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Buying Behaviors and Attitudes toward Organic Rice of Government Officers
in Mueang Khon Kaen District, Khon Kaen Province
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Abstract

The objective of this study was to explain organic rice buying behaviors and attitudes of
government officers in Khon Kaen city, Muang district, Khon Kaen province. There were 400 samples sampling by
haphazard sampling technique from 4 offices including 1) Khon Kaen Municipality 2) Khon Kaen Provincial
Administration Office 3) Khon Kaen Wittayayon School and 4) Kaennakorn Wittayalai School. The data were
collected by using questionnaires. Attitude toward organic rice of consumers with different characteristics including
sex, age, educational levels, and income were compared by using t-test. The results show that only 40% of
respondents purchased organic rice. Most respondents (85%) indicated that concerns about health were the main
reason to buy organic rice. In general, respondents had positive attitudes toward organic rice. However, the higher
price of organic rice compared with conventional rice, few marketing channels for the products and less overall
promotion appear to be the main constraints for buying organic rice amongst the respondents. Comparison among
respondents’ characteristics and attitude toward organic rice indicate that consumers’ age and income significantly
impact the decision about organic rice purchase. Key recommendations for organic rice marketing include
increasing organic rice promotion by using different methods to educate consumers about the production process,

and indicating why organic rice is comparatively so expensive, and increasing selling channels for organic rice.
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Table 1 Rice consumption behavior of consumers who used to buy organic rice (n=163).

Topics Frequency Percentage

Selection of organic rice

Specific brand 9 5.50
Not specific brand 154 94.50
How to buy organic rice
Every time 14 8.60
Sometime, when the products are available 98 60.10
Alternate buying between regular rice and organic rice 45 27.60
Sometime, when consumers have a desire 5 3.10
Sometime when there is a promotion 1 0.60

Buying source of organic rice

General retailing shop 27 16.60
Supermarket/discount store 50 30.70
Fair and expo 40 24.50
Farmer market/organic market 32 19.60
Farmer 13 8.00
Acquaintance 1 0.60

Reasonable price (baht/kg)
30-40 76 46.60
41-50 65 39.90
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Table 1 (continued).

Topics Frequency Percentage
51-60 11 6.70
>60 11 6.70

Identification of organic rice by consumers
Having certification label 86 54.30
Product labels/brand 44 24.70
Ask the seller 26 17.80
Recommendation from friend 5 2.00
See the production process by oneself 2 1.20

Reason for buying organic rice (multiple choices)

Health concerns 139 85.30
Environmental concerns 64 39.30
Easy to find 13 8.00
Recommendation from friend and acquainted 20 12.30
Advertisement/promotion of organic rice buying 24 14.70
Confidence in quality and process 1 0.60
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Table 2 Attitude towards organic rice of consumers (n=400).

Issue Mean* SD Interpretation
Production process of organic rice help protect environment 3.44 0.63 Strongly agree
Organic rice is free from toxics, good for health of consumers and farmers ~ 3.43 0.61 Strongly agree
Organic rice with certified labels gains more consumer’s trust 3.37 0.65 Strongly agree
Organic rice must be certified by only related agencies 3.27 0.76 Strongly agree
Trust in organic rice farmers 2.98 0.70 Agree
Willing to buy higher price of organic rice than regular rice 2.91 0.84 Agree
Feeling safe eating organic rice 3.22 0.65 Agree
Knowing rice farmers increased trust in organic rice 3.38 0.61 Strongly agree
There are many places selling organic rice 2.78 0.83 Agree
There are good advertisements promoting organic rice consumption 2.91 0.77 Agree
Willing to buy more organic rice if the price is not expensive 3.40 0.67 Strongly agree
Willing to buy organic rice if getting more information 3.28 0.65 Strongly agree

*3.26-4.00 = strongly agree, 2.51-3.25 = agree, 1.76-2.50 = not sure and 1.00-1.75 = not agree.
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Table 3 Comparison of consumer attitudes towards organic rice classified by sex, age, educational levels and income (n=400).
Sex Age Educational levels Income
Master’s

Issue Male Female 21-40 41-60 Bachelor's degree or <30,000 baht  >30,000 baht

Sig. Sig. degree or below Sig. Sig.

higher
Mean SD Mean SD Mean SD Mean SD Mean SD Mean SD Mean SD Mean SD

Production process of ~ 3.44 0.626 3.44 0.037 0905 343 0.634 345 0.635 0.966 3.40 0.653 3.50 0.603 0.189 3.37 0.654 3.49 0.616 0.409
organic rice help
protect environment
Organic rice is free 3.36 0597 346 0.035 0.196 344 0611 342 0616 0.919 3.40 0.611 3.48 0.613 0.881 340 0612 346 0.615 0.779
from toxics, good for
health of consumers
and farmers
Organic rice with 3.33 0655 338 0.037 0567 331 0656 342 0632 0.997 3.31 0.626 3.44 0.668 0.074 3.30 0.656 3.41 0.637 0.803
certified labels gains
more consumer’s
trust
Organic rice must be 326 0.723 327 0.044 0957 326 0.744 327 0775 0.490 3.18 0.758 3.38 0.765 0460 322 0740 330 0.772 0.419
certified by only
related agencies
Trust in organic rice 299 0678 298 0.041 0.873 3.00 0.683 295 0723 0.178 2.96 0.679 3.00 0.731 0794 295 0663 3.00 0.731 0.418
farmers
Willing to buy higher 277 0902 296 0047 0065 284 0.853 298 0.815 0.015" 2.82 0.826 3.04 0.848  0.551 277 0814 3.01 0.840 0.213
price of organic rice
than regular rice
Feeling safe eating 3.14 0714 325 0.036 0.161 3.18 0.698 3.27 0.601 0.238 3.19 0.647 3.25 0.662 0.144 313 0.692 329 0.614 0.799

organic rice

*Significant level at 0.05.
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Table 3 (continued).

Sex Age Educational levels Income
Bachelor’s Master’s
Issue Male Female 21-40 41-60 degree or degree or <30,000 baht  >30,000 baht
Sig. Sig. Sig. Sig.
below higher
Mean SD Mean SD Mean SD Mean SD Mean SD Mean SD Mean SD Mean SD

Knowing rice farmers 3.32 0652 340 0034 0284 337 0616 339 0.612 0.876 3.32 0.643 3.48 0.571 0.356 3.28 0.601 345 0.614 0.124
increased trust

There are many 280 0845 277 0.048 0790 271 0808 285 0.852 0.860 2.73 0.827 2.83 0.836 0547 275 0790 280 0.863 0.133
places selling

organic rice

There are good 2.86 0821 292 0.043 0463 282 0764 3.00 0.767 0204 2.89 0.738 2.91 0.814 0.157 287 0.701 294 0.817 0.023"
advertisements

promoting organic

rice consumption

Willing to buy more 336 0677 341 0.038 0527 338 0700 342 0632 0.208 3.37 0.661 3.46 0.661 0957 3.37 0.672 343 0.659 0.990
organic rice if the

price is not expensive

Willing to buy organic 330 0.630 327 0038 0667 330 0623 325 0676 0833 331 0.638 3.26 0665 0835 325 0620 330 0.665 0.208
rice if getting more

information

*Significant level at 0.05.
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Table 4 Consumer demand for organic rice (n=400) (multiple choices).

Issue Frequency Percentage
Product
Showing an organic certification label 283 71.80
High diversity of products 170 43.10
Availability of the products 156 39.60
Beautiful packaging and certified products 143 36.30
Price
Pricing the products according to quality standard 270 69.20
Clear price tag 247 63.30
Having many prices 183 46.90
Discount price at farmer market/organic market 127 32.60
Place
Shops/places selling organic rice should be easy to access 272 69.60
Increase numbers of shops/places selling organic rice 268 68.50
Shops/places selling organic rice should be placed in local
market/freshpm:lrket o i 191 3350
Shops/places selling organic rice should be open 24 hours 109 27.90
Promotion
Publicity campaign for organic rice products 230 58.70
Advertise organic rice products on poster and billboard 199 50.80
Direct providing organic rice information to consumers by sellers 181 46.20
Distribute brochures/leaflets for education 145 37.00
Advertise organic rice products on radio 100 25.50
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