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Demand for organic agricultural products and the factors affecting consumer and

restaurant entrepreneur preference towards their purchase in Lampang province
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Abstract

Organic markets and the demand for organic products tend to grow steadily both
domestically and internationally. Therefore, understanding the attitudes and needs of
consumers is important for creating a policy of organic agriculture. This research aims to
study organic knowledge, understanding, and attitudes of customers toward organic
agricultural products, including the factors affecting decision making in purchasing organic
products for households and entrepreneurs in Lampang province. Questionnaires were used
to collect data from 420 households and 99 restaurant operators. Data was analyzed using
descriptive statistics describing socio-economic characteristics, behaviors, and attitudes of
customers. Inferential statistics were also applied to describe the relationships between

consumer attitudes and marketing factors with demographic characteristics.

The results showed that more than 70 percent of households and entrepreneurs had
good basic knowledge and understanding of simple concepts of organic agriculture while
only a small group did not yet fully understand. It was also found that both households and
entrepreneurs had a positive attitude towards organic products and consumers further
agreed that key marketing factors influenced the decision of purchasing organic agricultural
products. Around 90 percent of consumers and entrepreneurs in Lampang would like to
purchase almost all types of organic products in the future e.g. vegetables, fruits, eggs, and
meat. The results showed that both age and income affects attitudes towards organic
products, while education level was not significant to the attitude of both groups. Even
though the attitudes of households towards organic products also affected their demand;
age, education level, occupation, and household income did not affect knowledge or

understanding of organic products
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