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Abstract

At present, the major issue and concern in meat consumption among Thai consumers
have been focusing on the chemical contamination, the use of anti-biotics and growth-
promoting hormones in livestock as these could lead to serious health and environmental
issues. Organic meat has become on of the healthy options but its production system, quality
management and especially the produce’s availability and marketing are still problematic.
Therefore, it is important that we understand the market, attitudes as well as consumers’
behavior and their willingness to pay in order to plan suitable strategies to improve its value

chain management.

The questionnaires were used to collected data from total of 400 respondents. The
respondents were asked about the factors affecting their purchase decision, knowledge and
perception concerning conventional and organic pork etc. After data were collected, they
were analysed by methods of Binary Logit Model and Linear Regression Model. The results
revealed that for 309 respondents who made the purchasing decision; age, level of education,
knowing organic pork and family consume organic vegetables or non-toxic products play major
role and significantly influence the respondents’ purchasing decision. It is found that the
quality attribute of pork meat and production standards of pork meat have been a major
factor that influence purchasing decision in majority of the respondents. Moreover, when
compared between organic pork buyers and non-buyers group, it is found that the willingness
to pay for a price premium among the organic pork buyers group were higher than those of

non-buyers i.e. 20 percent and less than 10 percent respectively.

SWOT analysis and TOWS matrix evaluation have been used to develop the marketing
strategies for organic pork by using ‘Marketing mixed’ or 4P principles (Product, Price,
Promotion and Place). It is suggested that in order to produce and ensure consistent supply
of quality meat and its production a development of quality brand is needed and producers
are required to form a group for a better and more sustainable form of business. In addition,
advertising and disseminating facts and knowledge about the benefits and drawbacks of
organic meat and conventional meat production system are necessary since it will be
beneficial to the business and consumers in a long term as it could create more awareness of

food safety and healthy consumption.



