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ABSTRACT

The objective of this research was to study clean food consumption behavior of Generation X
and Generation Y consumers in Chiang Mai province. The data was collected by questionnaires from 400
consumers who have consumed clean food within one year in Chiang Mai. The consumers were divided
into two groups: Generation X consumers (200 participants) and Generation Y consumers (200 participants).
The data was analyzed by using descriptive statistics included frequency, percentage, mean, and inferential
statistics which was comparing the mean differences in the importance of marketing mix between the two
generations. The results of consumption behavior show that, fish was selected as their top protein source
for generation X and generation Y. The most favored clean food for both generations was mixed vegetable
salad. The average spending per meal on clean food for generation X consumers and Generation Y
consumers were between THB 50 - 100. The reasons for purchasing clean food were nutritional value for

Generation X consumers, while Generation Y consumers focused on nutrition and weight control. Both
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generations made purchase decisions themselves, often buying the clean food from restaurant. Generation
X a clean eating-meal plans is during the day, whereas generations Y was in the evening. The main sources

of information about clean food were online platforms as Facebook and Instagram.

Keyword: Consumption behavior, Generation X, Generation Y, Chiang Mai province
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