (international consumers) 

arrivals were about 3.5 million people. The sample size of international consumers 
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will be determined base on Taro Yamane’s Formula in order to compute the sample 

size at 95% confidence level with a 5% margin of error. 

According to the formula: n = N/1+N( )  

       Where, n= Sample Size of group,      

                    N = Number of target Population,        

                    e = Confidence Interval or error = 0.05 

                     n= 3,500,000/1 + 3,500,000(    )   399.99989, or n = 400 

        So the total population size is 400. 

 

Convenience sampling method will be chosen as the preferred method in this research 

to distribute the questionnaires to the respondents. Hsu et al. (2008) claim that 

convenience sampling is often conducted in locations where intended respondents can 

be easily found and at a time when potential respondents are willing to participate to 

answer the questionnaires.  

 

The researcher will distribute 400 questionnaires to the target respondents for data 

collection. The convenience sampling location is Phuket where the researcher will 

distribute its questionnaires to the target respondents. The advantage of convenience 

sampling is that a convenience sampling is where the respondents are selected 

because they happen to be at the right place and at the right time. Moreover, the 

sample unit tends to be easily accessible. Convenience sampling can also achieve cost 

efficiency and time saving. 

 

3.3 Type of Research  

This study applied quantitative research method, by collecting data from the 

respondents who are international consumers (visitors, tourists, and international 

students) who come to visit and stay in Phuket.  
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3.4 Data Collection 

     3.4.1 Primary Data 

In this study, the research methodology will be done by survey method using 

questionnaires. The researcher will distribute 400 questionnaires to the international 

consumer’s respondents who come to visit and stay in Phuket. The primary data will 

be collected from the target respondents. The questionnaires are written in English.  

  3.4.2 Secondary Data 

According to the researcher, the secondary data is collected from the following: 

(1)  The articles; 

(2) Academic  journals; 

(3) Related literatures review; 

(4) Internets (websites); and 

(5) Textbooks.  

 
3.5 Research Instruments 

 

The questionnaires in English will be distributed to all international consumers who 

come to visit and stay in Phuket. The questionnaire consists of three sections: 

(1) The first Section “A” consists of demographic respondent’s profile. 

(2) The second Section “B” consists of Subjective norms 

(3) The third Section “C” consists of Behavioral Control  

(4) The fourth Section “D” consists of Attitude factors  

(5) The fifth Section “E” consists of Purchase intentions factors.  

The questionnaire is structured for the purpose to investigate an international 

consumer’s subjective norms, behavioral control and attitude factors towards the 

purchase intention of OTOP snacks food products in Phuket. The questionnaire 

combined both, multiple choice and Likert-type scale questions. 
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Section A: International Consumer demographic Characteristics 

The first Section consists of demographic information of the respondent’s profile such 

as age, gender, country of origin, educational level, occupation, household members, 

and income. It is the basic details that carry out the international consumer 

demographic characteristics created by the researcher.  

      3.5.1 Sources of the Questionnaire 

Section B: Subjective Norms 

The second section composes of 8 statements. A five-point Likert scale will be used 

as the response format for the subjective norms variable. There are (1) strongly 

disagree, (2) disagree, (3) not sure, (4) agree, (5) strongly disagree. The eight (8) 

statements of subjective norms in the questionnaire were taken from the papers 

written by Voon, Ngui, and Agrawal (2011) and Yeung and Wallace (2012). 

Moreover, six (6) statements were retrieved from the article of Yeung and Wallace 

(2012) and only two (2) statements from the paper of Voon, Ngui, and Agrawal 

(2011). 

 

Section C: Behavioral Control 

 

The third section composes of 8 statements. A five-point Likert scale will be used as 

the response format for the behavioral control variable. There are (1) strongly 

disagree, (2) disagree, (3) not sure, (4) agree, (5) strongly disagree. The eight (8) 

statements of behavioral control in the questionnaire were taken from the papers 

written by Voon, Ngui, and Agrawal (2011) and Yeung and Wallace (2012). In 

addition, six (6) statements were retrieved from the article of Voon, Ngui, and 

Agrawal (2011) and only two (2) statements from the paper of Yeung and Wallace 

(2012). 
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Section D: Attitude Factors 

The fourth section consists of 26 statements divided into three parts: the health and 

environmental consciousness consists of 9 statements, product trust consists of 10 

statements, and product attributes consists of 7 statements. The attitude factors 

variables were adapted from a review of related literature, the theory of planned 

behavior. A five-point Likert scale is used as the response format for the needs 

variables. There are (1) strongly disagree, (2) disagree, (3) not sure, (4) agree, (5) 

strongly disagree. In addition, six (6) statements of “health and environmental 

consciousness” were retrieved from the article of Voon, Ngui, and Agrawal (2011) 

and only three (3) statements from the paper of Yeung and Wallace (2012). 

Nonetheless, from the 10 statements of product trust; six (6) statements were 

borrowed from the article of Siti Nurafifah, Pan Ein, and Mohaini (2012) and only 

four (4) statements from the paper of Voon, Ngui, and Agrawal (2011). Finally the 7 

statements of product attributes were respectively (5) taken from Voon, Ngui, and 

Agrawal (2011) and (2) from Yeung and Wallace (2012). 

Section E: Purchase Intention  

The fifth section consists of six main questions about the purchase intentions. A five-

point Likert scale will be used as the response format for purchase intention variables. 

There are: (1) strongly disagree, (2) disagree, (3) not sure, (4) agree, and (5) strongly 

agree. The six (6) statements of purchase intention in the questionnaire were taken 

from the papers written by Voon, Ngui, and Agrawal (2011) and Yeung and Wallace 

(2012). In addition, four (4) statements were retrieved from the article of Voon, Ngui, 

and Agrawal (2011) and only two (2) statements from the paper of Siti Nurafifah, Pan 

Ein, and Mohaini (2012).  

3.6 Data Analysis Techniques 

The data in this study will be analyzed using SPSS program. The researcher uses 

descriptive statistic (e.g. frequencies, percentages, mean, and standard deviation), One 

Way-ANOVA, the independent sample t-Test, the correlation analysis, and the 
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regression analysis as well. Each section of the questionnaire will be analyzed with 

proper statistic. 

i. Descriptive statistics will be used in order to identify the international consumer’s 

demographic profiles, subjective norms, behavioral control and attitude for 

purchasing OTOP snacks food products. 

ii. One Way-ANOVA and the independent sample t-Test will be used to examine the 

influence of the demographic variables on the independent variable (attitudes 

factors), and the dependent variable which is purchase intention (PI) as well. 

iii. The correlation analysis will be used to determine the relationship among the 

independent variables (IVs) and the dependent variable (DV) by adopting the 

Pearson correlation. 

iv. The regression analysis (single and multiple) will be both conducted in order to 

figure out the best predictor of purchase intention among international consumers 

of OTOP snacks food products and their impact on purchase intentions. 

v. The level of agreement in this research followed the Kappa statistics in which 

“perfect agreement” would equate to a kappa of 1, and “chance agreement” would 

equate to 0. (See Appendix B.) 

 
3.7 Reliability and Validity Tests 

Reliability and validity are important reflections for a researcher in his or her 

investigations. However, the difference is that reliability is the extent to which a 

measure is free from error and therefore yields reliable outcomes whereas validity is 

the extent to which a measure is apprehensive with the behavioral inferences that one 

can extrapolate from a test (Gregory, 1992).  

     3.7.1 Reliability 

 

Joppe (2000) defined reliability as being the extent to which outcomes are consistent 

over time and a precise illustration of the total population under study is referred to as 

reliability. The author added that if the outcomes of a study can be reproduced under a 

similar method, then the research instrument is assumed to be reliable. Represented in 

this citation is the idea of replicability or repeatability of results or observations. Kirk 
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and Miller (1986) on the other hand classified three types of reliability referred to in 

quantitative research, which relates to:  

1) The degree to which a measurement, given repeatedly, remains the same  

2) The stability of a measurement over time; and  

3) The similarity of measurements within a given time period. 

 

Reliability is a major apprehension when a psychological test is used to evaluate some 

attribute or behavior (Rosenthal and Rosnow, 1991). There are many ways that 

random errors can impact measurements in tests (Nunnally, 1978). Nonetheless, 

numerous sources of error may be introduced by the variations in other forms of the 

test, by the situational factors that impact the behavior of the subjects under study, by 

the approaches used by the different examiners, and by other factors of influence. 

Hence, the researcher (or science, in general) is limited by the reliability of the 

measurement instruments and/or by the reliability with which he/she uses them. 

 

Reliability estimates change with special populations (i.e. population samples) and as 

a function of the error involved. These facts emphasize the meaning of consistently 

reporting reliability estimates for each administration of an instrument, as test 

samples, or subject populations, are rarely the same across situations and in different 

research settings. Because reliability is consistency of measurement over time or 

stability of measurement over a variety of conditions, the most commonly used 

technique to estimate reliability is with a measure of association, the correlation 

coefficient, often termed reliability coefficient (Rosnow and Rosenthal, 1991).  

 
       3.7.2 Validity 
 
Joppe (2000) defined validity under quantitative research as a determinant of whether 

the research truly measures that which it was intended to measure or how truthful the 

research results are. Wainer and Braun (1998) illustrated the validity in quantitative 

research as “construct validity”. They also emphasized that quantitative researchers 

actively cause or influence the interchange between construct and data in order to 

validate their investigation, usually by the application of a test or other process. In this 
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sense, the involvement of the researchers in the research process would greatly reduce 

the validity of a test. 

 

       3.7.2.1 Types of Validity  

 

Messick (1995) stated that the concept of validity is best understood and examined 

within the context of its four discrete facets: content validity, construct validity, 

criterion validity and consequential validity. 

  

i. Content validity considers whether or not the items on a given test accurately 

reflect the theoretical domain of the latent construct it claims to measure. 

Items need to effectively act as a representative sample of all the possible 

questions that could have been derived from the construct (Gregory, 1992). 

 

ii. Construct validity of a measure is directly concerned with the theoretical 

relationship of a variable (e.g. a score on some scale) to other variables. It is 

the extent to which a measure ‘behaves’ the way that the construct it purports 

to measure should behave with regard to established measures of other 

constructs” (DeVellis, 1991).  

 

iii. Criterion validity refers to the ability to draw accurate inferences from test 

scores to a related behavioral criterion of interest. This validity measure can be 

pursued in one of two contexts: predictive validity or concurrent validity. In 

criterion-oriented validity, the investigator is primarily interested in some 

criterion which he wants to predict. If the criterion is obtained some time after 

the test is given, predictive validity is being studied. However, if the test 

scores and criterion are “determined at essentially the same time”, then 

concurrent validity is being examined (Cronbach & Meehl, 1955). 
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iv. Consequential validity refers to the notion that the social consequences of test 

scores and their subsequent interpretation should be considered not only with 

the original intention of the test, but also cultural norms (Messick, 1995). This 

idea points to both the intended and unintended consequences of a measure, 

which may be either positive or negative. 

 

3.7.3 Results of Reliability and Validity Tests 

 

In the below sections (3.7.3.1. & 3.7.3.2), the results of the reliability test for both the 

pilot test and the actual sample of the study are explained. Additionally, the validity 

results were described through the usability of the Guilford’s law on the strength of 

relationship.  

 

        3.7.3.1 Results of Reliability Test 

The sample of the pilot test consists of forty questionnaires (n=40) distributed to 

internationals in Hat Yai. The main reason of selecting n=40 is based on the criterion 

of Baker (1994) who stated that “a pilot study is often used to pre-test or try out a 

research instrument. Baker (1994) also found that a sample size of 10-20% of the 

sample size of the actual study is a reasonable number of participants to consider 

enrolling in a pilot. Baker also added that although a pilot study does not guarantee 

success in the main study; it greatly increases the likelihood. Thus, for this pilot study, 

forty questionnaires were distributed and only 30 were answered and returned, 

making up a response rate of 75%. The results of the reliability test are in the below 

table. 
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Table 3.1: Reliability Test of the Pilot Study and Actual Survey Cronbach’s Alpha 

Results     

 Cronbach’s Alpha 

 
All Variables 

 
Number 
of Items 

 
Pilot Test 

 
Actual sample 

Hatyai (n=30) Phuket (n=400) 
Subjective Norms 8  0.829 0.874 
Behavioral Control  8  0.782 0.700 
Health & Environmental Consciousness 9  0.815 0.809 
Product Trust 10  0.824 0.901 
Product Attributes 7  0.797 0.883 
Purchase Intention 6  0.740 0.737 

 
 

From the above table (3.1), it can be concluded that all six (6) variables have an α-

value > 0.7 for both the pilot study and actual survey. That means all the items in the 

questionnaires were well comprehended by the thirty (30) and (400) participants. 

Thus, the internal consistency strategy of the test does not require administering the 

test twice or having two forms of the test.  

 

However, when all variables were entered (48 items), the value of α was over 80%. 

This can be explained by the fact that a high coefficient alpha does not always mean a 

high degree of internal consistency. This is because alpha is also affected by the 

length of the test. If the test length is too short, the value of alpha is reduced. Thus, to 

increase alpha, more related items testing the same concept might have been added to 

the test. It is also important to note that alpha is a property of the scores on a test from 

a specific sample of testees.  

 

        3.7.3.2 Results of Validity Test 

Correlation is used to look at the ‘net strength’ relationship between two continuous 

variables (Sweet and Martin, 2008). In this study, correlation is used as the predicted 

change in the value of the dependent variable (i.e. purchase intention) for one-unit 

change in the independent variables (i.e. subjective norms, behavioral control, 

[attitude factors (health and environment consciousness, product trust and product 
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attributes)]). Guilford’s (1973) rule was used to determine the correlation strength, 

which is depicted as in table 3.2. 

 
Table 3.2: Validity Test Based on Guilford’s Law 
 

R  Strength of Relationship 
< 0.20 Almost negligible relationship 
0.20-0.40 Low correlation; definite but small relationship 
0.40-0.70 Moderate correlation; substantial relationship 
0.70-0.90 High correlation; marked relationship 
> 90 Very high correlation; very dependable relationship 

 
 

The relationship readings pointed out a low to moderate (r=0.319 to 0.646) correlation 

between almost all independent variables and the purchase intention of OTOP snacks 

food products. The table also signified all variables have good association with the 

intention in purchasing OTOP snacks food products. Both product attributes (r= 

0.646) and product trust (r=0.526) were found to be the important determinants of 

consumers overall attitude towards the purchase intention of OTOP snacks food 

products. However, the less important factors toward the purchase intention of OTOP 

snack food products were ‘health and environment consciousness’ (r=0.387), 

‘subjective norms’ (r=0.353) and ‘behavioral control’ (r=0.319). In general, the result 

of correlation analysis showed that all variables significantly influenced the purchase 

intention of OTOP snacks food products.  
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CHAPTER FOUR 

RESEARCH FINDINGS 

 
4.1 Introduction 

 

This chapter highlighted all the results of the study. Descriptive statistics have been 

shown to represent the general conditions of the selected demographic variables. Then 

correlation matrix (Pearson’s Correlation analysis) for the variables has been displayed in 

order to look for significant correlations among the variables. Correlation analysis is the 

statistical tool used to describe the degree to which one variable is linearly related to 

another (Levin & Rubin, 1998). 

 
Moreover, both a simple and multiple regression analyses have been conducted to test the 

strength of associations between the studied variables. The Statistical Package for Social 

Science (SPSS) software (v. 16) has been employed to carry out the above analyses 

through using the data collected from the distributed questionnaires to diverse 

international respondents in Phuket.  

 
As stated in the previous chapter, 450 questionnaires were distributed, only 404 were 

returned. The researcher did consider only 400 answered questionnaires for this research.  

Thus, this study presented a response rate of about 88.89%. It is believed that such result 

is satisfactory and the study is reliable. The results of this study are shown as below: 

 
4.1 Descriptive statistics of respondents’ profiles 

4.2 Analyses of the variables-means 

4.3 Results of One-Way ANOVA and independent sample t-Test 

4.4  Correlation analyses among the variables 

4.5 Results of Regression Analysis 

4.6 Summary of the Findings 

4.7 Summary of the Chapter 
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4.2 Descriptive Statistics of Respondents’ Profiles 
 
Respondents’ profiles are summarized in the table 4.1 below. There are 7 items included 

in the demographic section. These items of the demographic characteristics are illustrated 

as follow:  

 

Table 4.1: Descriptive Statistics of International Respondents’ Demographics 
Demographic Characteristics Frequency 

(N=400) 
Percentage 

(N=400) 
Gender Male 

Female  
264 
136 

66.0 
34.0 

Age  18-25 
26-34 
35-44 
45-54  
Above 55  

103 
194 
55 
29 
19 

25.8 
48.5 
13.8 
7.2 
4.8 

Country of Origin Europe  
Americas  
Asia  
Australia/New Zealand 
Africa 
Others  

81 
53 

153 
85 
22 
6 

20.2 
13.2 
38.2 
21.2 
5.5 
1.5 

Education Level Certificate  
Diploma  
Bachelor Degree  
Master Degree  
PhD Degree  
Others  

54 
60 

161 
80 
27 
18 

13.5 
15.0 
40.2 
20.0 
6.8 
4.5 

Occupation Student  
Professional 
Gvt Employee  
Self-employed  
Comp. Employee  
Unempl/Retired  
Others 

45 
83 
72 
17 

152 
16 
15 

11.2 
20.8 
18.0 
4.2 

38.0 
4.0 
3.8 

Household Members 1-2 
3-4 
5-6 
7-8 
9 or more  

141 
177 
66 
12 
4 

35.2 
44.2 
16.5 
3.0 
1.0 
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Table 4.1 Continued 
Monthly Income  $1000 and less  

$1001- $2000 
$2001- $3000 
$3001- $4000 
$4001- $5000 
$5000 and above  
Total 
Missing  

66 
101 
103 
52 
24 
41 

387 
13 

16.5 
25.2 
25.8 
13.0 
6.0 

10.2 
96.8 
3.2 

 

The above table (4.1) indicated that from the 400 respondents, there were 264 (66.0%) 

males, whereas the remaining 136 who formed a percentage of 34% were females. Thus, 

Thailand as a touristic country attracts more male internationals compared to their female 

counterparts.  By reference to age, almost half (194) of the respondents’ ages were 

between 26 and 34 years old. This group made up a percentage of 48.5%. The second 

highest group (104 or even more than a quarter) encompassed respondents whose ages 

are between 18 and 25 years old and marked up a percentage of 25.8%. Moreover, 

respondents whose ages were (35-44) and (45-54) groups had respectively the 

percentages of 13.8% and 7.2%. However, the oldest group or people whose ages were 

above 55 years old had the least of frequencies (4.8%). It is assumed that younger people 

are more attracted to either come for a visit or for a long stay in Thailand.  

 
As far as “country of origin” is concerned; the highest response rate was from the Asian 

respondents making up a total of 153 out of 400 and forming a percentage of 38.5%. The 

second largest group consists of Australians and New Zealanders (21.2%); then come 

Europeans (20.2%) and Americans (13.2%). Finally, African respondents (n=22) had the 

smallest percentage (5.5%) among the identified participants. However, there were few 

respondents (n=6) who claimed to be from other part of the world by writing down places 

like A.S (American Samoa), F.J (Fiji), M.V (Maldives), P.N (Pitcairn), S.M. (San 

Marino) and T.T (Trinidad and Tobago). For such confusion, the researcher reported this 

respondent as “others”. 
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With respect to educational level, a great number of the respondents (n=161) were 

“bachelor degree” holders constituting a response rate of 40.2%. Additionally, 

respondents with master degrees, diploma, and certificates had the respective frequencies 

(80, 60, and 54) and percentages (20.0%, 15.0% and 13.5%). However, in this study, 

there were only twenty-seven (n=27) participants whose educational level was at the 

doctorate level and they compiled a 4.5% response rate. Finally, within this category, 

there were eighteen (n=18) participants whose certificates were not included in this 

category. In other words, some of them mentioned that they were “high school” graduates 

and others having “IT certificate”, “social working certificate” and post-doctorate degree 

(professor). Thus, in general, the participants of this study were highly educated and they 

might provide accurate answers to the surveys. 

In terms of occupation, more than ¾ of the respondents were either “company 

employees”, “professionals” or “government employees” and they respectively had (n= 

152 or 38.0%);  (n= 83 or 20.8% ) and (n =72 or 18.0%). However, the other ¼ or less 

number of participants had for occupations: students (11.2%); self-employed (4.2%); 

unemployed/retired (4.0%) and (3.8%) labeled “others” among which they were 

housewives, and volunteer workers. With regards to household members, more than 

three-quarter of the respondents (79.4%) were from households with 1-2 and 3-4 people 

with respectively (35.2%) and (44.2%). Another 16.5% and 3.0% of the respondents’ 

households correspondingly consist of 5-6 and 7-8 members. However, only 1.0% of the 

participants (n=4) were from households with a larger family of 9 or more persons.  

Regarding “monthly income”, it was found that more than half (51.0%) of the 

respondents had a monthly income of $1001- $2000 (25.2%) and $2001- $3000 (25.8%). 

In addition, there were seventy-six (19%) participants whose incomes were $3,001-

$4,000 and $4,001-$5,000 and respectively formed 13% and 6%. The table also 

demonstrated that only forty-one (n=41) respondents’ incomes were $5000 and above 

and another sixty-six (n=66) with $1000 and less. However, the table also had proven that 

13 respondents (3.2%) who did not disclose information regarding their income for some 

reasons that only themselves know.  
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 4.3 Analyses of the Variables-Means 

Table 4.2 explained the descriptive statistics (Means and Standard Deviations) of the 

variables of the study and the 400 respondents’ level of agreement on each statement of 

the variables.  

Table 4.2 Means and Standard Deviations of Subjective Norms, Behavioral Control 
& Purchase Intention 

International Respondents (n=400) 
    

Subjective Norms                                                              
Mean 

 
SD 

Level of 
Agreement 

Friends and family consume OTOP products.  3.15 1.19 Neutral  
OTOP products are better than conventional ones. 2.96 1.01 Neutral 
I have the approval to buy OTOP products. 
Friends and family buy OTOP products. 

3.43 .984 Neutral 
3.28 .961 Neutral 

My family encourages me to buy OTOP products. 2.91 1.10 Neutral 
Important people to me buy OTOP products. 3.23 1.03 Neutral 
I am expected to purchase OTOP products. 
Many people like me, buy OTOP products. 

2.74 1.14 Neutral 
3.18 .944 Neutral 

Overall Mean 3.11 .764 Neutral 
 
Behavioral Control 

 
Mean 

 
SD 

Level of 
Agreement 

OTOP products are too expensive. 2.83 1.02 Neutral 
Higher income consumers afford OTOP products. 2.77 1.08 Neutral 
OTOP products are beyond my budget. 2.72 1.14 Neutral 
Buying OTOP products is inconvenient. 2.96 1.08 Neutral 
OTOP products are available in limited stores. 3.49 .973 Agree 

There is no variety of OTOP products in the stores.  3.75 .996 Agree 

Purchasing OTOP products is entirely up to me. 4.18 .829 Agree 

I have control on buying OTOP products. 4.14 .830 Agree 

Overall Mean 3.36 .566 Neutral 
 
Purchase Intention 

 
Mean 

 
SD 

Level of 
Agreement 

I buy OTOP products to save money. 3.58 1.15 Agree 

I consider buying OTOP products. 3.93 .801 Agree 

I buy OTOP products even if the choices are limited.  3.58 .828 Agree 

I buy OTOP products because of the benefits.   3.48 .822 Neutral 
I spend more time sourcing for OTOP products. 2.90 .983 Neutral 
I buy OTOP products at rate of conventional ones. 3.35 .825 Neutral 

Overall Mean 3.47 .598 Neutral 
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From the results of the table above, the international consumers of this study seemed to 

fairly agree that “subjective norms” is a factor that might influence the purchase intention 

of OTOP snacks food products with an overall mean score of x =3.11, and standard 

deviation of SD = .764.  By referring to the scoring results, the statement “I have the 

approval to buy OTOP products” had the highest mean ( x =3.43, SD = .984).  

 

Consumers mentally process objective information about the products and form an 

impression of the benefits they provide. They express the preference or lack of preference 

for stores, brands and other marketing stimuli by reflecting a favorable or unfavorable 

attitude, which might affect their purchasing intention. In other words, a country-of-

origin research provide evidence that consumers carry diverse perceptions about products 

based on the national images of the country where the product or brand is believed to be 

created or produced, and that these perceptions affect consumer attitudes, purchase 

intentions. 

 

Yet, consumers who reject the idea of buying specific products may express the intention 

to purchase other foreign products. However, there are two (2) obstacles (ethnocentrism 

and culture) that might trigger the non- occurrence of such purchase affecting their 

subjective norms toward the product to be irrelevant. 

 Consumer ethnocentrism has generally acknowledged that ethnocentric 

consumers tend to avoid buying products from any foreign country and the 

concept of ethnocentrism also ought to be included when the unit of analysis 

involves understanding the consumer buying behavior process, (Suh, 2002; Klein 

et al. 1998; Granzin and Painter, 2001). A study by Marín (2005) on consumer 

ethnocentrism in Spain confirmed that consumers prefer to purchase domestic 

products rather than foreign imported products as a result of their ethnocentrism.  
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 Many studies have examined consumers’ attitudes towards foreign products 

(Bhuian, 1997; Wang and Heitmeyer, 2006), and the results illustrates that 

consumers’ purchase behavior heavily shaped by culture and purchasing power, it 

is necessary to study cultural aspect. The identification of the significant influence 

of subjective norms failed to capture personal normative as social position or 

reputation are not of important distress to those  international consumers as far as 

a domestic product is concerned. 

 

Moreover, the international consumers’ level of agreement of the eight (8) statements of 

behavioural control appeared moderately important. In other words, the overall mean 

score was 3.36 and a standard deviation of SD = .566.  For instance, the statement 

“Purchasing OTOP snacks food products is entirely up to me” had the strongest mean ( x

= 4.18, SD = .829). Finally, international consumers’ level of agreement of purchase 

intention statements appeared fairly important with an overall mean score of 3.47and a 

standard deviation S.D = .598.  To add, the statement “I will consider purchasing OTOP 

snacks food products” hold the highest mean score ( x =3.93, SD = .801). 

 

Table 4.3 summarized the mean scores of the three factors of attitude 
 
Table 4.3 Means and Standard Deviations of Attitude Factors 

                                                                                     International Respondents (n=400) 
    
Health and Environmental Consciousness                     Mean                                       

 
SD 

Level of 
Agreement 

I am concerned of the nutrition in the food. 3.96 .924 Agree 
I am concerned of the additives of OTOP products. 3.69 .970 Agree 
I am concerned of the process of OTOP products. 
I focus on unhealthy substances of OTOP products. 

3.67 .994 Agree 
3.79 .965 Agree 

Health issues are vital when buying OTOP products. 3.98 .902 Agree 
OTOP products are more environmentally friendly. 3.63 .873 Agree 
OTOP products have anti-sickness effects. 2.98 .932 Neutral 
I’m scared to eat food contaminated with pesticides. 3.95 .921 Agree 
I am concerned about the plants and animals’ life.  3.90 .910 Agree 

Overall Mean 3.73 .587 Agree 
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Table 4.3 Continued 
 
Product Trust 

 
Mean 

 
SD 

Level of 
Agreement 

OTOP providers are honest about their products. 3.33 .782 Neutral 
OTOP producers practice organic farming. 3.29 .770 Neutral 
I trust the information on OTOP products. 3.57 .817 Agree 
I think labels of OTOP products are worth buying. 3.63 .810 Agree 
Advertisement is vital when buying OTOP products. 3.94 .891 Agree 
Deciding to buy OTOP products is subjective to ads.  3.87 1.04 Agree 
The memo of ads persuades to buy OTOP products. 3.95 1.01 Agree 
I trust the “ads” message of OTOP provider. 3.75 .963 Agree 
I trust the organic certification of OTOP labels. 3.73 .820 Agree 
I trust OTOP labels of organic products. 3.67 .770 Agree 

Overall Mean 3.67 .631 Agree 
 
Product Attributes 

 
Mean 

 
SD 

Level of 
Agreement 

OTOP products smell nice and taste good. 3.74 .705 Agree 
OTOP products have a pleasant texture. 3.74 .678 Agree 
OTOP products are free from genetic modifications.  3.48 .756 Neutral 
OTOP products do not have artificial flavour.   3.46 .806 Neutral 
OTOP products are free from pesticides.  3.43 .729 Neutral 
OTOP products are fresher than other brands. 3.68 .746 Agree 
OTOP products stated their ingredients and their %. 3.88 .807 Agree 

Overall Mean 3.63 .573 Agree 

 

 

The above table 4.3 summarized the mean scores of the three factors of attitude. The 

factor “health and environmental consciousness” had the highest overall mean score of 

3.73 and a standard deviation of SD = .587; then “product trust” with an overall mean 

score of 3.67 and a standard deviation of SD = .631 and finally “product attributes” had 

3.63 for its overall mean and a standard deviation of SD = .573. 
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 4.4 Results of One-Way ANOVA and t-Tests 
4.4.1 Relationship of Demographic Characteristics and Attitude Factors 

 
The results of the independent sample t-test for the differences in attitudes between 

genders were reported in tables 4.4.  

Table 4.4: Independent Sample t-test for Differences in Attitudes between Genders 
                                                                                                 Gender 

 
Attitudes Factors 

Male  
n=264 

Female 
n=136 

t-test 

  
Mean 

 
SD 

 
Mean 

 
SD 

t-
value 

p- 
value 

Health and Environmental Consciousness 3.72 .59 3.74 .59 -.38 .443 
I am concerned of the nutrition in the food. 3. 94 .94 4.01 .90 -.70 .372 
I am concerned of the additives of OTOP products. 3.65 .95 3.76 1.01 -1.11 .527 
I am concerned of the process of OTOP products. 3.64 .97 3.72 1.04 -.73 .610 
I focus on unhealthy substances of OTOP products. 3.80 .93 3.80 1.04 .194 .057 
Health issues are vital when buying OTOP products. 3.96 .88 4.03 .95 -.75 .128 
OTOP products are more environmentally friendly. 3.67 .84 3.54 .93 1.45 .232 
OTOP products have anti-sickness effects. 3.00 .96 2.95 .88 .45 .461 
I’m scared to eat food contaminated with pesticides. 3.93 .92 4.00 .91 -.63 .548 
I am concerned about the plants and animals’ life.  3.90 .89 3.91 .96 -.22 .250 

Product Trust 3.66 .66 3.69 .57 -.44 .066 
OTOP providers are honest about their products. 3.34 .78 3.30 .78 .48 .680 
OTOP producers practice organic farming. 3.28 .77 3.31 .77 -.35 .780 
I trust the information on OTOP products.  3.52 .82 3.66 .81 -1.57 .517 
I think labels of OTOP products are worth buying. 3.57 .82 3.73 .78 -1.83 .241 
Advertisement is vital when buying OTOP products. 3.92 .90 3.97 .87 -.49 .361 
Deciding to buy OTOP products is subjective to ads.  3.85 1.05 3.90 1.02 -.51 .265 
The memo of ads persuades to buy OTOP products. 3.95 1.04 3.95 .95 .021 .300 
I trust the “ads” message of OTOP provider. 3.77 .99 3.70 .91 .69 .393 
I trust the organic certification of OTOP labels. 3.75 .84 3.71 .78 .47 .286 
I trust OTOP labels of organic products. 3.67 .78 3.68 .76 -.07 .676 

Product Attributes 3.64 .57 3.60 .59 .59 .872 
OTOP products smell nice and taste good. 3.72 .71 3.79 .70 -.90 .244 
OTOP products have a pleasant texture. 3.74 .69 3.74 .66 .05 .359 
OTOP products are free from genetic modifications.  3.53 .75 3.38 .75 1.90 .383 
OTOP products do not have additives/artificial flavour.   3.47 .80 3.43 .81 .42 .936 
OTOP products are free from pesticides.  3.43 .72 3.43 .75 -.08 .775 
OTOP products are fresher than other brands. 3.68 .70 3.66 .83 .255 .046* 
OTOP products stated their ingredients and their %. 3.91 .79 3.80 .84 1.31 .249 
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First, the t-test was conducted to determine the significance of the mean of two groups 

(male and female) of gender and the differences in their attitude factors. The analysis of 

the results was performed at 5% level of significance; in which the value of p≤ .05 was 

considered significant and p≤ .01 as highly significant. However, by referring to the table 

4.4 above, there were no statistically significant differences between international 

consumers’ gender and the overall attitude factors. Thus, the attitudes factors did not 

exhibit any difference between international consumers’ genders. Second, the One-Way 

ANOVA tests for differences in attitudes among the six other demographic characteristics 

were conducted to establish the statistically differences in attitude across these groups. 

For instance, the results of the One-Way ANOVA test for differences in attitudes among 

respondents’ age groups are exhibited in table 4.5 below. 

 
Table 4.5: One-Way ANOVA Tests for Differences in Attitudes among Different Age 
Groups 

 Age 
Attitudes Factors Mean ANOVA 

18-
25 

26-
34 

35-
44 

45-
54 

>55 F-
value 

p-
value 

Health and Environmental Consciousness 3.65 3.75 3.82 3.72 3.73 .89 .470 
I am concerned of the nutrition in the food. 3.78 3.98 4.02 4.28 4.11 2.09 .081 
I am concerned of the additives of OTOP products. 3.72 3.65 3.73 3.79 3.63 .21 .936 
I am concerned of the process of OTOP products. 3.60 3.63 3.75 3.93 3.84 .92 .450 
I focus on unhealthy substances of OTOP products. 3.66 3.79 4.05 3.69 3.89 1.64 .163 
Health issues are vital when buying OTOP products. 3.85 4.03 4.11 3.86 4.00 1.06 .375 
OTOP products are more environmentally friendly. 3.58 3.69 3.73 3.28 3.42 1.96 .099 
OTOP products have anti-sickness effects. 3.07 2.93 3.00 2.83 3.11 .64 .638 
I’m scared to eat food contaminated with pesticides. 3.76 4.09 4.00 3.93 3.53 3.34 .010** 
I am concerned about the plants and animals’ life.  3.79 3.94 3.96 3.90 4.00 .63 .641 

Product Trust 3.59 3.71 3.78 3.54 3.66 1.33 .260 
OTOP providers are honest about their products. 3.26 3.28 3.49 3.34 3.68 1.98 .096 
OTOP producers practice organic farming. 3.27 3.24 3.44 3.24 3.53 1.18 .320 
I trust the information on OTOP products.  3.52 3.56 3.69 3.41 3.68 .74 .566 
I think labels of OTOP products are worth buying. 3.50 3.71 3.69 3.45 3.53 1.73 .142 
Advertisement is vital when buying OTOP products. 3.86 3.98 4.04 3.69 4.00 1.06 .374 
Deciding to buy OTOP products is subjective to ads.  3.76 3.95 3.98 3.69 3.59 1.33 .258 
The memo of ads persuades to buy OTOP products. 3.76 4.11 4.04 3.62 3.63 3.60 .007** 
I trust the “ads” message of OTOP provider. 3.62 3.80 3.89 3.66 3.53 1.23 .296 
I trust the organic certification of OTOP labels. 3.65 3.76 3.80 3.72 3.74 .40 .812 
I trust OTOP labels of organic products. 3.66 3.67 3.73 3.59 3.74 .20 .938 
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Table 4.5 Continued         
Product Attributes 3.57 3.66 3.71 3.53 3.57 .95 .435 

OTOP products smell nice and taste good. 3.70 3.77 3.89 3.52 3.63 1.64 .164 
OTOP products have a pleasant texture. 3.68 3.77 3.87 3.55 3.58 1.68 .153 
OTOP products are free from genetic modifications.  3.47 3.47 3.53 3.38 3.58 .28 .893 
OTOP products do not have additives flavour.   3.49 3.44 3.53 3.24 3.58 .78 .541 
OTOP products are free from pesticides.  3.31 3.46 3.53 3.45 3.47 1.03 .390 
OTOP products are fresher than other brands. 3.60 3.75 3.67 3.62 3.42 1.30 .270 
OTOP products stated their ingredients and their %. 3.74 3.93 3.96 3.93 3.74 1.30 .271 

 

 

The analysis of the results was performed at 5% level of significance; in which the value 

of p≤ .05 was considered significant and p≤ .01 as highly significant. In regards to “age 

groups”, the results showed that in terms of mean, only international consumers whose 

age group 35-44 showed the highest mean scores in all three factors of attitudes. Yet, 

there were no statistically significant differences with overall attitude factors among 

different international consumers’ age groups even though there were two (2) statements 

(one of each) of “health and environmental consciousness” and “product trust” which 

were highly significant (at p≤ .01). 

 
Additionally, the results of the One-Way ANOVA test for differences in attitudes among 

respondents’ countries of origin are presented in table 4.6 below. 

 
Table 4.6:  One-Way ANOVA Tests for Differences in Attitudes between 
Respondents’ Countries of Origin 

 Countries of Origin 

Attitudes Factors Mean ANOVA 

Euro
pe 

Ame
rica 

Asia Aus/ 
NZ 

Af-
rica 

Oth F- 
valu

e 

p-
value 

Health & Environmental Consciousness 3.66 3.71 3.81 3.68 3.74 3.48 1.15 . 336 
I am concerned of the nutrition in the food. 3.91 3.92 4.00 3.94 4.14 3.67 .40 .850 
I am concerned of the additives of OTOP products. 3.68 3.70 3.75 3.58 3.73 3.83 .36 .873 
I am concerned of the process of OTOP products. 3.57 3.55 3.81 3.64 3.64 3.17 1.28 .271 
I focus on unhealthy substances of OTOP products. 3.75 3.64 3.93 3.65 3.95 3.50 1.58 .164 
Health issues are vital when buy OTOP products. 3.93 4.00 4.12 3.81 3.95 3.67 1.52 .181 
OTOP products are more environmentally friendly. 3.56 3.83 3.77 3.38 3.36 3.50 3.45 .005** 
OTOP products have anti-sickness effects. 2.96 2.74 3.10 2.98 2.82 2.83 1.39 .226 
I’m scared to eat food contaminate with pesticides. 3.69 4.11 3.99 4.08 3.91 3.50 2.35 .041* 
I am concerned about the plants and animals’ life.  3.88 3.87 3.81 4.07 4.18 3.67 1.42 .215 
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Table 4.6 Continued 
Product Trust 3.61 3.53 3.83 3.58 3.58 3.42 3.36 .006** 

OTOP providers are honest about their products. 3.31 3.06 3.44 3.31 3.27 3.67 2.18 .055 
OTOP producers practice organic farming. 3.35 2.96 3.38 3.32 3.18 3.17 2.61 .025* 
I trust the information on OTOP products.  3.57 3.40 3.70 3.45 3.55 3.33 1.75 .122 
I think labels of OTOP products are worth buying. 3.58 3.51 3.80 3.45 3.55 3.83 2.54 .028* 
An ad is vital when buying OTOP products. 3.88 3.75 4.14 3.85 3.82 3.17 3.31 .006** 
Decide buying OTOP product is subjective to ads.  3.69 3.87 4.07 3.75 3.77 3.17 2.40 .037* 
The memo of ads persuades buy OTOP products. 3.94 3.85 4.15 3.75 3.73 3.50 2.48 .031* 
I trust the “ads” message of OTOP provider. 3.57 3.70 3.96 3.65 3.50 3.33 2.85 .015* 
I trust the organic certification of OTOP labels. 3.64 3.64 3.86 3.65 3.77 3.50 1.40 .224 
I trust OTOP labels of organic products. 3.59 3.55 3.80 3.60 3.68 3.50 1.57 .167 

Product Attributes 3.58 3.48 3.82 3.46 3.46 3.52 6.63 .000** 
OTOP products smell nice and taste good. 3.69 3.62 3.95 3.54 3.55 3.67 5.15 .000** 
OTOP products have a pleasant texture. 3.73 3.58 3.92 3.56 3.64 3.33 4.62 .000** 
OTOP products are free from modifications.  3.47 3.23 3.69 3.29 3.41 3.00 5.46 .000** 
OTOP products do not have additives flavour   3.46 3.17 3.69 3.26 3.27 3.67 5.45 .000** 
OTOP products are free from pesticides.  3.37 3.32 3.59 3.29 3.32 3.50 2.54 .028* 
OTOP products are fresher than other brands. 3.51 3.60 3.91 3.51 3.55 3.50 5.27 .000** 
OTOP products state their ingredients and their %. 3.86 3.85 4.01 3.75 3.50 4.00 2.23 .005** 

 
 

 

As far as the respondents’ different countries of origin are concerned, it was found that 

there were statistically significant differences between the respondents’ different 

countries of origin with overall attitude except “health and environmental consciousness”.  

The results of LSD post hoc test also illustrated that Asian consumers seemed to 

acknowledge that “product trust” and “product attributes” were the two main factors of 

attitudes that impact their purchase intention of OTOP snack food products compared to 

other citizens (Europeans, Americans, Australians/New Zealanders, and Africans).  

 
Nevertheless, the results of the One-Way ANOVA test for differences in attitudes among 

respondents’ education level are shown below in table 4.7. 
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Table 4.7: One-Way ANOVA Tests for Differences in Attitudes between 
Respondents’ Educational Levels 

 Educational Level 
Attitudes Factors Mean ANOVA 

 Certifi
cate  

Dipl 
oma 

Bachel
or Dgr. 

Master 
Deg. 

PhD 
Deg. 

 
Other  

F- 
value 

p-
value 

Health & Environmental Consciousness 3.59 3.80 3.72 3.81 3.90 3.41 2.67 .022* 
I am concerned of the nutrition in the food. 3.87 4.05 3.88 4.09 4.26 3.72 1.61 .158 
I am concerned of the additives of OTOP products. 3.52 3.75 3.66 3.80 3.96 3.39 1.40 .222 
I am concerned of the process of OTOP products. 3.46 3.72 3.70 3.81 3.70 3.22 1.59 .161 
I focus on unhealthy substances of OTOP products. 3.54 3.90 3.76 3.93 4.22 3.28 3.45 .005** 
Health issues are vital when buyi OTOP products. 3.81 4.08 4.02 4.01 4.15 3.39 2.39 .037* 
OTOP products are more environmentally friendly. 3.54 3.62 3.61 3.76 3.70 3.33 .97 .439 
OTOP products have anti-sickness effects. 2.87 3.13 2.89 3.03 3.07 3.22 1.12 .348 
I’m scared to eat food contaminated with pesticides. 3.70 4.00 4.04 4.04 3.93 3.44 2.37 .039* 
I am concerned about the plants and animals’ life.  3.96 3.95 3.93 3.79 4.07 3.67 .787 .559 

Product Trust 3. 53 3.63 3.70 3.75 3.76 3.52 1.26 .281 
OTOP providers are honest about their products. 3.15 3.45 3.27 3.36 3.52 3.50 1.56 .171 
OTOP producers practice organic farming. 3.19 3.47 3.23 3.30 3.26 3.56 1.48 .196 
I trust the information on OTOP products.  3.41 3.62 3.55 3.64 3.81 3.28 1.54 .175 
I think labels of OTOP products are worth buying. 3.65 3.57 3.62 3.60 3.81 3.61 .38 .861 
Ad is vital when buying OTOP products. 3.74 3.87 3.99 4.10 3.89 3.67 1.63 .152 
Decide to buy OTOP products is subjective to ads.  3.63 3.80 3.99 4.03 3.63 3.33 2.75 .019* 
The memo of ads persuades to buy OTOP products. 3.69 3.65 4.09 4.19 3.93 3.44 4.47 .001** 
I trust the “ads” message of OTOP provider. 3.60 3.53 3.86 3.81 3.96 3.28 2.54 .028* 
I trust the organic certification of OTOP labels. 3.67 3.68 3.73 3.79 3.89 3.67 .40 .847 
I trust OTOP labels of organic products. 3.57 3.62 3.65 3.70 3.93 3.89 1.17 .322 

Product Attributes 3.51 3.51 3.64 3.77 3.73 3.49 2.36 .039* 
OTOP products smell nice and taste good. 3.69 3.63 3.75 3.81 3.89 3.67 .79 .555 
OTOP products have a pleasant texture. 3.72 3.62 3.74 3.86 3.85 3.44 1.77 .117 
OTOP products are free from genetic modifications.  3.26 3.35 3.48 3.68 3.56 3.44 2.45 .034* 
OTOP products do not have artificial flavor   3. 30 3.37 3.43 3.60 3.70 3.50 1.65 .145 
OTOP products are free from pesticides.  3.37 3.40 3.40 3.56 3.48 3.33 .77 .570 
OTOP products are fresher than other brands. 3.52 3.48 3.73 3.84 3.74 3.44 2.66 .022* 
OTOP products stated their ingredients and their %. 3.70 3.73 3.93 4.04 3.89 3.61 2.08 .067 

 

 

Concerning the respondents’ education level, the results of table 4.7 above explained that 

there were statistically significant differences between the respondents’ education level 

with overall attitude except “product trust”. In other words, “health and environmental 

consciousness” was more important among PhD holders and “product attributes” among 

master degree holders. In nutshell, only highly educated participants were concerned with 

attitude factors when they are willing to purchase OTOP snack food products compared 

to other less educated consumers (certificate, diploma and bachelor degree graduates).  
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The fifth factor of demographic characteristics is “occupation”. The results of the One-

Way ANOVA test for differences in attitudes among respondents’ occupations are 

demonstrated in the below table 4.8. 

 
Table 4.8: One-Way ANOVA Tests for Differences in Attitudes between 
Respondents’ Occupations 

 Occupations 
Attitudes Factors Mean ANOVA 

 Stu 
dent   

Profes 
sional 

Gvt 
empl 

Self-
empl. 

Com. 
empl. 

Unemp 
Retired 

Oth
ers 

F- 
value 

p-
value 

Health & Environmental Consciousness 3.62 3.80 3.80 3.69 3.71 3.58 3.73 .87 .517 
I am concerned of the nutrition in the food. 3.78 4.19 4.04 3.94 3.89 4.00 4.07 .85 .531 
I am concerned of the additives of OTOP product. 3.78 3.75 3.75 3.65 3.66 3.38 3.47 .59 .740 
I am concerned of the process of OTOP products. 3.53 3.63 3.85 3.53 3.70 3.44 3.60 .78 .585 
I focus on unhealthy substances of OTOP product. 3.51 3.95 3.89 3.76 3.76 3.75 3.73 1.19 .311 
Health issues are vital when I buy OTOP product. 3.78 4.14 4.03 3.82 3.99 3.88 3.73 1.18 .314 
OTOP products are environmentally friendly. 3.44 3.65 3.64 3.53 3.70 3.44 3.53 .69 .656 
OTOP products have anti-sickness effects. 3.07 2.97 2.96 3.29 2.93 2.75 3.27 .87 .514 
I’m scared eat food contaminated with pesticides. 3.78 4.00 4.13 3.82 3.95 3.38 4.13 1.96 .071 
I am concerned about the plants and animals’ life.  3.93 4.06 3.90 3.88 3.78 4.19 4.00 1.21 .302 

Product Trust 3.65 3.67 3.77 3.69 3.63 3.64 3.68 .43 .857 
OTOP providers are honest about their products. 3.36 3.47 3.39 3.65 3.14 3.56 3.40 2.73 .013* 
OTOP producers practice organic farming. 3.40 3.35 3.36 3.53 3.14 3.50 3.27 1.73 .112 
I trust the information on OTOP products.  3.56 3.64 3.60 3.76 3.49 3.75 3.40 .77 .595 
I think labels of OTOP products are worth buying. 3.67 3.65 3.65 3.65 3.59 3.50 3.67 .16 .987 
An ad is vital when buying OTOP products. 3.96 3.90 4.06 3.59 3.92 4.06 4.00 .74 .618 
Decide to buy OTOP product is subjective to ads.  3.67 3.80 4.07 3.65 3.93 3.63 3.80 1.17 .322 
The memo of ads persuade to buy OTOP product. 3.71 3.89 4.15 3.71 4.01 3.56 4.07 1.67 .126 
I trust the “ads” message of OTOP provider. 3.62 3.67 3.85 3.82 3.81 3.44 3.60 .79 .579 
I trust the organic certification of OTOP labels. 3.78 3.64 3.90 3.76 3.69 3.69 3.73 .80 .573 
I trust OTOP labels of organic products. 3.80 3.69 3.71 3.76 3.58 3.69 3.87 .81 .562 

Product Attributes 3.48 3.69 3.71 3.64 3.63 3.29 3.70 1.95 .072 
OTOP products smell nice and taste good. 3.60 3.86 3.76 3.59 3.74 3.50 3.87 1.20 .303 
OTOP products have a pleasant texture. 3.67 3.82 3.78 3.76 3.70 3.44 3.93 1.13 .347 
OTOP products are free from modifications.  3.38 3.45 3.61 3.53 3.47 3.38 3.40 .62 .715 
OTOP products do not have /artificial flavor   3.51 3.47 3.49 3.53 3.44 3.13 3.53 .56 .764 
OTOP products are free from pesticides.  3.13 3.41 3.53 3.53 3.48 3.19 3.60 2.17 .050* 
OTOP products are fresher than other brands. 3.49 3.84 3.76 3.59 3.68 3.00 3.60 3.75 .001** 
OTOP products state their ingredients and their %. 3.56 3.99 4.03 3.94 3.87 3.38 4.00 3.08 .006** 

 

 

In regards to the participants’ occupation, the results emphasized that “government 

employees” showed higher mean scores in “health and environmental consciousness”, 

“product trust” and “product attributes” compared to other professions. However, there 

were still no statistically significant differences with overall attitude factors among 

different participants’ occupations as presented in the above table (4.8).  
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Accordingly, the results of the One-Way ANOVA test for differences in attitudes among 

respondents’ household members are proven in the below table 4.9. 

 

Table 4.9: One-Way ANOVA Tests for Differences in Attitudes between 

Respondents’ Household Members 

Attitudes Factors Mean ANOVA 

 1-2 3-4 5-6 7-8 9or> F-
value 

p-
value 

Health & Environmental Consciousness 3.76 3.74 3.69 3.32 4.08 2.00 .094 
I am concerned of the nutrition in the food. 3.91 3.97 4.18 3.25 4.25 3.00 .019* 
I am concerned of the additives of OTOP products. 3.75 3.68 3.67 3.25 3.75 .78 .540 
I am concerned of the process of OTOP products. 3.77 3.68 3.52 3.17 4.25 1.85 .118 
I focus on unhealthy substances of OTOP products. 3.84 3.83 3.64 3.50 4.00 .896 .467 
Health issues are vital when buying OTOP product. 4.00 4.03 3.86 3.58 4.75 1.728 .143 
OTOP products are more environmentally friendly. 3.59 3.73 3.44 3.50 3.75 1.52 .194 
OTOP products have anti-sickness effects. 3.13 2.92 2.82 2.92 3.25 1.70 .148 
I’m scared eat food contaminated with pesticides. 3.91 3.98 4.05 3.42 4.25 1.386 .238 
I am concerned about the plants and animals’ life.  3.94 3.86 4.02 3.33 4.50 2.0 .093 

Product Trust 3.73 3.67 3.53 3.76 3.50 1.28 .276 
OTOP providers are honest about their products. 3.45 3.27 3.18 3.42 3.75 1.97 .098 
OTOP producers practice organic farming. 3.40 3.24 3.15 3.25 3.75 1.86 .117 
I trust the information on OTOP products.  3.65 3.54 3.47 3.58 3.25 .83 .506 
I think labels of OTOP products are worth buying. 3.63 3.63 3.61 3.67 3.50 .04 .997 
An ad is vital when buying OTOP products. 3.99 3.96 3.77 3.92 4.25 .820 .513 
Decide to buy OTOP products is subjective to ads.  3.89 3.92 3.70 3.92 3.75 .565 .688 
The memo of ads persuades to buy OTOP products. 3.99 3.98 3.79 4.08 3.50 .78 .540 
I trust the “ads” message of OTOP provider. 3.77 3.81 3.59 3.67 2.75 1.76 .135 
I trust the organic certification of OTOP labels. 3.84 3.71 3.55 4.08 3.25 2.40 .049* 
I trust OTOP labels of organic products. 3.72 3.69 3.50 4.00 3.25 1.83 .123 

Product Attributes 3.68 3.63 3.50 3.63 3.54 1.23 .298 
OTOP products smell nice and taste good. 3.84 3.68 3.74 3.50 3.50 1.52 .196 
OTOP products have a pleasant texture. 3.83 3.69 3.73 3.50 3.50 1.38 .241 
OTOP products are free from modifications.  3.60 3.43 3.32 3.58 3.25 2.05 .086 
OTOP products do not have artificial flavor   3.56 3.42 3.27 3.75 3.50 1.93 .104 
OTOP products are free from pesticides.  3.52 3.45 3.18 3.50 3.25 2.59 .036* 
OTOP products are fresher than other brands. 3.59 3.79 3.56 3.67 3.75 1.86 .117 
OTOP products stated their ingredients and their %. 3.85 3.96 3.68 3.92 4.00 1.51 .198 
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In Addition, by referring to the characteristic “household members”, the results showed 

that there were still no statistically significant differences with overall attitude factors 

among different participants’ household members even though there were three (3) 

statements (one of each factor) which were significant (at p≤ .05). However, in terms of 

mean, “household with 9 members or more” had the highest mean scores in “health and 

environmental consciousness”. In regards to “product trust” and “product attributes”, 

“household with 7-8 members” and “household with 1-2 members” respectively 

exhibited higher mean scores compared to other household members.  

 
Finally, “monthly income” is the last demographic characteristic. The results are 

emphasized below:  

Table 4.10: One-Way ANOVA Tests for Differences in Attitudes between 
Respondents’ Monthly Incomes  

 Monthly Income 
Attitudes Factors Mean ANOVA 

 $1K 
or < 

$1K
-
$2K  

$2K-
$3K 

$3K-
$4K 

$4K-
$5K 

$5K 
or > 

F- 
value 

p-
value 

Health & Environmental Consciousness 3.78 3.82 3.69 3.71 3.70 3.61 1.00 .415 
I am concerned of the nutrition in the food. 4.02 4.06 3.88 4.13 3.63 3.90 1.47 .200 
I am concerned of the additives of OTOP product. 3.74 3.87 3.54 3.83 3.46 3.61 1.74 .125 
I am concerned of the process of OTOP products. 3.58 3.94 3.47 3.71 3.71 3.76 2.59 .026* 
I focus on unhealthy substances of OTOP product. 3.92 3.82 3.80 3.69 3.88 3.66 .56 .730 
Health issues are vital buying OTOP products. 4.03 4.07 3.97 3.92 3.92 3.76 .81 .545 
OTOP products are more environmental friendly. 3.62 3.62 3.77 3.56 3.58 3.27 1.99 .080 
OTOP products have anti-sickness effects. 3.00 3.05 2.84 2.94 3.21 3.02 .95 .451 
I’m scared eat food contaminated with pesticides. 4.03 4.08 4.05 3.77 4.00 3.68 1.90 .094 
I am concerned about the plants and animals’ life.  4.06 3.83 3.90 3.79 3.92 3.80 .75 .587 

Product Trust 3.79 3.71 3.62 3.68 3.80 3.46 1.80 .112 
OTOP providers are honest about their products. 3.47 3.28 3.17 3.40 3.67 3.44 2.83 .016* 
OTOP producers practice organic farming. 3.42 3.22 3.15 3.31 3.46 3.39 1.67 .141 
I trust the information on OTOP products.  3.73 3.52 3.46 3.62 3.67 3.54 1.04 .391 
I think labels of OTOP products are worth buying. 3.74 3.65 3.58 3.58 3.63 3.49 .63 .681 
An ad is vital when buying OTOP products. 4.02 4.03 3.98 3.89 4.08 3.54 2.17 .057 
Deciding buy OTOP products is subjective to ads.  3.94 4.09 3.90 3.96 3.83 3.29 3.71 .003** 
The memo of ads persuades to buy OTOP product. 4.09 4.07 4.03 3.94 3.88 3.41 3.08 .010** 
I trust the “ads” message of OTOP provider. 3.85 3.83 3.76 3.73 3.83 3.37 1.64 .148 
I trust the organic certification of OTOP labels. 3.88 3.74 3.59 3.75 3.96 3.61 1.60 .159 
I trust OTOP labels of organic products. 3.79 3.66 3.63 3.58 4.00 3.49 1.87 .099 
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Table 4.10 Continued         

Product Attributes 3.65 3.67 3.69 3.55 3.59 3.45 1.35 .243 
OTOP products smell nice and taste good. 3.83 3.74 3.74 3.60 3.67 3.80 .78 .564 
OTOP products have a pleasant texture. 3.83 3.74 3.76 3.52 3.75 3.80 1.44 .209 
OTOP products are free from genetic 
modifications.  

3.61 3.54 3.41 3.31 3.58 3.39 1.46 .201 

OTOP products do not have additives flavor   3.52 3.49 3.52 3.33 3.38 3.29 .89 .488 
OTOP products are free from pesticides.  3.45 3.47 3.53 3.35 3.42 3.15 1.85 .102 
OTOP products are fresher than other brands. 3.65 3.73 3.86 3.71 3.50 3.24 4.71 .000** 
OTOP product stated their ingredient and their %. 3.68 3.97 4.01 4.02 3.83 3.49 3.93 .002** 

 

 

The above table 4.10 illustrated that there were still no statistically significant differences 

with overall attitude factors between different participants’ monthly incomes albeit there 

were six (6) statements (one for “health and environmental consciousness”; three for 

“product trust” and two of “product attributes”) which were significant (at p≤ .05 and p≤ 

.01). Conversely, “respondents with monthly incomes of $1001-$2000” showed the 

highest mean scores in “health and environmental consciousness”. Additionally, 

incidentally to “product trust”, respondents with monthly incomes of “$4001-$5000” 

showed more concerns with a mean score (3.80). Finally, in relation to “product 

attributes”, respondents with monthly incomes of “$2001-$3000” demonstrated higher 

mean scores compared to other incomes. 

 

 
4.4.2  Significance of Demographic Characteristics and Purchase Intention 

 

First, the simple independent t-test was also conducted to determine the significance of 

the mean of two groups (male and female) of gender and the differences in their purchase 

intention. The analysis of the results was carried out at 5% level of significance; in which 

the value of p≤ .05 was considered significant and p≤ .01 as highly significant. 
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Table 4.11: Independent Sample t-test for Differences in Purchase Intention between 
Genders 

                                                                                                 Gender 

 Male 
n=264 

Female 
n=136 

t-test 

 
Mea

n 

 
SD 

 
Mean 

 
SD 

t-
value 

p- 
value 

Purchase Intention 3.46 .58 3.49 .63 -.50 .288 
I buy OTOP products to save money. 3.53 1.16 3.68 1.12 -1.24 .211 
I consider buying OTOP products. 3.90 .78 3.99 .84 -.99 .660 
I buy OTOP products even if the choices are limited.  3.60 .80 3.53 .89 .79 .151 
I buy OTOP products because of the benefits.   3.48 .81 3.47 .85 .16 .360 
I spend more time sourcing for OTOP products. 2.86 1.01 2.96 .94 -1.00 .136 
I buy OTOP products at any rate of conventional ones. 3.38 .82 3.31 .83 .76 .919 

 

 

By looking at table 4.11 in above, there were no statistically significant differences 

between international consumers’ gender and the overall purchase intention. Thus, the 

dependent variable (i.e. purchase intention of OTOP snack food products) did not reveal 

any difference between international consumers’ genders (males and females). 

 
Secondly, the One Way-ANOVA test was conducted to create the statistically differences 

in purchase intention across the six different demographic characteristics. The analysis of 

the results was performed at 5% level of significance; in which the value of p≤ .05 was 

considered significant and p≤ .01 as highly significant.  

 
Table 4.12 Summary of the results of One-Way ANOVA and t-Test between 
Demographic Characteristics and Purchase Intention 
 

  
Gender 

 
Age 

Country of 
Origin 

Education 
Level 

Occu-
pation 

Household 
Members 

Monthly 
Income  

Purchase Intention        
t-value -.50       
F-value  2.22 4.04 1.31 1.26 .82 .77 
p-value .288 .066 .001** .260 .275 .510 .517 
Significance Status ✘ ✘ ✔ ✘ ✘ ✘ ✘ 
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The above table (12) explained that from the six different demographic characteristics 

(age, country of origin, education level, occupation, monthly income and household 

members), there were only statistically significant differences with overall purchase 

intention among different international consumer’ country of origin. Therefore, the 

purchase intention of OTOP snack food products did not disclose any difference amongst 

international consumers’ demographic characteristics like age, education level, 

occupation, monthly income and household members. 

 
4.5 Correlation Analyses among the Variables 

The significance of the linear bivariate correlation was measured by adopting the Pearson 

correlation (which values vary from 0-1) between the IVs (subjective norms, behavioral 

control, heath and environmental consciousness, product trust, and product attributes) and 

the DV (purchase intention).  

 
Table 4.13: Pearson Correlation Coefficient of the Variables of the Study 

  Pearson Correlation Coefficient 
  SN BC HEC PT PA PI 
  SN Subjective Norms 1.000      
  BC Behavioral Control .070 1.000     
HEC Health  & Environment Consciousness .342** .280** 1.000    
  PT Product Trust .319** .235** .418** 1.000   
  PA Product Attributes .419** .265** .477** .651** 1.000  

  PI  Purchase Intention .353** .319** .387** .526** .646** 1.000 
**. Correlation is significant at the 0.01 level (2-tailed)  
*. Correlation is significant at the 0.05 level (2-tailed) 
 

The above table 4.13 illustrates the relationship amongst the variables and such 

relationship was determined by their coefficients. In other words, the correlation results 

in the below table (4.19) indicated that subjective norms (.353); behavioral control (.319); 

heath and environmental consciousness (.387); product trust (.526); and product attributes 

(.646) had a significant correlation with international consumers’ purchase intention at 

0.01 significance level. Moreover, behavioral control (.280) had a significant correlation 

with heath and environmental consciousness; product trust (.235); and product attributes 

(.265) at 0.01 significance level but not with subjective norms (.353).  
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In addition, heath and environmental consciousness (.342) had a significant correlation 

with subjective norms; product trust (.418); and product attributes (.477) at 0.01 

significance. Nonetheless, product trust (.319) had a significant correlation with 

subjective norms; and product attributes (.651) at 0.01 significance level. Finally, product 

attributes (.419) had a significant correlation with subjective norms at 0.01 significance. 

From the results, we can conclude that the data do not require multicollinearity analyses 

because the bivariate correlation between the IVs is less than 80 and above. A commonly 

given rule of thumb is that VIFs of 10 or higher (or equivalently, tolerances of 1.0 or less) 

may be reason for concern. This is, however, just a rule of thumb; Allison says he gets 

concerned when the VIF is over 2.5 and the tolerance is under .40. 

 
4.5.1 Multicollinearity Diagnostics 

 
Multicollinearity was used to check whether there is any relation among the 

independent variables. Multicollinearity describes the degree to which any variable's 

effect can be predicted by the other variable (Hair et al., 1995). The existence of 

multicollinearity, i.e. high correlation between the independent variables, is a serious 

problem in multiple regressions because the effect of each independent variable on the 

dependent variable becomes difficult to identify. A widely used method to detect for 

and measure multicollinearity is the Variance Inflation Factor (VIF) for each 

independent variable (Naser et al., 2002). 

 

Table 4.14: Variance Inflation Factor 

Variables VIF 
Subjective Norms 1.263 
Behavioral Control 1.124 
Heath and Environmental Consciousness 1.415 
Product Trust 1.791 
Product Attributes 2.046 

                 Dependent Variable: PI. 
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The results in table 4.14 above revealed that there is no multicollinearity problem in 

this study because the VIF for each independent variable is less than 10. In 

circumstances where the VIF is above 10, the independent variables are considered 

highly correlated, causing a multicollinearity problem (Silver, 1997). Thus, the 

multicollinearity diagnostics command to include the VIF was selected when running 

the multiple regression models.  

 
4.6 Regression Analyses 

In this study, both simple and multiple regressions were conducted to determine the best 

predictor of purchase intention among the international consumers of OTOP snack food 

products in Phuket (Thailand).  The results of the regressions in accordance to the 

research objectives are described below. 

 
    4.6.1 Simple Regression between Purchase Intention (PI) with Subjective 

Norms (SN) 

The table 4.15 shown below illustrated that the enter method added the first independent 

variable (Subjective Norms). After adding subjective norms, the data was examined using 

simple regression to proliferate most lucid results. In other words, the model shown in 

table 4.15 indicates that “subjective norms” is used as the only independent variable in 

the regression.  

 
Table 4.15: Regression Analysis of Subjective Norms on Purchase Intention 

Independent  
Variable 

Subjective Norms on Purchase Intention 
B SE B      β      T  Sig. 

Constant  2.609 . 118  22.190      .000 
Subjective Norms .276 .037 . 353 7.520  .000** 
             R² Value                                                                               
             Adjusted R² 

.124 

.122 
  

       F 
   Sig. 

 
56.553 
.000** 

a. Predictors: (Constant), Subjective Norms 
b. Dependent Variable: Purchase Intention 
*Significance Level at p< .05 
Source:  Current Study 
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The first regression will only use subjective norms (SN) as the independent variable that 

influences the dependant variable (purchase intention of OTOP snack food products 

noted PI). After “subjective norms” was entered, the researcher opted to observe the 

value of the adjusted R square. The main goal of observing the adjusted value of the R 

square is to apprehend the best model that can explain the purchase intention of OTOP 

snack food products.  

 
The first hypothesis posed that subjective norms can have a positive and significant 

influence on purchase intention. The regression analysis indicated that subjective norms 

accounted for 12.2% of the variance in purchase intention of OTOP snack food products, 

R = .353, R² = .124, adjusted R² = .122, F (1, 398) = 56.553, p < .000. These results 

explained that 12.2% of the purchase intention of OTOP snack food products can be 

explained by subjective norms, while 87.8% of the purchase intention of OTOP snack 

food products can be explained by some other factors. Thus, one independent factor 

cannot explain much of the purchase intention of OTOP snack food products; but still, the 

first hypothesis was supported.  

 
4.6.2 Simple Regression between Purchase Intention (PI) with Behavioral 

Control (BC)  

In table 4.16 below, it is shown that the data was examined using simple regression to 

proliferate most coherent results. The model shown in table 4.16 indicates that 

“behavioral control” is used as the only independent variable in the regression.  After 

“behavioral control” was entered, the researcher opted to observe the value of the 

adjusted R square. The main goal of observing the adjusted value of the R square is to 

apprehend the best model that can explain the purchase intention of OTOP snack food 

products.  
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Table 4.16: Regression Analysis of Behavioral Control on Purchase Intention 
Independent  
Variable 

Behavioral Control on Purchase Intention 
B SE B      β      t  Sig. 

Constant  2.337 . 171  13.679      .000 
Behavioral Control   .337 .050 .319 6. 714  .000** 
             R² Value                                                                               
             Adjusted R² 

.102 

.099 
  

       F 
   Sig. 

 
45.082 
.000** 

a. Predictors: (Constant), Behavioral Control 
b. Dependent Variable: Purchase Intention 
*Significance Level at p< .05 
Source:  Current Study 
 

The second hypothesis posed that behavioral control can have a significant impact on 

purchase intention. The regression analysis indicated that behavioral control accounted 

for .099% of the variance in purchase intention of OTOP snack food products, R = .319, 

R² = .102, adjusted R² = .099, F (1, 398) = 45.082, p < .000. These results explained that 

9.9% of the purchase intention of OTOP snack food products can be explained by 

behavioral control, while 90.1% of the purchase intention of OTOP snack food products 

can be explained by some other factors. Thus, one independent factor cannot explain 

much of the purchase intention of OTOP snack food products; but still, the second 

hypothesis was supported.  

 
4.6.3 Multiple Regression between Purchase Intention (PI) with Attitudes 

Factors 

 

Table 4.17 below indicated that the three factors (Heath and environmental 

consciousness; product trust and product attributes) of the independent variable “attitude” 

were entered. The table 4.17 showed that the enter method added the three independent 

variables one by one. After adding the independent variables one by one, the data was 

examined using multiple regressions to proliferate most cogent results. 
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Table 4.17: Regression Analysis of Attitude Factors on Purchase Intention 

Independent  
Variables  

Attitude Factors on Purchase Intention 
B SE B      β      t  Sig. 

Constant  .695 . 171  4.060      .000 
Health  & Environment Consciousness .080 . 044 .078 1.804      .072 
Product Trust .160 .047 .169 3.367  .001** 
Product Attributes .521 .054 .499 9.637  .000** 
             R² Value                                                                               
             Adjusted R² 

.442 

.438 
  

       F 
   Sig. 

 
104.465 
.000** 

a. Predictors: (Constant), Health  & Environment Consciousness, Product Trust and 
Product Attributes 

b. Dependent Variable: Purchase Intention  
*Significance Level at p< .05 
Source:  Current Study 
 
The model indicates that “Heath and Environmental Consciousness;” is used as the first 

independent variable in the regression. The first regression will only use Heath and 

Environmental Consciousness; (HEC) as the independent variable that influences the 

dependant variable (the purchase intention of OTOP snack food products). 

 

The second model of regression will add Product Trust (PT) as a second variable in 

determining the level of the purchase intention of OTOP snack food products. Finally, the 

third and last model of regression will add and Product Attributes (PA) as a third variable 

in determining the the purchase intention of OTOP snack food products. 

 
After all three independent variables (HEC, PT, and PA) were entered; the researcher 

decided on examining the value of the adjusted R square. The main purpose of observing 

the adjusted value of the R square is to capture the best model that can explain the 

purchase intention of OTOP snack food products. The third hypothesis posed that attitude 

factors (health and environmental concerns, product trust and product attributes) can have 

a significant impact on purchase intention. A multiple regression analysis indicated that 

the three predictors; health and environmental concerns, product trust and product 

attributes accounted for 43.8% of the variance in purchase intention of OTOP snack food 
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products, R = .665, R² = .443, adjusted R² = .438, F (3, 396) = 104.465, p < .000. The 

third hypothesis was partially supported. 

 
The findings revealed that the strongest predictor was product attributes (= .521, p < 

.000), followed by product trust (= .160, p < .001), and health and environmental 

concerns (= .080, p < .072). The two factors (product attributes and product trust) 

positively predicted the purchase intention of OTOP snack food products; but health and 

environmental concerns did not. Therefore, it can be concluded from the outcomes that 

that international consumers’ purchase intention of OTOP snack food products was 

influenced by product attributes and product trust. 

 
4.6.4 Multiple Regression of the Model (All Variables Included) 

The final testing endorses a final regression analysis used to test the contribution of 

subjective norms, behavioral control, health and environmental concerns, product trust 

and product attributes in predicting the purchase intention of OTOP snack food products. 

The results of regressing five independent variables on purchase intention of OTOP snack 

food products were presented in the below table 4.18.  

Table 4.18: Multiple Regression of the Model 

Independent  
Variables  

Independent Variables on Purchase Intention 
B SE B      β      t  Sig. 

Constant  
Subjective Norms 

.346 

.072 
.188 
.032 

 
.092 

1.839 
2.232 

 
0.067 
.026* 

Behavioral Control .155 .041 .147 3.764  .000** 
Health  & Environment Consciousness .035 . 045 .034 .776      .438 
Product Trust .146 .047 .154 3.117  .002** 
Product Attributes .472 .055 .453 8.595  .000** 
             R² Value                                                                               
             Adjusted R² 

.466 

.459 
  

       F 
   Sig. 

 
68.764 
.000** 

 

The “Model Summary” showed that the five independent variables were entered into the 

regression model, the R (.683), which is the correlation of all variables with the 

dependent variable, after all the inter-correlations among the five independent variables 

were taken into account, the R square is obtained (.466) .  
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The variables contribution explained that all variables entered accounted for 46.6% of the 

variance in purchase intention of OTOP snack food products, R = .683, R2 = .466, 

adjusted R² = .459, F (5, 394) = 68.764, p < .000. The findings also revealed that the 

strongest predictors were product attributes (= .472, p < .000), followed by behavioral 

control (= .155, p < .000) then product trust (= .146, p < .002). In addition, subjective 

norms (= .072, p < .026) was also a predictor of purchase intention of OTOP snack food 

products, but health and environmental concerns (= .035, p < .438) was not a predictor of 

purchase intention of OTOP snack food products.  

 
Thus, the four variables (product attributes, behavioral control, product trust and 

subjective norms) positively predicted the purchase intention of OTOP snack food 

products; but health and environmental concerns did not. Therefore, it can be concluded 

that international consumers’ purchase intention of OTOP snack food products was 

influenced by the attributes of the product, their behavioral control, their trust towards the 

product and their subjective norms on how they perceived the product. 

 

4.7 Summary of the Findings 

Table 4.19 explained the descriptive statistics of all the variables of study included in the 

model.  

 
            Table 4.19: Descriptive Statistics of the Model 

       N Mean Std. Deviation 
Subjective Norms 400 3.1091 .76378 
Behavioral Control 400 3.3528 .56551 
Health & Environmental Consciousness 400 3.7286 .58701 
Product Trust 400 3.6715 .63110 
Product Attributes 400 3.6275 .57346 
Purchase Intention 400 3.4683 .59817 
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As exhibited on table 4.19 above, the variable “health & environmental consciousness” 

had the highest mean (3.73), and then followed by “product trust” (3.67) “product 

attributes” (3.63), and “purchase intention” (3.46). However, “behavioral control” (3.35) 

and “subjective norms” (3.11) were assumed to have the lowest means. 

 
Nonetheless, table 4.20 summarizes the results of the t-test and one-way ANOVA 

between the demographic characteristics and both attitudes factors (health & 

environmental consciousness, product trust and product attributes) and purchase intention 

 
Table 4.20: Significance of (t-Test, ANOVA) between Demographics and Variables 
of the Model 
 

 Demographic Characteristics 
  

Gender 
 

Age 
Country 
of Origin 

Education 
level 

 
Occupation  

Household 
Members  

Monthly 
Income  

Attitude Factors   
 

.443 

 
 

.470 

 
 

. 336 

 
 

.022* 

 
 

.517 

 
 

.094 

 
 

.415 
Health & Environment 
Consciousness 
Product Trust .066 .260 .006** .281 .857 .276 .112 

Product Attributes .872 .435 .000** .039* .072 .298 .243 

Purchase Intention .288 .066 .001** .260 .275 .510 .574 

Note: * indicates statistically significant differences at p≤ .05 
         ** indicates statistically significant differences at p≤ .01 
 

As indicated in table 4.20 above, among the demographic characteristics, only “country 

of origin” was found to be statistically significant with two attitude factors (product trust 

and product attributes) and the dependent variable “purchase intention”. Additionally, 

“educational level” was also found to be statistically significant with two attitude factors 

(health and environmental consciousness and product attributes) but yet there was no 

significance with “purchase intention”. Thus, it can be concluded that only two 

characteristics (country of origin and educational level) were important to the 

international consumers as far as their attitudes and purchase intention were concerned. 

As this said, other characteristics such as gender, age, occupation, household members 
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and monthly income were of less concern to the participants of the study when they 

intend to purchase OTOP snack food products. 

 
Table 4.21: Multiple Regression 
 

Independent  
Variables  

Independent Variables on Purchase Intention 
B SE B      β      t  Sig. 

Constant  
Subjective Norms 

.346 

.072 
.188 
.032 

 
.092 

1.839 
2.232 

 
0.067 
.026* 

Behavioral Control .155 .041 .147 3.764  .000** 
Health  & Environment Consciousness .035 . 045 .034 .776      .438 
Product Trust .146 .047 .154 3.117  .002** 
Product Attributes .472 .055 .453 8.595  .000** 
             R² Value                                                                               
             Adjusted R² 

.466 

.459 
  

       F 
   Sig. 

 
68.764 
.000** 

 
 

The results in table 4.21 illustrated that the variables contribution accounted for 46.6% of 

the variance in purchase intention of OTOP snack food products, R = .683, R2 = .466, 

adjusted R² = .459, F (5, 394) = 68.764, p < .000. The findings also revealed that the 

strongest predictors were product attributes (= .472, p < .000), followed by behavioral 

control (= .155, p < .000) then product trust (= .146, p < .002). In addition, subjective 

norms (= .072, p < .026) was also a predictor of purchase intention of OTOP snack food 

products, but health and environmental concerns (= .035, p < .438) was not a predictor of 

purchase intention of OTOP snack food products.  

 

In regards to the current study, the four variables (product attributes, behavioral control, 

product trust and subjective norms) positively predicted the purchase intention of OTOP 

snack food products; but health and environmental concerns did not. Therefore the first 

two objectives of the research were met. The third objective however was not fully 

attained.  
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4.8 Summary of the Chapter  
 
This chapter has presented the descriptive statistics, the reliability coefficient, the 

correlation analysis as well as the regression. In summary, in order to achieve the 

objectives of the study, the three hypotheses in this study were fairly supported. Overall, 

the results indicated that almost all predictors, including (subjective norms, behavioral 

control, product trust and product attributes) contributed to the purchase intention of 

OTOP snack food products except health & environment consciousness”. Hence, the 

conclusions, discussions of these findings are mandated to the next chapter; and few 

recommendations for future research will be provided as well. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



100 
 

CHAPTER FIVE 

CONCLUSIONS, DISCUSSIONS & RECOMMENDATIONS 
 
 
5.1Introduction 

 

This thesis sought to determine the best predictor between subjective norms, 

behavioural control and the attitude factors (health and environmental consciousness, 

product trust and product attributes) toward the purchase intention of OTOP snack food 

products among international consumers in Phuket (Thailand). The main findings and 

their implications are highlighted. Based on the findings of the study, conclusions are 

drawn. In this chapter, the findings are discussed related to the hypotheses and the 

research objectives. The last section in this chapter encompasses few recommendations 

that describe the area that can be explored or future research that could be carried out 

by other researchers. 

 

5.2 Characteristics of Overseas Consumers 

 
In regards to the distinctive traits of the respondents, the findings of the current research 

exhibited that almost two-thirds of the respondents were males and only one-third of 

them were females. The age of the respondents were ranged from 18-55years and above. 

Hence, the findings also showed that more than 85% of this is in the age bracket of 18-44 

years. All the respondents have at least a secondary education (certificate) with more than 

half holding college/university degrees.   

 

Additionally, As far as “country of origin” is concerned; the highest response rate was 

from the Asian respondents (38.5%) who seem to display more willingness to purchase 

OTOP snack food products. In other words, Asians consumers estimated OTOP snack 

food products based on the portrait, the reputation, and the stereotype that they attach to 

Thai products. The image of OTOP snack food products is produced by combining both 
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the products to its representatives, Thai people’s characteristics, the country’s economic 

and political background, history and tradition of the Thailand. 

 

Consequently, country of origin impacts both product evaluations and purchase intention. 

In general, the assessment of a country coupled with a product directs to an equivalent 

favorable and unfavorable evaluation of a product. This could be explained that Asian 

consumers exhibited high purchase intention of OTOP snack food products maybe based 

on their experience with the products from the country in question. On the contrary, non-

Asian consumers in the study showed less concern of purchasing OTOP snack food 

products possibly due to personal experience, knowledge regarding the country political 

belief, ethnocentric tendency or fear of the unknown. In other words, high ethnocentrism 

scores will be related to the reluctance of purchasing foreign products and tendencies to 

evaluate their products negatively. 

 
5.3 Summary of the Effects of Independent and Dependent Variables 

 

The effects of independent variables on the dependent variable can be illustrated by 

referring to both correlation and regression analyses. 

 

The correlation readings pointed out a low to moderate (r=0.319 to 0.646) correlation 

between almost all independent variables and the purchase intention of OTOP snacks 

food products. That is to say, all variables have good association with the intention in 

purchasing OTOP snacks food products. Both product attributes (r= 0.646) and product 

trust (r=0.526) were found to be the important determinants of consumers overall attitude 

towards the purchase intention of OTOP snacks food products. However, the less 

important factors toward the purchase intention of OTOP snack food products were 

‘health and environment consciousness’ (r=0.387), ‘subjective norms’ (r=0.353) and 

‘behavioral control’ (r=0.319). In general, the result of correlation analysis showed that 

all variables significantly influenced the purchase intention of OTOP snacks food 

products.  
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Additionally, relation to the outcomes of the regression of the model, the influence of 

each independent variable revealed that four independent variables significantly predict 

the purchase intention of OTOP snacks food products. ‘Product attributes’was the 

strongest predictor (β=.453, t=8.595) followed by ‘product trust’ (β=.154, t=3.117), then 

‘behavioral control’ (β=.147, t=3.764), and finally ‘subjective norms’ (β=.092, t=2.232). 

‘Health and environment consciousness’ (β=.034, t= 0. 776) however, were found to not 

significantly predict the purchase intention of OTOP snacks food products. 

 

5.4 Discussions 

 

The objectives of the study were met as the researcher had evaluated the prediction of the 

purchase intention of OTOP snack food products and found that “subjective norms”, 

“behavioral control ”, “product trust” and “product attributes” were good predictors of 

purchase intention. Moreover, by reviewing the third objective, “health & environment 

consciousness” were found to be statistically insignificant with purchase intention.  

 
i. To determine the influence of subjective norms on international consumers’ 

purchase intentions of OTOP snacks food products. 
 
In this study, “Subjective Norms” was the weakest predictor of intention to purchase 

OTOP snack food products (ß = .072). This finding is in line with previous food choice 

applications of the TPB model. 

 

Mahon et al. (2006) examined the predictive function of the TPB (Theory of Planned 

Behavior) model in the context of ready meal and takeaway food consumption in the UK. 

It was found that subjective norms contributed to the predictive power of the model for 

ready meals, but it was a weaker predictor than attitude. They further found that 

subjective norms had no predictive effect on takeaway food. Brewer et al. (1999) on the 

other hand, determined the factors influencing consumption or avoidance of milk in 
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American consumers using the Theory of Reasoned Action (TRA). In their study, attitude 

was a good predictor of milk consumption, but “subjective norms” was not.  

 

Moreover, Chen (2007) hypothesized that given that organic foods are perceived as 

healthier (Grankvist and Biel, 2001; Magnusson et al., 2001); when Taiwan consumers 

alleged that the important people surrounding them think organic foods are better than 

conventional foods, they will have more intention of purchasing organic foods. It was 

confirmed that subjective norms positively enhanced consumers' intention to purchase 

organic foods, even though it showed less strong predictive power than attitude. 

  

McCarthy et al. (2003) in their study regarding the Irish market and in determining the 

factors that influence the intention to purchase beef; they found that subjective norms 

significantly influenced the purchase intention for beef, but it made less contribution to 

explaining behavioral intention than attitude. Correspondingly, subjective norms was 

established to have a significant outcome on consumers' intention to buy fermented 

sausages with reduced sodium content, but it was a weaker predictor than attitude 

(Guardia et al., 2006). 

 

However, in the same context of food choice, authors like Vermeir and Verbeke (2006) 

testified that the desire to comply with other people might explain strong intentions to 

purchase sustainable dairy products despite weak personal attitudes. Applied to organic 

food consumption, Chen (2007), Thøgersen (2007b) and Dean et al. (2008) discovered a 

significant positive relation between consumers’ intention to purchase organic food and 

their subjective norms. Furthermore, subjective norms had been found to be the strongest 

predictor in some other studies. Chase et al.  (2003) tested the variables of the theory of 

planned behavior model in predicting dieticians’ intentions to promote whole-grain foods. 

In the study, “subjective norms” was the strongest predictor of intention. The results 

revealed that subjective norms was 11.9 times more important than attitudes and 2.3 
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times more important than perceived behavioral control in explaining intention to 

promote whole-grain foods. 

 

ii. Objective 2: To investigate the impacts of behavioural control on international 
consumers’ purchase intentions of OTOP snacks food products. 
 

The multiple regression analysis confirmed that “behavioural control” was a significant 

predictor of intention to purchase OTOP snacks food products (ß =.155) in this study. 

Although behavioral control was a significant and positive predictor, it was a weaker 

predictor than one of the attitude factors (product attributes) in the model. This is 

consistent with other food choice studies.  

 

Mahon et al. (2006) studied the predictors of intention to eat ready meals and takeaway 

foods of British consumers. In their study, “behavioural control” (also known as 

perceived behavioural control) failed to appear as a significant predictor of consumption 

of either food. Similarly, Bredahl and Grunert (1997) adopted the TPB model to explain 

intention to buy three specific sea food categories, fish, frozen fish and shelled shrimps of 

Danish consumers. However, the perceived lack of capacity and control of purchasing 

and preparing the product was analyzed, and it was found as no significant predictor of 

consumption of all three types of sea foods. 

 

Guardia et al. (2006) also assessed consumers’ behavioural intention towards the 

purchase of reduced salt sausages in Cataluña using the TPB model. Even though all 

components of the TPB model had a significant effect on behavioural intention, 

behavioural control was the weakest predictor of intention. Hence, Povey et al. (2000) 

pointed out when a person has a high level of self-confidence in evaluating the 

purchasing decision of a product, behavioural control will not be a most important issue 

in influencing his or her behavioural intention. 
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Contrarily to the above mentioned findings, behavioural control has been found to be a 

stronger predictor of behavioural intention, in some earlier studies (Bogers et al., 2004). 

Bogers et al. (2004) found that behavioural control was the strongest predictor intention 

to consume both foods, fruits and vegetable, amongst Dutch consumers. In their study, 

the prediction by behavioral control was better for the intention to eat vegetables than for 

the intention to eat fruits. Chen (2007) in another study tested Taiwan consumers’ 

intention to purchase organic food by using the theory of planned behavior model. As a 

result, behavioural control was found to be a stronger predictor than subjective norm, and 

a weaker predictor than attitude. 

 

For instance, under behavioral control, there are some perceived barriers (price, 

availability, lack of product trust and product appearance) that may obstruct and 

perceived abilities (income) that may facilitate behavioral intention and behavior of 

consuming organic food. 

 
Tarkiainen and Sundqvist (2005) cited that in the majority of earlier studies, consumers 

embraced a positive attitude toward organic food, whereas the proportion of consumers 

who purchase organic food on a regular basis remains quite low. The main consumption 

barriers for organic food found in literature are the relatively high price premium 

(McEachern and Willock, 2004; O’Donovan and McCarthy, 2002; Zanoli and Naspetti, 

2002) and the real or perceived lack of availability (Chryssohoidis and Krystallis, 2005; 

Lea and Worsley, 2005; Makatouni, 2002; O’Donovan and McCarthy, 2002). Moreover, 

other authors had also mentioned some additional elements of consumption barriers such 

as uncertainty (Thøgersen, 2007a) or the lack of information, low knowledge (Padel and 

Foster, 2005) and the lack of trust in the organic certification process (Lea and Worsley, 

2005). 
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On the other hand, Jager (2000) and Ajzen (2006) evoked that differences in abilities 

such as financial resources may have a strong impact on the performance of behaviour. 

Bonti-Ankomah and Yiridoe (2006) reported that according to several empirical studies 

(Hill and Lynchehaun, 2002; Kuhar and Juvancic, 2005; Fotopoulos and Krystallis, 

2002b) income seemed to play a significant positive role in explaining organic food 

purchases in Europe, while other studies did not find this relation to be significant in the 

USA (Durham and Andrade, 2005; Zepeda and Li, 2007; Wolf, 2002). Studies in Canada 

(Cunningham, 2002) reported a positive relationship between income and willingness to 

buy organic products, up to a given level of income. 

 

Nonetheless, Riefer and Hamm (2008) also found that the changes in organic food 

consumption also arose in relation to changes in the situation of income. That is to say, in 

some cases, respondents described that due to their partners’ unemployment; organic 

food consumption was limited. Kenanog˘lu and Karahan (2002) showed that in Turkey, 

the limited sales of organic products were mainly caused by the average low income of 

people and the considerable price premium for organic products. 

 

Gracia and de Magistris (2007) studied the force of the importance that Italian consumers 

affixed to the price when shopping for organic food, and found that consumers who paid 

more attention to the price when shopping are less likely to be regular consumers. 

Kihlberg and Risvik (2007) as well found that Swedish consumers did not buy organic 

products because of its higher in price compared with conventional products. Dutch 

consumers also did not buy organic food because of its expensiveness, and even if they 

did buy it, they bought less (Verhoef, 2005). 
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Similarly, Zanoli and Naspetti (2002) found that most of Italian consumers hesitated to 

purchase organic food due to its higher price. A series of studies also pointed out that 

changing price strategy directly affected consumers’ food purchasing behavior, and that 

reduced price of food products significantly increased the sales of the food products 

(French, 2003). 

 

In conclusion, in this study, it could be expected that the reason for the weak contribution 

of behavioral control to explaining the purchasing intention for OTOP snack food 

products was because the international consumers thought that expensiveness of OTOP 

snack food products negatively impacted on their purchasing behavior, but products trust 

of its efficacy and availability positively impacted on their behavior. In particular, 

international consumers in the lower income growing tended to think that they could not 

easily buy OTOP snack food products because of its high price compared with those who 

were in the higher of income. 

 

iii. Objective 3: To find out the effect of the different factors (health and 

environmental concerns, product trust, and product attributes) of attitudes that 

may influence international consumers purchase intentions of OTOP snacks 

food products. 

 
In this study, the variable “attitude” had three factors: health and environmental concerns, 

product trust, and product attributes. Similarly, in previous researches, Jung (1971) 

defined attitude as a psychological construct which represents an individual’s readiness to 

act or react in a certain way. It is a relatively enduring evaluation of an object against 

alternatives, and is based on an individual’s thoughts (cognition), beliefs (values) and 

emotions (affection) towards the object (Hoyer and Maclnis 2004; Dossey and Keegan 

2009).  
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Previous studies have associated organic food consumption with behavioral attitudes such 

as health consciousness, environmental consciousness, trust of organic food claims and 

the desirability of organic food attributes such as taste, texture, freshness (Hughner et al. 

2007; Gil and Soder 2006; Thogersen 2006; Aryal et al. 2009). Thus, in this study, the 

antecedents of attitude are: 

 Health and environmental consciousness 

 Product Trust 

 Product attributes 

 
a) Health and Environmental Consciousness 
 
In this study, the multiple regression analysis confirmed that “health and environmental 

consciousness” was the weakest predictor of intention to purchase OTOP snacks food 

products (ß =.035) in this study. This is not consistent with other food choice studies.  

 

First and Brozina (2009) in their study on “the impact of cultural differences on organic 

food consumption among consumers in West European countries”, reported that while 

the impact of cultural dimensions varied among the consumers, all exclusively considered 

health as the prime motive for consumption. Similarly, Roitner-Schobesberger et al. 

(2008) found that health consciousness was a main motive to purchase organic food in 

Thailand, particularly when consumers are concerned with residues from synthetic 

chemicals used in agriculture.  

 

Magnusson et al. (2003) also found health to be the stronger predictor of attitude and 

purchase intention towards organic foods especially when compared with environmental 

motives. Besides, they found that health consciousness was a good predictor of attitude, 

intention and the purchase of organic foods. 

 
Zanoli and Naspetti (2002) conducted a study on Italian consumers by constructing a 

means-end model with the aim of linking attributes of the product to the needs of 

consumers. They found that consumers were positive on the whole about organic food 



109 
 

and that central to their decision to purchase was the health and wellbeing factor, which 

occupied central positions on both chains.  

 

On the other hand, environmental consciousness was a key determinant in a study on 

Norwegian consumers (Honkanen et al. 2006). They investigated the ethical motives in 

consumers’ choice of organic food and found that environmental and animal rights issues 

had a strong influence over attitudes towards organic food. Specifically, the more 

concerned consumers are about these issues, the more positive their attitudes will be and 

the more likely they will consume organic food. A study by Chen (2009) also found that 

health consciousness and environmental attitudes influenced the consumer’s attitude 

toward organic foods through his/her healthy lifestyle.  

 

However, similarly to the findings of the research, Michaelidou and Hassan (2008) in the 

article, “The role of health consciousness, food safety concern and ethical identity on 

attitudes and intentions towards organic food” found that health consciousness had the 

least strong influence on purchase intention, seeming to show that health consciousness 

only has an indirect impact on intention. The strongest influence they found on purchase 

intention in the regression was ethical identity (0.62) followed by food safety (0.31), and 

health consciousness came last (0.16). It can be concluded that the results may reflect the 

effect of egotistic motives such as healthiness and food safety, on attitude and purchase 

intention towards organic food as declining, whereas considerations such as ethical 

considerations may be becoming more relevant in determining attitude and intention 

towards organic food. In sum, there are clearly divergent views on the importance of 

health consciousness and its relation to purchase intention. 
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b) Product Trust  

 

Product trust was included in this study as the second antecedent of the variable attitude. 

This variable was labeled “Product trust”, because all items of this variable related to the 

confidence respondents had about information sources for OTOP snacks food products. 

The factor “Product trust” had a significant influence on the intention to purchase for 

OTOP snacks food products, even though it was not the strongest contribution to 

explaining the behavioral intention (ß =.146) in the model. Thus, hypothesis 3b was 

confirmed. Luhmann (1979) confirmed that trust of organic food claims is a strong 

determinant of intention to consume due to the credence nature of organic food. In other 

words, credence products are those for which consumers cannot evaluate successfully as 

the benefits of consumption cannot be directly or directly observed. Accordingly, organic 

food consumers may rely on product labeling, advertisements and certifications as signals 

of the trustworthiness of product claims. The extent that these engender consumer trust 

will therefore influence the intention to purchase organic food.  

 

Perrini et al. (2009) in their study found that Italian consumers were more likely to trust 

retailers of organic products if they believe the retailer is committed to respecting their 

rights and the environment. Nevertheless, Vermeir and Verbeke (2008) adopted the 

extended TPB model to investigate sustainable purchase behavior and to formulate 

recommendations for stimulating sustainable food consumption among young adults in 

Belgium. They found that trust had a direct positive effect on intention to purchase 

sustainable dairy products. 

 

Lobb et al. (2007) in their research investigated how food purchase can be explained and 

predicted taking into account trust in food safety information using the TPB model. The 

findings determined that trust in information sources significantly influenced the 

purchase intention of chicken. Kim et al. (2008) used the modified TPB model including 
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trust to investigate consumers’ decision-making processes leading to purchase behaviour. 

Findings found that consumers' trust positively affected consumers' intention to purchase. 

 

Bonne and Verbeke (2008) focused on trust amongst Belgian Muslims in information 

sources about halal meat (denoting or relating to meat prepared as prescribed by Muslim 

law) and their confidence in key actors and institutions for monitoring and controlling the 

supply chain. For instance, the researchers’ findings revealed that trust in information 

sources had a significant effect on consumers’ intention to purchase, and Islamic 

institutions and the Islamic butcher received, in general, most confidence for monitoring 

and controlling the halal status of meat.  

 

Concerned Muslim consumers showed higher confidence in Belgian than in Islamic 

institutions, which was associated with perceiving a lack of information, poor hygiene 

and safety concern as barriers to purchasing halal meat. Confident consumers displayed a 

clear preference for Islamic institutions to monitor and communicate about halal. Islamic 

idealists, who were typified by younger age, second generation and high Muslim self-

identity, differed from the confident consumers through their very low confidence in local 

Belgian sources and institutions. 

 
 
c) Product Attributes 
 
 In this study, the multiple regression analysis confirmed that “product attributes” were 

the strongest predictor of intention to purchase OTOP snacks food products (ß =.472) in 

this study. This is consistent with other food choice studies as the term “product 

attributes” is too broad.  

 

Bian and Moutinho (2011) studied the purchase behavior of customers by determining 

the prediction of product attributes on customer’s purchase behavior. They conducted 

their study in Glasgow and collected the data from randomly selected twenty (20) 

supermarkets. As a result, they proved that positive product attributes are the significant 
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predictor of purchase intention. Jung & Bonn (n.d) also undertook a study on the effect of 

product attributes on the consumer purchase intention. For that purpose, data were 

collected from respondents having age 21 or above through questionnaire. Their study 

found a significant effect of product attributes on consumer purchase intention. 

 

Radder and Roux (2005) illustrated that sensory appeals, such as appearance or colour, 

texture and taste or smell are some of the important influencing factors on the acceptance 

of food and in eating behavior for consumers. In their study, they were to determine 

South African consumers’ perceptions and opinions of taste that could influence their 

preference for wild venison. The findings revealed that South African consumer’ 

perceived tenderness, juiciness and flavor as primary indicators of the taste of red meat. 

Additionally, it was also found that fifty two percent (52%) of respondents regarded 

colour as an extremely important indicator of red meat quality, and smell and texture 

were regarded as important quality indicators. Fifty nine percent of the respondents 

labeled smell as extremely important in judging red meat quality, and 41% regarded it as 

important to slightly important. In other words, these attributes of the product are the best 

interpreters of South African consumers’ intention to purchase.  

 

Similarly, O’Donovan and McCarthy (2002) examined Irish consumer perceptions and 

purchase intention of organic meat. The importance of appearance was similar for both 

groups those who purchased or had intention to purchase organic meat and who had no 

intention to purchase organic meat. Thus, this finding suggested that appearance is an 

important factor for food choice but not organic meat. 

 

Rolls et al. (1982) by examining the influence of food appearance on intake offered 

sweets of different colors to children. Children consumed similar amounts under all 

conditions. The results had proven that the taste of the favorite colour of the foods eaten 

was rated higher than the taste of the other colors, and a significant decline in 

pleasantness of the colors eaten in comparison with the colors not eaten was reported.  
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Accordingly, Lavin and Lawless (1998) investigated the effect of colour change in a fruit 

beverage on sweetness judgments and liking of milk. Three groups of American children 

were tested, in age groups of 5 to 7, 8 to 10 and 11 to 14-years-old, and their responses 

and contextual effects were compared to those of adults. It was found that children did 

not show the expected effect of darker red colors raising sweetness judgments in the fruit 

beverage, and the l1 to 14-years-old group judged lighter red colour as sweeter. This 

result was the opposite direction from adults. 

 

Fotopoulos et al. (2003) analyzed consumers’ purchasing motive with Greek organic 

wine and found that quality such as colour, aroma, taste and finesse constituted the main 

advantages of the product. Although consumers indicated their satisfaction and the 

importance health aspect of organic wine, this latter played a vital role between the 

purchase motives of organic buyers and non-buyers. Therefore, from the numerous 

findings cited earlier, product attributes as an antecedent of attitude were the strongest 

predictor of intention to purchase OTOP snacks food products. 

 

5.3 Contributions of the Study 
 
As purchase intention is important because, as this study shows, there are some 

significant differences in the subjective norms and health perception which in turn lead to 

significant differences in purchase intention in Europe and Africa as compared to Asia 

and Southeast Asia.  

 

In light of these remarks, the research recommends that deeper market research of these 

factors should be conducted in each country in order to have a better understanding of the 

international consumer’s needs and wants in each region. Nevertheless, the study 

contributed by providing clear thoughts on international consumers’ organic food 

consumption of Thai products leading to interesting hypotheses and recommendations for 

researchers (academicians), policy makers, and marketers involved in the Thai organic 

food market.  
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In addition, the research result will benefit not only to general readers but also the OTOP 

producers, retailers, marketers and the Thai government as well in order to know the 

international consumer’s perception and attitude towards the purchase intentions of 

OTOP snacks food products in order to compete globally and to promote Thailand as “A 

Kitchen of the World.” 

 

   5.3.1 Academicians 

 

 There are several important contributions from the obtained results out of this study. 

First of all, the study can serve as a reference to examine the validity of the TPB model 

for analyzing topics related to organic food considering other cultural settings and 

behavioral determinants. The usefulness of the TPB in the case of organic food 

consumption has been demonstrated by several studies. It can be concluded that organic 

purchases are positively and significantly related to intentions to purchase in combination 

with behavioral control. Intentions are in turn influenced by the attitude, personal and 

subjective norms and (perceived) behavioural control. Recent studies indicate that 

including personal norms (Arvola et al., 2008, Dean et al., 2008) and emotions within the 

TPB model may help explaining organic food purchases. 

 

This study had served to reach a better acceptance about the factors that international 

consumers have on OTOP snacks food products. It helped presenting good information 

about the taste preferences of international consumers as well as indicating international 

consumer’s position according to their perceptions and attitudes towards their intention to 

purchase OTOP snacks food products. However, this study indicated that health and 

environmental concerns were not more important for international consumers and were 

not the reasons for their purchase. Related to these findings, it is believed that it would be 

interesting if future research would focus more on a detailed description of health 

concerns and environmental consciousness, other attitude factors as well as international 

consumers (non-, light-, medium- and heavy users) of  OTOP snack food products. 
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Getting more insight herein may be very relevant as the group of light and medium users 

have important potential for future market growth.  

 

    5.2.2 Entrepreneurs and Marketers (OTOP Producers & Thai 
Government) 
 

The results of this research designated that consumer associations and authoritarian 

bodies of organic food products interested in supporting the growth of Thai organic food 

sector may increase the receptiveness of their messages by taking into consideration that 

different groups of OTOP food products buyers would trail different values, and properly 

tailoring communication campaigns on heath and the environment. It would be believed 

that by concentrating on the specific concerns of each consumer group, such a 

differentiated approach may boost up the effectiveness of policies directed at motivating 

sustainable consumption patterns and foster public confidence in the safety standards of 

Thai organic farming. 

 

Nevertheless, the research findings can help both entrepreneurs and marketers to plan 

their policy with regard to actions improving the purchase and usage behavior of the 

consumers towards OTOP snack food products. It is important for OTOP entrepreneurs to 

work towards improving the environment by understanding the behavioral aspects of the 

consumption so that they could make international consumers change and believe in 

certain aspects of their actions leading to the betterment of the environment and ecology.  

 

Correspondingly, it is of immense importance for marketers to include the elements of 

health and environmental concerns in their marketing strategy. The current study would 

help them in understanding an important element of the marketing strategy which is the 

behavior of consumers. The findings such as insignificant impact of health and 

environmental consciousness on purchase intention of OTOP snack food products could 

be a new thing for international consumers in Thailand; hence marketers may have to 
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move away from the traditional way of managing their marketing activities targeted 

exclusively on local (Thais) consumers. 

 

To add, OTOP entrepreneurs and marketers need to keep in mind that health and 

environmental awareness have significant impact on the attitudes towards OTOP snack 

food products. Both (health and environment) provide them with the chance to propose 

their communication content along the lines of the requirements to develop the 

knowledge level of target audience. There is always a concern towards validity of the 

claims made by marketers for the organic products. However, the hesitation is more 

enhanced in the absence of appropriate communication that tells about the authenticity of 

the claim. A right set of knowledge is expected to have positive impact on the attitude of 

the consumers as per the findings of this study. 

 

The important role attitudes play in driving the purchase of OTOP food products cannot 

be ignored. OTOP agricultural producers and retail outlets selling food products should 

target messages to international consumers (Europeans, Americans and Africans) that 

seek to engender and capitalize upon their favorable attitudes towards Thai food products 

consumption. 

 

5.3 Suggestions for Marketers and Entrepreneurs 
 

i. Marketing the Organic Concept Overseas 

 

OTOP food producers should launch a campaign (social marketing) to raise awareness 

about OTOP agriculture products among international consumers in order to improve the 

understanding of organic agriculture and to build momentum in supporting organic 

development. This could create a suitable environment for the development of medium 

and long-term plans. OTOP food producers should also develop marketing activities 

(excluding profits or selling purpose) to support the environmental attitudes, perceived 
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value and organic knowledge of international customers with the aim of providing them 

positive attitudes towards OTOP food products. 

 
ii. Starting up a Niche Markets in Overseas Countries  

 

After the supply and management stages have progressed and production becomes more 

stable, OTOP food producers should now articulate a marketing strategy and start selling 

products at a profit; and international consumers would thus have some specific 

knowledge and perceived value of the OTOP food products since they would have a 

chance to experience the products and evaluate the product, using their own perception.  

OTOP food producers should start with a niche market because at first the amount of 

organic food produced will be low. Given the limited supply, niche markets would be 

appropriate and more suitable than market integration. Niche market could satisfy the 

small needs of consumers who already have higher awareness of organic agriculture, a 

better understanding of the benefits of organic products (especially healthy factors), and 

are willing to pay for organic products. 

 

 5.5 Conclusions 

 
Regard to the measurement of the results of the diverse analyses, it can be plainly noted 

that the scale measurement of estimating subjective norms, behavioral control and 

international consumers’ attitudes towards the purchase intention of OTOP snack food 

products was reliable and valid. In other words, all variables have α-value > 0.7 (the 

items in the questionnaires were well comprehended by the four hundred (400) 

participants) and there was no multicollinearity problem in this study because the VIF 

(Variance Inflation Factor) for each independent variable was less than 10. As an 

overall, the significance of the regression model was statistically significant. Thus, 

achieving the research objectives are elucidated by discussing the results of the 

regression analysis of the model. 
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From the multiple regression analysis of the model, the findings in the previous chapter 

(table 4.18) revealed that subjective norms was statistically significant (.026*) with 

purchase intention at p≤ .05. Therefore, “subjective norms” is a predictor of purchase 

intention and the first hypothesis of the study was supported.  Moreover, the behavioral 

control variable was also found to be statistically significant (.000**) with purchase 

intention at p≤ .01. Thus, “behavioral control” is a predictor of purchase intention and the 

second hypothesis of the study was supported as well.  

 
Finally, the above table also illustrated that attitude factors such as “health & 

environment consciousness” were found to be statistically insignificant (.438) with 

purchase intention. However, the two other factors of attitude (product trust and product 

attributes) were found to be statistically significant with purchase intention and their 

respective significance levels were (.002**) and (000**) at p≤ .01.  Accordingly, 

“product trust” and “product attributes” were good predictors of purchase intention and 

the third hypothesis of the study was partially supported. The main reason of stating that 

H3 was partially supported is due to the fact that the claims of H3a were not attained. 

 

o  Summary of Hypothesis Testing 

In the first chapter of the study, three main hypotheses were constructed. These 

hypotheses are:    

 Hypothesis 1: Subjective norms can have a positive and significant influence on 

purchase intention (Hypothesis was statistically true). 

 Hypothesis 2: Behavioral control variable can have a significant impact on 

purchase intention (Hypothesis was statistically true).  

 Hypothesis 3: Attitude factors (health and environmental concerns, product trust 

and product attributes) can have a significant impact on purchase intention 

(Hypothesis was statistically and partially true). 
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 Hypothesis 3.a. Health and environmental concerns can significantly persuade 

the purchase intention (Hypothesis was statistically not true). 

 Hypothesis 3.b Product trust can have a significant impact on purchase intention 

(Hypothesis was statistically true). 

 Hypothesis 3.c Product attributes can significantly influence the purchase 

intention (Hypothesis was statistically true). 

 
5.6 Limitations of the Study 
 
Even though the current study made important contributions to the understanding of 

international consumers’ perception about OTOP snacks food products and investigating 

the determinants of the relationship between attitude factors and intention to purchase 

OTOP snacks food products, several limitations remain and need thoughtfulness when 

deducing the findings. Overcoming these limitations can provide directives for future 

research. 

 
The first limitation that needs serious concerns was about language barriers and culture 

differences among Asian (Malaysians, Arabs, Chinese, and Japanese) and European 

(Russians, Ukrainians and French) respondents. Regarding language, the above cited 

nationalities had a serious issue. Culturally speaking, the main difficulty the researcher 

faced was how to approach respondents of Malay, Chinese and Japanese nationalities.  

For these latter, English means more than just a foreign language and they also share 

cultural values such as high power distance, high collectivism, and high face concerns. 

 

For future researchers in this topic, their works should examine ESL (English as Second 

Language) Asians in other non-English speaking countries to broaden the scope of this 

study. They should also observe how cultural factors affect the impact of language barrier 

by comparing Asian ESL customers to other ESL customers from different cultural 

backgrounds, such as Indian ESL customers. This is because the so-called Asians 

(Malaysians, Arabs, Chinese, and Japanese) who were approached by the researcher and 

did not wish to participate to this study were more concerned about “losing face” and 



120 
 

“feeling embarrassed” which led to their non-participative behaviors such as “no speak 

English.” However, Indian ESL customers might not be as concerned about “losing face” 

and may feel more “cooperative” than “embarrassed” which may lead to a different 

behavior such as “ok, let me fill in your questionnaire for you.” 

 

Secondly, the non-identification of international consumers as being organic food and 

environmentally friendly food consumers might be one of the reasons to come out with 

such data. Besides, there was also the unawareness of OTOP brand despite the fact that 

the logo and products of the brand were shown in the front page of the questionnaire and 

explained to respondents before they completed the questionnaire, still, many respondents 

could not exactly recognize the brand. In fact, OTOP brand is well-known among Thais 

but not all international consumers, and it may cause international consumers’ confusion. 

Therefore, this study could not obtain pure data only for OTOP snacks food products 

purchasing behavior among international consumers in Phuket (Thailand). 

 

Thirdly, there needs to be more of a theoretical basis for the dissolution of health and 

environmental consciousness into different factors (safety, nutrition, ethical values) that 

may have possible direct influences on purchase intention into the research model. That is 

why the results of this study indicated an insignificant relationship between health and 

environmental consciousness and purchase intention, health and environmental 

consciousness did not explain intention to purchase with a satisfactory contribution. 

 

The fourth limitation relates to the use of convenience sampling and the number of 

respondents in the elicitation survey. There were few consumers’ behavior studies 

relating to OTOP food product among international consumers in Thailand, and the 

elicitation survey, thus, was carried out to compensate for the lack of a conceptual basis 

in the existing literature. Although samples were obtained by adopting a random survey 

method through the whole of Phuket, samples were limited to consumers who shop for 

OTOP food product and are within OTOP stores in Phuket. Additionally, relatively small 
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samples were obtained. Therefore, perhaps, those respondents did not truly represent the 

populations of international consumers in Thailand, and did not match the perceptions 

and understanding of OTOP food product consumers in Thailand. 

 

Future works should be concerned with using a more comprehensive sampling design 

and, which would be more systematic. Probability sampling would give a higher 

reliability and validity to the data and findings of those future studies. Future studies 

should be based on the results of the current study and attempt to offer further insights by 

identifying factors that moderate and/or mediate the impact of intention on actual 

behavior under different conditions. In view of these concerns, the findings of this study 

will offer a definite foundation upon which to undertake further research work. Finally, 

the last limitation was related to the researcher in terms of time to complete both the 

fourth and fifth chapters as the time length (2 months) for completing such study is very 

insufficient. Therefore, to complete the whole report within two months is very intricate.  

 

5.7 Recommendations for Future Research 

Based on the findings and limitations of this research, the following recommendations 

can be made to increase the purchase intention of OTOP snack food products among 

international consumers in Thailand. 

 
 Future researchers should also identify international consumers specifically as being 

organic food consumers (non-, light-, medium- and heavy users) and are well-aware 

of OTOP brand without explaining to them. This could be possible if only OTOP 

food producers launch a campaign to raise awareness about OTOP brand among all 

their stakeholders, especially overseas consumers. This would lead to a gain in more 

accurate results and medium users have important potential for future market growth. 

 
 Future researches should consider using several identifiable factors of “health and 

environmental consciousness” to explain behavioral intention for food choice, and 
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then investigate the relationship between each of the health and environmental 

consciousness” and consumers’ food choice behavior. 

 
 Future papers within the same topic should also try to conduct a comparative study 

between international and local consumers of OTOP brand and especially studying 

their perception and behavioral attitude towards the purchase intention of OTOP food 

products. The comparative study will help to better appreciate the “study gap” 

unfulfilled in this current study when international consumers were taken as the only 

participants for the research.  

 
 For OTOP entrepreneurs and marketers, they should consider undertaking a Supply 

Chain Management (SCM) towards overseas countries because a good supply chain 

will help to synchronize the organic production and sales more effectively. OTOP 

food producers should first set up logistics (managing transportation, distribution, 

packaging or even the manufacturer) to ensure the quality of the products and 

generate international consumers’ trust and make OTOP food market development 

successful. 

 
 Finally, future works should also explore the business performance of OTOP 

entrepreneurs and compare the findings among OTOP styles of entrepreneurship in 

other cultures and different geographical regions. The further research should apply 

an approach that influence and impact the business performance of OTOP 

entrepreneurs in different market size. 
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Appendix A: Questionnaire Survey  

                                                                                 

Prince of Songkla University (Hat Yai Campus) 

Faculty of Management Science 

 

 Dear Sir/ Madam 

 

My name is Mahamat Abdourrahmane. I am a graduate student of iMBA (International Master of Business 

Administration) under the supervision of Assoc. Prof. Sasiwemon Sukhabot. This questionnaire has been 

developed for the educational purpose only and the information provided will be treated with high 

confidentiality. For your information, I am conducting a research on “An International Consumer’s 

Perception and Attitudes towards the Purchase Intentions of OTOP Snacks Food Products”.  

Access to the questionnaire is restricted to my supervisor and me. Completion of the questionnaire is 

voluntary. I appreciate your help and thank you very much for your cooperation. 

Yours sincerely 

Mahamat Abdourrahmane 

Master of iMBA 

Faculty of Management Science 

Prince of Songkla University (Hat Yai Campus) 

e-mail address: mahamatabdourrahmane@yahoo.com 

 

 

 

 

mailto:mahamatabdourrahmane@yahoo.com
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         A.     Demographic Background 

Please kindly tick (√) your answers to the given questions/statements. 

1. What is your GENDER? 

               [  ] Male                      [  ] Female 

2. What is your AGE group? 

          [  ] 18-25 Years old                    [  ] 26-34 Years                  [  ] 35-44 Years old                     

          [  ] 44-54 Years old                    [  ] Above 55 Years old 

3. To which category does your country of origin fall in? 

          [  ] Europe                                  [  ] Americas            [  ] Asia 

          [  ] Australia/ New Zealand        [  ] Africa                 [  ] Others (please specify….…......)                                   

4. Educational Level 

          [  ] Certificate                               [  ] Diploma             [  ] Bachelor Degree   

           [  ] Master Degree                        [  ] PhD Degree        [  ] Others (please specify………....)               

5. Occupation  

[  ] Student,                                     [  ] Professionals (doctor, lawyer, engineer, lecturer) 

[  ] Government employees,           [  ] self-employed,  

[  ] Company employee                   [  ] Unemployed/ Retired  

[  ] Others (please specify…………………………………………………………………...) 

 
6. Household Members    

           [  ] 1-2                                           [  ] 3-4                                     [  ] 5-6 

           [  ] 7-8                                            [  ] 9 or more 

7. Monthly Gross Income ($ i.e USD- US Dollar) 

          [  ] $1000 and less                    [  ] $1001-$2000 

          [  ] $2001-$3000                       [  ] $3001-$4000 

          [  ] $4001-$5000                       [  ] $5000 and above 
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Please read each statement and tick the right box to the response indicating how much you agree or 
disagree with the statement as a description of you. You should only tick one box per statement to 
disclose how agreed have you each of the following 5-Likert scales. Indicate your response by ticking 
one of the ranking from “strongly agree” coded 5 to “strongly disagree” coded 1 

B. Subjective Norms 

  1 2 3 4 5 
  Strongly 

Disagree 
Disagree Not 

Sure 
Agree Strongly 

Agree 
1. My close friends and family consume 

OTOP snacks food products. 
     

2. Nowadays, OTOP snacks food products are 
widely regarded as a better alternative to 
conventional food. 

     

3. The people in my life whose opinions I 
value would approve me to buy OTOP 
snacks food products.  

     

4. The people in my life whose opinions I 
value buy OTOP snacks food products. 

     

5. Most people who are important to me think 
that I should buy OTOP snacks food 
products. 

     

6. Most people who are important to me buy 
OTOP snacks food products. 

     

7. It is expected of me that I purchase OTOP 
snacks food products. 

     

8. Many people like me buy OTOP snacks 
food products. 

     

 

C. Behavioral Control 

 
  1 2 3 4 5 
  Strongly 

Disagree 
Disagree Not 

Sure 
Agree Strongly 

Agree 
1. OTOP food products are too expensive.      
2. Only consumers with higher income can 

afford OTOP snacks food products. 
     

3. OTOP food products are beyond my budget.      
4. Buying OTOP snacks food products is 

highly inconvenient. 
     

5. OTOP snacks food products are only 
available in limited stores/ markets. 

     

6. The stores that I frequently shop do not sell 
a variety of OTOP snacks food products. 

     

7. Whether I will eventually purchase OTOP      
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snacks food products is entirely up to me. 
8.  I have complete control over whether I will 

eventually buy OTOP snacks food products. 
     

 

Please read each statement and tick the right box to the response indicating how much you agree or 
disagree with the statement as a description of you. You should only tick one box per statement to disclose 
how agreed have you each of the following 5-Likert scales. Indicate your response by ticking one of the 
ranking from “strongly agree” coded 5 to “strongly disagree” coded 1 

         D. Attitudes Items  

  1 2 3 4 5 
  

Health and Environmental Consciousness 
Strongly 
Disagree 

Disagree Not 
Sure 

Agree Strongly 
Agree 

1. I am concerned about the type and amount of 
nutrition in the food that I consume daily. 

     

2. I am concerned about the presence of OTOP 
snacks food products additives. 

     

3. I am concerned about how OTOP snacks food 
product is processed. 

     

4. When making OTOP snacks food products 
purchase, I pay attention to whether the 
product contains unhealthy substances. 

     

5. Health issues play an important role when I 
make decision to purchase OTOP snacks food 
products. 

     

6. OTP food products are more environmentally 
friendly. 

     

7. My family and I know that OTOP snacks 
food products have the anti-sickness effects 

     

8. It frightens me to think that much of the food 
I eat is contaminated with pesticides. 

     

9. I am greatly concerned about the harm being 
done to plant and animal life by pollution. 

     

 Product Trust      

10. I trust that OTOP food products providers are 
honest about the organic nature of their 
products.  

     

11. I trust that OTOP snacks food products 
producers are practicing organic farming. 

     

12. I trust the information on OTOP snacks food 
products labels. 

     

13. I think labels of OTOP snacks food products 
are worth buying. 

     

14. I think advertisement is important when I buy      
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OTOP snacks food products. 
15. My decision to purchase OTOP snacks food 

products is influenced by advertisement. 
     

16. The message on advertisement attempts to 
persuade me to buy OTOP snacks food 
products. 

     

17. I trust on the message given by the 
advertisement of OTOP snacks food products 
provider.  

     

18. I trust the organic certification logo on OTOP 
snacks food products labels. 

     

19 I trust OTOP snacks food products labels of 
organic food products.  

     

 Products Attributes      
20. OTOP snacks food products smell nice and 

taste good as well. 
     

21. OTOP snacks food products have a pleasant 
texture. 

     

22. OTOP snacks food products are free from 
genetic modifications. 

     

23. OTOP snacks food products do not contain 
additives and artificial flavouring. 

     

24. OTOP snacks food products are free from 
pesticides. 

     

25. I think OTOP snacks food products are 
fresher than other brands.  

     

26. I think OTOP snacks food products have 
clearly stated their ingredients such as how 
much the percentage of each ingredient 
contain in the food product.  
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Please read each statement and tick the right box to the response indicating how much you agree or 
disagree with the statement as a description of you. You should only tick one box per statement to disclose 
how agreed have you each of the following 5-Likert scales. Indicate your response by ticking one of the 
ranking from “strongly agree” coded 5 to “strongly disagree” coded 1 
 
E. Intention to purchase OTOP food products Items  

  1 2 3 4 5 
  

Purchase intention factors  
Strongly 
Disagree 

Disagre
e 

Not 
Sure 

Agree Strongly 
Agree 

1. I would buy OTOP snacks food products in order 
to save money. 

     

2. I will consider purchasing OTOP snacks food 
products. 

     

3. I’m willing to buy OTOP snacks food products 

even though the choices are limited. 
     

4. I’m willing to buy OTOP snacks food products 
because the benefits outweigh the cost. 

     

5. I don’t mind spending more time sourcing for 

OTOP snacks food products. 
     

6. I would still buy OTOP snacks food products even 
though conventional alternatives are on sale. 

     

 

Thank you for your time and cooperation! 
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Appendix B: Level of Agreement Statistics 

Interpretation of Kappa 
 Poor Slight  Fair  Moderate  Substantial  Almost Perfect 
Kappa  

0.0 
 
0.20 

 
0.40 

 
0.60 

 
0.80 

 
1.0 

Kappa  
< 0 
0.10-0.20 
0.21-0.40 
0.41-0.60 
0.61-0.80 
0.81-0.99 

Agreement 
Less than chance agreement 
 Slight agreement 
 Fair agreement 
Moderate agreement 
Substantial agreement 
Almost perfect agreement 
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