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ABSTRACT

The objectives of this study aim at understanding consumers attitudes and behavior and
analyzing price — product attributes of dragon fruit. Accidental sampling of 205 consumers at
pureliasing points was conducted in Chiang Mai Province.

The survey sample is represented mostly by female consumers (85%), averages of 39
year of age, 13,767 baht/month university graduates (42%). On the average, the consumers spent
100-300 baht/month on fruit and dragon fruit ranks 7-10 on the favorite list. The main reasons for
buying dragon fruit are nutrition value, taste and price. Furthermore, marketing mix has moderate
influence in buying decision i.e. 2.57 (from 5 points) for promotion, price (3.07), place (3.24) and
product factors (3.37).

The hedonic price equation was applied to identify value of attributes. The findings

reveal that the actual price of dragon fruit can be raised by 12.29 baht/kg for Vietnam cultivar



higher than Thai cultivar. Sweet and slightly sour taste values 3.13 baht higher than purely sweet
taste. Dragon fruit sold in supermarket receives 6.79 baht/kg on top of those in fresh markets and
road-side stalls. Apparently, company employees are the only group of consumers who pay
higher price than all other professionals. As for the price consumers are willing to pay in the
season when Taiwan cultivar avails in the market, the attributes significantly raising the price of
dragon fruit are identical to those in the above analysis (when only Vietnam and Thai cultivar are
available).

The findings suggest that growers should improve quality of the fruit or switch to
Vietnam cultivar. As for sellers in fresh markets and road-side stalls, improved environment is

strongly recommended.



