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This research was aimed to examine: (1) consumers’ attitude and behavior
toward functional foods and (2) the relationship between consumers’ attitude and
behavior toward functional foods. The survey research was used to collect data from
400 samples of males and females who are health conscious, aged 22-49 years old,

and living in Bangkok.

The research found that:
1) Overall consumers' attitude toward functional foods is at the average
level.
2) Overall consumers’ behavior toward functional foods is below the
average level.
and 3) Consumers' attitude toward functional foods was significantly and positively
related with consumers' functional foods consumption in 5 dimensions - 1) Personal
reward, 2) Confidence in functional foods, 3) Necessity for functional foods, 4)
Functional foods as part of a healthy diet and 5) Safety of functional foods. While
attitude toward "Taste of functional foods” and consumers’ functional foods

consumption was significantly and negatively related at 0.05.





