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Factors Affecting the Consumer Buying Decision of Osmotically Dehydrated Papaya
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ABSTRACT

This study aimed to investigate factors affecting consumer buying decision of the osmotically
dehydrated papaya. 200 targeted consumers living in Bangkok and liking this product were recruited
and asked to rate important scores of 21 buying decision variables. Principal component analysis with
rotational varimax method was used to reduce these variables into new factors. Results showed that
there were six new factors explained 66% of cumulative variance. These factors were F,: health benefit
and safety, F,: taste and texture, F,: price and convenience, F,: buying place, F.: appearance, and F.:
brand. Additionally, comparison standard mean factor score differences (Z-score) of six factors among
gender and age were analyzed. Results showed that female provided Z-score of F, greater than male
(p < 0.05). Consumers having age of greater than 35 years gave Z-score (F,) higher than other groups
while consumers between 15-35 years had Z-score (F,) higher than consumers having age >35 years

(p < 0.05).
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Table 1 Frequency and mean + standard deviation (SD) of consumer buying decision variables

Buying decision variables , . Mean £ SD
Buying decision score* (Frequency)

1 2 3 4 5
Taste 1 3 15 63 118 447 +0.74
Shelf - life date 0 5 19 60 116 4.44 +0.77
Clean 2 1 22 69 106 4.38+0.78
Safety 3 5 24 69 99 4.28 £0.88
Standard certification 1 5 31 80 83 4.20+£0.82
No preservatives 1 6 29 92 72 414 £0.81
No color additives 1 5 35 83 76 414 £0.83
Reasonable price and quality 0 6 38 85 71 4,12 +0.81
Moisture in product 2 7 33 93 65 4.06 +0.85
Reasonable price and quantity 0 3 51 86 60 4.06 +£0.79
Easy to open and consume 1 4 42 115 38 3.93+0.72
Appeal packaging 0 7 65 86 42 3.82+0.80
Reliability store 2 8 63 81 46 3.81+£0.87
Buying place 2 13 57 90 38 3.75+0.87
Odor 3 16 68 86 27 3.569 £ 0.88
Sugar coating 7 18 65 77 33 3.56 £0.99
Color 13 9 59 95 24 3.54 £0.99
Nutrition 9 27 64 50 50 3.53+1.14
Size and shape of product 0 18 84 84 14 3.47 £0.76
Hardness 3 13 94 73 17 3.44 £0.80
Brand 13 15 98 57 17 3.25+0.95

Note *Buying decision score is rated from 1 to 5 (1 is the lowest important; 5 is the most important)
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Table 2 Factor loading of principal component analysis with rotational varimax method

Buying decision variables

Factor and factor loading of variables

1 2 3 4 5 6
Standard certification 0.786 -0.134 0.170 0.107 0.000 0.162
No color additives 0.784 0.110 0.095 0.155 0.006 0.060
No preservatives 0.745 0.112 0.145 0.172 0.089 0.069
Safety 0.718 0.109 0.193 0.067 0.042 0.324
Shelf - life date 0.718 -0.050 0.299 0.113 0.025 -0.042
Clean 0.699 0.023 0.318 0.041 0.138 0.163
Nutrition 0.525 0.115 0.002 -0.023 -0.031 0.444
Sugar coating 0.076 0.780 -0.128 -0.008 0.119 0.018
Hardness -0.082 0.753 0.177 0.208 0.035 0.000
Color -0.077 0.606 -0.092 0.107 0.417 -0.060
Moisture in product 0.368 0.527 0.193 -0.281 -0.260 0.308
Taste 0.305 0.464 0.344 -0.194 0.176 0.036
Reasonable price and quantity 0.250 0.024 0.816 0.092 0.162 0.022
Reasonable price and quality 0.259 -0.050 0.807 0.109 0.209 0.130
Easy to open and consume 0.160 0.242 0.616 0.278 -0.145 0.338
Buying place 0.071 0.080 0.296 0.764 0.170 0.256
Reliability store 0.417 0.038 0.044 0.738 -0.073 0.024
Size and shape of product 0.253 0.059 0.195 0.119 0.762 0.029
Odor -0.120 0.189 0.213 -0.044 0.713 0.275
Brand 0.205 -0.049 0.103 0.274 0.197 0.701
Appeal Packaging 0.228 0.050 0.237 0.106 0.140 0.670
Eigen value 6.552 2.320 1.703 1.201 1.063 1.011
Variability (%) 31.20 11.05 8.11 5.72 5.06 4.81
Cumulative (%) 31.20 42.25 50.36 56.08 61.14 65.95
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Table 3 Z — score of factors affecting consumers buying decision of osmotically dehydrated fruit

products by gender

Factor Gender t - test p - value
Male Female
Health benefit and safety ™ -0.484 0.484 -0.682 0.496
Taste and texture -0.188° 0.188° -2.715 0.007*
Price and convenience "™ -0.089 0.089 -1.261 0.209
Buying place "™ -0.119 0.119 -1.684 0.094
Appearance ™ -0.105 0.105 -1.484 0.139
Brand ™ -0.042 0.042 -0.590 0.556

Note ™ indicates differences between means are non-significant. (p > 0.05)

= indicates significantly different by DMRT test at 0.05 level of probability

Table 4 Z — score of factors affecting consumers buying decision of osmotically dehydrated fruit

products by age

Factor Age F - test p - value

15-25 26 - 35 36 -45 > 45

b b

Health benefit and safety -0.475 -0.205 0.307° 0.373° 9.362 0.000*
Taste and texture 0273°  0.185"  -0.181°  -0278°  3.773 0.012*
Price and convenience " -0.105 0.227 -0.004 -0.117 1.267 0.287
Buying place ™ -0.045  -0.029  0.105  -0.031 0.244 0.866
Appearance ™ -0.011 0.273 0116 -0.146 1.842 0.141
Brand ™ -0.086 -0.112 0.099 0.099 0.649 0.585
Note " indicates differences between means are non-significant. (p > 0.05)

*¢ indicates significantly different by DMRT test at 0.05 level of probability
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