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Abstract

Organic products are valuable and beneficial to all sectors, whether consumers, agriculturalists who are
producers, or companies and shops who are distributors. More importantly, they are good for the environment.
In recent years, we find a domestic and international trend for promoting good health and concern for the
environment. A large number of studies of consumer behaviors vis-a-vis organic products have been carried out
by foreign researchers. This in tun has led to actual growth in the marketing of organic products.

In the Kingdom of Thailand (Thailand), we find a paucity of studies of the marketing of organic

products. In view of subsequent investigatory lacunae, the researcher has endeavored to establish the
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levels at which consumers evince opinions concerming perception and familiarity of organic products as
transmitted through trust and inertia to the same organic products, thereby influencing the intention of
consumers to purchase these organic products. Although this investigation commences with the results of
other investigations and makes suitable adjustments in the approach taken in the light of foreign research, a
new dimension is added by virtue of providing empirical data taken from the Thai context. In this
guantitative research investigation involving survey research methods, the researcher collected a sample
population of 920 members, all of whom were residents of Bangkok Metropolis and its environs.

Findings are as follows:

The levels at which consumers express differences in regard to the relationships between
variables are as follows: Perception of and inertia to the same products; the intention to purchase and
trust; and familiarity exhibited positive influence. On the other hand, inertia to the same products and
the intention to purchase; familiarity and trust; and trust and the intention to purchase exhibited
negative influence. Furthermore, finally, in repeatedly testing the model, the researcher found that the

conditions laid down by the model were in consonance with goodness of fit indices.

Key words: organic products, perception, familiarity, inertia, trust, intention to buy
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