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Abstract

The objectives of this study were to study 1) consumer opinions on the
organic product image, 2) factors affecting consumer perceptions of organic product
image, and 3) relationship between factors affecting consumer perceptions and organic
product image. The sample was 400 consumers, who bought organic agricultural
products from green markets and green shops in Bangkok Metropolitan area. The data
were collected by using a questionnaire and presentation in a seminar, and were
analyzed by descriptive statistics and chi-square test.

The results showed that 1) consumer opinions on the organic product image
were that organic products should be fresh, have good smell, good taste, and have colors
and characteristics that meet the breed or species. Moreover, the products should have
high nutritional values, long term storage, be safe for consumers and farmers, be
chemicals and GMOs free, are environmental friendly, have high prices and have
specific markets; 2) for the personal factor, the research found that the majority of
consumers were women, and were educated at undergraduate level. The majority of
consumers had household income 20,001-40,000 baht/month and had slight knowledge
about organic products. The psychological factor that mainly affected consumer
perceptions was the thought of feeling safe from chemical substances when consuming
organic products, followed by benefits from consumption, nutritional value, health
inspiration, and the trusts in organic products, respectively. The cultural factor that
highly affected consumer perceptions was the considerations in product safety. Also,
the purchase from regular stores, purchasing certified organic products, and the favor
of organic product consumption. The social factors that mainly affected consumer
perceptions were the acceptance of products in society and the need of recommendation
from the seller. 3) For the relationships among the factors involving consumer
perceptions and the product images, the results were that the gender of consumers was
significantly related to the product images in terms of the product itself and
environmental benefits (p<0.05). Educational level was significantly related to the
product images in terms of environmental benefit (p<0.05). Moreover, household
income was significantly related to the product image in terms of organic production
system (p<0.05). Lastly, the knowledge about organic products was significantly
related to the organic significantly product image in terms of organic product, price and
market (p<0.05). Cultural, social and psychological factors were significantly related
to all aspects of the product images (p<0.05).
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