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Abstract

Thailand has been the world’s leading of sea cultivated shrimp producer and exporter.
Thai shrimp exports were approximately 85-90 percent of its total production. Hence, domestic
price of Thai shrimp was heavily dependent on the world’s market price. Expansion of the
domestic market is an alternative solution to the Thai shrimp’s market. In the past, Thailand has
been continuously exporting black tiger shrimp. Due to its cultivating problem and constraint,
Thai shrimp export and industry has been significantly affected. Therefore, majority of shrimp’s
farmers shifted their production towards white shrimp. This study aimed at knowing consumers’
behavior in buying shrimp and their preferences for white shrimp’s attributes at present and in the
future. The study employed traditional conjoint analysis as a main research design. Questionnaire
and stimuli to derive the consumers’ preferences for white shrimp’s attributes were designed
according to the mentioned research design. One hundred and ten accidentally sampling
consumers in the municipalities of Chiang Mai and Lamphun provinces were interviewed
according to the traditional conjoint analysis methodology. The total sample size was 220. The
study employed descriptive statistics and SPSS Conjoint for data analysis and market simulation.

The study found that majority of consumers (60 and 68%) had monthly income ranged
between 5000 -15,000 baht and obtained high school to undergraduate education. Among seafood
items, the highest proportion of consumers (37%) preferred to buy shrimp. Good taste was the

main reason for consumer to buy shrimp (60% of consumers mentioned it). Obviously, the



consumers (82%) preferred medium to large size of shrimp. Highest proportion of them (38%)
liked to buy fresh water shrimp followed by sea cultivated shrimp (26%) and white shrimp (15%).
Majority of consumers (50%) bought shrimp for 2-3 times per month or less.

Results from conjoint analysis showed that consumers’ utility was positively and
significantly related to bigger sizes of shrimp as well as non frozen shrimp type but negatively
related to price attribute. Consumers placed their most preference to size of shrimp (36 % of the
importance score) followed by form, type and price (26, 20 and 18 % of the important score,
respectively). When the study consider shrimp market in the future by focusing on future
consumers whom would have more than 10,000 baht of the monthly income and at least being
undergraduate education. The analysis revealed that consumers could be divided into two groups
for those who care for the price increase (having decreasing utility when price is increasing) and
those who did not care about price increase (having increasing utility when price is increasing).
The preferences on size, form and type for these two groups of the consumers were in the same
direction.

When market simulation was performed and analyzed using maximum utility model and
shelf life criteria, it depicted that those consumers in the future who care for the price increase
tended to buy frozen white shrimp in the form of headless and large size or frozen white shrimp in
the form of meat regardless of sizes. Their expected market shares would be 44 and 39%,
respectively. For those consumers who didn’t care about price increase tended to buy frozen
white shrimp in the form of whole shrimp with large size. The expected market share would be
52%.

The results of the study suggested that white shrimp traders should pay attention the
frozen shrimp in the forms of headless or whole shrimp with large size. Besides, they should
consider two different market segments (the segments where consumers cared and did not care
about price increase). The white shrimp traders could draw different price strategies for these
market segments. The consumers’ preferences for white shrimp’s attitudes developed in this study

could provide such desirable solution.



