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Abstract

This independent study investigated the attitude of Consumers Mueang Chiang Mai
District Towards Organic Rice. The research collected data by using questionnaires asking the
residents of Mueang Chiang Mai district to respond. The questionnaire respondents were 200
consumers who bought packaged rice and knew what the organic rice is. For data analysis,
descriptive statistics including frequencies, percentages and means were used.

The findings revealed that most questionnaire respondents were female aged
between 31 — 40 years old. They were married and held undergraduate degree. Most of them
worked as a civil servant, and the average monthly income of their family was 30,001 — 40,000
Bath. There were 4 at last members in their family. They preferred to buy a 5- kilogram rice
package with a quantity of 2 packages for each purchase. Most respondents bought rice twice a
month, and they preferred to buy brown rice the most with a percentage of 70.0 percent. For those
respondents who experienced buying the organic rice before, they would buy the rice with no
specific brand name. The percentage of this behavior was 93.8 percent. 52.3 percent reported that
they would buy the organic rice only when it was available and the reason for buying the organic

rice was health caring.



Regarding the attitudes of the questionnaire respondents, it was found that most
respondents knew and understood about the organic rice. Generally, they believed in and
preferred the qualities of organic rice. They showed a tendency of buying organic rice in the
future as well. The main reason was their own health safety. They agreed that they would
recommend the organic rice to their friends and acquainted persons. Although the questionnaire
respondents showed their positive attitudes toward the organic rice, the study discovered that
there were some issues that the respondents still did not understand. 59.5 percent of the
respondents did not know the fact that the organic rice sold in department stores or supermarkets
was more expansive than that sold in other local markets because it had the same quality as the
exported rice. 59.0 percent did not know that merchants bought organic rice from farmers with
the higher price, so the organic rice was more expensive than other kind of rice in the market.

The questionnaire respondents proposed their suggestions regarding the marketing
mixed that the organic rice product needed to have a standard certified logo, a toxic free logo, and
a noticeable price tag. The respondents suggested that there should be more distribution channels
for the organic rice product. Furthermore, there should be more campaigns and public relations

concerning the organic agricultural produces.



