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The objectives of this study were to investigate : 1) Personal factors effecting
decision making on brown rice purchasing of consumer in chiangmai municipality and 2)
marketing factors effecting decision making on brown rice purchasing of consumer in
chiangmai municipality. Respondents in this study consisted of 400 consumers in Chiangmai
municipality. Obtained data were analyzed by using the Statistical Package for the Social
Science Program (SPSS)

Results of the study revealed that most of the respondents cure female, 26-
30 years old, bachelor’s degree graduates and private company employees. Most of the
respondent had a monthly income of 5,001 — 10,000 baht. The respondents wanted to
consume Brown Rice of 5 and 10 percent types in the evening. They wanted to buy a
parcel of Brown Rice containing 1— 5 kilogram from supermarkets. It was also found
that the respondents had a highest level of placing on the importance of product and price
factors. They also had a high level of placing the importance on market distribution and
market promotion. Besides, the respondents placed the importance on the cleanliness and
the recognition of the Brown Rice certified by the Food and Drug Organization. The
respondents placed the importance the reasonable price, convenience in Brown Rice
purchasing and the advertisement attached on the product package.

Moreover, it was also found that the personal factor on income had on
effect toward the decision-making on Brown Rice purchasing whereas the pers and factors
on sex, age, educational attainment, and marketing did not effect the decision-making on
Brown Rice purchasing. Lastly most of the respondents cure students and private

companee employees having a monthly income of 5,000 — 10,000 baht.





