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Factors Affecting the Demand for Hygienic Pork of a Major Operator
in Thailand
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ABSTRACT

This research aims to analyze the factors that affect the demand for the hysienic pork
of a major operator in Thailand. First part of the questionnaire was analyzed by a display in
the form of a percentage, which is separate demographic characteristics, factors affecting
consumption and consumer behavior. The second part was conducted in the marketing mix

which included product, price, place and promotion. They were analyzed by using the



Ordered Probit model, Ordered Logit model, Maximum likelihood estimates and marginal
effects. The data correlated in this study has been derived from primary data, collected from
the questionnaire responded by 400 consumers in Chiang Mai province. The result showed
that the most respondents were female, aged between 31-40 years old, and were married.
They had an employed as a private company, income 20,001-30,000 baht per month and
had a bachelor's degree. According to the studied results on marketing mix factors affecting
included product: hygienic pork had to be clean and fresh, price: must be appropriate to the
safety of consumers, place: could be purchased easily and Promotion: requires advertising
through various media and providing information about the product. Moreover, respondents
had a behavior of buying hygienic pork wasl-2 times a week, 1-2 packs per purchase and
often buy at the modern trade. Finally, the data were analyzed by using the ordered probit
model and ordered logit model. The result found that the comparison of the Akaike
Information Criterion (AIC) and the Bayesian Information Criterion (BIC. ) could be used the
Ordered Logit model to explain the factors that affect the statistical significance at the 0.05
level, including cleaning products (Prod1) and providing information / knowledge about the

product from sales (Promo1) if the consumer had the perception of cleanliness.
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Iﬂa‘ﬁl P, = Product, P, = Price , P; = Place , P, = Promotion ﬁﬂﬁ?u
P = Xio™ - Xi7™ P2 = Xig™ - Xoo™™, Ps™™ = Xo1 ™ - Xo5™", Pa™™ = Xog™ - Xoo™"

Faavanu Al duuusaaddnsdnuuuidesdisu (Ordered Probit Model) lumséuandunisanuil
sreaziBonsitl
Yi* = ﬁlxi T4
e Y f9 wﬁummwaslﬂum'ﬁu“ﬂﬂﬂLﬁaqﬂﬁamﬁmaﬂ@]"aasmﬂﬁzﬁmﬂi 7iv1n1581579
(Dependent Variable)
X; fio \unquusssudssunsesiulsesuie (Explanatory Variable)

M, An Fiasuniu (Disturbance Term)



dm3uY, TumalfUmuds azfie sauwdsusitlianunsadanals (Unobservable) Tngay

'
a v 6

1 Y wazsauusyu (Dummy Variable) iudananusaviiuld deazaiuisaldouniudunus

1%
v A

FEMINFMUIAWY Y, taziauusuia Y, 1aasd

¥

Y, =0 0 Y, < g
Y, =1 o 0<Y, <p
Y, < Y =2 o <Y <,
Y, =3 0 <Y <u

LY, =4 0¥ > 4

1 o 1

detuausduingudiedaussnsluiiundineidies Ymdadeddmiseiden
5 '/Lyu dy

sgaunela idle j Ao 0 1 2 3 uag 4 Huaglanail

Probl:yi = j|xi]= Pr[yj_l <y S,uj]

= Pr[uj_l—X{ﬂ<ﬂi S H —x,/?}

= (1, =X B)-P(1; - %)

drudnuilavudnassildlunisnldfnudadeniinadenisuilaaiioansounde lneiile
w3gdeyanieuuudtasalainuuuiseddnu (Ordered Logit Model) 7IlW Y Fauludaudsaud

wegiu 4 fawusau (x) MPudyinvewis 4 du Ao 1. Aundadue 2. 41U 3. AUTFeIna
N153RINUNY wazd. Aunsduasun1seain lgniunldlunmsfnyilaeilassadwuuitasdisil

e D

2D

LALANNTLUYULASIAS1IVDILUUINADI Aall
Yi = f(Pl ’ P27 P37 P4)
1ne9 P, = Product , P, = Price , P5 = Place , P4 = Promotion fauu

FoagauuAlilduuuinasdladnuuuisesannu (Ordered Logit Model) Tunisauiniisvazidensail
Y. =B X +e&

1
¥

d{' * A LY a ] o Y 1 A o o
()] YI Ao iS(ﬂUﬂ'J']iJW@IGﬂUﬂ'ﬁUiiﬂﬂLu@i’jﬂﬁﬁ]u’]ilﬂﬂaﬂmﬁaﬂqﬁﬂiﬁsﬂqﬂﬁ NNINITIA1939
(Dependent Variable)

X; fio \unquusasiudsiunsesiulseduie (Explanatory Variable)

&, A A5UnIU (Disturbance Term)



MruAliA1AIUA1ANTe (Expectation) vassauusnu vinvausiliE(g)=0 Live?

[
3 Y

sEAuANNDlavsTUBgiUFIMUTNA MUY 4 iuresdiuUsvinulagysiAan wasiiefazesuiy

aunstesruliauysalnudwlsuUnuvannisanuduiuslanad

Y

EY/ = BIOXIO + ot Bz9><29
agle v =Bx =P =208

diennuinasdu fie P wazdSnisussunariwuuiasdesdesfianlaevaluldaunsaiiag

Tale insrgonvagviliAntym 1wy Janvesiisuniunagiinaandivesniuundsusiusenine
7

q

wUsmunasdkUsdasenlilvindy (Heteroscedastic) WWusu

NaNISANE
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Ing Inglduvudtaednsinuuuisesddiu (Ordered Probit Model) kaguuuinaadlainiigasis
(Ordered Logit Model)
1. myleseilaglduuuiasdnsiniuuisedau (Ordered Probit Model)
1NN15ANET WUIAT Log likelihood AU -56.079587 A1 Likelihood Ratio (LR) Chi-
Square WU 563.32 uazA1ANgNABveIN Tnensalluluuiiaes(Pseudo R-Square) Wiiusey
0¥83.40 Bafruusieniifinarenisinduladendoidognsoundovesiusznouselng uvimis
annsnadutenunsed lesdadeiitinaonisuilnadeansousiovesiuszsnaunisselvguns
wildluusenelne Ssdfaynisadfiseiu 0.05 T6un Anuazenvendnsioe (prodl) uag nsli
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A15719% 1 HamsuszanarlaeIsnisussanaernuinaugega(Ordered Probit Model)

Variable Maximum Likelihood Estimate
Coefficient Standard Error Z P>|z|
ANMUALDINVDINAN AU -4.067201 4213137 -9.65 0.000%
ANNARLVLVRINER U9 -6127028 3538535 -1.73 0.083
AN FeieveauuTUs -078514 3102679 -0.25 0.800
aranjunintleansily -0111604 2985826 -0.04 0.970
ussdusifaniueansiialy - 2661844 3706579 072 | 0473
aunannvianevestualnAen 1444042 3308032 0.44 0.662
ussafasifaessunhdsganniniegnsiiily 2622698 3045985 0.86 0.389
AUTTEIBUTIYUI 0146527 3160583 0.05 0.963
maumngaudefisuiuanalaeadelunisuslon | 6298487 4301633 1.46 0.143
aungaudefisuiuUsin -.2212967 3762796 -0.59 0.556
iﬂmLmnzfmLﬁaL%Uﬁmwmﬁaé’miamﬁagm 0274273 3177282 0.09 0.931




A13797 1 Hansuszanarlae3snisuszanamuinadugega(Ordered Probit Model)#io)

Variable Maximum Likelihood Estimate
Coefficient Standard Error z P>|z|
NNIANY/NTANLASUT IV IBEUAIEY DA 0609935 3133496 0.19 0.846
nsdniSsduinignelinuasaani tauls 0268264 3488545 0.08 0.939
widoAudldaznn ~.3320052 3261203 -1.02 0.309
aouiidnsmtheduaauilnddu fivinau -.047894 2867916 -0.17 0.867
nsfathemafiveadudaia -1670351 2838525 -0.59 0.556
nslideya/ mnudifenfuonsanmdnnune | 7757015 2707345 2.87 | 0.004*
MMIVNABITUNG wazintnauluzihdum -.0939635 2975007 -0.32 0.752
msleiwardesneg -.2401596 242308 -0.99 0.322
msfivesunuuazveafisydnenan 2340163 2655346 0.88 0.378

U7 INNTAIUIAELUSLNSY Stata Version 13

e « * IdudAgyiiszau 0.05

2. mywaszslagldiuudiasddadaiuuiesainu (Ordered Logit Model)

1NN15ANYT WUI1A1 Log likelihood 1M1AU -47.511557 @1 Likelihood Ratio (LR) Chi-
Square Wi1fiu 580.46 UagA1AINYNABITBINITNEINTAIlULUUTRB(Pseudo R-Square) wirfiuTey
085.93 Geiulsinniifinasonisdnduladendeiieansoundovesfusznauselnguimils
anunsnedunesunns 2 lnetladeiifinadenisuilnaideanseunsvvesiusznountsselvgus

nilslulsewnelng ddodAgynieaianszau 0.05 loun Anudz1nveIWaniud (prodl) uag NSl
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A15797 2 namsuszanarlaedsnisuszanarnuiasdugedn (Ordered Logit Model)

Variable Maximum Likelihood Estimate
Coefficient | Standard Error z P>|z|
ANNELDINVDINANA U -9.820014 1.420875 -6.91 0.000*
ANNANLVLVRINEN U9 -.9682183 9407915 -1.03 0.303
AN FeieveauuTUs -0940714 8332201 -0.11 0.910
aranjunintleansily 1096719 740154 0.15 0.882
ussdusidniuieansiialy 4469912 9412693 047 | 0635
anunannvianevestualiAen 3668849 8600629 0.43 0.670
ussafasifmesunihdsganniniegnsiiily 9068501 7273337 1.25 0.212
AUTIEEUTIYAUN -.2140824 7950764 -0.27 0.788
mezaudleisutuamuvasadslunisuilon | 1.098235 9797892 1.12 0.262
aungaudefisuiuUsin -6013921 8760437 -0.69 0.492
iﬂmLmnzfmLﬁaLﬁauﬁmwmﬁaé’miamﬁa?ﬁm 4284434 7687077 0.56 0.577
N139A219/NTANUFIUI IV BAUAEZ D9 2133684 7506079 0.28 0.776
msdnFeaduiiigeueiinnuazgam iauls -.2870443 8137691 -0.35 0.724




M19°99 2 nansUszanaAlagIsnsUszanarnud1asiuasge (Ordered Logit Model) (si0)

Variable Maximum Likelihood Estimate
Coefficient | Standard Error z P>|z|
Mﬂsﬁlaauﬁ’ﬂﬁazmﬂ -.5523819 .1550538 -0.73 0.464
aniidadimieduaondilndtiug Mvhau 2053646 6886972 030 | 0766
msfnthesaniivesfudniau -.2250338 6738752 -0.33 0.738
msliideya/ rufifeaiuemsanmiinauie 1.604241 6530052 2.46 0.014*
NSNAaDITUNT Lazdninauuuzihdud 054279 7463186 0.07 0.942
msleivardesng -.8812825 6047639 -1.46 0.145
Msfiveaunuuarvaafisyane1an 6017425 6681335 0.90 0.368
fivn: 91nMsAwIuiETUsLASY Stata Version 13
e : * flfpddydiseiu 0.05
A15797 3 wan1sUsTInaRlagIEnsiasgiduiiy (Marginal Effects)
Variable Marginal Effects
Y=0 Y=1 Y=2
ANMUALDINVDINAN TN .4333882* -.4330986* -.0002896*
ANNEN N VD INER U9 .0427305 -.042702 -.0000286
A defievesuusud 0041517 -.0041489 -2.77e-06
arunjuninileansily -.0048402 0048369 3.23e-06
ussafsiinniuidegnaitaly 0197271 -0197139 -0000132
aumanvanevestualiden -0161918 016181 .0000108
ussafasifaessunihdsganniniegnsiiily -.0400222 0399954 0000267
AUTTENBUTIYS U 0094481 -0094418 -6.31e-06
aumngaudefisuiuaavaeadelunisuslon | -.0484686 0484362 .0000324
anradiefisuiuUiin 0265413 -.0265236 -.0000177
iﬂmmmzamLﬁaLﬁﬂuﬁmwmﬁaﬁmiamﬁa?ﬂm -.0189086 .0188959 .0000126
N1399219/MIANWAIUSIUVIBEUAEZ D9 -.0094166 .0094103 6.29e-06
nsdniSsduiignnelinuasaani tauls 0126682 -0126597 -8.47e-06
widoAudldaznn 0243784 -0243621 -0000163
aouiidndmiheduaouilnddu ivinau -.0090634 .0090573 6.06e-06
msfnthesaniivesfudniau .0099315 -.0099248 -6.64e-06
mslideya/ mnudifefuonsanmiinnune | -0708002 0707529* .0000473*
NINAADITUNT wazininauuuzihdud -.0023955 .0023939 1.60e-06
msleivaEdesn 0388938 -.0388678 -.000026
msflvesuounarvesfisedneingg -.0265568 026539 .0000177

731: 1INN1TAWINA8lUSWNSY Stata Version 13

e « * IdudAnyiisezau 0.05




910015797 3 wansliiudernauiendudiuiin (Marginal effects) ifshudsdaselaunn
AUUSEYINTANENS UTEnounig WA 81y S8Aun1saney) 01Tn aa1unn wazsels dudiuysean
N9NTAATA UsEnaunig Handmet (Product) $1A1 (Price) sn'awwﬂﬁ%’mi’mma(mace) LAY
dudFumiananain(Promotion) wasTandsngiinTsuewuilan Ysznaumas Sruniaiide ude
Yo Usnaiiideluusiazada failswandondsl

AIUALBIAVDINAN A9 (Prod1) Lﬂuﬂaﬁaﬁﬁmaﬁiamsﬁm%u%Lﬁaﬂ%mﬁaqﬂiamﬁaﬁuaq
fuszneunsselng Tnefileddymisadaiisesiv 0.05 Fsmnufieelavesfuilanil Y=0 Aefisnela
1nitge TATAaszsilaaine Marginal Effect Idivinfu 4333882 avwdianeladl Y=1 Aefiswela
110 ATSATIERLERINAY Marginal Effect infiu -.4330986 Anufianeladi =2 fefswelauiu
na1e AiRAsIzAlERINAY Marginal Effect léinfiu -.0002896 anunsaesunelein aguslaaien
ns¥utenuazeinvesnandasidogniowdoifintu Tentanunisduitasinliguilnadife
nelaunfigaduualiuiidamnufisnelafisduidesanguilanlieuddgludoweiniuazon
yasndnsauaduladeddlneimmnufioelafintuiesasds.c8 ﬁauﬁu%lﬂﬂﬁﬁﬂaﬂmﬁqwahmm
wazfuslnaifnnufianelatiunans defidnsfuifennuazenavomanfasidoqnseunifofiudu
flomanruaznduiiegiliiuilaasaesnduiiuuliufidnaufimelantosasiosas 4334
wazSosay 0.0201FWY

mslieya/mudifeafundndusimnninaune Wullideiifnadenisinauladentoidlogns
ounslovesusznaunsnelng lnefdeddymisadfnisedu 0.05 Femmfianslavessiuilani Y=0
AefanelanniiandAiiiasizsildainAiMarginal Effect liivindu -.0708002 arwitanelaves
fuslaadl v=1 Aeflanelaunn Aiitinszsildaindr Marginal Effect lévinfu 0707529 manudia
wolavesgjuilaafl v=2 Aefisnolatiunans Arfidiasiesiliainan Marginal Effect lémafy
0000473 anunsaeduieliin drguslaniiainisiuslunislideya/mnudifsatundn dusiain
winnuediuiu Tonannuhasduiivsiliguslnaiifaelannfigaiiuuldufidanufimela
antlesas ieannanmslianuddyvestadelusunislideya/anuiifeafundndusiain
wiinawnevesfuilaniifiswelaniniiaalsinnuddyiosniinguiuslaaifanuianelasnnuay
fuslnafiftanelaviunans daugfuilandifinrudfianelasnn uazfuslnaidanufiswslaviunanaile
frnsfuslumslideya/arudifeafundndusionminaunedistu Tenaaniiasdudiosi
Tifuslnaifaruimelannuazduilnafifenelauiunans fdeufiselafindudosay 7.51uas
Joway 0.003 LAWY

ajluazdaiauaunue

nnsiaTvteyalaglduuudiaedlnsinuuuisesddu (Ordered Probit Model) wae
qumaaﬂawwmmmu (Ordered Logit Model) agyinlnsiuatanisaladiuudiass Ordered
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