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The objective of this independent study was to study consumer behavior of polished rice
consumers in Chiang Mai Municipality, Chiang Mai Province. The data was collected from
questionnaire distributed to 321 people who purchased polished rice for consumption in Chiang
Mai Municipality. The samples were randomly selected. The data was then analyzed using
frequency, percentage and mean.

It was found that most respondents were female of 20 — 30 years old, with Bachelor’s
degree. Most of them were company employees, with 5,000 — 10,000 baht salary. The number of
their family members was 4 — 6.

In terms of consumer behavior, it was found that most consumers bought regular
polished rice, and the type they bought the most was 100 % Jasmine rice because of the taste.
They preferred packaged polished rice, of 2 — 5 kilograms because this size was sufficient for
their family consumption. They bought 1 — 2 packs per purchase. Most of them preferred
Maboonkrong and Hongtong brand. The people who influenced their buying decision were
themselves, mother, and husband or wife, respectively. TV advertisement had the most influence
on their purchase and the most preferred outlet was hypermarkets.

The mixed marketing factors which influenced their buying decision were product, place,
price and marketing promotion, respectively.

For product, the first factor at the highest level was no bugs, which ranked at the highest
level. The second factor at the highest level was high in quality without alien substances. The
third important factor was nutrition, which ranked at the high level.

For place, the first important factors were convenience, near their house, and near their
office, which ranked at the high level. The second important factor was more competitive price
compared to other outlets, which ranked at the high level. The third important factors were variety
of products to choose from and parking space, which ranked at the high level.

For price, the first important factor was the suitable price for the quality, which ranked at
the high level, and cheap price, which ranked at the medium level.

For marketing promotion, the first important factor was discount, which ranked at the
medium level. The second important factor was introduction of products through variety of media,
which ranked at the medium level. The third important factor was involvement in social activities,

which ranked at the medium level.





