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Factors affecting consumers’ purchasing decision towards Fresh Vegetable processed by

Good Agricultural Pratice (GAP) to Organic Farming in the Upper Nortliern of Thailand.
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Abstract

Objective of this study are 1) to study factors which could effect to customer’s
decision making for purchasing vegetables, 2) to study attitude of customers for awareness GAP
vegetables and 3) Know problems and threats of customers who purchase GAP vegetables. Data
were collected by questionnaire at supermarket and hyper market. To achieve these objectives are
analyzed by Logit Model and S — R theory. GAP vegetables Brands bring about confident to
consumers who aware residual chemical. As a result, consumers are purchasing more GAP
vegcte;bles. S — R theory study attitude in consumers. The study shows that consumers aware of
health and fresh GAP vegetables. Finally, the problems and threats are high price, not clear in
price tag and the promotion is less and not continue. Recommended to famers of GAP vegetables
can reduce the production cost for setting the closet with general vegetables. The price tag should

be show the clear detail, especially, price.
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