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Consumer Behavior and Marketing Mix Influence on Organic Vegetable

Purchase: Temperate Vegetables in Chiang Mai Province.

Hewa asens wozerga negdu’

g 1 2
Nisachon Leerattanakorn and Ayooth Yooyen
'auziersngeans unInedousi 19 o Feelnsl 50290

A UTHITEIAY MMANedoun 19 v, Fealnsd 50200

AMuIantas Mgy nuasdwIndoutAnaINAIIHEALAZ MU Ing

) a = as ar = as oo = @
aaraldluilipiu sdadusieminlasads Tnommgndaiusidunid ldsuanuaulann

£y

Aus Tnnaiandreuns vaznaeuilulsz@udiagluszaulan lesezdanaldninl

Q

yaaen luAT Aruagaamnssuossuysd lavewaredinimula dinivluilszims

=

- = oA o~ ' ar I~ e s
Tnoes paradudunuasdunsdnunisveadzuiy szmuldnnsmuinyed1uIn

= Y = =1 o ' P or |-4'|5V' = =3 =
munsnsuazANudondus Inn vinlsa@uilgrnidina s augdlis laysdnmdanganssy

R

'
S oy a S 1

= ' G a &‘ a ar e & a J
Aus Inauazdivtlszauniansamaiiiansnanomsaaauladendanunnuasdunid

w o

= o ar ] =y 9/ =) x g =2 U ar at 3/
Jaumdendnidoanuindudiegedusilunsineiasatl sanisanyiwy tadoszavusie’ld

3
= ' = -

o o e VRN = ' PO~ :3 [ 3 *
AhutadefidinadangdnssunisToandunss laowudn s langavuszaanalianiuiiag

3
= 3 o ¥

o 2 C=) o as e o = J
Wulunisgerndunidganas  msdannuianudlufenudumsunsdvesdaoy

u

F
WUUARYN NI we AN lussauihunais uenant aqualesanIdeuns 81.50

a Yoo o oA

' E ar o o o : =
ABIN19TBYAV 1IN RN UFUA DU Omuay TumsAnutnadnyusAdanadon ) uig

¥ =) E4

Y = 1 o = 4 oo ar @
wolaveadus Inanudnuanyazn1s NS aaruwnsmMnFomes, doaldsun1ssusos

o a o = o CV R =5 o= o
VIATTUAIDTIUNNULIATTIUNYATIUNTY (INN.), '§WﬂWﬂJ@QﬁuﬁWNﬂﬂuﬂ‘iUiJlﬂiJ1$ETﬂJﬂ‘1J

¥ oo A

= by 3 o w R a
AN IMIEIdun uazdlszneumy/Araatnssemdunusavliz lominaguniwues
Y o= = L= = o 5 @ a 1 = Y

{U3 1nA91nn1sus Inadnaunid wlunuanvuzsidaansnuianelavesdus lna Tu

Y o Y a =5 o

o g‘/ o 3 ' ' 2 g ; = @ o
Usz@unisaasimaudinu8us Inadiuntaianue leaaiamdewdorfuaud 1 aunsd

o

= o = g/ I

t = 1 g b 1 =) 9/ oy & b 9 3 =4 ar
nane aunguindiled Fudunyasounsddududflidedddaranil daoiud



¥
o

= By a v ow a kY s = EXY 3 ' = A
wWisueudununissdanudn laena Tduds AndunEdnasiaunudindl AaiuIInlsazes

a

719NN

Mdifa: inuasaunsd, Tadaluma (Logit Model), A1lu luiaa (Kano Model)

o

Abstract

With the concern for environmental quality and food safety, organic food p.roducts are
becoming more important on the global market. In recent years, the organic food industry has
been expanding and sales of organic products have been increasing and become a critical global
issue. It can be observed that organic food industry has been expanding recently. In Thailand, the
market for organic products is also growing which can be seen from an increase in popularity of
farmers and consumers. From these issues, the study was aimed to understand consuier behavier
and marketing niix to influencing the decision to buy organic vegetahles in Chiang Mai. Results
of the study showed that income level was one factor affecting the purchasing behavior of
organi¢ vegetables. It was found that an increase of income tended to have an effecting the
probability of a decrease of organic vegetable purchase. Findings showed that the respondents
had a moderate level of knowledge and understanding on organic products. Most of them
{(81.50%) needed for supplementary information about organic products. With regards to the
characteristics effecting consumer satisfaction with organic products. the following were found:
well-knowu trademark; being certified by the Organic Agriculture Certification of Thailand:
reasonable price; and producers or entrepreneurs inform the public about the advantage of
organic vegelables to their health. For product pricing, part of the respondents misunderstanding
about organic products. They perceived that agro-organic products did not need chenicals. Thus,
when compared its production costs with that of general vegetables. it was likely to be lower.

Therefore, tbe price of organic products should be lower than that of the general vegetables.
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