Consumers’ Perception and Willingness to Pay for Carrot Juice in the Kumasi Metropolis and the Offinso North District of Ghana
[bookmark: _GoBack]J. Osei Mensah1, Aidoo R.1, Kudjiku, S. D.2, Adu, F. A. 2, Sulyman, Z. O2. and Agyei-Duodu, S. A2.


ABSTRACT
Several studies have been conducted on the assessment of postharvest handling of carrot and mitigating strategies to deal with the high postharvest losses. One of these is recent study conducted on the development of a drink from carrot to curb these postharvest losses Ghana faces each year in relation to carrot cultivation. This study examined consumers’ perception and willingness to pay for carrot juice in the Kumasi Metropolis and the Offinso North District. Four hundred (400) consumers were interviewed. Using multistage sampling technique, three hundred (300) consumers were interviewed in the Kumasi Metropolis whereas one hundred (100) consumers were interviewed in the Offinso North District. Data was collected using structured questionnaire. The double-bounded dichotomous choice Contingent Valuation Method (CVM) was employed to determine consumers’ willingness to pay for Carrot Juice and the tobit regression model was used to determine factors that influence consumers’ willingness to pay (WTP) for the product. The study found that knowledge and awareness about the use of carrot in making juice was very low with only 4.3% of the entire population being aware. It was also revealed that price, flavor and taste were the main attributes that consumers look out for when purchasing carrot juice. Again, 76.75% of the total sampled consumers were willing to pay GHC 3.00 (0.75 USD) for 300ml of Carrot Juice and this is due to the general positive health and nutritional benefits consumers had towards the product. The empirical results show that educational level, monthly income and the health perception that consumers associate with the product are the most significant factors that influence consumers’ willingness to pay for Carrot Juice. Relevant recommendations have been made based on these findings.
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