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ABSTRACT

This study was aimed at investigating consumer attitude towards oranges with different
characteristics between oranges from China and Thai Honey Queen in terms of Thai honey queen
orange buying and consumer behaviors, and factors influencing Thai honey queen orange
consumption in Muang, Chiangmai. The population was composed of 280 consumers who
purchased oranges for consumption in Muang District, Chiangmai Province. The related variables
were analyzed with the Logit Model and prioritized with a Likert scale using the questionnaire set

in 5 parts as an instrument for collecting data from the sample group.

According to the findings, most of the respondents were Thai females with bachelor’s
degree educational attainments or the equivalent thereof. The samples were unmarried and of
working age. Most of the samples worked as private company employees with monthly incomes
of 10,001-15,000 baht and bought approximately one to three kilograms of honey queen orange
per time at markets in the city for consumption due to preference in taste and consumption for

health-related reasons.

Concerning the factors influencing decisions to purchase oranges for consumption, the
external factors consisted of social and cultural factors while personal factors consisted of
consumption popularity, especially when the oranges are viewed as easy to purchase, available on

all occasions at inexpensive prices and necessary for health-related reasons. Regarding the



internal factors, especially in terms of psychological aspects, family members and information
received on the quality of oranges, the respondents also contributed significantly to decisions by
respondents to purchase oranges for consumption. Concerning attitude towards the consumption
of Thai honey queen oranges and oranges imported from China in terms of understanding,
knowledge and reliability from consumption and purchase behaviors, attitude towards all of the
aspects were found to have significance with overall mean values at high levels (3.80 and 3.40)
while feelings yielded by consumption had significance with mean values at a low level (2.10 and

1.91).

The problems encountered in purchasing Thai and Chinese oranges were found to consist
of problems regarding price, amount of production for sale throughout the season, storage, sales
venue, quality and convenience to buy with moderate significance (overall mean values of 2.76
and 3.19). In terms of factors influencing consumers of Thai honey queen orange when the Logit
Model was used to analyze the related variables by analyzing the basic factors of the sample
group, namely, gender, age, education, income and eight factors influencing decisions to purchase
oranges, namely, taste, size, surface characteristics, purchase convenience, nutritional values,
price, toxic-free cultivation and freshness, the findings from the analysis by considering the X 7
values and the accuracy of this prediction at 74.64 revealed the female gender to influence more
frequent honey queen orange purchases for consumption than males with consumers giving
importance to purchase convenience, nutritional values and toxic-free cultivation. However, when
analyzed with the Logit Model, the basic demographic data of the sample group in terms of age,
education and income were found to have no influence on decisions to frequently purchase honey
queen oranges for consumption, thereby meaning consumers who purchased honey queen oranges
did not belong to any specific groups, especially in terms of age, level of education and income.
Thus, honey queen oranges are a product for all genders, ages, educational attainments and

income.

Regarding the opinions and recommendations of consumers on buying oranges for
consumption, most of the respondents primarily realized the importance of health-related benefits,
physical attributes and prices as well as taste with purchase selection recommendations focusing

on quality and season, including reliable sales sources.



