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Functional Food:
New Trend of
Health-Conscious
Consumers

It is undeniable that the COVID-19
outbreak is an important stimulus
for consumers to be more mindful in
choosing food. Most consumers do
not just want food that tastes good
and looks attractive but they pay
more attention to healthy foods that
could boost immunity and are more
conscious about food nutrition.

Functional food is food product for health that new ingredients or existing ingredients are added into it. The

objective of this is to enhance the body’s ability in maintaining itself and preventing diseases. [1] Functional foods or

beverages may derive from natural ingredients. They do not look like pills of drugs or dietary supplements. They can be

consumed with food or become part of the main meal. Types of functional food and beverage products in the market that

are popular among consumers are foods or beverages that help going to sleep fast, foods and beverages that enhance

health, foods and beverages that reduce stress, and foods and beverages that improve the digestive system, etc. [2] In

addition to providing benefits to consumers, functional food is environment-friendly.

The value of the functional food market in Thailand
during 2019 was more than 69,000 million baht. In the past
5years, it grew at the average of 5.5 percent per year. The
products that have been popularin the past 5 years are such
as yogurt, milk, sugar-free desserts, cereals, infant milk,
bread, biscuits, and snack bars. [3] Although most
consumers are interested in consuming functional food, itis
still considered a niche market. However, the government
continues to encourage small entrepreneurs (SMEs) to
produce this kind of food and beverage products, including
continuous product research and development, to increase
the market for this group of consumers and those who have

just turned to try this type of food as well.
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