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ABSTRACT

The purpose of this research is 1) to study demographic factors affecting the purchasing decision of consumer’s
processed edible insects and 2) to study perceived value in product affecting the purchasing decision of
consumer’s processed edible insects. This research contains a study that is considered as quantitative research
methodology. The questionnaire was conducted using internet-based survey where the 400 samples who has
buying experience on edible insects processing product. Data were analyzed by using descriptive statistics with
frequency, percentage, mean, standard deviation and multiple regression analysis. The results of the study
revealed that 1) the different demographic factors such as sex, age, level of education, occupation and monthly
income did not affect the purchasing decision of consumer’s processed edible insects with statistical significance
level at 0.05. 2) perceived value in product in term of; functional value of performance/quality and emotional
value affect the purchasing decision of consumer’s processed edible insects with statistical significance level
at 0.05.
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