2ISHISWANNSSK
SN

UAS
e L G AamE T
PRODUCTION

NJU Maejo Journal of Agricultural Production 2026 8(3): 197-209 [ 197

L4 a a o b =~ ] o 1 @ [
ﬂ'J’]NIﬁI’ﬂ\‘iﬂ’]‘i‘]JﬁTﬂﬂNﬂ mncusvﬂﬂ'a‘mumqmanmnwmmﬂszmmu mm'amﬂ"lmy INIARIURNN
Demand for the Consumption of Plant-based Alternative Protein Products among Residents in

Hat Yai District, Songkhla Province

wWim wii@ee w5195 ASygEes wass1dung AYART

Pemika Saeeaw Patcharavadee Sriboonruang and Tanin Kongsila®

NMATTNAUATNUATHINAAARFINEAT ANUTINEAT NNIINLRLINHAIAIAAT LIAARAANT NTAUNNY 1090
Department of Agricultural Extension and Communication, Faculty of Agriculture, Kasetsart University, Chatuchak, Bangkok 10900

* Corresponding author: tanin.k@ku.th
(Received: 28 May 2026; Revised: 23 July 2026; Accepted: 7 August 2026)

Abstract

This research aimed to study: (1) personal, economic, and social factors; (2) consumption behaviors;
(3) perceived benefits; and (4) marketing mix (4Ps) requirements, as well as to (5) compare factors influencing
the demand for plant-based protein consumption among the population in Hat Yai district, Songkhla province.
The sample consisted of 400 residents selected through accidental sampling. Data were collected using a
questionnaire and analyzed using frequency, percentage, mean, standard deviation, t-test, One-way ANOVA
(F-test), and Least Significant Difference (LSD) for post-hoc pairwise comparisons. The results indicated that
the majority of respondents were female (71.3%), aged 29 years or younger (38.0%), held a bachelor's degree
(45.8%), and were employed in private companies (22.0%). Regarding consumption behavior, most plant-based
protein consumers preferred alternative milk products for weight control, while non-consumers reported that
preference for the taste of real meat was the main barrier to adoption. Perceived benefits of consuming plant-based
protein were rated at a high level, particularly in the economic and social dimensions (Mean = 0.86). Regarding
marketing mix requirements, price was the most important factor (Mean = 4.78), with respondents indicating
a preference for prices to be comparable to or lower than conventional meat, followed by product attributes
(Mean = 4.67), particularly taste and safety standards. Hypothesis testing revealed that differences in personal
factors, consumption behaviors, and perceived benefits significantly affected the demand for plant-based
protein products at the 0.05 and 0.01 levels of statistical significance.
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(Table 1)

Table 1 Personal, economic, and social factors of respondents

(n=400)

Personal, economic, and social factors n %
Gender

Female 285 71.3

Male 115 28.7
Age (years)

29 or below 152 38.0

30-43 116 29.0

44 or above 132 33.0
Educational level

Bachelor's degree 183 45.8

Lower than a bachelor's degree 176 44.0

Higher than a bachelor's degree 41 10.2
Marital status

Single 242 60.5

Married/other 158 39.5
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Table 1 Personal, economic, and social factors of respondents (Cont.)

Personal, economic, and social factors n %
Occupation
General laborer/other 96 24.0
Private company employee 88 22.0
Business owner/self-employed 75 18.8
Student 73 18.3
Government/state enterprise 68 17.0
Average monthly income (Baht/month)
Below 10,000 76 19.0
10,001 - 20,000 120 30.0
20,001 - 35,000 95 23.8
35,001 - 50,000 72 18.0
Above 50,000 37 9.2
Average monthly expenditure (Baht/month)
Below 10,000 107 26.8
10,001 - 20,000 127 31.8
20,001 - 35,000 90 22.5
35,001 - 50,000 55 13.8
Above 50,000 21 5.3
Dietary pattern
Omnivorous (normal diet) 322 80.5
Flexitarian/Vegetarian 78 19.5
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Table 2 Consumption behavior of plant-based alternative protein products

(n=400)

Consumption Behavior of plant-based n %
Consumption status

Consumers 192 48.0

Non-consumers 208 52.0
Consumers (n=192)

Most preferred type (alternative dairy) 91 47.4

Main reason (weight and shape control) 61 31.8

Purchase location (convenience stores) 73 38.0

Decision factor (Taste and texture) 64 33.3
Non-consumers (n=208)

Major barrier (preference for real meat taste) 64 30.8

Opening factor (indistinguishable taste and texture) 63 30.3
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Table 3 Consumers' perceived benefits of plant-based alternative protein products

(n=400)
Perceived benefits of plant-based alternative protein X S.D. Interpretation
Health benefits 0.58 0.293 Moderate
Environmental benefits 0.53 0.355 Moderate
Economic and social benefits 0.86 0.201 High
Total Average 0.66 0.239 Moderate
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Table 4 Demand for the consumption of plant-based alternative protein products
(n=192)
Demand for the consumption X S.D. Level of requirement
Product 4.67 0.43 Highest
Price 4.78 0.30 Highest
Place 4.21 0.53 Highest
Promotion 4.26 0.49 Highest
Total average 4.48 0.35 Highest

Remarks: Evaluated only by current consumers of plant-based protein products
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Table 5 Summary of hypothesis testing results comparing factors affecting the demand for plant-based

alternative protein products

Independent variables Statistic Value (t/F) p-value
Personal, economic, and social factors
Gender t-test 1.535 0.126
Age F-test 9.355 0.000**
Educational level F-test 10.995 0.000**
Marital status F-test 16.442 0.000**
Occupation F-test 5.978 0.000**
Average monthly income F-test 1.795 0.123
Average monthly expenses F-test 1.027 0.394
Number of family members F-test 0.343 0.710
Influencer on decision making F-test 3.618 0.007**
Dietary pattern F-test 4.391 0.002**
Consumption behaviors
Frequency of consumption F-test 23.026 0.000**
Type of product consumed F-test 6.945 0.000**
Main reason for consumption F-test 15.190 0.000**
Purchasing channel F-test 4.245 0.003**
Decision-making factor F-test 2.646 0.024*
Price level purchased F-test 4.037 0.008**
Perceived benefits
Overall perceived benefits F-test 37.983 0.000**

Remarks: * p < 0.05, ** p < 0.01
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