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The study in Consumer Attitudes and Acceptance of Venison meat at using the result in production
and marketing planning of venison product as well as promotion venison consumption. The specific
objectives of the study were to investigate the general characteristics of venison production and marketing, the
consumer attitudes and factors affecting consumer acceptance of venison. Likert scale was used to test the
consumer attitude and primary data use collected acceptance to identify from 410 consumers the factors
affecting consumer acceptance in Bangkok and then analysis the acceptance by using buying behavior model

comprised 3 factors; demography, Information perception and attitude. Logit method was used in the analysis

The results showed that 75.10 percent of sample has experienced venison consumption of which
72.10 percent do like it. Among those who have no experience, 32.4 percent of them was witting to try if they
have a chance. For buying behavior, 49.27 percent of sample will buy if its price was lower than 250 baht.
The most convenient place to buy was supermarket. The attitude of the consumer showed that most of the
consumers have negative attitude toward the venison consumption since deer showed be kept as reserved wild

animals and lovely pet rather than human food

The factor affecting to the acceptance of buying venison were the socio-demographical factor;
gender, occupation and income, information perception; recognize that venison was selling in department
store, perceive that venison is able to reduce cholesterol and perceive that venison is not necessary to be
consumed and venison is expensive. Therefore, marketing promotion should be geared toward quality of the

product in specific consumer group whish setting its price competitively with other meats.
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