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ABSTRACT

The aims of the present study were to determine factors that influence
consumers’ perceived healthiness and willingness to use functional drinks in Thailand.
A study was carried out in Bangkok over the period of August to October 2013 to
investigate the determinants of functional drink use. The survey canvassed the views
of 400 respondents, and the completed questionnaires were subsequently used in the
analysis. Data were then analysed by using SPSS using hypotheses created from the
models.

The results indicated that Thai consumers’ attitudes towards functional
drinks, consumers’ perceived healthiness of ingredients, and consumers’ perceived
credibility of information source had an influence on the willingness to use functional
drinks. In contrast, product health claimed and consumers’ perceived risk had no
influence on the willingness to consume functional drinks. Furthermore, credibility of

information sources also significantly correlated with the product’s health claims.
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CHAPTER |
INTRODUCTION

In international beverage industry, the beverage can be divided into two
major categories; alcoholic beverages and non-alcoholic beverages. Functional
beverage is a sub sector of non-alcoholic beverages, which include energy drinks,
sports drinks and functional waters; ready-to-drink tea and coffee; and yogurt drinks
and smoothies.

Initially, functional drinks that Thai consumers are familiar with are those
energy and sports drinks. Energy drinks are drinks that replace the energy; liquid,
salts, lost before, during or after exercising or playing sport or indeed following
illness. Sports drinks are drinks containing ingredients which provide a range of
nutrients in addition to energy. They stimulate the energy process and compensate for
nutrient and fluid loss. However, in the past recent years, a greater health concern has
been growing among Thai people; health and wellness food and beverages were
perceived to be a better choice, to help create better immune systems and strengthen
the body. New categories of functional drinks are formed; several benefits such as
vitamins, minerals, collagen, fiber and omega-3 were identified and combined into a
new product.

Currently, alcoholic beverage sector has been facing with many rules and
restrictions such as excise taxes, government policies, and public criticizing. These
have driven many Thai beverage companies to expand their product line into non-
alcoholic beverage sector. As a result; a rapid growth of non-alcoholic beverages, from
Table 1.1, the total market value of this sector is greater than 100 billion baht. By
comparing the growth between 2010 and 2011, in 2011, the market growth in some
categories may returned negative, however, the reason for these negative figures were
mainly attributable to the flood situation in the fourth quarter of the year. Nevertheless,

the market still indicated a continued uptrend from the previous year.
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As can be seen from Table 1.1, functional drinks is the only category that
showed an exceptionally growth rate of 79% in the year 2010. Consequently, more and
more new operators enter the market as they see a chance to grow while existing
operators attempted to develop their products to differentiate from competitors and at

the same time, price and public relations competition is becoming more aggressive.

Table 1.1 Market Growths and Value of Non-alcoholic in Thailand 2010 and 2011

Market Value
Drink Category 2010(%) 2011(%) (million baht)

RTD Milk 8 6 40,000
Soft Drinks 8 -4 36,000
Energy Drinks 8 6 16,000
Bottled Water 23 3 9,000
Fruit/Vegetable Juice 14 1 8,500
RTD Coffee 6 5 8,500
RTD Tea 25 17 8,000
Functional Drinks 79 -6 4,200
Sports Drinks 23 -7 3,000
Soy Beverages 4 17 2,000

Source: A.C. Neilson Estimator of Non-Alcohol growth rate in Thailand (2012)

Nevertheless, there is a long history of scepticism towards functional foods
and drinks. Scientists wonder why we are in a situation where the curve depicting the
number of food-related diseases looks so similar to the curve depicting sales of so-
called healthy foods (Heasman et al., 2001). The answer may be sought in various
factors. Some features of what we today call healthy food and drink was also discussed
from a Baudrillardian perspective, proposing that there is no direct link between the
“scientific facts” of what is healthy and consumers’ choice of these products
(Baudrillard, 1983). Another common criticism of functional foods and drinks is that it
is not ideal to focus on the health benefits of a single product outside of the context of
the total diet; health can only be improved and maintained through a proper total diet
and physical activity (Hooker and Teratanavat, 2008). Due to the preventive nature of
functional foods and drinks, with benefits that appear only after a certain period of
usage, the acceptance of functional foods and drinks may be limited. Thus, beliefs

about the future health benefits of functional foods and drinks do not constitute an
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incentive to consume such products today (Sarubin, 2000). The cumulative effect of
eating several functional foods and drinks is far from being uncovered, which may be
a key reason why consumers are yet hesitant. Knowledge of health or nutrition is
proven to be a significant explanatory variable of consuming functional foods and
drinks. According to one study, the consumers that possessed high health and nutrition
knowledge about products were less inclined to purchase products containing lycopene
as a means of reducing the risk of prostate cancer (Henson et al., 2008).

Low acceptance of functional foods and drinks may also be due to the fact
that functional enrichments are perceived as having benefitted only the producers and
not the consumer directly (Ostberg, 2003). The food and beverage industry is active in
developing new products in order to gain superior competitive advantage. Functional
foods and drinks are normally sold at higher prices, thus having larger profit margins
than conventional foods, which obviously make the sector attractive for players in the
supply chain (Kotilainen et al., 2006).

Different opinions exist on functional foods and drinks, both positive and
negative ones. Foods and drinks are not intended to only satisfy hunger and to provide
necessary nutrients for humans but also to prevent nutrition-related diseases and
improve physical and mental well-being of consumers (Menrad, 2003). The need for
functional foods and drinks is increasing and if consumed regularly, such foods and
drinks help ensure an overall good health and/or prevent/manage specific conditions
in a convenient way (i.e. through daily diet) (Benkouider, 2005; Poulsen, 1999; Sloan,
2000). The problem is that consumer acceptance is still lacking. This clearly leads to
the need for additional studies on what prevents consumers from buying functional

foods and drinks and what the drivers of consuming functional such products are.

1.1 Definition of Functional Foods and Drinks

The Institute of Medicine of the US National Academy of Sciences defines
functional foods as foods that encompass potentially healthful products, including any
modified food or food ingredient that may provide a health benefit beyond the

nutrients it contains. Typically, a food marketed as functional contains added,
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technologically developed ingredients with a specific health benefit (Niva, 2007). It
should be noted that there are at least twenty-six definitions of functional foods
worldwide (Doyon and Labrecque, 2008). In most countries there is no legislative
definition of the functional food term and drawing a border line between conventional
and functional foods is challenging even for nutrition and food experts (Mark-Herbert,
2004; Niva, 2007).

Functional drink is a prominent product category under the functional food
sector. Generally, it is a non-alcoholic beverages fortified with vitamins A, C, and E or
other functional ingredients (Siro, E. Kapolna, B. Kapolna, & Lugasi, 2008).

In this thesis the definition of functional drinks will be addressed by which
ingredients with an additional health value have been added to conventional drinks,
not in the form of pills or capsules but just as normal drink. In addition, for the
purpose of this study, functional drinks in Thailand will be classified into three
categories;

1. Beauty and Bright

2. Anti Stress and Relax

3. Smart Brain

Beauty and bright functional drinks are those of skin healthy drink, which
is a new category of functional drinks that is getting more and more popular among
Thai female consumers. The selling point is beauty as well as healthy. The main
ingredients are collagen and coenzyme Q10. Products in the market of this category
are such as Blink nano co Q10, I-Healthi Q10, Beauti drink, and Skinn Fit.

Anti stress and relax functional drinks are those of cholesterol-lowering
drinks (with combination of omega-3 and soy), bone health drinks (with calcium and
inulin), or eye healthy drinks (with lutein). Many big beverage players in Thailand,
such as UNIF, introduced “UNIF- I- Firm”, which contained 12% fruit juice and L-
carnitine. Oishi also launched “Amino OK”, which contained fruit juice and amino
acid. Other products in the market are Being, I-Firm, etc. The selling points are
refreshment, relax, and healthiness.

Smart brain drinks are those that enhance brain functionality, designed to
improving brain efficiency and memory. The market for this particular functional

drink was initially singlehandedly dominated by “Brand’s” from Cerebos Pacific



Fac. of Grad. Studies, Mahidol Univ. M.B.A. (Business Modeling and Analysis)/ 5

Limited. However, recently Osotspa International Co., Ltd. launched “Peptein” which
contained Soy Peptide imported from Japan. Later on, Ajinomoto introduced *“Brane
Fit” containing omega-3, DHA choline, and vitamin B6 and B12. Operators’ target

market are focusing on students and working age group.

1.2 Objectives of Study
The overall aim of the study is to find out what are the factors influencing
Thai consumers’ perceived healthiness of functional drinks, whether they consume
them and their attitudes toward general functional drinks as these underlie the
willingness to use functional drinks.
In order to explore and analyse the mentioned objectives, the study sets up
four key research questions:
1. How Thai consumers accept functional drinks?
2. How health claim and perceived risk affect liking such products and
willingness to use functional drinks?
3. How perceived healthiness of ingredient combinations affect
willingness to use functional drinks?
4. How perceived credibility of information affect the willingness to use

functional drinks?

1.3 Significant of the Study

Most studies have heavily looked at a general constituent of the functional
foods, e.g. either consumers’ attitudes or perceptions regarding functional foods, or
food manufacturers’ decision to develop functional foods. The advantage of going
deeper into a sub category of functional foods; functional drinks has been to some
extent overlooked. The functional foods industry should not be analysed at the
company or consumer level exclusively without studying agents of change in the rest
of the food chain (Rama, 2008).

While consumer acceptance of functional foods and drinks is increasing,
the introduction of such products has often failed arousing a great deal of interest in
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understanding the drivers of effective functional food and drink development. Further,
the development and commercialization of these products are rather complex,
expensive and risky, requiring significant research efforts as particular requirements
have to be answered (Van Kleef et al., 2002, 2005).

Looking at factors influencing Thai consumers’ perceived healthiness and
willingness to use functional drinks, this thesis research will contribute to a better
understanding of consumer acceptance and attitudes towards functional drinks for both
academic researchers and practitioners in the supply chain. It could provide some
helpful information in consideration of new functional drink development and

marketing strategies.
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Attitudes toward functional
drinks

Perceived Risk

Consumers perceived risk

Disease concern

Health Claimed

Enhanced brain
functionality
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Enhanced physical health

Skin brightening

T

Information Sources

Perceived Healthiness of
Ingredients
Perceived healthiness of
Smart Brain beverage’s
ingredients

Perceived healthiness of Anti
stress and Relax beverage’s
ingredients

Perceived healthiness of
Beauty and Bright
beverage’s ingredients

Figure 1.1 Conceptual Framework

Willingness to use functional drinks

Source: Adapted from Krutulyte, Grunert, Scholderer, Lahteenmaki, Hagemann,

Elgaard, Nielsen, and Graverholt (2010)
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1.5 Hypotheses
Hypothesis 1: Attitude towards functional drinks, health claimed,
perceived risk, and perceived healthiness of ingredients
significantly affect the willingness to use functional drinks.
Hypothesis 2: Perceived credibility of information significantly affects the
willingness to use functional drinks.
Hypothesis 3: Credibility of information sources significantly affects the

product’s health claimed.

1.6 Limitations of the Research

The main limitation of this study is the small sample size of Thai
consumer in which data was collected. A further study with a larger number of
responses could give us an opportunity to claim that the findings can be generalized to
other food and drink products or fields outside the food and beverage industry.

In addition, this research is looked at functional drinks in general context;
further research is needed on the extent to which the findings can be specified to other
important ingredients in the functional drinks market.

Notwithstanding its limitations, we hope this thesis has offered valuable

insight in the consumer willingness to use functional drinks.

1.7 Definition of Terms

The word “Functional beverage” in this study refers to any beverages that
provide health benefits over normal nutrition such as Peptein, Smart Shot, Scotch
Essence of Chicken, B-ing Relax, B-ing Boost, B-ing Fine, Amino OK plus, Vita A to
Z, Blink, Scotch Collagen-Q10, Pink Q10, Beauti Drink, Kiss Gluta 200, and Amino
Ok Plus Brighten.

The word “Smart Brain beverages” in this study refers to any beverages
that enhance brain functionality, designed to improving brain efficiency and memory

such as Peptein, Smart Shot, and Scotch Essence of Chicken.
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The word “Anti Stress and relax beverages” in this study refers to any
beverages that assist in lowering cholesterol, stronger the bone, enhancing eyes
functionality, and offering refreshment such as B-ing Relax, B-ing Boost, B-ing Fine,
Amino OK plus and Vita A to Z.

The word “Beauty and Bright beverages” in this study refers to any
beverages that assist in brightening skin color such as Blink, Scotch Collagen-Q10,
Pink Q10, Beauti Drink, Kiss Gluta 200, and Amino Ok Plus Brighten.

There are five chapters in the study, which is structured as follows:
Chapter 2 provides a related relevant literature reviews; Chapter 3 describes the
methodology and model definition used in this study; Chapter 4 presents the result and
its related discussion. Last but not least, Chapter 5 concludes the major findings of the

study, its limitations and related practical interpretations
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CHAPTER Il
LITERATURE REVIEW

A literature review on factors influencing consumers’ perceived
healthiness and willingness to use functional foods and drinks is discussed. As a
functional drink is a sub category of functional foods and has been to some extent
overlooked thus this section will include definitions of relevant concepts and present

the most relevant previous literatures in the area of functional foods.

Attitude towards Health claim and Consumers’ acceptance Dietary change from a
functional foods perceived healthiness of carrier and ingredient social cognitive
combinations perspective

|

Adoption versus

Trustworthiness Perceived risk and 3
of information the optimistic bias maintenance: the
sources phenomenon role of self-
efficacy

[ Consumers and functional drinks ]

Research gap: “factors influencing consumers’ perceived healthiness and
willingness to use functional drinks in Thailand”

[ Hypotheses development J

Figure 2.1 Literature Map

Source: Developed for this study
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2.1 Review of Relevant Theories
Attitudes towards functional drinks, product claimed, perceived risk, and
consumer acceptance of carrier and ingredient combinations are assumed to affect

consumers’ willingness to use such products.

2.1.1 Attitude towards Functional Foods

In the domain of consumer behaviour, consumers’ acceptance of
functional foods can be explained by their attitudes towards such foods, outcomes that
people expect from consuming such foods, and people’s capabilities of changing their
diet-related behaviour. All this can vary depending on consumer demographics. For
example, when it comes to regional differences in the acceptance of functional foods,
due to historical reasons, the acceptance of functional food is more established in
America than in Europe. While Americans accept functional foods and readily
incorporate them into their diets (IFIC, 2000), Europeans are far more hesitant in terms
of consuming functional foods. Thus, there has been a long-standing interest in the
research on functional food acceptance in the US (Childs, 1997; Child et al., 1997,
IFIC, 2000; Gilbert, 1997; Wrick, 1995).

In Europe, Danish consumers, for instance, are found to be sceptical
towards functional foods which they judge as “unnatural and impure” (Jonas and
Beckmann, 1998). Similar results on negative attitudes towards functional foods have
been found in another study aiming to explore Swedish consumers' impressions of and
perceived need for functional foods. It has been reported that a necessity for functional
foods was perceived only when no other lifestyle changes were able to improve a
person's state of health (Landstrom et al., 2009). Finnish consumers accept functional
foods more readily than their Danish, American or Swedish counterparts (Bech-
Larsen, 2001; Bech-Larsen and Grunert, 2003). Similar positive results have been
found in Australia; attitudes were significant determinants of non-users’” willingness to
try functional foods (O’Cooner and White, 2010). Some consumers have a more
positive attitude towards functional foods than others, and this can vary from country
to country. There is a lack of recent studies on Thai consumers’ attitudes towards

consumption of functional foods.
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2.1.2 Health Claim and Perceived Healthiness

Ares, Gimenez & Gambaro (2007) suggested that consumers are expected
to consider functional foods only if the products are perceived to be healthier than
conventional ones. Unlike other characteristics such as taste or texture, benefits of
functional foods cannot be directly perceived by consumers directly. Consumers need
to rely on information regarding health effects of a product to distinguish functional
and conventional products (Urala & Lahteenmaki, 2004).

Bower, Saadat, and Whitten (2003) discovered in the cases of their study
that perceived benefits and thereby willingness to use a product is influenced by
product information. Information such as product name, price, and nutritional benefit
were found to significantly affect intention to buy functional products.

Nevertheless, product information is not always the crucial component for
customers’ acceptance of functional foods. Lyly, Roininen, Honkapaa, Poutanen, &
Lahteenmaki (2005) found the relevance of product information to consumers and
effectiveness of a product were determined by individual attitudes and personal
motivations. Consistently, Shepherd, Sparks, Bellier, & Raats (1991) suggested that
influence of product information over likelihood to purchase a product of a consumer
may be determined by attitudes. A study on novel foods by McFarlane and Pliner
(1997) also pointed out the impact of personal motivation to willingness to use the
products. The study discovered that nutrition information can effectively improve
willingness to taste novel foods if nutrition is concerned by consumers. This could
imply to the health related motivation factors that willingness to use a product can
increase given a specific suitable health claim that match consumers’ concerns.

Urala and Lahteenmaki (2004) suggested that the perceived reward and
confidence in functional foods seemed to be the most influent criteria determining
consumers’ willingness to use such products. On another aspect, Urala and
Lahteenmaki (2004), and Frewer et al. (2003) pointed out the perceived risks of
functional foods as a barrier preventing consumers from using the products. In other
words, consumers’ willingness to consume functional foods over conventional foods is
likely to be high if they believe that the benefits from consuming such product will

meet the claimed product information. Moreover, the willingness would even be
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higher if they perceive risks from consuming such product are relatively low compare
to the benefits.
2.1.2.1 Trustworthiness of Information Sources

Consumer knowledge is an important construct in
understanding consumer behaviours such as information search (Brucks, 1985, Rao
and Sieben, 1992) and information processing (Alba and Hutchinson, 1987). Two
knowledge constructs have been distinguished (Brucks, 1985). The first is objective
knowledge: accurate information about the product class stored in long-term memory.
The second is self-assessed knowledge or subjective knowledge: people's perceptions
of what or how much they know about a product class. The distinction between actual
and perceived knowledge is discussed and the effects of the latter are empirically
investigated in a choice task. Findings suggest that the level of perceived knowledge
affects the comprehension and use of interrelationships among new pieces of
information in subjects' choice decision task. It also influences subjects' assessments of
the importance of old and new information. Subjects with low perceived knowledge
were better at detecting the similarity relationship among new items of information
than were subjects with high perceived knowledge. Subjects with low perceived
knowledge also value old and new information in a different way than those with high
perceived knowledge, depending on the relationship between the old and the new
information.

Health effects may offer the manufacturers a way of
differentiation and promoting new products with added value but it may be extremely
challenging to design credible marketing messages that differentiate one’s own
product from that of the competitors (Urala, 2005). The study of Urala (2005) stated
that the more trustworthiness of information sources, the more consumer’s willingness
to try such products. In the study, the most trustworthy source of information was
interview with scientists followed by documentaries, seminars/conferences, then
pharmacists then food manufacturers with advertisement as the least trustworthy

source of information on functional foods.
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2.1.3 Consumers’ Acceptance of Carrier and Ingredient Combinations

Concerning the effect of the carrier product on willingness to consume
functional foods, it has been found that the base product to which the health effect is
added can affect the credibility of such products (Poulsen, 1999). Results from another
study also showed that carrier products have the highest effect on consumers’
perception of healthiness and willingness to try functional foods (Ares and Gambaro,
2007). The highest acceptance was achieved when the enrichment was a functional
ingredient inherent in the product. Some consumers will reject functional food
products because they utilize a new technology which they feel is risky (Markosyan et
al., 2009). Functional food acceptance varies across food categories (Poulsen, 1999,
Urala and Lahteenmaki, 2003).

2.1.4 Dietary Change from a Social Cognitive Perspective

Several of previous research suggested that consumers need to be
motivated to accept functional foods before choosing to consume them. Consumers’
food choices are generally based on the key criteria of taste, convenience, and price.
Their health benefits only be mentioned as one reason among many others (Margetts,
Martinez, Saba, Holm, and Kearney, 1997) and functional foods are no exceptions
(Urala and L&hteenmaki, 2003).

Customers’ acceptance of functional foods largely depends on their
perceptions of the healthiness of the products, processes, and enrichment involved in
the production of such products (Bech-Larsen and Grunert, 2003; Verbeke, 2005), as
well as their perceptions of taste, pleasure and familiarity (Poulsen, 1999; Urala and
Lahteenméki, 2003, 2004).

It was suggested that health benefits cannot outweigh importance of
sensory properties of the foods (Bech-Larsen and Scholderer, 2007); and increasing in
functionality of the foods should not necessarily impact products’ sensory quality
(Urala and Lahteenméki, 2004).

The purchase of functional foods can be seen as health behaviour. The
social cognitive perspective is the most widespread approach in the literature to the
study of eating as health behaviour. It is known that in the motivation phase, the

individual forms an intention either to adopt a certain healthy behaviour or to change a
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risky one in favour of behaviour. Intention formation depends on three motivational
factors: (1) risk perception — the belief that one is at risk, (2) outcome expectancies —
the belief that behavioral change will reduce a health risk, and (3) perceived self-
efficacy — the belief that one is sufficiently capable of exercising control over a
demanding behavior. (Bandura, 1986; Renner, 2000; Weinstein, 1993)

2.1.4.1 Perceived Risk and the Optimistic Bias Phenomenon

In the context of e-commerce, service delivery system is
crucial to customer perception in aspect of quality since customer can access service
through technological-interface service and this reflects the professionalism of
business service provider. Some researchers have turned components of service quality
in e-commerce to be an ease of use, website design, responsiveness, personalization or
customization, and assurance. These dimensions have positively effect on customer
satisfaction (Gummerus et al., 2004; Ribbink et al., 2004). Ease of use is indicated as a
factor in which the self-service activity provides a clear interface and simple process to
ensure that customers can use it effectively (Daholmar, 1996). For e-commerce access,
ease of use is considered as one of the most important factors in creating “user-
friendly” website (J.D frazer, 1997). This is because customer does not want to spend
time neither searching what they look for nor go through many complicated web
pages.

Making the system easily accessible and interactive is not
enough, the webpage should be attractive on the first viewing and interesting enough
to stimulate repeating visits or repurchase intentions (Norizan and Nor, 2009). Since
social commerce is one of the modules in e-commerce, its online systems is needed to
be trustworthy, secured, private, responsive, and personalized for customer usage.
Companies can therefore increase customer loyalty directly by improving the ease of
use, website design or layout, and assurance dimensions of their website (Norizan and
Nor, 2009). Most online shoppers judge the website’s attractiveness from the first
entering. Making online stores more easily accessible can create customer acquisition
in the long run. In order to make social commerce to be a “virtual shopping center”,
business must create the front door more reachable. The advantage of click-and-click
business over brick and mortar style is “sticky”. Online store has ability to retain

customers because the browsing path is more structural than traditional shop which is
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quite indirect and can be reversed easily. In social commerce’s market place level,
better connected network tends to be more accessible (Stephen and Toubia, 2008).

2.1.4.2 Adoption versus Maintenance: the Role of Self-
efficacy

According to social cognitive theory, the gap between knowing
what to do and acting accordingly is governed in large part by self-referent thought
(Bandura, 1986). Applied to nutrition, the self-efficacy construct has the potential to
predict which recommended nutrition practices people feel capable of undertaking,
how much effort they expect to have to put in when modifying their food selection and
preparation practices, and how long they will persist when facing obstacles (Sheeshka,
1993). The results suggest that self-efficacy is the most powerful direct influence on
behavioural intention. It is supported by another study reporting that the more self-
efficacious individuals reported better nutrition behaviour (Schwarzer et al., 2000). If
consumed regularly, functional foods help ensure an overall good health and/or
prevent specific conditions (Benkouider, 2005; Poulsen, 1999; Sloan, 2000). Whether
an individual will accept functional foods will define if the individual is able to stick to
regular consumption of such foods. To sum up, the total effect of self-efficacy on

health behaviour is significant in relation to functional food acceptance.

Consumers and Functional Drinks

Holding a favourable attitude toward a product is almost always an
essential prerequisite in order for consumers to hold a favourable purchase or
consumption intention. There is a hypothesis that consumers will be more accepting
of functional foods if there is a material and solid consumer benefits (Frewer et al.,
1996).

In addition, consumers’ choice of various carrier ingredient combinations,
is built on evidence from a previous literature review on attitudes related to the
consumption of functional drinks as well as the perceived outcome from consuming
functional drinks or risk associated to consuming such drinks. Intentions to purchase
different carrier/ingredient combinations are explained in the thesis by perceived fit of
a particular ingredient combination, as well as respondents' general attitudes towards
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functional drinks, product health claimed and their perceived risks. Therefore, we

proposed the conceptual framework of this study as followed.

2.2 Conceptual Framework

Attitudes toward functional
drinks

Perceived Risk

Consumers perceived risk

Disease concern

A
%
Health Claimed
Enhanced brain
functionality HI
Enhanced physical health
Skin brightening
'QO’
T H3
&

Information Sources

Perceived Healthiness of
Ingredients
Perceived healthiness of
Smart Brain beverage’s
ingredients

Perceived healthiness of Anti
stress and Relax beverage’s
ingredients

Perceived healthiness of
Beauty and Bright
beverage’s ingredients

Figure 2.2 Conceptual Framework

Willingness to use functional drinks

Source: Adapted from Krutulyte, Grunert, Scholderer, Lahteenmaki, Hagemann,

Elgaard, Nielsen, and Graverholt (2010)
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2.3 Hypotheses Development

2.3.1 Attitude towards functional drinks and willingness to use
functional drinks

Attitude represents what consumers like and dislike, usually consumers do
things that they like to do while avoiding things that are disliked. Holding a favourable
attitude toward a product is almost always an essential prerequisite in order for
consumers to hold a favourable purchase or consumption intention. There is a
hypothesis that consumers will be more accepting of functional foods if there is a
material and solid consumer benefits (Frewer et al., 1996).

There are many types of attitudes that must be considered when analysing
consumer behaviour; however, consumers’ (1) belief in, (2) feeling in, and (3)
intentions are important and play a vital role in determining consumers’ willingness to
use functional drinks.

Belief can be defined as subjective judgement about the relationship
between two or more things (Blackwell, Miniard, & Engel, 2001). Beliefs are based on
knowledge; what you have learned about functional drinks determine what you believe
in the product. Many consumers view that functional drinks are unnatural because of
the added nutrients used to meet the claim of health benefits, thus, these consumers
show a strong unwillingness to accept functional drinks. Schmidt (2000), reported
results of a national phone survey in which more than 95% of consumer believed
certain foods have benefits that go beyond basic nutrition and may reduce disease or
improve their overall health. However, even though they are aware of such health
benefits, they still evaluate all other product attributes based on their perception, such
as taste, naturalness, appearance, and price (Childs, 1997).

An attitude may also form as a result of consumer’s feeling about the
attitude object. Feelings can be defined as affective state or reaction such as the mood
you currently are in or the feeling experienced during product consumption
(Blackwell, Miniard, & Engel, 2001). Consumers may feel positive (e.g., feeling
happy) or negative (e.g., feeling disappointed) toward functional drinks. These
feelings are part of consumption experience and consequently may influence

consumers’ post-consumption evaluations. Consumers are more satisfied when
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consumption is accompanied by positive feelings and void of negative feelings. This,
in turn, leads to more favourable product attitude and more willingness to use such
product.

Intentions are subjective judgement about how consumers will behave in
the future (Blackwell, Miniard, & Engel, 2001). There are many types of consumer
intentions. Purchase intentions represent what functional drinks consumers think they
will buy. A special type of purchase intentions is repurchase intentions, which reflect
whether they anticipate buying the same functional drinks again. Shopping intentions
indicate where consumers plan on making their functional drinks purchases. Spending
intentions represent how much money consumers think they will spend on functional
drinks. Consumption intentions represent consumers’ intentions to engage in
consuming a particular functional drink. Some consumers may not really like the taste
of a functional drink but they may still purchase functional drinks for various reasons.
Therefore, we expect that the general attitude towards functional drinks will be related
to the willingness to use functional drinks with regard to their ingredient

combinations.

2.3.2 Influence of health concern on willingness to use functional
drinks

People want to live longer, so they are more concerned about health and
nutrition, which in turn means they are demanding special characteristics in food.
Previous studies reported that American people want to prevent or treat themselves for
diseases such as obesity, arthritic and high cholesterol and this is in turn influences the
food and drink they consume (Sloan, 2004).

According to Xu (2001) people are adopting what he calls a “biodefence”
system, i.e. consuming food and drink that may prevent and even cure certain diseases.
This sentiment would appear to be evident amongst Danish consumers who were
willing to pay more for functional food and drink if they believed that such products
would have beneficial health effect (Poulsen, 1999). Therefore, health awareness is
one factor which appears to have a major impact on peoples’pattern food and drink

consumption.
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2.3.3 Influence of product health claimed on willingness to use
functional drinks

luorila and Cardello (2002) suggested that information about the claimed
benefits of food and drink products can increase consumption of the products.
However, level of efficiency may vary between different claimed benefits. The study
found the benefits related to exercise endurance, energy, mental alertness and memory
enhancement were the most successful to motivate repeatedly consumption of a fruit
juice product. Mood improvement and well-being emotion were mentioned to be the
less attractive ones.

Bhaskaran and Hardley (2002) also found that a large majority of their
focus-group-study participants do not believe in benefits of the products claimed by
manufactures. However, in fact, they still want to believe in those benefits and be

motivated to purchase functional drinks.

2.3.4 Perceived healthiness of ingredient and willingness to use
functional drinks

Adding functional ingredients to carrier foods and drinks seems to be a
new product development which offers market opportunities to manufactures as well
as potential benefits for customers’ diet and well-being. Several researches pointed out
the consumers’ acceptance of specific carrier-ingredient combinations (Bech-Larsen &
Grunert, 2003; van Kleef, van Trijp & Luning, 2006; Patch, Tapsell & Williams,
2005). The nutritional properties of the products have greater influence to the health
benefits perceived by customers than the functional ingredients.

Health benefits are not the only curtail criteria for consumers when they
choose functional foods and drinks. Taste, for example, has been highlighted to be the
extremely influential one (Childs 1997, Gilbert 2000, Nielsen, Bech-Larsen & Grunert
1998, Lyly, Roininen, Honkapaa, Poutanen & Lahteenmaki, 2007; Poulsen 1999,
Tuorila & Cardello, 2002; Urala & Lahteenmaki, 2003). Consumers are less likely to
willing to compromise taste for health benefits for functional products (Augustin,
2001, Cox, Koster & Russell, 2004; Gilbert, 2000), and it is risky to expect them to
trade-off between taste and health aspects as well (Verbeke, 2006).
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Other studies also pointed out that adding functional ingredients that
reduce product’s sensory satisfaction will return in lower consumer acceptance
(Tuorila et al. 2002, Luckow & Delahunty, 2004). Previous research also suggested
that consumers prefer choosing enriched foods where the combination of carrier and
ingredient are natural to the one that is artificial (Poulsen, 1999), and the reasons
behind choosing functional foods were found to be vary depending on different food
categories (Urala and L&hteenméki, 2003). As thus, the acceptance of functional foods
and drinks may, to some extent, depend on the specific combination of carrier and
ingredient.

The evidence from previous studies has shown that there is a relationship
between attitude towards functional drinks, health claimed, perceived risk, perceived

healthiness of ingredients and willingness to use functional thus we proposed;

H 11: Attitude towards functional drinks significantly affects the
willingness to use functional drinks

H 1.2: Consumers perceived risk significantly affects the willingness to use
functional drinks

H 13: Disease concern significantly affects the willingness to use
functional drinks

H 1.4: Health claimed of enhancing brain functionality significantly affects
the willingness to use functional drinks

H 1.5: Health claimed of enhancing physical health significantly affects the
willingness to use functional drinks

H 16: Health claimed of skin brightening significantly affects the
willingness to use functional drinks

H 17. Consumer perceived healthiness of Smart Brain beverage’s
ingredients significantly affect the willingness to use functional drinks

H 1.8: Consumer perceived healthiness of Anti stress and Relax beverage’s
ingredients significantly affect the willingness to use functional drinks

H 1.9: Consumer perceived healthiness of Beauty and Bright beverage’s
ingredients significantly affect the willingness to use functional drinks
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2.3.5 Influence of information sources on product health claimed

People are unlikely to consume functional foods and drinks when they
have no knowledge about them (Lappalainen and Sjoden, 1992). This knowledge gap
seems to be a common barrier to functional food and drink consumption. Moreover,
knowledge, the trustworthiness of information sources appears also to have an
important influence on food and drink consumption as well. Increasing interest in diets
and nutrition may lead to an increase in interest in functional foods and drinks.
Wansink (2002) argued that although consumers believe in the health properties of
certain foods and drinks, they normally hesitated to buy foods and drinks they are
unfamiliar with. Verbeke (2005) also reported that functional food and drink
acceptance was negatively affected by a lack of knowledge and awareness of the
concept of functional foods and drinks.

The main information source that consumers have about functional foods
and drinks is the mass media coverage in the form of advertising. According to
Schmidt (2000), consumers named medical sources and the popular media as their
primary source of information about foods and their health benefits. Consumers
perceived medical sources (physicians, nutritionists, and dietarians) to be more
credible and thus more influential than the news media in form of magazines,
newspapers and television news (Lappalainen et all., 1998). When consumers trust
information sources, then they are more accepting of the message and this message
thus influence their consuming functional foods and drinks. Thus we proposed the

following hypothesis;

H2: Perceived credibility of information significantly affects the
willingness to use functional drinks.

Hs.1: Perceived credibility of information sources significantly affects the
product’s health claimed of enhancing brain functionality.

H3.2: Perceived credibility of information sources significantly affects the
product’s health claimed of enhancing physical health.

H3.3: Perceived credibility of information sources significantly affects the
product’s health claimed of skin brightening.
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CHAPTER Il
METHODOLOGY

3.1 Research Process

A consumer studied will be conducted as a part of this master thesis, in
order to uncover consumers’ attitude toward functional drinks, a quantitative research
method was utilized. For this study, the research process is divided into four parts
included gathering information, questionnaire development, collecting data and
analysing and report.

In the gathering information process, most information that related to
healthy drinks and functional drinks were secondary information, gathered from both
libraries and online information sources. Research sources include published industry
reports and surveys, journals, official publications e.g. government statistics, trade and
business press. The information from these secondary data sources were then used to
analyse market circumstance, acceptability, influencing factors, attitude toward, and
willingness to use functional drinks in order to explore idea and design solid
constructs for the questionnaire.

Factors identified in the analysis of secondary data were used for the
development of a consumer survey (n=400). The purpose was to test the factors that
affect functional drink consumption with a broad audience. Determinants of
consumers’ acceptance of carrier ingredient combinations were identified.

In questionnaire developments, the quantitative questionnaire are designed
to be closed questions by using the interval scale which rank from level 1 to 7 for the
respondents to fill in. Seven ordered response levels are used, the format of the
response levels are as follow;

1. Strongly Agree

2. Agree

3. Somewhat Agree

4. Neither Agree or Disagree
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5. Somewhat Disagree

6. Disagree

7. Strongly Disagree

There were two levels involved with the data collecting process. Level one
was to test for question’s understanding. After the questionnaire was proved, it was
translated into Thai edition and then pilot test was conducted to check validity of each
question. Sample size was a group of 10 people which combine of 5 male and female.
The purpose of this level was to check for the language, and to revise some of
language misunderstanding or unclear question. The second level was to collect data
from the sample group. After the questionnaire had been refined and finalized, it was
distributed to respondents who were randomly recruited at shopping areas,
universities, and public places.

In analysing and report process, when all the data were collected from the
samples, the next step is to analyse and interpret data by using the Statistical Package
for Social Science (SPSS) program. The program is used to analyse data in term of
demographic, correlation, and multiple regressions. All results from research will be

analysed and interpreted the key findings.

3.2 Scope of the Study

The study aims at answering research questions. The purpose of the study
was to understand the process by which people choose drinks that are perceived as
healthy and are enriched with functional ingredient as a case. The study focused on the
role of the dietary change intention predictors such as risk perception, outcome
expectations and self-efficacy.

In addition, consumers’ acceptance of different ingredients in selected
drinks is researched. The main aim of the study was to determine which functional
ingredients consumers would accept in selected product categories. Determinants of
the acceptance of carrier ingredient combinations were another central issue in the
study. Consumers’ general attitudes towards functional drinks, product health claimed,
their perceived risks, and the perceived fit of a particular carrier ingredient

combination were selected determinants. A conceptual framework to examine the
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research question outlined above was developed based on a literature review of
previous research on attitudes towards functional foods, product health claimed,
perceived risk related to consuming functional foods and perceived fit between various
food carrier and ingredient combinations. A survey methodology was used to test the

framework.

3.3 Sample Plan

In order to conduct a survey, sample plan is needed. It is a process of
selecting a sample of elements from a target population. The purpose of sampling is to
reduce the cost and/or amount of work that it would take to survey the entire target

population.

Defining the Target Population

The target population is a set of units to be studied. It is a set of persons or
finite size, in this study, the target population is habitants of Bangkok, Thailand, age
between 15 to 40 years old. The questionnaire was then distributed to respondents who
were randomly recruited at shopping areas, universities, and public places; while target

population is consumer who consume and/or not consume functional drinks.

Frame Population
The frame population is the set of target population members that has a
chance to be selected into the survey sample. In other words, the sampling frame is a

listing of all units (e.g. people and employers) in the target population.

The Sample

A sample is selected from a sampling frame. This sample is the group
from which measurements will be sought. In many cases, the sample will be only a
very small fraction of the sampling frames and, therefore, of the target population. The
selection of the elements from a sampling frame to include in a survey is a critical part
of the survey process. Random or chance selection means that all human influence,

both known and unknown, is removed from the selection process. Random numbers,
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used to identify the selected elements, are such that they display no sequential order
for single, double, triple, and larger digit. The selection also controls the sample
distribution geographically; making sure it is spread over the spatial dimension like the
target population. The random sampling mechanism and geographic controls are
designed to avoid the selection of a sample that has higher incomes, or fewer members
of ethnic or racial minorities, or more females, or any of a number of other distortions

when compared to the entire population.

Sampling Procedure

There are a number of different ways of taking a sample; the choice may
be depend on what the sample is to be used for. In order to find the most probable
sampling technique fit with the nature of this research, the advantages and
disadvantages of each sampling technique is taken into consideration. A brief

discussion of different sampling procedures appears below.

Table 3.1 Different Sampling Procedures

Type of procedure Advantages Disadvantages
Convenience sampling: Cheap, easy Subject to sampling bias
Take the first population because part of the
members which come to population being under or
hand. over-represented. Cannot

draw conclusion using

statistical analysis.

Snowball sampling: Reasonably cheap and easy | Possibly subject to
Work outwards from an sampling bias. Cannot
initial small group on the draw conclusion using

basis of personal contacts. statistical analysis.
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Table 3.1 Different Sampling Procedures (cont.)

Type of procedure

Advantages

Disadvantages

Judgement sampling:
Deliberately choose the sample
to be representative of the

population.

Gives the sample a
similar make-up to the

population

Presumes knowledge of
population. Sometimes too
many variables to
reproduce balance
accurately. Cannot draw
conclusions using

statistical analysis.

Simple random sampling
(SRS):

Choose so that each individual
in the population has the same
chance of being selected at
each stage, but none is selected

more than once.

Allow full use of

statistical analysis

Difficult to do unless you
have full records of the
population. May be time-

consuming, expensive.

Cluster sampling:

Divide population into
clusters, choose a few clusters
at random, include every
member of those clusters in the
sample.

Cheaper and easier
than simple random

sampling

If individuals in a cluster
have related features,
special procedures are

needed to draw conclusion.

Systematic sampling:

Number population (must be
ordered somehow), randomly
choose the first number, then
space out other sample
members regularly throughout

the population.

Easier than simple

random sampling

Should not be used when
the ordering may be related
to the characteristic being

measured.
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Table 3.1 Different Sampling Procedures (cont.)

Type of procedure Advantages Disadvantages

Stratified sampling:
(The population must

consist of identifiable sub- | Sample is more )
y Can only use if the
groups or strata). Choose representative, and _
) - structure of the population
separate simple random probability-based so allows |
1 ) is known.
samples from each stratum, | full statistical analysis

based on size and

variability of each stratum.

Source: Developed for this study

The survey was conducted by the third party in targeted location to
conform to the convenience sampling and stratified sampling procedure. The reasons
for such sampling procedures were because of the cost associated with recruiting and
the lengthy time getting completed surveys form back, to speed up the process and
reduce workload, those sampling procedures were pursued.

The target population of this study was respondents aged between 15 and
40 years old who lived in Bangkok, which were the main target group of functional
drinks consumers. Hence, the questionnaire was randomly distributed in the central
shopping area of Siamaquare, universities, central business districts such as Silom and
Sathorn, and tutorial houses for younger group of respondents. People in the
appropriate age brackets were approached in each above mentioned public places and
asked if they would like to participate in the survey. The purpose of the survey was
explained to them, as well as their rights to withdraw or not answer any of the
questions they found objectionable. The participants who agreed to participate in the
study were handed an information letter, a consent form, and a questionnaire to

complete and retune once completed.
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Sampling Size

Sample size is the number of elements included in the study. Determining
the sample size is a complicated issue. Clearly, a bigger sample will produce a better
estimation (other things being equal). However, since sampling will usually have
associated costs which increase with sample size, it makes sense to work out the
minimum sample size needed to give an estimate with the desired level of precision. In
this study, Yamane (Yamane, 1967) formula is then employed in determining the
sample size needed.
Formula: n = L
1+ (Ne?)
Where n = Sample size, N = Population end e = Significant Level

The samples for this study are habitants in Bangkok, Thailand. According
to Thailand Department of Provincial Administration, the population in Bangkok is
5,674,843 as at 31 December 2011. By using the Yamane’s Equation of Sample Size
Determination with 95% level of confidence, the estimated sample size for thus study

is 400 people.

Table 3.2 The Sample

CHARACTER NO. OF TYPE OF
OF STUDY CONSUMERS RESPONDENTS
Consumers
Consumer Quantitative 400 consumlng /not
survey consuming
functional drinks

Source: Developed for this study

3.4 Survey Instrument

In light of understanding the process by which people choose drinks that
are perceived as healthy and are enriched with functional ingredient as well as to
determine which functional ingredients consumers would accept in selected product
categories and consumers’ general attitudes towards functional drinks, product health

claimed, their perceived risks, and the perceived fit of a particular carrier ingredient
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combination. A seven distinct parts is structured to employ in this questionnaire. The
structures are as follow:

Part 1 Socio-demographic information

Part 2 Your attitude towards functional drinks

Part 3 Your risk about health and disease

Part 4 Product’s health claimed

Part 5 Your perceived healthiness of functional drinks’ ingredients

Part 6 Information sources

Part 7 Purchase intent/willingness to use functional drinks

The questionnaire in both Thai and English are provided the Appendix.

Table 3.3 Source of variables for survey instrument

Variable

Sources

Attitude towards functional drinks

27 items of attitude measurement

Child et al., 1997; IFIC, 2000; Gilbert,
1997; Wrick, 1995; O’Cooner and White,

2010; Bech-Larsen and Grunert, 2003

Risk about health and disease

2 items of perceived risked

5 items of disease concerned

Benkouider, 2005; Poulsen, 1999; Sloan,
2000; Weinstein, 1993

Product’s health claimed

3 items of Smart Brain beverages

4 items of Anti Stress and relax
beverages

3 items of Beauty and Bright beverages

Ares, Gimenez and Gambaro, 2008; Urala
& Lahteenmaki, 2004; Bower, Saadat, and
Whitten, 2003

Perceived healthiness of functional

drinks’ ingredients

3 items of Smart Brain beverages
4 items of Anti Stress and relax
beverages

3 items of Beauty and Bright beverages

Lyly, Roininen, Honkapaa, Poutanen, &
Lahteenmaki, 2005; Shepherd, Sparks,
Bellier, & Raat, 1991; McFarlane and
Pliner,1997; Krutulyte et al., 2010
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Table 3.3 Source of variables for survey instrument (cont.)

Variable Sources

Information sources Urala, 2005

9 items of information sources

Willingness to use functional drinks Childs, 1997, Ares, Gimenez and Gambaro,

9 items of willingness to use 2008; Urala & Lahteenmaki, 2004

Source: Developed for this study

3.5 Data Analysis

All data from the questionnaires was coded, entered into an EXCEL
spreadsheet and analysed using the Statistical Package for Social Science (SPSS)
version 18.0. Before detailed statistical analysis of the data, the FREQUENCIES
operation was carried out on the responses to each question to identify any data entry
or coding error and most importantly to determine whether the data was normally
distributed. Where possible the means, standard deviation, and skewness measures
were determined for a number of questions

In addition, as the questionnaire related to consumers ‘attitude and how do
they view themselves thus there was a mixture of positively-keyed and negatively-
keyed items in the questionnaire. The positively-keyed items are words phrased so that
an agreement with the item represents a relatively high level of the attribute being
measured. In contrast, negatively-keyed items are items that are phrased so that an
agreement with the item represents a relatively low level of the attribute being
measured. Hence, the negatively worded items had been reversed to help prevent
response bias.

3.5.1 Reliability

Squared multiple correlations of each indicator, composite reliability, and
variance extracted are some of the test statistics that can be used to measure the
construct reliability in structural equation modeling. The constructs are reliable when
their R? is larger than 0.50 (Byrne, 1998), their composites reliability surpass 0.70, and
their extracted variance are above 0.50 (Hair et al., 1998). Hence, a coefficient alpha
of 0.70 or higher is preferable, whilst a coefficient of less than 0.60 is considered as
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unreliable (Cavana et al., 2001; Malhotra et al., 2002). The coefficient alphas of each
construct are presented in Table 3.4. The individual items clearly belong to each of the

constructs and were good indicators of the factors that they were associated with.

Table 3.4 Reliability of scales

Constructs Items Current Study Reliability (Alpha)
At_tltude towards functional 97 0.802
drinks
Risk about health and disease
Perceived risked 2 0.756
Disease concerned 5 0.782
Product’s health claimed
Smart Brain beverages 3 0.795
Anti Stress and relax beverages 4 0.817

Beauty and Bright beverages 3 0.788

Perceived healthiness of
functional drinks’ ingredients

Smart Brain beverages 3 0.801
Anti Stress and relax beverages 4 0.745
Beauty and Bright beverages 3 0.751
Information sources 9 0.864
Willingness to use functional 9 0831

drinks

Source: Developed for this study
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CHAPTER 1V
RESULT AND DISCUSSION

This chapter present the results of the data analysis in light of
understanding which people choose drinks that are perceived as healthy and are
enriched with functional ingredient as well as to determine which functional
ingredients consumers would accept in selected product categories and consumers’
general attitudes towards functional drinks, product health claimed, their perceived
risks, and the perceived fit of a particular carrier ingredient combination. The
questionnaire was from 400 respondents who were randomly recruited at shopping
areas, universities, and public places; while target population is consumer who
consume and/or not consume functional drinks. The data were then analysed using
SPSS as an analysing tool, in which the method of analysing is divided into 2 parts.

Part 1. Descriptive Statistical Analysis

Descriptive statistical analysis summarise qualification information of the
target population and describing the detail information of the studied variables. In
studies involving human participants, it is useful to collect information on the number
of people or cases in the sample, the number of males and females in the sample, the
range and mean of ages, education level, and any other relevant background
information.

Part 2. Hypothesis Testing

Hypothesis Testing or significance testing is a method for testing claim or
hypothesis about a parameter in a population, using data measured in a sample. In this
method, researcher tested some hypothesis by determining the likelihood that a sample

statistic could have been selected, if the hypothesis regarding the population were true.
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Symbols in the Analysis

X =Mean or an average of the population

S.D. = Standard Deviation or the degree of data’s dispersion from mean

N = Target Population

B = Beta or standardized coefficients used to estimate the result.

T =T Statistic or a ratio of the departure of an estimated parameter.

Sig = Sigma or a unit of standard deviation indicating the degree of
spread within a set of measurements.

R?> =R-square or a coefficient of determination.

4.1 Description Analysis
This section provides qualification information of the target population
and describing the detail information of consumers and non-consumer of functional

drinks, age between 15 to 40 years old in Bangkok.

4.2 Result of General Information of Participants

General information of studied population consisted of 400 participants
which categorised by their gender, age, education, occupation, marital status, income,
smoker/non-smoker, frequency of exercise, source of information, frequency of

dietary supplements consumption, and frequency of functional drinks consumption.
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Table 4.1 Qualification of respondents

Demographics Respond | Percentage
1.Gender
Male 149 37.2
Female 251 62.8
Total 400 100.0
2.Age
15-22 86 215
23-30 228 57.0
31-38 76 19.0
39-46 10 2.5
47 -54
55 - 62
Total 400 100.0
3. Education
High School 43 10.8
Diploma/Certificate 27 6.8
Bachelor Degree 282 70.5
Postgraduate or Higher 48 12.0
Total 400 100.0
4. Occupation
Private company officer 283 70.8
Business owner/Tradeperson 6 15
Government office Student 18 45
Retired 86 21.5
Unemployed
7 1.8
Total 400 100.0
5. Marital Status
Single 343 85.8
Married / living with partner 57 14.2
Separated, divorced or
widowed Total 400 100.0
6. Average monthly
Income Less than THB 15,000 91 228
THB 15,001 - THB 30,000 245 61.2
THB 30,001 — THB 45,000 49 12.2
THB 45,001 — THB 60,000 12 30
THB 60,001 - THB 75,000 :
THB 75,001 - THB 90,000
Over THB 90,000 3 0.8
Total 400 100.0
7. Smoker/non-smoker
Yes 28 7.0
No 372 93.0
Total 400 100.0
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Demographics Respond | Percentage
8. Frequency of exercise

Every day 4 1.0
2-3 times a week 68 17.0
Once a week 110 27.5
1-3 times a month 111 27.8
Less than once a month 63 15.8
Not at all 44 11.0
Total 400 100.0

9. Sources of information
Documentary 32 8.0
Advertisement 186 46.5
Interview with scientist 40 10.0
Seminar/conference 8 2.0
Beverage manufacturers 14 35
Pharmacy 20 5.0
Friends 100 25.0
Total 400 100.0

10. Frequency of dietary

supplements consumption | Everyday 85 21.2
2 to 3 times a week 74 18.5
Once a week 34 8.5
2 to 3 times a month 26 6.5
Once a month 62 15.5
Not at all 119 29.8
Total 400 100.0

11. Frequency of function
drinks consumption Everyday 31 7.8
2 to 3 times a week 124 31.0
Once a week 80 20.0
2 to 3 times a month 43 10.8
Once a month 36 9.0
Not at all 86 215
Total 400 100.0

Source: Develop from this study

From the table, it can be summarised that most of the respondents are

female, accounted approximately to 62.80%. 57% of the samples are between 23 to 30

years old, 21.50% is aged between 15 to 22 years old, and the rest of 2.50% is aged

between 31 to 38 years old. For educational background, over 70% completed

Bachelor degree, while 12% has a higher educational level than Bachelor degree,

followed by 6.8% and 10.8% for diploma/certificate level and high school level

respectively.

Nearly 71% work in private company, 21.50% are students, and 4.50%

have their own business. 85.80% of the respondents are single. 61.20% of the samples
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have monthly gross income between THB 15,000 to THB 30,000, while 22.80% have
monthly gross income less than THB 15,000 and the rest of 12.20% have monthly
gross income between THB 30,001 to THB 45,000.

Approximately 93% of the respondents are non-smokers and 27.80% of
the samples exercise 1 to 3 times a month, 27.50% exercise once a week and 17%
exercise 2 to 3 times a week. 46% of the respondent chose advertisement as their
source of information that would convince them the most to buy functional beverages,
followed by 25% for friends and 10% for interview with scientists.

Nearly 30% of the samples do not consume dietary supplement at all,
while 21.2% consume every day and the rest of 18.50% consume 2 to 3 times per
week. 31% of the respondents drink functional beverages 2 to 3 times per week,
followed by 21.50% for not drinking functional beverages at all; last but not least,

20% drink functional beverages once a week.

4.3 Hypotheses Testing

Table 4.2 Summary of research hypotheses

Number Hypothesis Analysis Techniques

Attitude towards functional drinks,

health claimed, perceived risk, and
) ] ) ) Bivariate Regression and
H1 perceived healthiness of ingredients
L o Multiple Regression
significantly affect the willingness to

use functional drinks

Perceived credibility of information
o L Bivariate Regression and
H2 significantly affects the willingness to

. ) Multiple Regression
use functional drinks
Credibility of information sources
H3 significantly affects the product’s Bivariate Regression

health claimed

Source: Developed for this study
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In this section, bivariate regression and multiple regression is used to
statistically verify the hypothesised causal relationships. Different regression equations

are simulated in order to test the hypotheses.
Hypothesis 1: Attitude towards functional drinks, health claimed, perceived risk, and

perceived healthiness of ingredients significantly affect the willingness to use

functional drinks.

Table 4.3: Hypothesis 1.1 to Hypothesis 1.9 regression results

Influent
Hypothesis Factors Dependent
¥ < B t Sig | R
(H:) (Independent variable
variable)
Willingness to
) General )
Attitude | 1.1 ] use functional | 0.306 | 6.405 | 0.000 | 0.093
attitude .
drinks
Willingness to
Consumers )
1.2 _ _ use functional | -0.064 | -1.283 | 0.200 | 0.004
perceived risk 1
Perceived drinks
risk _ Willingness to
Disease )
1.3 use functional | 0.012 | 0.231 | 0.817 | 0.000
concern )
drinks
Enhanced Willingness to
1.4 brain use functional | 0.136 | 2.733 | 0.007 | 0.018
Health functionality drinks
Claimed Enhanced Willingness to
1.5 physical use functional | 0.155 | 3.128 | 0.002 | 0.024
health drinks
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Table 4.3: Hypothesis 1.1 to Hypothesis 1.9 regression results (cont.)

Influent
Hypothesis Factors Dependent
P P p t Sig | R?
(H:) (Independent variable
variable)
! Willingness to
Skin
1.6 ; . use functional | 0.110 | 2.213 | 0.027 | 0.012
brightening )
drinks
Perceived
healthiness of | Willingness to
1.7 | Smart Brain | use functional | 0.169 | 3.426 | 0.001 | 0.029
beverage’s drinks
ingredients
Perceived
Perceived healthiness of S
_ ) Willingness to
Healthine Anti stress )
1.8 use functional | 0.173 | 3.510 | 0.000 | 0.030
ss of and Relax )
. drinks
Ingredien beverage’s
ts ingredients
Perceived
healthiness of .
Willingness to
Beauty and )
1.9 ) use functional | 0.126 | 2.536 | 0.012 | 0.016
Bright )
drinks
beverage’s
ingredients

Source: Developed for this study
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For hypothesis 1.1, based on the results of bivariate regression analysis in

Table 4., attitude towards functional drinks significantly affected the willingness to use
functional drinks (b = 0.457, t = 6.405, and p < 0.05) and it explained 9.30% of
variation in the willingness to use functional drinks (R = 0.093).
In contrast, for hypothesis 1.2, the degree of consumer’s perceived risk is low and
insignificantly affected the willingness to use functional drinks (b = -0.048, t = -1.283,
and p > 0.05) and it explained 0.40% in the willingness to use functional drinks (R’ =
0.004). Consequently, for hypothesis 1.3, the degree of consumer’s disease concern is
also low and not significantly affected the willingness to use functional drinks (b =
0.010, t = 0.231, and p > 0.05) and it explained 0.00% in the willingness to use
functional drinks (R’ = 0.000).

In the context of hypothesis 1.4, the product claimed of enhancing brain
functionality is significantly affected the willingness to use functional drinks (b =
0.101, t = 2.733, and p < 0.05) and it explained 1.80% of variation in the willingness
to use functional drinks (R’ = 0.018). Additionally, for hypothesis 1.5, the product
claimed of enhancing physical health is significantly affected the willingness to use
functional drinks (b = 0.116, t = 3.128, and p < 0.05) and it explained 2.40% of
variation in the willingness to use functional drinks (R° = 0.024). Moreover, for
hypothesis 1.6, the product claimed of skin brightening is significantly affected the
willingness to use functional drinks (b = 0.086, t = 2.213, and p < 0.05) and it
explained 1.20% of variation in the willingness to use functional drinks (R* = 0.012).

As for hypothesis 1.7, consumer’s perceived healthiness of Smart Brain
beverage’s ingredients is found to be a highly significant factor that influences the
willingness to use functional drinks (b = 0.102, t = 3.426, and p < 0.05) and it
explained 2.90% of variation in the willingness to use functional drinks (R’ = 0.029).
Subsequently, for hypothesis 1.8, consumer’s perceived healthiness of Anti stress and
Relax beverage’s ingredients is also found to be a highly significant factor that
influences the willingness to use functional drinks (b = 0.119, t = 3.510, and p < 0.05)
and it explained 3.00% of variation in the willingness to use functional drinks (R’ =
0.030). Last but not least, hypothesis 1.9, consumer’s perceived healthiness of Beauty
and Bright beverage’s ingredients is as well found to be a highly significant factor that
influences the willingness to use functional drinks (b = 0.072, t = 2.536, and p < 0.05)
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and it explained 1.60% of variation in the willingness to use functional drinks (R’ =
0.016).

Table 4.4 Hypothesis 2 regression result

Hypothesis 2: Perceived credibility of information significantly affects the willingness

to use functional drinks

Influent
Factors Dependent 5
Hypothesis (H:) B t Sig R
(Independent variable
variable)

Perceived Willingness to
2 | credibility of | use functional | 0.149 | 3.013 | 0.003 | 0.022

information drinks

Information

Source

Source: Developed for this study

For hypothesis 2, based on the results of bivariate regression analysis in
Table 4., consumer’s perceived credibility of information is found to be a highly
significant factor that influences the willingness to use functional drinks (b = 0.161, t =
3.013, and p < 0.05) and it explained 2.20% of variation in the willingness to use
functional drinks (R’ = 0.022).
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Apart from bivariate regression, multiple regressions are also used here to
analyse all the variables against willingness to use functional drinks. The Durbin-
Watson test was carried out to test the residuals of any two observations in the
regression as they should not be correlated based on the independent errors
assumption, if the score is closer to 2 the residuals are not correlated (Field, 2005).
The Durbin-Watson score in Table 4.5 is 1.962, indicated that the residuals are not
correlated, hence, assumption of independent errors is not hold.

Furthermore, the various latent variables were checked to see if
multicollinearity existed between any of the variables by estimating the item variance
inflation factor (VIF). According to Hair et al. (1998) if the VIF value is greater than 5
the variables are highly correlated (multicollinearity). Therefore, in this study a value
of 5 was used to indicate high multicollinearity between variables. From table 4.5, VIF
value was 4.06, which was lower than the cut-off value of 5 it can be safely concluded
that no multicollinearity problems existed in the collected data.

As for multiple regression results of hypothesis 1 and hypothesis 2, it can
be seen that in context of perceived risk, the result is consistent with the above
bivariate regression result in Table 4.3; perceived risk has a negative correlation to
willingness to use functional drink (b =-0.068, t =-1.342, and p > 0.05).

Nevertheless, multiple regression results of hypothesis 1.4 to hypothesis
1.9 are not found to be significant factors that influence consumer’s willingness to use
functional drink which is contrast to their earlier bivariate regression results. This can
be assumed that the added variables have control over each of other variables in the
equation.

Last but not least, a comparison of standardized coefficient for each
significant factors show that attitude had the strongest positive effect (b = 0.248) on
respondents’ willingness to use functional drink followed by the impact of
respondents’ perceived credibility of information source (0.100). Furthermore, the
third strongest factor is perceived healthiness of Smart Brain beverage’s ingredients,
followed by health claimed of enhanced physical health, perceived healthiness of
Beauty and Bright beverage’s ingredients, health claimed of enhanced brain
functionality, disease concern, health claimed of skin brightening and perceived



Fac. of Grad. Studies, Mahidol Univ. M.B.A. (Business Modeling and Analysis) / 45

healthiness of Anti stress and Relax beverage’s ingredients accordingly, in which these
factors are with no significant effect.

Table 4.6 Hypothesis 3.1 to Hypothesis 3.3 regression result

Hypothesis 3: Credibility of information sources significantly affects the product’s
health claimed

Influent
Factors Dependent 9
Hypothesis (H:) B T Sig R
(Independent variable
variable)
Health
Claimed -
3.1 enhanced 0.154 | 3.116 | 0.002 | 0.024
brain
Perceived functionality
) credibility of
Information : _ Health
information )
Source Claimed -
3.2 sources 0.186 | 3.772 | 0.000 | 0.035
enhanced
physical health
Health
3.3 Claimed- skin | 0.121 | 2.426 | 0.016 | 0.015
brightening

Source: Developed for this study

For hypothesis 3.1, based on the results of bivariate regression analysis in
Table 4., consumer’s perceived credibility of information sources is found to be a
highly significant factor that influences the product that claimed to enhance brain
functionality (b = 0.107, t = 3.116, and p < 0.05) and it explained 2.40% of variation in
the product that claimed to enhance brain functionality (R° = 0.024). In addition, for
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hypothesis 3.2, consumer’s perceived credibility of information sources is found to be
a highly significant factor that influences the product that claimed to enhance physical
health (b = 0.129, t = 3.772, and p < 0.05) and it explained 3.50% of variation in the
product that claimed to enhance physical health (R’ = 0.035). Subsequently, for
hypothesis 3.3, consumer’s perceived credibility of information sources is found to be
a highly significant factor that influences the product that claimed to brighten the skin
(b =0.087, t = 2.426, and p < 0.05) and it explained 1.50% of variation in the product
that claimed to brighten the skin (R’ = 0.015).

Table 4.7 Result of research hypotheses

Number Hypothesis Result
Attitude towards functional drinks
H1.1 and H1.4 to | and perceived healthiness of o
) ) = N Significant
H1.9 ingredients significantly affect the
willingness to use functional drinks
Health claimed and perceived risk
H1.2 and H1.3 | significantly affect the willingness Insignificant
to use functional drinks
Perceived credibility of information
H2 significantly affects the willingness Significant
to use functional drinks
Credibility of information sources
H3 significantly affects the product’s Significant
health claimed

Source: Developed for this study
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The following chapter which is the last chapter will provide the summary,
discussion for business and academics perspective from the result and limitation of the

study.
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CHAPTER YV
CONCLUSION AND RECOMMENDATION

This chapter presents the results and summary of the study. Firstly, the
chapter starts with the research conclusion which has been developed and investigated
throughout this study. Furthermore, the finding is then compared and discussed with
the previous studies ‘result. Last but not least, the studies limitations, the implication

of the study and finally the recommendation for further research will then presented.

5.1 Conclusion

5.1.1 Objective of the study

1. How Thai consumers accept functional drinks?

2. How health claim and perceived risk affect liking such products and
willingness to use functional drinks?

3. How perceived healthiness of ingredient combinations affect
willingness to use functional drinks?

4. How perceived credibility of information affect the willingness to use

functional drinks?

5.1.2 Subject, material and procedures

The study’s subject is 400 samples who were randomly recruited at
shopping areas, universities, and public places; while target population is consumer
who consume and/or not consume functional drinks. The questionnaire was distributed
to respondents and the survey was conducted by the third party within Bangkok,

Thailand, in which the questionnaire was collected by accidental and judgmental
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sampling during August to October 2013. The data were then analysed using SPSS as
an analysing tool.

5.1.3 Major findings

A higher proportion of females (62.8%) compared to males (37.2%) were
completed the survey, aged between 23 to 30 years old (57%) at the time of the study.
The highest proportion (70.5%) of respondents in the sample had bachelor degree. In
addition, over 70% of the respondents worked in a private company. Respondents with
monthly income between THB 15,001 and THB 30,000 (61.2%) were also over
represented. Approximately 85.8% of the respondents were single, and the majority of
respondents were non-smokers (93%). 27% of respondents exercised 1 to 3 times a
week, and almost 30% took a dietary supplements once a month. The most convince
source of information was advertisement (46.5%) and the least convince source of
information was seminar/conference (2%). Additionally, the highest proportion (31%)
of respondent consumed functional drinks 2 to 3 times a week; in contrast, 21.5% of
respondents never consumed functional drinks.

Based on the regression results, it is found that consumers’ attitude
towards functional drinks, consumers’ perceived healthiness of ingredients, and
consumers’ perceived credibility of information source had an influence on the
willingness to use functional drinks with a significant level of 5%. In contrast, product
health claimed and consumers’ perceived risk had no influence on the willingness to
use functional drinks with a significant level of 5%. Furthermore, credibility of
information sources also related to the product’s health claimed with a significant level
of 5%.

In addition, for multiple regression results of hypothesis 1 and hypothesis
2, in context of perceived risk, the result is consistent with the bivariate regression
result in Table 4.3; perceived risk has a negative correlation to willingness to use
functional drink (b =-0.068, t =-1.342, and p > 0.05).

Nevertheless, multiple regression results of hypothesis 1.4 to hypothesis
1.9 are not found to be significant factors that influence consumer’s willingness to use
functional drink which is contrast to their earlier bivariate regression results. Last but

not least, a comparison of standardized coefficient for each significant factors show



Thitarat Worawitphinyo Conclusion and Recommendation / 50

that attitude had the strongest positive effect (b = 0.248) on respondents’ willingness
to use functional drink followed by the impact of respondents’ perceived credibility of

information source (0.100).

5.2 Discussion

This study explored the influence that a range of factors had on consumers
‘willingness to consume functional drinks. Firstly, a literature review was conducted to
find out what other research groups had found out about the factors that influenced
people” willingness to not only consume functional foods and drinks, but the factors
that influenced their purchases of functional foods and drinks and related products.

The knowledge gained from the literature review was then used to design
a questionnaire that was conducted in Bangkok over the period of August to October
2013. The survey canvassed the views of 400 respondents, and the completed
questionnaires were subsequently used in the analysis. Information was sought on a
range of socio-demographic factors had been found to be important in some health and
functional food studies, as well as information on the individual’s health status at the
time of the survey. The study also sought the consumer’s opinion on their concerns
about health and diseases, their attitudes toward functional drinks, whether their peers
and other were likely to influence their willingness to use functional drinks, their
perceived benefit of functional drinks ingredients to consume such products, and
finally their own willingness to related to consumption of functional drinks.

The Bangkok sample was over-represented by female; people with
average income and educational status compared to the national population since this
group of people were more likely to participate in the research. Within this sample,
31% reported they consumed functional drinks 2 to 3 times a week, while 21.5%
reported that they did not consume them at all.

From Thai consumers’ point of view, attitude is found to be the most
crucial factor that influence consumer’ willingness to use functional drinks, this
finding was consistent with many previous studies of Child et al. (1997), IFIC (2000),
Gilbert (1997), Wrick (1995), O’Cooner and White (2010), Bech-Larsen and Grunert

(2003). The reward feeling explained the attitudes towards consumer’s own, personal
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use of functional drinks. Rewarding feeling can be seen as one aspect of self-efficacy
and personal motivation for willingness to use functional drinks (Urala, 2005).

Interestingly, product’s health claimed and Thai consumers’ perceived
risk were found to be insignificantly factors that influence consumers’ willingness to
use functional drinks. These findings were conflicted with the previous studies of
Benkouider (2005), Poulsen (1999), Sloan (2000), Weinstein (1993), Ares, Gimenez
and Gambaro, 2008, Urala & Lahteenmaki (2004), Bower, Saadat, and Whitten
(2003). The conflicted findings might be the result of small sample size that data was
collected from, also the respondents tended to be biased toward a younger age group,
between 23 and 30 years old, whose would not take their health as their major concern
in life as of yet.

In addition, the study showed that consumers’ perceived credibility of
information significantly affects the willingness to use functional drinks and
consequently, credibility of information sources was found to be significantly affects
the product’s health claimed. The results were consistent with previous studies of
Urala (2005). However, the ranking of reliable sources of information was greatly
different. From Thai consumers’ point of view, the most convince source of
information was advertisement and the least convince source of information was
seminar/conference. Whereas, the previous study of Urala (2005) reported that
scientists and documentaries were chosen as the most reliable sources of information,
whilst advertisements and product manufactures’ claims were the least trustworthy.

This difference could be from a large spending on advertising coverage in Thailand.

5.3 Implication

In this study, we seek to determine factors that influence consumers’
perceived healthiness and willingness to use functional drinks in Thailand. Functional
drink consumption has been rapidly growing in these recent years. This remarkable
growth attracts both existing and new beverage manufactures to the market and
competition highly increases accordingly. There were many functional drink products
introduced to customers, but not so many of them are recognized and survive in the

market.
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This study highlights how perceive information influence willingness to
use functional drinks of people age between 15 — 40 years old, which is the high
purchasing group for consumer products. The result of this research will help
manufacturers and marketers to better understand implications of customers’
motivation to use functional products and how to communicate benefits of their
products to customers. Findings from this study will be useful for their product
development and marketing campaign.

This research should also be beneficial to not only food and beverage
manufacturers but also nutritionists and medical care staffs to better understand how to
motivate people with perceived risks to use functional drinks to improve their health
conditions and prevent or mitigate risks of illness.

5.4 Limitation

This study had some major limitations, which related to the data collection
and interpretations of results. These limitations are as follows.

1. The small sample size of Thai consumer in which data was collected in
Bangkok only. People were hard to recruit because of the difficulty answering the
survey. Consequently, the survey tended to be biased towards the well-educated
portion of the socio-demographic spectrum and by a younger age group, between 23
and 30 years old, hence, may not represent the population in Thailand at large.

2. Even though the researcher tried to describe definition of functional
drinks to the study group for common understanding, it is difficult to have clear
boundary and distinguish functional drinks from other health-benefit-related products

such as organic foods and supplementary nutrition products.
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5.5 Recommendation for Future Research

For further research, a study focuses on each sub-category of functional
drinks would be recommended for more precisely understanding. Moreover, it would
be useful to further separately study each group of customers who uses functional
drinks for different purposes. Examples of group of customers based on purposes of
use could be for health benefits, for beauty, for better performance of their physical, or

for refreshment after hard working.
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APPENDIX A

Questionnaire

FACTORS INFLUENCING CONSUMERS’ PERCEIVED HEALTHINESS AND

WILLINGNESS TO USE FUNCTIONAL DRINKS IN THAILAND

INSTRUCTION

This questionnaire is divided into seven distinct parts as followed:

Part 1 Socio-demographic information Total 11 questions
Part 2 Your attitude towards functional drinks Total 27 questions
Part 3 Your risk about health and disease Total 7 questions
Part 4 Product’s health claimed Total 10 questions
Part 5 Your perceived healthiness of functional drinks’ ingredients

Total 10 questions
Part 6 Information sources Total 9 questions

Part 7 Purchase intent/willingness to use functional drinks
Total 9 questions
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Definition of terms used in this questionnaire

1. The word “Functional beverage” in this questionnaire refers to any
beverages that provide health benefits over normal nutrition such as Peptein, Smart
Shot, Scotch Essence of Chicken, B-ing Relax, B-ing Boost, B-ing Fine, Amino OK
plus, Vita A to Z, Blink, Scotch Collagen-Q10, Pink Q10, Beauti Drink, Kiss Gluta
200, and Amino Ok Plus Brighten.

2. The word “Smart Brain beverages” in this questionnaire refers to any
beverages that enhance brain functionality, designed to improving brain efficiency and
memory such as Peptein, Smart Shot, and Scotch Essence of Chicken.

3. The word “Anti Stress and relax beverages” in this questionnaire refers to
any beverages that assist in lowering cholesterol, stronger the bone, enhancing eyes
functionality, and offering refreshment such as B-ing Relax, B-ing Boost, B-ing Fine,
Amino OK plus and Vita A to Z.

4. The word “Beauty and Bright beverages” in this questionnaire refers to any
beverages that assist in brightening skin color such as Blink, Scotch Collagen-Q10,
Pink Q10, Beauti Drink, Kiss Gluta 200, and Amino Ok Plus Brighten.
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Part 1 Socio-demographic information
Instruction Please tick the box M that most applies to you

1.1 Gender L1 Male [1 Female

1.2 Age [ 15-22 years [1 23-30 years
[ 31-38 years [ 39-46 years
L1 47-54 years [ 55-60 years

1.3 Education [ Up to High School qualification
[1 Diploma/Certificate
[1 Bachelor degree
[1 Postgraduate or higher

1.4  Occupation [ Private company officer
[ Business owner/Tradeperson
1 Government officer [] Student

[] Retired 1 Unemployed

1.5 Marital status [1 Single [0 Married/living with partner
[1 Separated, divorced or widowed

1.6 Monthly gross income [ Less than 15,000 baht
[1 15,000 - 30,000 baht
[1 30,001 - 45,000 baht
[ 45,001 - 60,000 baht
] 60,001 - 75,000 baht
1 75,001 - 90,000 baht
[1 More than 90,000 baht

1.7 Do you smoke cigarettes? [ Yes [1 No

1.8 How often do you exercise? [ Everyday
[1 2-3 times per week
[1 Once a week
[1 1-3 times per month
[1 Less than once a month
L] Not at all

1.9 Which source of information would convince you the most to buy
functional beverages?

[1 Documentary [ Advertisement L1 Interview with scientist
[1 Seminar/conference L1 Beverage manufacturers [1Pharmacy

1 Friend
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1.10 How often do you take dietary supplements such as vitamins,
minerals, medical herbs etc.?

[ Everyday [] 2 — 3 times per week
[1 Once a week
[12 — 3times per month  [1Once a month [ Not at all

1.11 How often do you drink functional beverages?

[1 Everyday [1 2 — 3 times per week

[1 Once a week

[12 — 3times per month 1 Once a month [1 Not at all
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Part 2 Your attitude towards functional drinks
Instruction Please tick the box M that most applies to you

— —
> « “ | C o D>
= D | =
o 8 %égouﬁée Sl >2
c o o o @ o [=)) D S o
S o o of o c T O @
5w <(CE)0$ %.ﬂgﬂ -‘Dﬁbﬂ

Questions @ % Cla” @ ©

2.1 | believe that food & beverage and
nutrition play a great role in maintaining
or improving overall health

O
O
O
O
O
O
O

2.2 | cannot obtain all the nutrientsthat | | [ | || O | O | O | O
need from food & beverage alone

2.3 | buy foods & beverages to treat or

reduce the risk of a specific health Ogjg|o|fd o).
condition

2.4 | believe that certain foods & OgQgg gQa|g

beverages reduce the risk of disease

2.5 | consume at least one food &
beverage because of the health benefits | | 1 | || O |O | O | O
believe it provides

2.6 Overall, I think that drinking Ogg g gga|g
functional beverages would be valuable

2.7 Overall, I think that drinking Ogg g gga|g
functional beverages would be beneficial

2.8 Overall, I think that drinking Oggg gga|g
functional beverages would be enjoyable

2.9 Overall, | think that drinking Oggogo|go|g g
functional beverages would be good

2.10 Overall, I think that functional O Oogd g Qoig|g
beverages is made of unnatural substance
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2. olE. 5828 gz
28 228525 35
£EQ &Ke s ed 2SES
Questions @ A ©TIRT 0jvwo
2.12 1 think it is foolish to enrich Olgggogog -
beverages with healthy ingredients
2.13 I think itisgood to enrichbeverages| (1 | | O | OO | O | O | O

with healthy ingredients

2.14 Beverages enriched with healthy
ingredients are healthier than normal Odjgo|o| oo d
beverages

2.15 Drinking functional beverages Ogigigo|g|d)| .
would help prevent chronic disease

2.16 Drinking functional beverages OogoQoigd
would help me to be healthy

2.17 Drinking functional beverages OO0 g|o|ada|d
would stop me from getting ill

2.18 | do not worry about eating a

balanced diet, if | drink functional Od|g|o| oo
beverages

2.19 | get pleasure from drinking

functional beverages Oggigo|ig|g)|d

2.20 Functional beverages makeiteasier | ] | |0 | O | OO | O
for me to follow a healthy lifestyle

2.21 1 don’t need to take dietary
supplements (such as Blackmore Bio

Zinc, Fish QOil, and Centrum Multi Obpooby b
Vitamins) if | drink functional beverages
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[
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2.22 Drinking functional beverages
would cause unpleasant side-effects
2.23 Functional beverages cost more than

other beverages OO0 00|00

2.24 1 am unsure of the dosage of active |1 | |0 |0 |0 O 0O
ingredients in functional beverages
2.25 It is difficult to see the benefits of

functional beverages OO0 00|00

2.26 | trust the health claims made by
beverage manufacturers about functional | 1 | | O | O | O | O | O
beverages

2.27 Functional beverages do not taste

good OO|o|0o|0|0| .
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Part 3 Your risk about health and disease

By compared to people of your age and gender
Instruction Please tick the box M that most applies to you

Much higher
risk
Higher risk
Somewhat
high
Neither high
or low
Somewhat
low
Lower risk
Much lower
risk

Questions

O
O
O
O
O
O
O

3.1 How would you estimate your risk of getting sick in
general

3.2 How would you estimate your risk of getting
cardiovascular disease

3.3 How would you estimate your risk of getting stressed

3.4How would you estimate your risk of getting obese

3.s How would you estimate your risk of getting diabetes

3.6 How would you estimate your risk of getting cancer

3.7How would you estimate your risk of getting arthritis
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Part 4 Product’s health claimed
Instruction Please tick the box M that most applies to you

2.l 8. 5888 gzs
co 222 a5 25 9o
22 ZJe258 8 S8
Questions «» A °°laT Qe =
4.1 | think it makes sensetoenrichnSmart| [ | |10 10 O 1 O
Brain beverages with soy peptide
4.2 | think it makes sensetoenrichnSmart| [ | |10 10O 1 O

Brain beverages with Omega 3

4.3 1 think it makes sensetoenrichSmart| J |0 |00 |0 | O | 0O | O
Brain beverages with DHA

4.4 | think it makes sense to enrich Anti
Stress and relax beverageswith Amino |0 |O | O (0O, 0O |0 | O
acid

4.5 | think it makes sense to enrich Anti
Stress and relax beverages with L- O djg|o|o|ao|d
Carnitine

4.6 | think it makes sensetoenrich Anti (|| OO |0 | 0O | O
Stress and relax beverages with fiber

4.7 1 think it makes sense to enrich Anti
Stress and relax beverages with O0O|g|o|jg|o|d
magnesium

4.8 | think it makes sense to enrich

Beauty and Bright beverages with Ogjo|o|fdo| 0|
collagen

4.9 1 think it makes sense to enrich
Beauty and Bright beverages with Ogjg|o| oo
collagen

4.10 | think it makes sense to enrich
Beauty and Bright beverages with L- Ogjo|o|fdo| 0|
Glutathione
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Part 5 Your perceived healthiness of functional drinks’ ingredients
Instruction Please tick the box M that most applies to you

2 SE.58 88 8=

o D [4b] o hust - D O
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Questions N n

[
O
[
[
[
[
[

5.1 I would buy Smart Brain beverages
enriched with soy peptide

[
[
[
[
[

5.2 I would buy Smart Brain beverages | [ | 1
enriched with Omega 3

5.3 1would buy SmartBrainbeverages |1 |0 |0 O[O0 |0
enriched with DHA

5.4 1 would buy Anti Stress and relax Ogggogg|g
beverages enriched with Amino acid

5.5 I would buy Anti Stress and relax Ogggogg|g
beverages enriched with L-Carnitine

5.6 1 would buy Anti Stress and relax Ogggogg|g
beverages enriched with fiber

5.7 1 would buy Anti Stress and relax Ogggogg|g
beverages enriched with magnesium

5.8 | would buy Beauty and Bright Og|o|o| o |ad|ad
beverages enriched with collagen

5.9 | would buy Beauty and Bright Ogggogg|g
beverages enriched with co-enzyme Q10

5.10 | would buy Beauty and Bright Oggogogo|ig g
beverages enriched with L-Glutathione
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Part 6 Information sources
Instruction Please tick the box M that most applies to you

2 SE.58 88 8=

o D [4b] o hust - D O
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. n c © © n ©
Questions N n

6.1 I know someone who is drinking
functional beverages for their health
benefits

6.2 | have talked about the health benefits
of functional beverages with someone OO
who is drinking them

[
[
[
[
[
[
[

[
[
[
[
[

6.3 | have talked to a health professional |1 | |0 | O | OO | O
about functional beverages

6.4 If my family think I should drink Ogggogg|g
functional beverages, | will want to try
6.5 If my friends or colleagues think |
should drink functional beverages, Iwill | O | O | O | 0O | 0O O | O
want to try

6.6 If my doctor think I should drink Ogggogg|g
functional beverages, | will want to try

6.7 | look at the nutrition panel on a food
& beverage pack to help decide whether |0 | |0 | O |0O | O | O
to buy a product

6.8 | do not have enough knowledge Ogigigo|g|d)| .
about functional beverages

6.9 I am well informed about functional
beverages OOg|o|o|bo,| OO
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Part 7 Purchase intent/willingness to use functional drinks
Instruction Please tick the box M that most applies to you

> 8 |sg/Egl gl>g
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Questions % n

[
O
[
[
[
[
[

7.1 If I wanted to, | could easily drink
functional beverages

7.2 Drinking functional beverages does
me no harm Oggigo|go|d)|d

7.3 Drinking functional beveragesmake | | O |0 | O | OO | O
me feel in control of my health

7.4 | can afford to try new beverage Ogggga|g
products such as functional beverages
7.5 | feel confident to buy functional
beverages Ogggoga|g

7.6 1 know where to buy functional
beverages OO0 0|00

7.7 1 intend to drink functional beverages | (1 | O |0 | O | OO | O
in the next few months

7.8 8 1 aim to drink functional beverages |1 | O |0 | O | OO | O
for my healthy lifestyle

7.9 I want to drink functional beverages | |0 1010101010
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