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ABSTRACT

The objective of this study was to analyze behavior and factors affecting
consumers' decision to purchase organic milk in Muang district of Chiang Mai
province. A questionnaire was for data collection administered with 400 samples
obtained by accidental random sampling. Obtained data were analyzed by using the
binary logit regression model.

The research survey results indicated that the sampling groups were female,
20-29 years old and they had 4-6 family members, single, bachelor's degree holders
or higher. Most of the respondents had mostly income range for 5,000-10,000 baht
per month. The results of consumer behavior analysis revealed that 27.00 percent of
the respondents knew about organic milk product, 79.28 percent of the respondents
bought dairy home products, 49.70 percent consumed tasteless milk and 44.44
percent frequently bought 1-2 bottles per week, purchasing 1-2 bottles each time at
67.59 percent. The buying time was at 17.01-20.00 pm (37.04 percent). The buyer’s
reasons for buying organic milk was that it has more nutritional value than general
milk for 38.30 percent. The respondents mostly bought it at various department
stores (35.10 percent) and 90.74 percent of the respondents considered the organic
agriculture certification before buying it. Online advertisement was the channel the
respondents chose in buying organic milk (29.32 percent). They received organic milk
information less than once a week (83.00 percent). The results of the factor analysis
showed that factors, which statistically contributes to the decision to purchase

organic milk were age, educational attainment, product knowledge, and consumer
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perception factors affecting consumers' decision to purchase organic milk in Muang
district of Chiang Mai province.

Producers and distributors had to plan marketing strategies for the products
such as price, place and promotion to serve consumer’s needs and satisfaction in

products with order to increase their demand.



