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Abstract

The study examines the variables that influence attitude, subjective norm, perceived behavioral control,
and the impact of COVID-19 on green food purchase intention and health consciousness during COVID-19
in Bangkok, Thailand. The study proposed exploring the factors that affect green food purchase intention
and health consciousness by using the secondary data method of archival research. This study initiated a
unique conceptual framework by combining four frameworks from previous studies. The researcher uses
the non-probability sampling method by applying convenience sampling, snowball sampling, and purposive
methods with a sample size of 447 as the target respondents. The statistical software in social science was
used to analyze and collect data. Moreover, the findings of this research indicate that independent variables
of health consciousness, attitude, subjective norm, perceived behavioral control, and impact of COVID-19,
only perceived behavioral control was not statistically significant to influence green food purchase intention.
After the descriptive analysis and linear regression analysis, the results showed that attitude, subjective
norm, health consciousness, and impact of COVID-19 positively influenced green food purchase intention.
Thus, the perceived behavioral control negatively toward green food purchase intention, which means all

variables accepted perceived behavioral control significantly influenced green food purchase intention.
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1. Introduction?'?

This paper investigates what factors influence
green food purchase intentions and health
consciousness during the COVID-19 pandemic in
Bangkok, Thailand. Starting on December 31, 2019,
the WHO China Country Office was notified about
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an unknown cause of pneumonia discovered in the
Chinese city of Wuhan in Hubei. Authorities claim
that several patients worked as traders or sellers in the
Huanan Seafood market. On January 11-12, 2020,
China shared the new coronavirus’s genomic
sequence, which will be critical for other countries
developing particular diagnostic tools. On January
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13, 2020, Thailand verified a case of the new
coronavirus. The emergence of instances of the new
coronavirus outside of China was not predicted, and
it underlines WHO is need for diligent observation
and preparedness in other countries (World Health
Organization, 2020). During this period, the COVID-
19 pandemic significantly changed the way people
behaved. Many people are looking for a better way to
improve their health and be environmentally
friendly. Green food is the consideration of many
people and genders in this era. According to some
research, Consumers are increasingly worried about
their eating habits’ health and safety implications.
They would like to sustain and recover their immune
systems through their nutrition. A methodology of
more than 3,000 consumers from 15 nations in
Accenture 2021 research indicated that the COVID-
19 pandemic had been expected to produce a more
sustainable and healthier consuming age over the next
ten years. This advancement can permanently alter
consumer behavior and cause long-term, massive
reforms in markets and industries. As a result,
manufacturers and advertisers in the organic and
green food fields should accelerate their strategic
goals and competencies to meet rising customer
expectations for their products and services
throughout the current pandemic and post-pandemic
periods. (Qi & Ploeger, 2021).

Green Food relates to safe and high-quality
edible agricultural products and related processed
goods cultivated in an ecologically friendly setting,
prepared following the green food production
standard, subject to thorough quality control, and
entitled to use the green food label. Green Food is
graded according to two standards: A and AA. Grade
A is a transitional level between conventional and
organic food, allowing for the use of a limited number
of chemical components. However, Grade AA is
equivalent to global requirements, which are tighter
than the Grade A standard (Qi & Ploeger, 2021).
Furthermore, green food consumption has been
linked to sustainability threats such as increasing
greenhouse gases and pollution. Especially, COVID-
19, the world received many infectious wastes such
as facial masks and Antigen test kits (ATK). This is
partly motivated by customers’ socio-environmental
responsibilities and purpose and decisions (Nguyen et
al., 2019).

Successfully contributing to the expansion of the
green food industry, it is necessary to investigate its
users’ buying habits, with strong attention to buying
intention, which is the basis of conducted buying

behavior. As a result, marketers, and researchers
should understand the characteristics that influence
customers’ intentions to purchase green food in the
target market (Qi & Ploeger, 2021). Thus, this paper
aims to investigate the variables that influenced green
food purchasing intentions and health consciousness
during COVID-19 of the pandemic. The factors
influencing green food purchasing intention are
attitude, subjective norm, perceived behavioral
control, the impact of COVID-19.

2. Literature Review and Hypotheses
Development

2.1 Health consciousness and green food
purchase intention

Consumers emphasize health when purchasing
food items, and those who are more concerned about
their health are increasingly choosing green
foods. Furthermore, green food is thought to be
stronger and more nutritious than conventional food
since it is grown without dangerous chemical
fertilizers (Wang et al., 2021). Moreover, health
consciousness could be a major influence on food
product buying decisions, particularly when it comes
to green foods. Some studies have indicated that
health consciousness is a motivator for green food
purchases, but it also has a major effect on
consumers’ desire to pay a green food premium. Most
health consciousness in green food would be
attributed to customers’ believing organic food
alternatives provide better health advantages (Katt &
Meixner, 2020). Regarding Qi et al. (2020) explored
numerous participants who mentioned that health
concerns were the prime consideration for their green
food purchasing intentions. The participants believed
that eating green food would make them healthier
than eating conventional foodstuffs. Moreover,
Aungatichart et al. (2020) explored that green food
product involvement influenced the correlation
between health consciousness and purchase intention.
Therefore, based on the above literature study, the
following hypothesis is proposed:

Hypothesis 1: There is a causal relationship
between the impact of COVID-19 and health
consciousness during COVID-19 of the pandemic.
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2.2 Attitude and green food purchase
intention

Green food attitudes and purchases have been
important to green food buying and consumption
studies. Consumer attitudes toward purchasing green
food reveal their positive or negative judgment of
purchasing organic food. Consumers with favorable
perceptions of organic food consider that acquiring
organic food is essential and a worthy investment
(Nguyen et al., 2019). Ashraf et al. (2019) claimed
that much of an individual’s attitude toward making
green food purchases, which is more often than
whether they consider themselves green consumers,
could be understood in terms of reliability. The study
by Boobalan et al. (2021) declared that attitude is the
tendency to support or oppose a particular action.
Previous research has repeatedly shown that green
food customers’ attitudes positively impact
purchasing intention. The researcher formulated the
following hypothesis:

Hypothesis 2: There is a causal relationship
between the impact of COVID-19 and green food
purchase intention during COVID-19 of the
pandemic.

2.3 Subjective norm and green food purchase
intention

Aungatichart et al. (2020) declared that many
academics had investigated the link between
subjective norm and purchase intention. However,
just a few empirical studies have addressed consumer
identity. According to one study, identity is
substantially related to social consciousness
regarding behavioral intention for organic foods. The
ideas of “characterize certain  surrounding
environments are more or less common among
people of a certain social environment, and that is
reinforced in the consciousness of specific
individuals by joint suggestion and by the belief that
they are conveyed by other people in the same group”
are defined as awareness. As a result, it may be
predicted that these notions will pressure customers
to identify as environmentally conscious people
sensitive about food quality and safety. Vu et al.
(2021) stated that subjective norms are perceived
societal influences that encourage or discourage
people from buying green goods. Moreover, in
certain research, green purchasing intention behavior
has been related to social norms and values,

communities, and cultural influences (Munamba &
Nuangjamnong, 2021; Kapoor & Nuangjamnong,
2021). Consumers conform to society’s standards to
gain social respect in their communities and prevent
losses due to poor judgments (Qi et al., 2020). The
researcher has therefore formulated this hypothesis as
follows:

Hypothesis 3: There is a causal relationship
between health consciousness and green food
purchase intention during COVID-19 of the
pandemic.

2.4 Perceived behavioral control and green
food purchase intention

The study by Vu et al. (2021) explored that
perceived behavior control is a customer’s opinion of
the complexity and comfort to carry out green
purchasing behavior. Saleki et al. (2019) stated that
In Asian culture, perceived behavioral control
significantly  impacts  customers’  purchasing
intentions. The study from Aungatichart et al. (2020)
stated that perceived behavioral control is described
as a person’s impression of the easiness of doing a
certain activity — for example, the measure to which
a person believes that the behavior in question is
within their voluntary control. Thus, it is the level of
control that one senses and over behavior’s
effectiveness. As a result, consumer behavior is
influenced by perceived restrictions and abilities,
which are influenced by external variables such as
availability and awareness. Existing research
indicates that perceived behavioral control has a
strong influence on the desire to purchase green food.
On the other hand, perceived behavioral control has
demonstrated conflicting effects on purchase
intention, and earlier research has emphasized the
absence of influence on purchase intention on green
food (Qi et al., 2020). Johe and Bhullar (2016)
indicated opposing motives during the decision-
making process. Furthermore, in the event of a
collectivism-dominant cultural logic, customers may
feel less freedom and self-determination in their
purchasing decisions, which may cancel out the
predicted benefit of perceived behavioral control on
intentions (Munamba & Nuangjamnong, 2021;
Kapoor & Nuangjamnong, 2021). However, the
following theories are suggested based on the
preceding:
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Hypothesis 4: There is a casual relationship
between attitude and green food purchase intention
during COVID-19 of the pandemic

2.5 Impact of COVID-19 and green food
purchase intention

Qi et al. (2020) stated that the study explores the
influence of the COVID-19 problem on consumers’
intentions to buy green foods. When inquired about
the impact of COVID-19, most participants
mentioned that the epidemic had a substantial impact
on their green food consumption. A probing inquiry
was given to investigate the impact of COVID-19 on
their green food purchasing intentions. Generally,
most participants believed that the pandemic had
raised their desire to buy green foods due to their
rising health concerns. As an outcome, 46.43 percent
of them mentioned they are more aware of the
significance of health and food security. Therefore,
people are prepared to invest in their health by
increasing the proportion of green food purchases in
their overall food spending (Munamba &
Nuangjamnong, 2021; Nitchote & Nuangjamnong,
2022). A total of 28.58 percent of participants
mentioned that the COVID-19 scenario had no
influence on their green food purchasing intentions
and that they would keep buying green food.
However, 25.04 percent of people who participated
stated that the pandemic had limited their plans to
purchase green food due to economic issues. They
would restrict the amount of green food purchased
due to overpriced green food supplies. The study by
Xie et al. (2020) declared that food safety, which
consumers purchase as green food, is becoming more
prevalent regarding COVID-19. People prefer to eat
more ecologically friendly meals as their food safety
considerations grow. Green food satisfies the existing
need due to its several advantages (Munamba &
Nuangjamnong, 2021). In the context of these data,
the following hypotheses are introduced:

Hypothesis 5: There is a casual relationship
between subjective norm and green food purchase
intention during COVID-19 of the pandemic.

2.6 Impact of COVID-19 and health
consciousness

Qi et al. (2020) declared that because of their
health consciousness, respondents from their research

felt that COVID-19 had a favorable influence on
transforming their green food purchase intentions
into behaviors. Some participants stated that eating
green foods was essential to improve their antibodies
and overall health, particularly during global health
emergencies. Many distributes employed online
grocery delivery to get green food when their
purchase channels were evaluated. Xie et al. (2020)
explored that the COVID-19 pandemic would shift
people’s behaviors and habits toward healthier and
more sustainable. Moreover, the fear of COVID-19
impacted people’s health, Campos et al. (2021)
defined that a medical emergency occurrence (for
example, COVID-19) drives consumers through
knowledge of sensitivity and mortality salience
behavior toward personal protection. Given that fear
of COVID-19 is connected with fatalities and that
eating green foods helps minimize the resistance to
acquiring the new coronavirus, it is rational to believe
that high levels of anxiety can increase the ambition
to eat green foods. The following theory is offered on
the basis of the foregoing:

Hypothesis 6: There is a causal relationship
between perceived behavioral control and green food
purchase intention during COVID-19 of the
pandemic.

2.5 Conceptual Framework

The conceptual framework is assembled based
on literature review in the previous research, existing
literature, and theoretical concepts representing the
influence  of  wvariables  including health
consciousness, attitude, subjective norm, perceived
behavioral control, and impact of COVID-19
influence on the green food purchase intention
assembled to be the conceptual framework in this
study. The first theoretical framework from the article
“Exploring Influential Factors Including COVID-19
on Green Food Purchase Intentions and the
Intention—Behaviour Gap: A Qualitative Study
among Consumers in a Chinese Context” by Qi et al.
(2020). The second theoretical framework from the
article “Explaining Chinese Consumers’ Green Food
Purchase Intentions during the COVID-19
Pandemic: An Extended Theory of Planned
Behaviour” by Qi et al. (2020). The third theoretical
framework from the article “How does perceived
severity of COVID-19 influence purchase intention of
organic food” by Wang et al. (2021). The fourth
theoretical framework from the article “Consumers’
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anti-consumption behavior toward organic food
purchase: an analysis using SEM” by Ashraf et al.
(2019). Lastly, the fifth theoretical framework from
the article “Is It All About the Price? An Analysis of
the Purchase Intention for Organic Food in a

Discount Setting utilizing Structural Equation
Modeling” by Katt and Meixner (2020).
H
Health Consciousness Impact of COVID-19
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Figure 1. The Conceptual Framework
Source. Authors.

3. Methods and Materials

The researcher used a non-probability sampling
strategy in this research, which is a method that
involves non-random selection based on convenience
and ease of data collection. The methods selected for
use are convenience sampling, snowball sampling,
and purposive sampling to collect information. In this
research, the target population is people in Bangkok,
Thailand, who purchase green food products.
According to PopulationU.com (the recent United

Nations statistic), the population in Bangkok,
Thailand, is 5,513,223 (as of Saturday, January 29,
2022). Thus, researchers could not determine how
many people in Bangkok, Thailand was interested in
purchasing green food products and being health
conscious. Therefore, the research will classify the
target audience as unknown by using Cochran to
calculate the sample size of respondents. Therefore,
the researcher used 447 respondents to determine and
modify the appropriate sample size from Thais living
in Bangkok, Thailand. The questionnaire is divided
into three sections, a total of 38 items that relate to six
variables of the research model, two items related to
screening questions, 29 items are related to
measuring variables, and seven items are related to
demographic information. This study utilized a five-
point Likert Scale to measure respondents’ attitudes
and level of agreement with each variable. The
following statistical level has been established 1
represents  “Strongly Disagree,” 2
“Disagree,” 3 represents “Neutral,” 4 represents
“Agree,” and 5 represents “Strongly Agree.”

The research intends to perform a pilot test with
50 respondents to identify any inconsistencies or
mistakes in the questionnaire variables using the
Cronbach's Alpha test. Cronbach's alpha is one
technique to measure consistency and is used to
analyze the reliability of any given measurement
variable. Following the Cronbach’s Alpha and

represents

Internal Consistency’s Rules o > 0.9 means excellent,
0.8 < a < 0.9 means good, 0.7 < a < 0.8 means
acceptable, 0.6 < a < (.7 means questionable, 0.5 < a
< 0.6 means poor, and o < 0.5 means unacceptable
(Cronbach,1951).

Table 1. The value of Reliability Analysis of Each Item and Variable in this Study (n =50)
Variables/Measurement Items Cronbach’s Alpha Strength of Association
Green Food Purchase Intention 0.821 Good
Health Consciousness 0.807 Good
Attitude 0.936 Excellent
Subjective norm 0.873 Good
Perceived Behavioral Control 0.890 Good
Impact of COVID-19 0.947 Excellent

Source. Authors

4. Results

4.1 Descriptive Analysis of Demographic
Data

The questionnaires that provide demographic
data include gender, age, education level, marital
status, income per month, purchasing green food
products regularly, and spending on green food per
time (approximately). The descriptive analysis,
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which comes from SPSS, is the researcher’s program
to explain the respondent’s characteristics. The
details demonstrate the frequency distribution and
percentage of the sample size of 447 respondents as
below.

Gender; the majority of all 447 respondents from
analysis in the questionnaire, the highest percentage
by 60.0% comes from female, followed by a male that
provided percentage is 34, and LGBTQ+ is 5.4%
which is the lowest gender respondents. The
respondents for female, male, and LGBTQ+ are 271,
152, and 24 people.

Age; the majority of the respondent with a total
of 447. The most respondent in this research is
between 36 — 45 years old with 27.5 %, followed by
respondents 26-35 years old with a total of 109 people
or 24.4%, after that the age of respondents between
46 — 55 years old, with a total of 101 people, or
22.6%, is the third-highest number of respondents, 90
respondents who are the age between 18 — 25 years
old or the percentage by 20.1%, and the lowest
respondent is the age over 55 years old with the
percentage by 5.4%.

Education level; a Bachelor’s Degree is the
highest respondent education level with a total of 297
respondents or 66.4%, followed by a respondent
education level of master’s degree with 88
respondents or 19.7%, and 57 respondents, which
comes from a high school education level of 12.8%,
lower than high school with a total of 5 people or a
percentage of 1.1. There is no education level of
Ph.D. among all respondents.

Marital status; from 477 respondents, 236
respondents are single with 52.8%, followed by
married with 193 respondents or 43.2%. The lowest
marital status is divorced, with 18 respondents or 4%.

Income per month; among all 447 respondents,
the distribution shows that the highest average
income per month percentage of 20,001 — 50,000 baht
is 46.3% or 207 respondents. The second income per
month from respondents is less than 20,000 baht with
107 respondents or 23.9%, followed by 86
respondents or 19.2% from the range of income per

Table 2. Results of Mean and Standard Deviation

month is 50,001 — 100,000 Baht. The lowest number
of respondents is 47 people who stay in the range of
income per month is over 100,000 Baht with 10.5%.

Purchasing Green Food Products regularly;
the most frequent respondent in this survey of green
food purchasing is 189 respondents, with 42.3%, who
have 1-3 times per month to purchase, followed by
118 respondents with 26.4% for buying green food 4—
6 times per month, 69 respondents are less than once
a month for green food purchasing or 15.4%, 38
respondents who have more than 9 times per month
for green food purchasing or 8.5%, and lastly, 33
respondents who have 7 - 9 times per month for
purchasing green food products, with a percentage of
7.4.

Spending on Green Food Per Time
(approximately); most respondents participate in the
questionnaire by spending on green food per time
approximately between 100-500 Baht, followed by
56.4% or 90 respondents who spend money on
purchasing green products per time between 501 -
800 Baht and calculated with the percentage of 20.1,
56 respondents who spend less than 100 Baht, with
the total percentage of 15.4, 44 respondents who
spent between 801- 2,000 Baht or 9.8%, and lastly,
with five respondents who spent more than 2,000
Baht or 1.1%.

4.2 Descriptive Analysis with Mean and
Standard Deviation

This section summarizes the Mean and Standard
Deviation of each group variable, including green
food purchase intention, health consciousness,
attitude, perceived behavioral control, subjective
norm, and impact on COVID-19. The following are
the criteria for evaluating the mean scores, which
were adopted from Moidunny (2009) as mentioned
the range between 4.21 — 5.00 indicated as “Very
high,” 3.21 — 4.20 indicated as “high,” 2.61 — 3.20
indicated as “medium,” 1.81 — 2.60 indicated as
“low,” and 1.00 — 1.80 indicated as very low.

Item | Variables/Measurement Items Mean Std. Interpreted
No. Deviation
Green Food Purchase Intention
GPI1 | My desire to purchase green food products is really 3.50 0.692 High
strong.
GPI2 | lintend to purchase green food products because they 3.93" 1.023 High
are environmentally friendly and healthy.




Satreerat Katpia, Chompu Nuangjamnong / AU-HIU e-Journal Vol 2 No 2 (2022) 33-47

elSSN 2774-0110 @ 2021

GPI3 | Despite the increased pricing during COVID-19, | am 3.63 1.059 High
willing to purchase organic food.
GPI14 | Inthe near future, | will prefer to buy green food rather 3.75 1.087 High
than conventional food.
Health Consciousness
HC1 | I would consume more green foods to improve my 3.53 0.701 High
health during the COVID-19 pandemic.
HC2 | To maintain my health, I carefully selected my food. 4.06" 0.953 High
HC3 | I frequently consider health-related concerns. 3.98 0.931 High
HC4 | | perceive myself to be a wellness consumer. 3.70 1.044 High
HC5 | I always join a health check-up program every year. 3.71 1.131 High
Attitude
Al I like green food products because they are prepared 3.90 0.997 High
without using chemicals.
A2 I like green food products because they cause fewer 3.82 1.025 High
illnesses than conventional food.
A3 Green food products are beneficial to me. 4.03" 0.988 High
A4 I think many people are looking for health benefits 4.03" 0.973 High
from green food products.
A5 It is a good idea to buy green food products. 3.98 0.975 High
Subjective norm
SN1 My conversations with others about green products 3.53 1.064 High
have influenced my decision to buy green food.
SN2 | My family and friends would welcome it if | purchased 3.70 1.048 High
green food.
SN3 | People around me generally believe that eating green 3.86" 1.027 High
food is beneficial for our health.
SN4 Many people around me have conversations about how 3.64 1.116 High
chemicals from food have affected their health in the
long term.
SN5 My family, friends, or colleagues always consider 3.61 1.076 High
products that help the environment.
Perceived Behavioral Control
PBC1 | I am certain that if | choose, | can purchase organic 3.74 0.996 High
food.
PBC2 | Itis totally up to me to purchase green food. 3.78 1.023 High
PBC3 | I am always confident when | purchase green food 3.85" 0.982 High
products by myself.
PBC4 | When other people are convinced to purchase more 3.78 1.034 High
conventional food, | have the ability to deny them.
Impact of COVID-19
I0C1 | During COVID-19 make me turn to purchase more 3.56 1.080 High
green food product
10C2 | The COVID-19 outbreak, in my opinion, will change 3.54 1.126 High
society to buy more healthy food.
I0C3 | The COVID-19 of a pandemic makes me more 3.56 1.094 High

concerned about environmental issues when purchasing
green food products.




40 Satreerat Katpia, Chompu Nuangjamnong / AU-HIU e-Journal Vol 2 No 2 (2022) 33-47
eISSN 2774-0110 @ 2021

10C4 | The COVID-19 changed my habit of purchasing green 3.51 1.130 High
food in the long term.

I0C5 | The COVID-19 changed my habit to preserve my 3.81" 1.074 High
health.

10C6 | During COVID 19, when | shop in the marketplace, | 3.59 1.080 High
consider looking at green products first.

Note: * The highest mean

Table 2 shows the means from the question in
each variable, including green good purchase
intention, health consciousness, attitude, subjective
norm, perceived behavioral control, and impact of
COVID-19. The highest mean of green food purchase
intention’s question was “I intend to purchase green
food products because they are environmentally
friendly and healthy,” which equals 3.93. For the
health consciousness, the highest mean was “To
maintain my health, I carefully selected my food.”
which equals 4.06. Moreover, the highest mean of
attitude was “Green food products are beneficial to
me.” and “I think many people are looking for health
benefits from green food products, “equaling 4.03.
The question with the highest mean of the subjective
norm was “People around me generally believe that
eating green food is beneficial for our health.” which
equals 3.86. Then, the highest means of perceived
behavioral control question was “I am always
confident when | purchase green food products by
myself.” which equals 3.85. Lastly, the highest mean
of Impact of COVID-19 was “The COVID-19

changed my habit to preserve my health.” which
equals 3.81.

4.3 Hypothesis Testing Results

4.3.1 Summary of Simple Linear Regression
Table 3 indicated that the significant level was at
0.000, less than 0.05. The null hypothesis was
rejected. Therefore, the variable can be concluded
that health consciousness is affected by the impact of
COVID-19. In addition, the impact of COVID-19 has
a standardized coefficient of 0.708. The variable can
be used that if the impact of COVID-19 increases by
1%, the health consciousness will be raised by 70.8%.

Hypothesis 1
H1o: Impact of COVID-19 has no significant
influence on health consciousness

H1la.: Impact of COVID-19 has a significant
influence on health consciousness

Table 3. Summary of Simple Linear Regression Analysis for Hypotheses 1

Variables B

SEB B t Sig. VIF

Impact of COVID-19 0.580

0.027

0.708 21.138 0.000* 1.000

Note. R?=0.501, Adjusted R?> = 0.500, *p < 0.05. Dependent Variable = Health Consciousness

Table 4 revealed that the significant level was at
0.000, less than 0.05. The null hypothesis was
rejected. Therefore, the variable can be concluded
that green food purchase intention is affected by the
impact of COVID-19. In addition, the impact of
COVID-19 has a standardized coefficient of 0.730.
The variable can be used that if the impact of
COVID-19 grows by 1%, the green food purchase
intention will be raised by 73%.

Hypothesis 2

H2,: Impact of COVID-19 has no significant
influence on green food purchase intention during
COVID-19.

H2.: Impact of COVID-19 has a significant
influence on green food purchase intention during
COVID-19.

Table 4. Summary of Simple Linear Regression Analysis for Hypotheses 2

Variables B SEB B t Sig. VIF
(Constant) 1.383 0.107 12.953 0.000
Impact of COVID-19 0.645 0.029 0.730 22.526 0.000* 1.000

Note. RZ = 0.533, Adjusted R? = 0.532, *p < 0.05. Dependent Variable = Green Food Purchase Intention
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4.3.2 Summary of Simple Linear Regression

Table 5 indicated that the significant level was
0.000, less than 0.05. The null hypothesis was
rejected. Therefore, it can be established that green
food purchase intention has been affected by health
consciousness. In addition, health consciousness has
a standardized coefficient of 0.443 which means if
health consciousness increases by 1%, the green food
purchase intention raises by 44.3%.

Hypothesis 3

H3,: Health consciousness has no significant
influence on green food purchase intention during
COVID-19.

H3.: Health consciousness has a significant
influence on green food purchase intention during
COVID-19.

Table 5 indicated that the significant level was
0.000, less than 0.05. The null hypothesis was
rejected. Therefore, it can be established that green
food purchase intention has been affected by attitude.
Moreover, an attitude has a standardized coefficient
of 0.201 which means if attitude increases by 1%, the
green food purchase intention raises by 20.1%.

Hypothesis 4
H4,: Attitude has no significant influence on
green food purchase intention during COVID-19.

H4,: Attitude has a significant influence on
green food purchase intention during COVID-19.

Table 5 indicated that the significant level was
0.00, less than 0.05; the null hypothesis was rejected.
Therefore, the variable can be established that green
food purchase intention has been affected by
subjective norms. Furthermore, the subjective norm
has a standardized coefficient of 0.232 which means
if the subjective norm increases by 1%, the green
food purchase intention raises by 23.2%.

Hypothesis 5

H5: Subjective norm has no significant
influence on green food purchase intention during
COVID-19.

H5,: Subjective norm significantly influences
green food purchase intention during COVID-19.

Table 5 indicated that significant level was
0.590, which is more than 0.05; the alternative
hypothesis was rejected. Therefore, the variable can
be concluded that perceived behavioral control has
not affected green food purchase intention. However,
perceived behavioral control has a standardized
coefficient of 0.026 which means if perceived
behavioral control increases by 1%, the green food
purchase intention raises by 2.6%.

Hypothesis 6

H6o: Perceived behavioral control has no
significant influence on green food purchase
intention during COVID-19.

H6.: Perceived behavioral control has a
significant influence on green food purchase
intention during COVID-19

Table 5. Summary of Multiple Linear Regression Analysis for Hypotheses 3,4,5, and 6

Variables B SEB B t p-value VIF
Health Consciousness 0.478 0.046 0.443 10.442 0.000* 2.429
Attitude 0.193 0.047 0.201 4.069 0.000* 3.290
Subjective norm 0.214 0.047 0.232 4,513 0.000* 3.571
Perceived behavioral control 0.025 0.047 0.026 0.539 0.590 3.228

Note. R?=0.672, Adjusted R>=0.669, *p-value < 0.05 Dependent Variable = Green Food Purchase Intention
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Figure 2. The results of the structural model
Source. Authors.

5. Discussion and Conclusion

Overall 447 respondents in the part of
demographic found that the majority of respondents
in this research was female (271, 60.6%), age group
between 36-45 years old (123, 27.5%), education
level is bachelor’s degree (297, 66.4%), marital status
is single (236, 52.8%), earned as income per month is
between 20,001 — 50,000 Baht (207, 46.3%), the

Table 6. Summary results from hypothesis testing

regular that they purchase green food purchase
intention is between 1-3 times per month (189,
42.3%), the spending on green food per time
(approximately) is between 100 — 500 baht (252,
56.4%). There is a significant positive impact of
COVID-19, health consciousness, attitude, and
subjective norm toward green food purchase
intention. Thus, perceived behavioral control does
not significantly influence green food purchase
intention, as provided in table 6.

Hypothesis p-value | Standardized Result
Coefficient

H1o Impact of COVID-19 has no significant influence on .000* 0.708 Rejected
health consciousness.
H2o Impact of COVID-19 has no significant influence on .000* 0.730 Rejected
green food purchase intention during COVID-19.
H3, Health consciousness has no significant influence on .000* 0.443 Rejected
green food purchase intention during COVID-19.
H4, Attitude has no significant influence green food .000* 0.201 Rejected
purchase intention during COVID-19.
H5p Subjective norm has no significant influence on green .000* 0.232 Rejected
food purchase intention during COVID-19.
H6, Perceived behavioral control has a significant .590 0.026 Failed to reject
influence on green food purchase intention during
COVID-19.

Note.* p-value <0.05

5.1 Health consciousness and green food purchase
intention

This research reflexed that health consciousness
had a positive and significant relationship with green
food purchase intention. The significant value of
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health consciousness and green food purchase
intention is .000. This indicates that the consistency
of the consumer to initiate the way to get health
consciousness had a significant contribution to green
food purchase intention. This result agrees with Katt
and Meixner (2020) that health consciousness could
significantly  influence food product buying
decisions, particularly when it comes to green foods.
Numerous studies have indicated that health
consciousness is a motivator for green food
purchases. Furthermore, health consciousness refers
to how health issues are integrated into a person’s
daily activities (Wang et al., 2021). Aungatichart et
al. (2020) also investigated that organic engagement
affected the relationship  between  health
consciousness and purchasing intention.

5.2 Attitude and green food purchase intention

This study indicated that attitude had a positive
and highly strong correlation with green food
purchase intention. The significant value of attitude
and green food purchase intention is .000. This result
indicated that the consumer’s consistency maintains
and increases attitude, and green food purchase
intention is the key to increasing green food purchase
intention. This study was conducted in connection
with the study by Nguyen et al. (2019), which
mentioned that consumers’ favorable perceptions
about organic food consider that acquiring organic
food is essential and a worthy investment.
Furthermore, Boobalan et al. (2021) declared that
attitude is the tendency to support or oppose a
particular action. Previous research has repeatedly
shown that green food customers’ attitudes positively
impact purchasing intention.

5.3 Subjective norm and green food purchase
intention

This study showed that subjective norm had a
positive and highly significant relationship with
green food purchase intention. The significant value
of subjective norm and green food purchase intention

is .000. The reflexed that the consistency of the
consumers to maintain and increase subjective norm
of the consumers. Additionally, the result of this
study correlates with Vu et al. (2021) stated that
subjective norms are perceived societal influences
that encourage or discourage people from buying
green goods. Moreover, Qi et al. (2020) stated that
green purchasing intention behavior had been related
to social norms and values, communities, and cultural
influences in certain research.

5.4 Perceived behavioral control and green food
purchase intention

This study showed that perceived behavioral
control had a negative and not significant relationship
with green food purchase intention. The significant
value of perceived behavioral control and green food
purchase intention is .590, which means this factor
was insignificant toward green food purchase
intention. Therefore, this research related to Qi et al.
(2020) indicated that perceived behavioral control
had conflicting effects on purchase intention. Earlier
research has emphasized the absence of influence on
purchase intention on green food. Moreover, Johe and
Bhullar (2016) mentioned opposing motives during
the decision-making process. Furthermore, in the
event of a collectivism-dominant cultural logic,
customers might feel less freedom and self-
determination in their purchasing decisions, which
may cancel out the predicted benefit of perceived
behavioral control on intentions. Moreover, one
possible explanation, for this reason, is derived from
the questionnaire. As seen in the bar chart of
perceived behavioral control below, the overall
respondents’ answers in neutral more than agree and
strongly agree with question three, which is “l am
always confident when | purchase green food
products by myself.”. This bar chart shows that the
respondent hesitates to answer with a “strongly
agree.” As a result, they have the option of selecting
other food products from a variety of alternatives or
among the respondents who came from their society.
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m Strongly Disagree

—

™
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™

I AM CERTAIN THAT IF | ITIS TOTALLY UP TO ME TO
CHOOSE, | CAN PURCHASE PURCHASE GREEN FOOD.
ORGANIC FOOD.

m Disagree

152

138

34

= Neutral

I AM ALWAYS CONFIDENT
WHEN | PURCHASE GREEN
FOOD PRODUCTS BY MYSELF. MORE CONVENTIONAL FOOD,

Agree

WHEN OTHER PEOPLE ARE
CONVINCED TO PURCHASE

m Strongly Agree

144
134

124

| HAVE THE ABILITY TO
DENY THEM.

Figure 3. Bar Chart of Perceived Behavioral Control variables toward Green Food Purchase Intention and
Health Consciousness During COVID-19 in Bangkok, Thailand

5.5 Impact of COVID-19 and green food purchase
intention, Impact of COVID-19 and health
consciousness

This study showed that the impact of COVID-19
had a positive and highly significant relationship with
green food purchase intention and health
consciousness. The significant value of the impact of
COVID-19 and green food purchase intention and
health consciousness is .000. The reflexed that the
consistency of the consumers to maintain and
increase the impact of COVID-19 of the consumers.
Furthermore, the result of this research correlates
with Xie et al. (2020) declared that food safety, which
consumers purchase as green food, is becoming more
prevalent regarding COVID-19. People prefer to eat
more ecologically friendly meals as their food safety
considerations grow. Green food satisfies the existing
need due to its several advantages. Moreover, for the
health consciousness, respondents from their research
felt that COVID-19 had a favorable influence on
transforming their green food buy intentions into
behaviors. Some participants stated that eating green
foods was essential to improving their immunity and
health, particularly during global health emergencies
(Qi et al., 2020). Xie et al. (2020) explored that the
COVID-19 pandemic would shift people’s behaviors
and habits toward healthier and more sustainable.

6. Recommendations

According to the conclusion, the findings of this
study show that there are relationships between
variables that subsequently affect green food
purchase intention. The influence factors in this
study, health consciousness, subjective norm,
attitude, and impact of COVID-19, have a positive
and strongly significant factor on green food purchase
intention. At the same time, the impact of COVID-19
has strongly significant influences on health
consciousness. This research shows that the impact of
COVID-19 has the most significant influence on
green food purchase intention. The results of this
study will gain advantages to green food industries
and the Thai government to receive this information
as provided in other two sections as below:

During this COVID-19 pandemic, the green
food industries make the people more concerned
about their health and environment by selecting the
benefits for them. Therefore, green food companies
should consider changing the marketing strategies to
let the customers have the perception and decision to
purchase green food products. The green food
companies are using advertising on social media
platforms (e.g., TikTok, Facebook, and Instagram) or
digital marketing tools (e.g., Google Analytics) to
create a key message that makes consumers turn to
consider themselves and ask themselves if they do not
consume green food, what is happening to them
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during the COVID-19 and after pandemic in the long-
term to their health. In this case, it has the potential to
make people word of mouth (WOM) by sharing their
experience with green food knowledge with others
and motivating them to consider a long-term change
in attitude and behavior.

According to the findings of this study, the
promotion strategies should be considered (such as
competitive prices, product qualities, product
differentiation, and price discount) to increase
consumer awareness and lead to buying decisions and
pleasure. These techniques would help to ensure the
long-term viability of businesses. Due to the greenest
food products is a perfect competition that not much
for changing the price if the company does not build
product differentiation to make the customer’s
perception for purchasing. The option to build brand
differentiation by significantly increasing the volume
and diversity of green food products in community
stores and conventional supermarkets is an excellent
method for ensuring easy availability and improved
choices. Furthermore, in this situation, consumers
have a plethora of food alternatives to choose from,
some of which can replace green food. Therefore, the
company can put the reliability logo to guarantee that
the product is safe from chemicals, environmentally
friendly, and healthy to consume.

Thai  government;  governments  should
introduce laws to secure and encourage green food
industries and distributions, also enable more
productive use of keywords, labels, and certifications
on the products. These measures are critical for
increasing the accessibility of green food products
and effectively communicating and demonstrating
their advantages to better individual health and the
social environment. For example, in China, when
they need the citizens to understand the meaning of
green food more accurately, the Ministry of
Agriculture in China has to check the progress and
guarantee with the China Green Food Development
Center by setting the green food symbol on the
product to let the consumer be confident and stay
away from the issues (Department of International
Trade Promotion, Ministry of Commerce,
THAILAND, 2021). This recommendation can make
the Thai government control the green food industry
for chemical green food product intake and the health
of citizens.

As a result, in the attitude section, some citizens
do not have much concern about chemicals from
green food products. Therefore, the government

should provide information or knowledge about the
issue when considering the chemical intake of foods.
The result shows that they are not very aware of this
point. Communication to educate their citizens on the
benefits of selecting green food is important. The
Thai government can set the campaigns on mobile
application to develop their health, which is good
affected to the Thai Ministry of Health.

7. Further Study

This study examined the impact of COVID-19
on green food purchase intention and health
consciousness in Bangkok, Thailand. To improve the
generalizability and reliability of the findings, the
researcher should study a larger sample and
population. Due to the time limit and COVID-19
pandemic, this study's sample size focused on
Bangkok. Because of this, one variable, perceived
behavioral control, is insignificant and does not
support the influencing factor. If the researcher could
visit more provinces, he or she could compare the
responses to the questionnaire. Aside from Thailand,
other studies may acquire and apply information from
other historical backgrounds to add to our knowledge
of green food purchase intention. Previous study
publications exist, but may not be completely current.
Also, the COVID-19 condition is difficult to assess
and collect with a target sample. By doing analytical
reasoning in a short period of time, respondents focus
less on the survey. The researcher can interview in-
depth and know why they answer in this point to be
more direct in respondent's opinion.
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