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Abstract

The purposes of this study were to know the relation between consumer’s
preference for tangerine and its attributes and the marketing potentials of Sai Namphueng and
Si Tong cultivars. The study employed conjoint analysis and market simulation as principal
research methodology. Necessary primary data for the study were gathered from 400 households
in urban and rural of Chiang Mai province. The study found that the 53 investigated variables 30
percent of variations in consumers’ preference score. Tangerine attributes positively associated
with consumer preference included Sai Namphueng cultivar, orange-yellowish coler, small or
large fruit size, and plastic bag packaging. Increased price led to decrease preference as predicted
by theory of consumers’ behavior. It was also found that households with older buying decision
makers tended to choose sweet oranges. Households with higher income were willing to buy
more expensive ones. While households v\.fith higher educated buying decision makers preferred
buying tangerines with box packaging. Households with lower income and medium to low
educated buying decision makers preferred plastic bag package. On the other hand, study on
marketing potential found that Sai Namphueng cultivar with sweet or sweet and sour tastes,
green-yellowish color, small size, plastic bag packaging and pricing at 15 baht per kilogram has
the highest marketing potential both in urban and rural areas. These findings showed that conjoint
analysis and market simulation could provide useful information for tangerine growers and

traders to improve their tangerine and meet the consumers’ preferences.



