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Abstract

This research was to study 1) consumer behavior in buying organic products and 2) problems
and suggestions for management of Sukjai Market, Sampran district, Nakhon Pathom province.
Using accidental sampling from consumers who came to buy organic products. Questionnaire was
used as an instrumet for data collection from seventy consumers. Descriptive statistics such as
frequency, percentage, and mean were used for data analysis. The results showed that most of
the samples consumed more than one year of organic products. For consumption behavior of
organic products in Sukjai market, most of the samples identified health reasons for choosing
organic products. As regards frequency of buying of organic products in Sukjai market, most of the
samples stated that they regularly came in 1-2 times a week. More than half of the sample
purchased ready-to-eat cooked food. On satisfaction of the quality of organic products in Sukjai
market, the samples indicated that they were very satisfied. The satisfaction of the variety of

products was moderate. More than half of sample spent money to purchase products less than
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350 baht for each visit. Regarding the factors related to purchasing decision, most of the samples

stated that organic certification and information obtained from public relations affected the

decision to buy organic products. More than half of the samples stated that the packaging did not

affect the decision to buy.

Keywords : Organic agriculture; Consumer behavior; Sukjai market
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Table 1 Number and percentage of organic
product consumption in the Sukjai market of
the sample (n=70)

Items No. %
1. Reasons to buy
For health 57 81.4
For environment 2 29
Good quality of products 11 15.7
2. Persons who influence the decision
to buy organic products.
Self 53 5.7
Husband / wife / son 11 15.7
Relatives 6 8.6
3. Frequency of buying of organic
products in Sukjai market
Every day with a market 7 10.0
Once a week 24 34.3
Every 2 weeks 13 18.6
Once a month 22 31.4
Others 4 5.7
4. Product categories
ready-to-eat cooked food 41 58.6
Fresh food to cook at home 28 40.0
Household products 1 1.4
5. Satisfaction of the quality of organic
products in Sukjai market
Very satisfied 40 57.2
Moderate satisfied 30 43.8
Less satisfied 0 0
6. Satisfaction of the variety of products
Very satisfied 7 10.0
Moderate satisfied 34 48.6
Less satisfied 29 35.7
7. Average money spent to buy
products each time.
Less than 350 THB 40 57.1
351-500 THB 23 329
More than 500 THB 7 10.0
8. Does organic certification involve
buying organic products?
Yes 43 61.4
No 27 38.6
9. Does information obtained from
public relations involve buying organic
products?
Yes 56 80.0
No 14 20.0
10. Does beauty of packaging involve
buying organic products?
Yes 34 48.6
No 36 51.4
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