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Abstract

The objectives of this research were to study: 1) basic demographic characteristics, value perception,
and knowledge regarding organic agricultural products; 2) consumption behavior; 3) consumers’ trust; and 4)
factors related to consumers’ trust in organic agricultural products among 385 consumers in Thailand. Data were
collected via online questionnaires distributed through a Facebook page using convenience sampling.
Descriptive statistics (frequency, percentage, and mean) and inferential statistics (Chi-square and Pearson
correlation) were utilized for data analysis.

The results revealed that the majority of consumers were female (71.69%), with an average age of 38.36
years. Most held a bachelor's degree (61.56%), were government or state enterprise employees (40.00%), had
an average monthly income of 42,506.85 baht, and were single (59.22%). Regarding perceptions, 86.49% of
consumers demonstrated a high level of value perception, while 75.84% had a moderate level of knowledge
(mean score of 16.17 out of 27). Consumption behaviors included purchasing vegetables (78.10%), buying from
retail stores (77.10%), shopping on weekends (49.30%), spending less than 500 baht per visit (59.00%), prioritizing
quality (62.90%), and purchasing for self-consumption (59.40%). Furthermore, consumers reported the highest
level of trust in organic products (mean = 4.33) across all four dimensions: health, ecology, fairess, and care.
Hypothesis testing indicated that occupation and marital status were significantly correlated with consumers’

trust (p < 0.05). Additionally, perceived value showed a significant positive correlation with trust (p < 0.01),
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suggesting that enhancing value perception is crucial for building consumer trust. These findings serve as a
guideline for developing communication strategies, marketing policies, and the sustainable promotion of organic
product consumption.
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Table 1 Frequency and percentage of consumers on perception value of organic agricultural products

Value perception level Frequency Percentage
Low level of value perception (0 - 8 items) 8 2.08
Moderate level of value perception (9 - 16 items) a4 11.43
High level of value perception (17 - 24 items) 333 86.49

Maximum perceived value = 24 items, Minimum perceived value = 0 items, and Average = 20 items
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Table 2 Frequency and percentage of consumers on knowledge of organic agricultural products

Knowledge Level Frequency Percentage
Low level of knowledge (0 - 9 points) 2 0.52
Moderate level of knowledge (10 - 18 points) 292 75.84
High level of knowledge (19 - 27 points) 91 23.64

Maximum knowledge = 27 points, Minimum knowledge = 8 points, and Average = 16.17 points
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Tagsamde uag 4) sumnudusssu (Faimess) Aade 4.29 Tasguilnadesiuin inwnsdunisiinnudusssuuas
Tusdlalunnaindiunisadn swdsanumindey anugdsssu nstansndadunazdu wagnisddilunisundes
ningnsaandeuveslaniiisendeet (Table 3)

Q’U%ImﬁmmL%aﬁuiumiu%‘im%uﬁwmwmﬁum%ﬂuﬁmqﬁumw (Health) wazfiaednen (Ecology) ilesan
TsadfeldiduiAntulutlagtu nssuafiuiduguam wlifuslaadanmidelugunmuniy waramudeulnsuves
dawandon ngnsvdsuulamnagfiennia siliguilaadanuviaslesssuni wasiiufeseloviveanuasdunis
diannndu WWusaliuslnafiviruadfiAdedudununsdunid deandosiunuifores Sukkarat and Athinuwat (2020)
nain Juslaafiaudesnisdudnnunsdunid samuinnudidysonisquaguainvemuewazauluasaunss
Wehdudununsduniddmaiuazuasnsoseaunm Tududneinel (Ecology) fuslaeliaudifysudiameu
daundendiAnduluagtu Tnonssudslunisgnindunid Wunameugniiusmanaisiaiiidwanssnuse
Aswnnden uavaenndedfunudduuss Wiboonlayanon (2020) na1a91 nguAuisiauaiiiddenisuilaaindunid ez
BungquauiiiingfinssuiifuRinveusodsau Insnseyinduaslivhareduandon sueduilnadauamudosiuly
nsuilandudinunsdunidluduniudusssu (Faimess) uazsunisquatenlald (Care) 1iloaann fuslaadodn
inwnsdundsiarulusdalunnduneunisndn waenislésumssusennnsguaudinunsduns asfesiinaniuny
nsnanegnsesinsy Tauanidunn nuiaaudinunsdunidasdosdanuldlanaonidldniande weude §3mine
wazgfuilna Belundrdumsiiussssuiusnlfinnud iy uay qumﬂiimmﬁuﬂmwmawsamnwuu yeilduggli
inwmsnsiivnsmzUgnineldfundu iliaanisinisineesididuinniu uasaonadesiuauiseves Na
Pompetch (2015) n@131 tnwasdunigvinliiAnanudusssy (Faimess) 1losndiedaasusuasugisluinuasns
Sueoy LAswgRaviesdu uarnszuILNIHAND IMSBUNIElivharenineinssssund uaziinisquatenleld (Care)
iloannsinnunsdunididunisuimsinnisedisseingsta Sullaveusioduslaa Instharuimeineeans
UszaumsalildanmsufoRnas ity viesdiu uysuinisldsaudu viliifinussansam iiuwanda Jaensds
fuanuarduilnaldsuusslomivsaosie

Table 3 Consumers’ trust level of organic agriculture products

Consumer’s Trust of Organic Agriculture Products Mean Trust Level
Health 4.38 Highest

1. Organic farming trust promotes and supports the sustainability of human, 4.41 Highest
animal, and environmental health.

2. Organic farming trust aims to produce high-quality, nutritious food to support 4.43 Highest
consumer well-being.

3. Organic farming trust avoids the use of chemical fertilizers, pesticides, and 4.28 Highest
food additives.

4. Organic farming trust that aims to enhance the well-being of ecosystems and 4.39 Highest

living organisms.
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Table 3 Consumers’ trust level of organic agriculture products (continuous)

Consumer’s Trust of Organic Agriculture Products Mean Trust Level
Ecology 4.32 Highest
5. Organic farming trust is rooted in ecological principles. 4.35 Highest
6. Organic farming trust aligns with the ways of nature, contributing to 4.37 Highest

the richness and abundance of the natural environment.

7. Organic farming trust is managed in harmony with local conditions, 4.29 Highest
ecosystems, cultures, and farm size.

8. Organic farming trust uses production inputs and energy efficiently, 4.32 Highest
emphasizing reuse and recycling to conserve natural resources and

ensure environmental sustainability.

9. Organic farming trust establishes balance within the agro-ecosystem through 4.31 Highest
appropriate farm design.

10.Organic farming trust focuses on restoring local ecosystems. 4.32 Highest

11.Organic farming trust promotes diversity in both genetics and agricultural 4.28 Highest
activities.

12.Practice of the organic farming trust include production, processing, trade, and 4.33 Highest
consumption that contribute to environmental conservation.

Fairness 4.29 Highest
13.Organic farming trust is based on fair relationships between the overall 4.32 Highest

environment and living beings.

14.Organic farming trust ensures fair management of production at all levels for 4.26 Highest
farmers, processors, distributors, and consumers so that everyone has equal
opportunities for a good quality of life.

15.Organic farming trust treats livestock appropriately, in accordance with their 4.26 Highest
natural needs.

16.0Organic farming trust uses natural resources and the environment in a fair and 4.31 Highest
sustainable way, ensuring conservation for future generations.

Care 4.31 Highest

17.0Organic farming trust is carefully and responsibly managed to protect 4.31 Highest

the health of people now and in the future.

18.0rganic farming trust is implemented to improve agricultural efficiency 4.33 Highest
and productivity.

19.Organic farming trust applies technology in production to minimize risks 4.28 Highest
to human health and the environment.

20.0Organic farming trust integrates scientific knowledge, practical experience, and 4.33 Highest

local wisdom.

Total average 4.33 Highest

Hasviifiarmduiusiuarudeiiulunisuilnadudinunsdunid uwiseanlu 3 sy dail

1. auduiussevinamea sefunisfne flegtagiiu endn uazaniunansavesuilaa fuaudesiulu
nsuslnadudinuasdunid wui edwvesuilnafienuduiudiumnmdesiulunsuilnadufinunsdunidlugu
arndusssu (Faimess) wasdumsguatorlald (Care) agrefidoddqmvadadissdu 0.05 failoradumszerdni
uaneneiy farundlalududinunsdunidiuaneeiu 1w endninunens uazedwinswnsiumsinens enaidile
inwnsdunddldfnitodwmdnnuuisnensy iesinianuduasfiinnndy Snimuianunwasavesuilned
mmé’mﬁuﬁ‘ﬁ’ummL%ﬁﬂumsu'ﬁm%uﬁﬂmwm@um’%é‘luﬁ’mqmmw (Health) wagmuiinainegl (Ecology) ae19l
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E)

doddymaadafisedu 005 etoradunmzduilaaiifaounmansaiunnsstuaziinnaldlaluiugun was
dunedeuiunnineiy enalumnedifanunmansa lifewsesiinnuldlalugunmueinuies urdsdausadle
somdnlunseundr  wadldlaludanedesidorinsulutihaty  Wesnninasogunminmeuarinlavesaudnlu
AsEUA @onAdaafuNUATeTes Sukkarat and Athinuwat (2020) na133n aaunwaNsafiuanssAuiivirua@luns
dndulavslnadudinuasduvidiunndietu  egrslsfnmalinumnudiusseinendnvesiuilaafuanudosiuves
TumsuslarduAnunsdunidluiuguam  (Health) wagAulinnedngn (Ecology) warlinumnuduiussening
anunmausavesiuilaafunnuidesivlunsuslaaduiinumsdunidlusunudusssy (Faimess) wagdunisgua
wilald (Care) Bniialinumudiniusseiname sedunisine uazninavesiieguesiuslae fuanudeshilunts
wslnpdudinuasduvigi ¢ du Taun Auaun I (Health) sinuilnaeinen (Ecology) AMuaudusssy (Fairmess) uaz
Aunsguatenlald (Care) (Table 4)

Table 4 The relationship between gender, education, region area, occupation and marital status with
consumer's trust of organic agricultural products

Consumer’s trust of organic agriculture products

Variable -
Health Ecology Fairness Care

Gender

X2 0.002 0.906 0.722 0.669

p-value 0.962 0.341 0.396 0.413
Education

X2 3.131 0.665 0.325 1.409

p-value 0.077 0.415 0.568 0.235
Region area

X2 6.360 6.122 6.642 8.122

p-value 0.498 0.526 0.467 0.322
Occupation

X2 5.489 9.578 13.263* 12.314*

p-value 0.364 0.086 0.021 0.030
Marital status

X2 11.216* 10.988* 5.253 5.790

p-value 0.004 0.004 0.072 0.055

*Correlation is significant at the 0.05 level

2. auduiussewineeny seldladesoiiou arlddrelunsdodudinunsduns uasnissusamanaudn
inwnsdunidresiuilan fuanudesiulunsuilaadudinunsdunid nuin masudnaivesduiinuasdunidves
fuslaa a5 du Tdud dugunim (Health) dufieiven (Ecology) #uanandusssuy (Faimess) A1un1sgua
wlald (Care) wazsun1suslag (Consumption) fanuduiusifsuintuanudeiulunisuslnpdudinunsdunid
Wa 4 g Tdun A1ugunIN (Health) dufitaeinen (Ecology) Auaudusssy (Faimess) uazaunisguaiailald
(Care) agsditfodrdaymeadind 0.01 eilifunsziuilnaiuiin dudununsdunisduiudiivaondondunsens
il Tnstamzannimgiidusunsemsnsinens feiinisldogrsunsuansluinuagnalsiuinunnvia uazdsisanany
dodlunisifnlsnsng 4 aeandeaiuauideues Wansasueb et al. (2019) nana1 fuilaafiauidesiuindudinuns
SunidyvinlisrsneldSuasiaiidesas udidwaivayuliinunsnsinisinunsiiaananssvudedwndon uas
q0AAFBTUIWITBUD Shizhen et al. (2023) Nd17971 AMENwUEAUANUUADATELAYAMAINILATUINITYBIFUA
\nwnsBunIddmalianindenmfisuiuazanudesiuvesiuilag damhenuniaig Maonwy warnaduiiRetos
Sududoutusrnuavesdudinensdunid siunisduaunsodiiefiunisuilandudununsdundd Snianmeni
fuvesdudinunsdunidamaiuindenudesiuresiuilng duie wWeduslnasuinmadudinunsduraduiniy
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fagdodnazldussloniainnsuslnadudnnuasdunis duduifeusudsinisusinadudinunsdunid nndaui
Aertesindudeaiiuaudesiuvesuilanlnonisduaiunmssuinumaudinunsdunididususuusn Tuvziiony
selfederodiou waraldelunstedudununsdunidvesuilnalifinnuduiusivammdeiiulumsuilnadud
\nwAsBUNIE 19 4 Fu ldun Fuguain (Health) Arufivaaiven (Ecology) Aruanuidussau (Faimess) dunsgua
w1lald (Care) (Table 5)

3. AnwduiusseninenufiAsafvaudineasdunidvesiuilae fuanudetulunisuslandudinuas
Buv3d wui anuinafududinuasdunidvesiuilan lifiarwduiusiuaudetiuvesiuslnalunisuslandudi
nunsBUNIE e 4 du ldun AuaUAN (Health) Audiaeinen (Ecology) snuaaudusssu (Fairmess) wazau
nsquatelald (Care) nanfe Fuilaalinsuiaaiemneiusesnnnsgiududinunsdunidsuuuusig q dslunns
dndulatedudn fuilnadondodudiifiniesmune3usowmnsgIuuansdin “Organic” Aidaauivhlshilaldindy
dudinuasduvidesauiuey Jeasnadesiuauideves Latifa and Rami (2023) nanain TnevidluudagfusTnadiannu
\BeshuluAudinunsdunidn wisldiuteyaduiinunsduvidesaiini lurasiiauiiBsingideiinadeuinogig
TeddnyravirunfveiuilnareduAnunsBunid uinnuiienidondulinaliay lunwsesiuduliaenadeaniu
aiAfoves Sangkumchaliang and Pakdee (2016) nanvi1 arwifigniesiifiroirdomnefusosaudinuasdunisty
srdwmanennudedulundsamuneduses fafuesdnseang q M srdesennssdedinnuddyludewenis
Ussrndiusuazlvideyaifnafuiniesmnefusesduiinunsdunidigndeunfuilnafioaisrnuidesiunay Sadena
songinssunsuilnadudninunsdunisluewan nufsndudoatiudiddeionieiigudnsusvesdudinyns
duvddunnsnsandudnuasioly Tngldvesmenisdearstoyatigniesuaginngau (Table 5)

Table 5 The relationship between age, average monthly income, expenses for purchasing products and
consumer’s value perception with consumer’s trust of organic agricultural products
Consumer’s trust of organic agriculture products

Variable

Health Ecology Fairness Care

Age

Ny 0.027 0.058 0.019 0.016

p-value 0.591 0.259 0.717 0.750
Average monthly income

Ny 0.006 -0.009 -0.027 -0.042

p-value 0.902 0.806 0.602 0.408
Expenses for purchasing Organic Agricultural Products

Ny 0.076 0.042 0.056 0.058

p-value 0.136 0.417 0.272 0.254
Perceived Value Organic Agricultural Products
Health Ny 0.211** 0.193** 0.209** 0.170**

p-value 0.000 0.000 0.000 0.000
Ecology Ny 0.157** 0.231** 0.223** 0.209**

p-value 0.002 0.000 0.000 0.000
Fairness Ny 0.160** 0.217** 0.228** 0.213**

p-value 0.002 0.000 0.000 0.000
Care Ny 0.202** 0.261** 0.245** 0.237**

p-value 0.000 0.000 0.000 0.000
Consumer Ny 0.208** 0.209** 0.226** 0.242**

p-value 0.000 0.000 0.000 0.000
Knowledge of organic agricultural products

Ny -0.011 -0.004 -0.035 -0.032

p-value 0.823 0.941 0.492 0.536

ry is Pearson product moment correlation coefficient.
**Correlation is significant at the 0.01 level
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ayUnanIsAnen

duslanduAnnunsdunsd fnisuiamuadudnnuasdunidluszauunn Tngiuanuddyvesduinens
sunidindumadenvisvesiuilnafiaulaguaguam esnfuslnaueaiiuinisdduiindinudssiioglasy
asfiwainnisgulag Uslaa wazdauinden Wuladefdmansenudegunlaense waziuslnafianufifsdfudud
inwnsduniglusziudunans Tneflanuiligndeaisatuindesmneiuseunnsgrununsduniduiniian deili
Juslaainauduaunaslianmisadendodudildnsmmunudenis Snisfuilnadiulnginmudestuly
nsuilnadudununsdunislussdumndian s 4 d1u ldun duaunim (Health) A1udiinainen (Ecology)
aruaudusssy (Faimess) wazstunisquatenlald (Care) laeidladn AudnunsduniddwmaivazUaonsiase
guan Pt dgmdiudwindeniiiatuludagtiu HaingAnssunisuslnadudrdundsiunndu sildudaels
NAINTUTVUTINSHER T AMA NILATHIRTE Y ImamivﬁLﬂwﬁuw%éaﬂwi”ﬁmﬁ“‘?ﬂ wazuiinveusioduilan eay
wﬂmuﬂmmmmmmamu way aamaimnwmmmwlmwmu uananil Msdesgimaruduiussevindeya
fuguduyana nsfuinuaidudinensduns anufifertuaudunnsdunis funnudesulunisuslandudn
inwnsBun3s uansliiiudsenuduiusiBanindutoyafiuguduyana Tdun o1 wasaniuninausa uazn1siuy
Anurndudinunsdunid Tuvaziinruslbifmuduiudiuanudesiulunmsuilnadudinunsdunis Teyadaindnas
Juvsglonily  nsadne mssuinuamdudinunsdunidlinuduilan waznmsdaasunisuilandudnnunsdunid
safemstmusileusuazuuvnanswaunfiaiuayunisinnisinuasdwde Tiua msimundesmnansioasluns
n3r9deuteya (Traceability) fiviliguslnaddsdudunumsdurdslaiedu wu marmuasiafaens (QR Code) L4
Nuldassuazaraintunisidifs WunsUalendliindauansdoyadudi uazduslanaunsansivaeudoyals uansds
aslusslalunszuiumsndn sufinsatuayudemnanmanaaiitigliguilanuinumaudinunsdunid agiillg
anudesiulududinuasdunidluseiudeny dussiuloinsviedussnaunisannsalfifunagnslunisdeansiv
fuilan Taensidndos (Storytelling) wazadassAussafusinasvioune 1wy nanfusiomsUaondeluussafus
$nddanandon Aiumnuuasnsededuilna Auwnnden wagianudussmudeinuning naenaunisdnfanssuiiadig
Uszaunsalnsslifuguilne (Experience Marketing) 1%y msvisafieadanuns Aanssumnduviag Aanssudsadeums
nsinuas niensdeansiiudednussulaluguuuunisnaiafiiunisiidiusiuvesgndn (nteractive Content) Lite
La%ma%ﬁﬂmmLs'ﬁ'aﬁuiﬁﬁuﬁu‘%‘lmﬁﬂmwﬁa Faazdesdinsinrsannguiuilnanuerdniazaniunmanse L‘ﬁ'aﬁn
nsaandmunzandungauidmang ImemuuuimmummmmﬂmmsnﬂUﬁiﬂwwmaummwaaumw Snita
nsuseIRTgIUNEATBUNIuaaianiafsuasionty Feffunumddyiiludiunsuda nanaia msaiedudn
inwasyarge uaznsassanudesiuliiuduilan thlugszuunainunsiideduilinnudfyiuiasugia deau uas
dunndesluszeren

LG
nauszleviiiudau
fisuvoUszmaiunauilifinausslevivudou

nsduslunslsuunauvesidey
ANUARSITY o AuNAgIL: oi5nT vieada. MsUfTRNTITe msildusaulunisesniuy mavaaeueiesile
¥a FBnnsiiudeya: 6373 veuns, e #3assana. nsdaivdeya n1sinseideya nisulana: aigis neada,
WUINA 739550, N1TININETIsalE nIsiUSeuisududeasuniessdninug nSenquifu: algas vewds,
WA a3Issena. Msildusiuluniadeuduaduunanu: aiges vewda, nune #3ssna.
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