INTANTINHATNITZABNLNGAN 2562 ; 37 (4) : 686 - 692

AMNNanalasiani1suslnAa mIsARURNELETNAlUNTUNNNUIUAST
Satisfaction toward Clean Food Consumption of Consumers

in Bangkok Metropolitan Area
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Abstract

This study aims to study the personal data, consumer satisfaction and comparison with the differences
between personal data and satisfaction toward clean food consumption in Bangkok Metropolitan Area. Data were
collected by questionnaire schedules from the samples who had experienced clean food consumption. Residing in
Bangkok a total of 385 people. The data was analyzed by using frequency, percentage, mean, independent sample
T-test and One-way ANOVA. The results showed that most of the samples were female. Age is between 23-29 years
old, bachelor degree, single, occupation as a private company employee, the experienced clean food consumption
have more than or equal to 3 months. The results of the satisfaction with clean food consumption. In the sample,
product satisfaction was found. And unsatisfied with the price, distribution channel, marketing communication and
health. The results of comparison the differences between personal data and satisfaction with clean food
consumption found that gender and level of education affects health. Age affects product and distribution channel.

The occupation affects the product.

Keywords: clean food, consumption, satisfaction, Bangkok Metropolitan Area
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Table 1 The results of the satisfaction with clean food consumption (n=385).

Mean of Level of Mean of  Level of Effect of
ftems expectation expectation results results satisfaction
Product
1. Raw materials have clean and fresh 2.74 High 2.48 High Satisfied
2. Nutritious 2.72 High 2.49 High Satisfied
3. Low calories, no fat 2.68 High 2.51 High Satisfied
4. Menu variety 2.66 High 2.39 High Satisfied
5. Delicious and testing 2.55 High 2.34 High Satisfied
6. Restaurant acceptation 2.44 High 2.34 High Satisfied
7. Authorized improvement 2.42 High 2.05 Moderate Unsatisfied
Total mean 2.60 High 2.37 High Satisfied
Price
1. Appropriate price of raw materials 2.64 High 210 Moderate Unsatisfied
2. Reasonable price with the value 2.64 High 2.24 Moderate Unsatisfied
received
3. Prices are diversified 2.62 High 214 Moderate Unsatisfied
4. Price comparison with the other 2.55 High 212 Moderate Unsatisfied
healthy food

Total mean 2.61 High 2.15 Moderate Unsatisfied
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Table 1 (continued).

Mean of Level of Mean of  Level of Effect of
ftems expectation expectation results results satisfaction
Place
1. Effective online ordering 2.69 High 2.57 High Satisfied
2. Effective delivery system 2.59 High 2.42 High Satisfied
3. The restaurant atmosphere 2.48 High 2.23 Moderate Unsatisfied
4. Effective branches 2.47 High 2.06 Moderate Unsatisfied
5. Convenient parking 2.34 High 1.91 Moderate Unsatisfied
Total mean 2.51 High 2.24 Moderate Unsatisfied
Promotion
1. Service staff with courteousness 2.65 High 2.45 High Satisfied
2. Online advertising 2.58 High 2.36 High Satisfied
3. Sale promotion program 2.49 High 2.08 Moderate Unsatisfied
4. Service staff with knowledge of 2.49 High 213 Moderate Unsatisfied
clean food
5. Communicate with the website or 2.44 High 215 Moderate Unsatisfied
application
6. Advertising through media: radio, 2.34 High 2.07 Moderate Unsatisfied
television, newspapers, magazines
7. Clean food exhibition 2.29 Moderate 1.87 Moderate Satisfied
8. Using reference group for 2.16 Moderate 1.88 Moderate Satisfied
advertising, public relation
Total mean 2.12 Moderate 1.73 Moderate Satisfied
Health
1. Healthy 2.62 High 2.41 High Satisfied
2. The wellness 2.29 Moderate 2.12 Moderate Satisfied
3. Weight loss 2.48 High 2.20 Moderate Unsatisfied
4. Pleasure sleep and excrete 2.43 High 2.30 Moderate Unsatisfied
comfortably
Total mean 2.46 High 2.26 Moderate Unsatisfied

nmsifFauiiauanuuanFNrastaladIuyAARILAMNNINE lasan1sUsInARMTARY

HanTaLFELWILAYINWANANTEnIaNAT UAN e lasian1sUEInAe N sA AL WA NEASTTUET AMusnA
Frunsdnsming dudeansninann uazATUALNIN 4 szALTiid1ATy 0.05 14a0A independent sample T-test
WLIWNANTLN AR AR S ALIAYN NN TAUAN AL AT BN AUETNIN AU FLINEUANNLANGNTEUIN98E)
sEAUNTANY 8nTn warelasepen AuAnuiawalaseni1stdinae1nseay 14485 One-way ANOVA wudn
mm‘tmmumml,mnmmu Huafuszaumnenalauanseiulusiunanine uazaunisdnatmieg dougising
fflsziunefinmuansneiu Suaruszduanaioelausnseiuluduguam dwiudusinafitendwunnsnei
fuaruszFunnaiemelauansneiuludundaioe wasdilnefiingldiedeuansieiy Suafusssuauie-
walalduansinanulunnanu (Table 2)
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Table 2 The results of comparison with the differences between personal data and satisfaction toward clean food

consumption (n=385).

Gender Age Education level Occupation Income per
ltems month

T Sig. F Sig. F Sig. F Sig. F Sig.

Product 0.09 0.92 2.83 0.01* 0.45 0.77 2.87 0.01* 1.22 0.28
Price -0.29 0.76 1.36 0.21 2.01 0.09 0.85 0.55 1.86 0.07
Place 0.41 0.68 3.17 0.01* 1.81 0.12 1.19 0.29 1.59 0.13
Promotion -1.85 0.06 1.98 0.05 0.43 0.78 1.13 0.34 1.05 0.39
Health -2.32 0.02* 1.54 0.15 5.87  0.00* 1.57 0.13 0.40 0.90

Significant at 0.05 level.
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