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THE INFLUENCE OF FACTORS BASED ON THE THEORY OF PLANNED BEHAVIOR
TO THAI CONSUMER’S PURCHASE INTENTION OF
PLANT-BASED HEALTHY FOOD
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Introduction: In the present time, Thai consumers consume plant-based
healthy food increasingly with healthy trend and green consumption
trend. However, less papers have been tested the relationship with theory
of planned behavior. Objective: This study aims to investigate the
factors, which are attitude toward plant-based food, subjective norms and
perceived behavior control, influencing to Thai consumer’s purchase
intention of plant-based healthy food based on the theory of planned
behavior (TPB), which includes attitude, subjective norm, and perceived
behavioral control. Method: A quantitative method was employed using
questionnaires collected from 400 Thai consumers. The convenience sampling
is employed. Descriptive statistics and multiple regression analysis were
used for data analysis. Results: The findings show that all three factors,
which are attitude, subjective norms, and perceived behavioral control,
positively and significantly influence to purchase intention. Conclusion:
The findings confirms that the theory of planned behavior can explain the
purchase intention for plant-based healthy food significantly. In addition,
the findings provide guidance for promoting consumer behavior and

developing effective marketing commmunication strategies.
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5. 51Ul
n1sAnwndun1s3Tei8Us o (Quantitative Research) wagldguuuun1siduidanng (Casual
Research) Tnglduuuaeuniu (Questionnaires) iduaesdislunisifusivsudoya TneifBsudunsidessd
U389 uaznguAee1e
Uszrnsfililunsinunadsilfe fuilnefiaefivszaunisaflumsidentomsifioguaimuszian omms
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983 Cochran(1953) T 3delar1uinuazldvuinngudieg1efeuilnayalve 913w 385 daed1euay

v
[

ﬁﬂLﬁumsLﬁuﬁagaL?‘iammﬁ@wmmLi‘;luﬁi’wmuﬁaasmﬁy’ﬂm 7l 400feE1s MNgRINIATLIATELA
n=2*@p)(q/e

1.9610.5) (0.5) / 0.05”

= 385

@

lnen15338asd3delaimunseduanudedu (2) Nfegar 95 ArmnuAaAdaunigaulviiala (e)

Wseway 5 uavdadiudszvinsfiaula (p vise 1-9) wiriu 0.5 dwmsunisdudiegaiudidelaldisnsdudiedng

wuuldfianuihandulagldisnisquiiegsuuudadey (Convenience sampling)
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andnauTenensuiovar 64.8 laeseladiulngjeglurig 10,000-20,000 uwssiieuseuay 54.8 dnsuiladoii
dswasiornusisladoomaitoguamussinnemnsaniia (Plant-based food) Funsiuiarmamnsalunis
muANNgAnssunguiegaUssiliulnssueglussdumniign sunsadesnuusing1uvesngusidengs
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NPT defonazAAIisnse

Ya o (A=

a ¢ 1 oA A oA A , o | '
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WuilAngendn 0.7 dwmsunndinds Feenunsgiuresisiianuundeiefeninnid 0.7 Jul dwmsunismainiy
Wiganss (Validity) vesnndwustueglunueinsensuld lngldn1simsgrianuiigansadaien (Content
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oy fiillomAseunguAsuiIL dmsuliasisiAaianuisnse (Validity) vesnuideillanidunmageuaiaiy

v
@ '

Weansasaeasalnnuaenndes (Index of consistency: 100) & spndi fuaadld A sus 0.5 (Piyapimonsit,
1998)" Fuludednatesiefniuiirnuiilssmsieglunasifisensuld asunnmsiienesinniaiesiioauld
\winsileTnvesiulsiamuanunsouLIAaun Wi 1 Saaanideieuaraauiissmsseglunasiieousu
161

HANSANY IR UNIUIINNAFRUANNFFIUAILAUNITANADEVANEAIUT

nsvadpUANNRgILNLATe SfuusBaszswau 3 fuus T 1 ieuaddifidoemaiflequandszian
8111331N#% (Plant-based food) 2. NM3AFREMUNGNE19S 3. NM13FuTANaNINTaluNSAIUANNGANTSY el
wlsenu 1 fuds Ao 1.vamu%&%%@mmnﬁaqmmwﬂixLm/l 91M1531NNY (Plant-based food) lngnanisnaaey
gnuandlfiniuned 1msienesimdussansnmsanaeeidam lun1sinyinavesdvsnavesinundfisivesims
ilegunmUszinnemnsandiy (Plant-based food) Msadssmunaud1sBauazmssuimiuansalumsaun
nginssuluds enudilatoomafioguamuszianomsaniia(Plant-based food) mummsnei L wansATIEd
wandliifiud mansnaeutoauuidosuresiuuunsaanoenuin VIF vesiauusdasy fanseming 1329 fa
1.681 Feildtiosndn 5 uanei1 Jedevasfauusiuusdassiomaiulidfifamiuanuduiugnelufues (Hair
etal, 2010 g sausaasuladnnnuduius seninsduusdaszogluseduundd luneldiAntd yu
Multicollinearity
151991 1
HAMSIAIZINITARneewygal (Multiple Regression Analysis) YesiAuRfilsoemsifioquaimisznn o1
9Inila(Plant-based food) n1sAaRemINRGNENBIAEMSTUiAIME M TUNITRIVRNNGANTTY (U AsIle

F001M751leguNIMUsENY 971M7179INY(Plant-based food)

Jadeneusnuaznieglu B SE B t P value | Tolerance | VIF
ﬂ"]m‘ﬁl (constant) 0.343 0.238 1.443 0.150
vimuaRTiddee misiioaunm | 0294 | 0053 | 0249 | 5581 | 0.000 0.752 1.329

UszLan 8114199100 B(Plant-
based food) X1

mma”asjmuﬂfjué’w%q X9 0.268 0.063 0.214 4.257 0.000 0.595 1.681
ms%”ufmmmmsa’lums 0.343 0.052 0.322 6.646 0.000 0..639 1.566

ATUANNEANTTH X3

R =0.638 RZ = 0.407 Adjust R2 =0.402 F=90.445 at P-value=0.000
Durbin-Watsun = 1.937

INNANITILATILHAUNITANDDENAEAIRUTAINAITNT 1 98NV FwUsdasenndiuysdena

o @

AomuATlItRg N lityd AN ainemMIsogunMUTELANEIMNTNTY (Plant-based food) Aatuaunsnasy

1991 auyfgiunl auyfgnui 2 uagauyfgiu 3 gnaduauu asulaienuatladesmnsiiequamyseinnemis

a

N (Plant-based food) veuslaavniilnglungusiiegeillasunsnannimuad nssuinnuauisalunis
ATUANNGANTTULALNNIATEEAINUTIVINGIUYDINGNE B NsduaiuwazN1InaIRe M SIagUN MY ELANT
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