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Abstract 

Marketing is a crucial problem for small growers of tangerine in Chiang Mai 
Province and elsewhere. Study on consumption and buying behavior as well as the attitude 
of consumers is thus highly imperative for providing relevant information for the 
development of production and marketing plans of small growers. 
 This pilot research project used information from consumer survey conducted in 
May 2008 in  the municipality and sub-urban districts of Chiang Mai Province covering 
420 samples of targeted population. The qualitative analysis was performed qualitative 
reflect consumers’ behavior and satisfaction. The application of logit model was further 
undertaken to quantitatively identify the factors affecting consumers’ behavior and 
preference as well as targeted customer groups. 
 Consumers in the city and sub-urban area were found to have similar behavior and 
attitude concerning ‘Sai Nam Phueng” tangerine. The most popular places for consumers to 
buy the tangerines were fresh-food market and scheduled bazaar. The desirable 
characteristics of tangerine for consumers appeared to include spotless peel, greenish-
yellow colour, and medium size or larger, semi-sour and sweet flavor. For use as gift or for 
alm-offering, buyers prefered  large- sized, spotless peel, and sweet tangerine. 
 High income consumers had sweet tangerines as first choice. Housewives and 
persons with health problems opted for medium-sized fruits. Consumers living in urban 
area, having large family size or having health problems would choose greenish-yellow 
tangerines. Those urban consumers in older age, government employee, housewife, and 
trader groups preferred tangerine with lined crack-peel to those with flawless tangerines. 
Seasonality also appeared to affect tangerine consumption and “Golden Tangerine” was 
alternative if consumers could not find “Sai Nam Phueng” tangerine. 
 Consumes were found to have rather limited knowledge and understanding about 
organic and hygienic tangerines. Consumers of these two types of tangerine were mostly 
characterized as city dweller, with high income and education. As organic and chemical-
safe tangerines were not commonly available everywhere and quite expensive, the most 
important buying source was logically supermarkets. Consumers in this product segment 
had their choice primarily for the reasons of health and environment. They paid special 
attention to labeling on package or packing materials to assure certification and sources of 
origin, and certification of food safety should come from reliable agency or authority. They 
were willing to pay higher product price for the wellness of health and environment. 
 This study however had focused on low to medium income consumers. Further 
understanding about consumers with high purchasing power is highly necessary to assure 
greater coverage and evidence about behavior and attitude of Sai Nam Phueng tangerine 
consumers, adequately to prepare a strategic marketing plan to capture the high-end 
market. This pilot research project provided only initial findings to facilitate the further 
research design to acquire inputs for a more perfect marketing strategies. 


