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ABSTRACT

This study focused on consumers’ behavior pertaining to their choice to buy organic
oranges, their expectation about this product, and factors affecting their purchase decision.
Informants were 500 samples of consumers in the Muaeng District area of Chiang Mai Province.
Analysis was performed upon the results of descriptive statistics, logit model using Maximum
likelihood estimation: MLE technique application, and marginal effects consideration.

The findings revealed most of the organic orange buyers were characteristic as female
(59%), aged 21-30 (34.0%), self-employed in business (25.4%), having 5,001-10,000 baht
monthly income (32.8%), and with bachelor’s degree education (36.9%).

Most of the samples under study (86.9%) expressed their desire to buy organic oranges
further in the future for the reason of good product quality (41.0%). Their most popular place to
buy oranges was fresh food market (36.9%). Their common frequency of buying fruits was once a

week (46.7%), and once every two weeks in the case of oranges (36.9%).



In addition, the result indicated that value of the fruit, convenience in terms of ubiquitous
selling, flavor, and consumer’s age had significantly positive effect on the chance of organic
orange buying decision. On the other hands, the result show that product price, sale price strategy,
the large size of the product, special festival season, free sample for tasting, and the appealing
color of organic oranges had significantly negative effect on the chance of organic orange buying

decision



