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ABSTRACT

The future of organic production depends on consumer demand, which
reflects consumers’ perceptions of organic foods, and factors that affect purchase
intention with respect to organic products. The objective of this research is to study
consumers’ perceptions of organic foods, their intention to purchase organic foods,
and factors that affect the organic food purchase intention of people in Bangkok. This
research collected data from 400 subjects.  Statistical methods used include

percentage, factor analysis, Mann Whitney U test, and one-way analysis of variance.

The research results showed that most consumers in the sample were female
and single with a bachelor’s degree. The samples were aged 20-25 years, had a
monthly income of THB $15,001-20,000, and most were company employees. Most of
the samples intended to purchase organic foods in the future. They shared the
perception that organic foods are environmentally friendly. In addition, they held the
perception that organic foods had less pesticide residue than common foods, that
organic foods support the economy of small farmers and that of the locality, and that
organic production does not destroy natural resources. Samples who intended to
purchase organic foods had statistically different perceptions of organic foods than
those who had no intention to purchase organic foods. Factors affecting purchase
intention toward organic foods are perceived benefits to society and the environment,
subjective norms, value and convenience, organic food characteristics, and an interest
in organic foods. The results showed that samples who have different incomes value

the organic characteristic factors differently.

Sellers of organic foods should establish their marketing strategy by clearly
informing customers about the differences between organic foods and common foods,
let customers taste organic foods, increase communication to customers regarding
organic food information, increase organic food variety, and promote consumption of

organic foods through social networks, such as family and opinion leaders.
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