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Abstract

TE 158118

The main primary purpose of this research was to know factors consumers’ affecting
preferences of hygienic vegetables. Moreover, this research would also like to know market
potentials of these hygienic vegetables. Conjoint analysis and market simulation were used for
research methodology. Needed data were collected from 400 hcuseholds of consumers who lived
in the town area of four selected districts in Chiang Mai Province.

The study found that 97 percent of the households consumed non-hygienic vegetables
compared to 48 perceat of thcse who consumed hygienic vegetables. Factors affecting
consumers’ buying behavior were prices, markct types, vegetable types, producer groups and
packaging. The 35 percent variations in consumers’ preference scores were explained by 51
vegetable attributes and factors under investigation. The attributes and factors significantly
increasing the consumers’ preferences were fresh market as market type, Chinese cabbage as
vegetable type, the Royal Project as vegetable producer, packaging with safety quarantine label.
In addition, the higher price reduced consumers’ preferences following the theory of consumers’
behavior. Moreover, the study also found that the households with higher income prefer to buy
hygienic vegetables.

The study on the marketing potential of the hygienric vegetables found that at the same
price level, the consumers preferred the hygienic vegetables (safe vegetables and organic) to the
non-hygienic ones. Though, the non-hygienic vegetables with the same attributes would have
lower price (about 6 — 9 baht/ kg), the consumers still preferred some types of hygienic vegetables
to the non-hygienic ones. This indicated the high marketing potential of hygienic vegetables.

The result of this study suggested that the consumers tended to prefer the safe vegetables
to non-hygienic ones. Hence, the production and marketing of the hygienic vegetables should pay
more attention on safe vegetables. Market of hygie.ic vegetables could be expanded when their

prices were not so much higher than that of non-hygienic ones aiid prevalent in the fresh market.



