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Abstract

This study aims to compare the impacts of three dimensions of perceived benefits
of superfoods which are functional, image and emotion benefits, and health consciousness
of Bangkok consumers on their intention to purchase superfood products including chia
seeds, quinoa, flaxseeds and goji berries. Bangkok consumers who had awareness of
superfoods were selected as research sample by convenience sampling. The samples were
larger than 20X of the numbers of independent variables, the sample size was 200.
Research tool was the unstructured, close-ended questionnaire that had passed both
validity and reliability tests with Cronbach’s Alpha ranged from .82 to .92. Descriptive
statistics was utilized in the analysis, and Multiple Regression Analysis (MRA), at .05
significance level, was applied in testing the hypotheses. Results reveal that the consumers
moderately to highly perceived the benefits of function, image and emotion of superfoods
and have moderately high health consciousness. Results from the hypothesis testing
indicate that Functional Benefits, Image Benefits, Emotional Benefits and Health
Consciousness have positive impacts on the Intention to Purchase superfood products,
(B= .26, .25, .24, .23 respectively). The four independent variables explain 65.60% variance
of consumer intention to purchase superfoods.

Keywords: Perceived benefits, health consciousness, intention to purchase, superfoods
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