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ABSTRACT

This independent study aimed at investigating attitude of consumers in Bangkok towards
consumption of hydroponics vegetables; thus the research samples were identified to 150 consumers
and 150 non-consumers of the hydroponics vegetables in Bangkok. Data collection was completed
by the distribution of questionnaires, of which the results were analyzed by the descriptive statistics,
consisting of frequency, percentage and mean. Hereafter were shown the summary of research
outcomes.

Based upon the studied results, the majority of respondents were single female in the ages
between 31-40 years old with Bachelor’s degree or equivalent, working as private company employee
and earning monthly income at 10,001-20,000 baht. They normally purchased vegetables from fresh
markets at the frequency of once in every 2-3 days and spent 50-100 baht in each time. In general,
they purchased and consumed local vegetables such as Chinese Spinach, Garland Chrysanthemum,
Hongkok Kale, Chinese Cabbage and Chinese Mustard, for example. For those who purchased

hydroponics vegetables, they usually purchased them from supermarkets namely Tops and Food Land



at the frequency of once in a week and spent 50-100 baht in each time for imported products,
especially different types of lettuces. However, those, who were non-consumers of the hydroponics
vegetables, were acknowledged about it.

The results of the study on Cognitive component presented that the respondents had low
cognitions on the consumption of hydroponics vegetables by providing correct answers at 5.15 points
from the full marks at 9 points or about 57.22 %. Regarding the Affective component, the
respondents agreed that costs of hydroponics vegetables were higher than the general ones; but the
hydroponics vegetables looked tastier. They also agreed that the hydroponics vegetables were planted
by the standard procedures; the products would be safe from insecticides and toxin; the costs of
hydroponics vegetables were reasonable comparing to its quality; and there were various types of
hydroponics vegetables as needed. However, the respondents were not quite certain if the
hydroponics vegetables would be different from general vegetables. Regarding the Behavioral
component, the respondents tended to purchase the hydroponics vegetables as well as tended to
recommend friends/fellows to purchase it.

The respondents provided some suggestions on the consumption of hydroponics vegetables
as follows. There should be more informative advertisements on the hydroponics vegetables which
informed consumers about its advantages, its special qualifications, its nutrition benefits, and the
differences found between the hydroponics and the general ones. In addition, they also recommended
that there should be the special activities encouraging wider consumers to consume the hydroponics
products by arranging booth to introduce the hydroponics vegetables and distributing free premiums
and free trails at the selling point. The suggestions were also made for the expansion of product
varieties by selling more local vegetables produced by the hydroponics method and selling new
imported types of hydroponics vegetables. Finally, the respondents suggested that there should be
more channels to distributing products by expanding its target markets to the lower place like fresh
markets; where the prices of those hydroponics vegetables might be found differently in accordance

with the packages and distributing places.



