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This research aims to examine the consumer’s opinion regarding safe vegetables and
Doikham brand in particular, analyze factors influencing buying decision; and investigate
consumer’s willingness to pay for their preferred attribute of vegetables. Carrot and Lettuce were
selected for the study. Choice experiment was employed in finding monetary value in each

attribute based on survey data from 309 random samples of Bangkok residents.

The results showed that most of consumers purchase safe vegetable for their health
concerns. From consumer’ perspective, Doikham safe vegetables are unique in terms of its safety
guarantee label and brand as the products from the Royal Project. The only problem is the limited
selling place for purchasing of Doikham safe vegetables. Results of a conditional logit model
indicated that consumers are aware of safety guaranteed label, production source, marketing
channel, accessibility of products, and their prices. These concerns are attributed mainly to
carrots with additional concern on the appearance for lettuces. Regarding consumers’ willingness
to pay for each attribute of Doikham safe vegetables, the consumers show their preferences

except for its difficulty to access the products that need to be enhanced.

To maintain the present consumers and attract new group of consumecrs, it is
recommended that the Royal Project Foundation should keep their products in good quality and
increase product accessibility by increasing number of retailer shops and extending its market

channel through the supermarkets.





