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Abstract

This research aimed at inding the factors that affect the consumer’s
engagement with organic food products in Thailand. In order to predict the
consumer’s engagement, the casual factors were the sense of brands of
organic foods, the perceived benefits of organic foods, and the integrated
marketing communication of organic foods. The methodology used consisted
of survey questionnaires collected from 400 consumers in Bangkok and in
Northeastern Thailand. Moreover, data analysis was based on the descriptive
statistics (percentages, frequencies, averages, and standard deviations)
and on inferential statistics (Pearson’s correlation, and multiple regression
analysis (MLR)). The results of the MLR found that the casual factors had
been able to predict consumer’s engagement in regard to organic food
products by 64%. The highest factor had been the brand sense of organic
foods (BBSOF = 0.462), followed by the perceived benefits of organic foods
(BPBOF = 0.192), and the integrated marketing communication of organic
foods (BIMCOF =0.102) at a level of significance of 0.05.
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A1519N 1 Lmumummmm’qL@EﬂﬁqLLﬂmummuﬁuﬁuﬁ'ﬁqwu (Multiple

Linear Regression)

Communication of
Organic Foods
(IMCOF)

é’m‘iﬁi‘tu%uauﬁﬂmmﬁuﬁff; (3) A9HNNT
ANANITNEIMNIB U T e AR FIAN LAY
z'?il\‘u,mmﬁﬂm; (4) AFRNTUTE TN AN US LI NT
UNANUVENN TR RN N ALY as AN

Aauils dapanu ALaae
NN9ANEARNINRWAN KULABLNNNLIEYNAANNIUIRE YR 2773 (1)
fuyiash: Brand fde fsnnuana (2555) ; A0 wdl 5 da 3.283 (2)
Sense of Organic Aa (1) awnsauvise Agusafudseniu 3.063 (3)
Foods (BSOF) RAANINAZBIAR: (2) DIVNTBUTITE 3.058 (4)

28T ADFRHAALLLSITNTINR: (3) BAUNIBUYIFE | 3.473 (5)
finduvenlenzfuLLsssu TR lTlansiad;
(@) AdrensBuviseinliianAsagunin
LarRauanden: (5) anvnsauyEAudaR
Pl
mafuinedslamd wUUAaLnINLITENAAINIUAREYEY Gummerus | 3.535 (1)
YRIRUANDUYIET; etal. (2012) ; AaNE 3 Y@ Aa (1) anvnsawwiae | 3.430 (2)
Perceived Benefits flstemisiaguninlddansiainndng; (2) 3.333 (3)
of Organic Foods AT AsRIT LT ALAZAILIAd RN
(PBOF) F9IUTNF: (3) DIMNTRUNTTAINAR AL A
ANTWATHFNA AFNYAAIIBIRUAUNLAT
gl §sAnanss
MsdeanINNIAAnA wuuaeuaElszgnfainuidanes 3.468 (1)
WULYIOINIFUB anysnl NaFung (2558) ; AD w4 e Ao 3.463 (2)
81MN98UYI3E; Integrated | (1) ArsRTRan TN W TBUNTEN19IT 3.485 (3)
Marketing Andepnaaulmk (2) Arsiinsnanfaeenisa | 3.510 (4)
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A1519N 1 Lmumummmm’qL@EﬂﬁqLLﬂmummuﬁuﬁuﬁ'ﬁqwu (Multiple

Linear Regression) (5a)

fauds dapanu ALaae
ANyNTMLedlElna | wuuasunnszyniainuideaes 3.723 (1)
Tuenvnsauyise; nOAEN WATNENAU (2558); AnuA 4 da 3.488 (2)
Consumer’s Ae (1) fanusiilaluenunsswriadiian axenn | 3.203 (3)
Engagement of daendaldnnsgiu; (2) iﬁﬂiﬁﬁamw%mm 3.283 (4)

Organic Foods (CEOF) mmfmmi@uﬁﬂ'ﬁ@mmwe}'miﬁmﬁm;
(3) FAnfAnuniagilauazgianAilung
1 Audnamsgurisdlunislidenaying
8930975; (4) HAonwlasiuazauladnnans

a v a a o
LAZAARTNIRLARIUNITAUNTE

AN 2 ﬂ’]ﬁ‘ﬁ]i")@ﬂ‘ﬂﬂﬂ'}’mﬁﬂﬁuﬂmﬂLL'LI'LI@@'LIZ‘I’]N

. - .4 Skewness Kurtosis
AaudsaunRe ALaae S.D.
Statistic ~ Std.error ~ Statistic ~ Std.error
BSOF 3.130 0.841 0.031 0.122 -0.454 0.243
PBOF 3.433 0.947 -0.266 0.122 -0.437 0.243
IMCOF 3.481 1.043 -0.241 0.122 -0.800 0.243
CEOF 3.424 0.828 -0.004 0.122 -0.428 0.243

nagaulAslnAues CEOF  Skeness/SE. =-0.004/0.122 = -0.033
Kurtosis/SE. = -0.428/0.243 = -1.761
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ANSIN 3 ANaNANRUSINeS
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AT PR ISP YRGB

Variables BSOF PBOF IMCOF CEOF
BSOF 1.000
PBOF 659" 1.000
IMCOF 676" 748" 1.000
CEOF 7017 638" 633" 1.000
**p<.01

A1599 4 AsrsaeLdeiivualesfiueeInsAsiaNNNTIANeEITINY

Confidence Interval

Variables Tolerance VIF
Upper Lower
BSOF 0.517 1.935 0.372 0.553
PBOF 0.267 3.747 0.080 0.304
IMCOF 0.256 3.909 0.001 0.206

A9 5 HANIFATINADLANNITADBLLTINY AN NW U9 LFINA

FRNARS AN TaWYITE

Model R AdjustR| Std. [R Square F dft | df2 | Sig. F | Durbin-
Square | Square | Error | change |Change Change | Watson
1 0.551 0.548 | 0.557 | 0.551 |162.025| 3 |[396 | .000 1.711




119ANTINENFETUAMANEINFTANT 11,13 (1) 2.4, - K81, 63

A1519N 6 ANdNLsEANTaNNITaAneLITIN AN NW LR LFINAS
AR RN SR UTEY

Standard
Unstandard Coefficient
Variables Coefficient t Sig.
B Std. Error Beta
constant 0.963 0.116 8.312 .000*
BSOF 0.462 0.046 0.470 10.028 .000*
PBOF 0.192 0.057 0.219 3.364 .000*
IMCOF 0.102 0.053 0.129 1.989 .043*

*p<.05



