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ABSTRACT 

This research aimed to evaluate the current status of consumers' buying behaviour towards 

organic foods in the emerging market. Based on extensive literature review, the authors 

identified several factors that influence consumers' buying behaviour towards organic 

food which included knowledge, health consciousness, environmental concern, price, 

perceived beliefs and attitudes, government support and policy as well as availability. A 

questionnaire was designed and distributed with two border-states of Thailand and 

Malaysia. The 'drop off and collect' survey administration techniques were selected as 

the method of quantitative data collection. The researcher collected 213 data and 

employed SPSS 16 version software to analysis the data. The study found that government 

support and policy, perceived beliefs and attitudes, knowledge and availability have 

significant positive relationship with consumer behaviour towards organic foods. 

However, health consciousness, environmental concern and price do not have any 

significant relationship with consumer behaviour towards organic foods. It is expected 

that the result obtained from this research could be used to create opportunities for the 

manufacturers as well as marketers of organic foods in the emerging market. 
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