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Abstract

This study aims to examine the decision-
making factors that impact the choices made by
organic product consumers, the market segments for
organics product consumption and their commu-
nications channel usages. The study was conducted
using quantitative research methodology utilizing a
structured guestionnaire for data collection. Data was
collected from 400 respondents, who are organic
product consumers in the Bangkok area.

Factor analysis was used to identify factors
that affected the decision-making. The four factors
are marketing communications; impact on the
environment, animals, and food; social norms; and
nutrition and food value. Using the K-means cluster
analysis, three distinct market segments emerged.
The three segments are people who are health
conscious and interested in marketing commu-
nications; people who focus on convenience and
have understanding in health benefits; and elderly
who are concerned about quality, family and
health. Each segment possessed unique attitudinal
and demographic characteristics. They received
information about organic products from the
farmers, packaging/label, mass media, product
exhibitions/fairs, and point-of-purchase materials.
The finding could strengthen the marketing
communication concepts related to agricultural
products. It could also be used for developing the
organics products as well as for planning marketing
communication campaigns to promote the organics

products.

Keywords: Organic product consumers, organic
products, organic products marketing

communications
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