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ABSTRACT

This study aims to explore the consumer behavior on milk consumption and selection,
their willingness to pay for organic milk, and the influences on their willingness. Data were
collected from 400 consumers in Mueang district, Chiang Mai. The tools were contingent
valuation method (CVM) and double-bound questions. There were three set prices which were
higher than the price of general medium-sized milk (400 ml.) by 3, 6, and 9 Thai Baht. The prices
were estimated by maximum likelihood estimation. The consumer’s willingness to pay for

organic milk was studied by open-ended questions.

According to the study, it was found that most customers were female (65.25%) with
average age of 31.17 years old. 67.50% of them were single. The samples had bachelor degree.
29.25% of them were students and business owners respectively. Regarding milk consumption
behavior of the samples, it was found that most consumers selected UHT milk (86.25%). The
flavor they selected was plain flavor (74.75%). 32.25% of the consumers drank milk once a day.
Almost all consumers bought milk from convenient store (97.00%). The consumers were found to
have little knowledge about organic agricultural products and organic milk (48.00%). Most of

them were reported to have bought organic agricultural products sometimes (56.25%).

The price for which the consumers were willing to pay for organic milk was estimated by
double-bound questions. The estimation found that the consumers were willing to pay for organic
milk at the price higher than that of general medium-sized milk (20 Thai Baht per 400 ml.) by
4.17 Thai Baht. The estimation by open-ended questions showed that the consumers were willing

to pay for organic milk at the price higher than that of general medium-sized milk (20 Thai Baht



per 400 ml.) by 3.87 Thai Baht. The factors of the willingness to pay for organic milk at 90% of
confidence were female consumers, level of income, company’s employee, the consumer’s
attitude points which were related positively with the willingness to pay. Therefore, it was
obvious that the consumers should be promoted with the understanding about organic milk. The

first goal of the promotion should be female private company employees.



