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Abstract

This study was conducted to observe consumer behavior, to analyze marketing environment, and to
propose strategies of organic rice marketing at Luang Nuea Sub-District, Doi Sa Ket District, Chiang Mai Province.
Data were collected from 400 organic rice consumers using consumer behavior survey. Data from interview and
focus group were also collected from 39 participants who were organic farmers and their household members,
entrepreneurs of organic rice, consumers in community, and representatives of municipality. Data from survey
were analyzed by descriptive statistics, presented as frequency and percentage. However, data from interview

and focus group were analyzed by content analysis, whereas SWOT Analysis and TOWs Matrix were used to
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determine marketing strategy. The results indicated that the number of consumers buying rice once a month
was highest, followed by buying for eating, eating 2-6 times per month, eating for testing, buying from local
market, buying because of friends’ recommendations, buying 1-5 kilograms at a time, buying 1 kilogram by
measuring, buying at a price higher than 35 baht per kilogram, and willingness to pay at the average 45.56 baht
per kilogram. In addition, marketing strategies included: 1) proactive strategy - increasing public relations,
developing learning center, educating about value-added of organic rice, promoting organic rice marketing, and
learning about processing organic rice, 2) defensive strategy - studying techniques and methods to cope with
climate change, communicating about identity of rice species, extending marketing networks, and promoting
organic rice processing, 3) strategic solutions - developing group management, searching resources from
government organizations, increasing channels for communication, and analyzing customer needs, and 4)
preventive strategy - revising model of production and marketing of organic rice, maintaining standard of
production and processing of organic rice, planning for communication and public relations, and controlling fair
price of organic rice products.

Keywords: organic rice, consumer behavior, marketing strategy, SWOT analysis
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Table 1 Consumer Behavior of Organic Rice at Luang Neua Sub-District, Doi Sa ket District, Chiang Mai

demand for buying organic rice  Number  Per cent = demand for buying organic ~ Number Per

(people) rice (people) cent
1. frequency of buying 6. channel to know places
everyday 35 8.77 for buying*
every 2-6 day 59 14.79 facebook 180 45.50
once a week 55 13.78 line 13 3.25
twice or triple a week 29 7.27 website 45 11.25
once a month 102 25.56 friend 243 60.75
twice or triple a month 54 13.53 others 41 10.25
more than triple a month 65 16.29
2. purpose of buying* 7. the most frequently
to eat 382 95.50 quantity of buying each time
to sell 17 4.25 1-5 kilograms 348 87.22
to provide gift 147 36.75 6-10 kilograms 41 10.28
others 2 0.50 11-15 kilograms 3 0.75
16-20 kilograms 2 0.50
more than 20 kilograms 5 1.25
3. frequency of consuming 8. the most common style of
organic rice buying

everyday 61 15.33 buy a lap in kilograms 243 60.90
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demand for buying organic rice  Number Per cent demand for buying organic ~ Number Per

(people) rice (people) cent
every 2-6 days 86 21.61 buy in a vacuum bag 132 33.08
once a week 71 17.84 buy in a sack 21 5.26
twice a week 26 6.53 others 3 0.75
triple a week 12 3.02
once a month 71 17.84
more than once a month 71 17.84
4. reason of consuming organic 9. price of purchase each
rice* time
to cure disease 134 33.50 less than 25 baht per kilogram 13 3.29
to prevent disease 121 30.25 25-30 baht per kilogram 27 6.84
provided by household members 142 35.50 30-35 baht per kilogram 28 7.09
to try 149 37.25 more than 35 baht per 327 82.78
others 38 9.50 kilogram
5. places for buying*
at seller home 182 45.50
at flea market inside district 212 53.00
at booth outside district 62 15.50
order by phone for delivery 51 12.75
others 58 14.50

Note: * = one respondent can provide more than one answer
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-M3FiunumuslkuuNsHanLaznantIBunIdlunguinuasnsdunsdnmeldvedninvenisveneinietiy
ASNARLAENISRAINYTIBUYSTlud I ineelual (W, T,)

MEvIIRsEUMIRAILar LU TTUTTBWES wannFounisuimsiansiiliifemeenisnand108unis
(W,T5)

-mMsauunsdeasuazUssnduiusiAeafundnfusidiundmtuieietednanuaz nsmanaiiteaing
mmﬁﬂaﬁ’umjmqﬂﬁwLﬁmmﬁmms‘uaﬂﬁia (W5T,)

-mMsmuRuATBuEdtaraudulssuli dusssuiiednungugnifuiegluguaunazgndniisngunn
(W,T,)

nagndmsmanaiidunuiananfinnaiendosivdmssaumnanismaindeseneusendndas :1a0 aod
MUY warn1sdsasunisve tnenmualilunagnsnisiauinaind1a8uniglsgnauniswauIndnd aeili
vaINMaNELaL AU Msiiuaauiidndmiie iutemnsdedenuesulay uaznsdaasun1svIERILANG
Usprdutusliundvansnntu daudunisauausailidusssugnimualilunagnsidsuifieangnsaurassan
dmBunisiiganirdniiluuesdeditavosnnudiendudndndunisissliumsmaomdoutnialy dodunumeni
denmdasiunnuAntiureausyneunstidunidinedunagnsdiuussauniainisnain laun n1sasauusuduaznis
SuseanmsIUNEnsiae st muasiagsnindiluiieaiayadfisniefmuslilndidssiutvlud el dud
Snuaziiiugendndmiing msaisemnansnszaeaudiilulungueneg uazsiheassmaud wagmsaaaiunisuie
Tasmsdoassunuledviedavdasaundnliiugndn (Taweesuk, 2015) luvihue ey nauusituinunsnsnaos
yans Unuedl Snagndmautssuinmausyfivuaraisalaunuvesdnsusidmaiuauaisdniasd Smadasags
puAMN LAz URBUMIKALULURRaSIATl waziiunsnszeAURlTUS Ui UAN TS B RuA MLAZ NS
ensiliiugnai dnsdaasunisveiuninaurssaziiuanuduendnuellun1sdnandudi (Srtong, 2016)
aejﬂﬂ"l,iﬁmuﬂﬂiﬁaﬁé’uwumiﬁmumﬂaqméL%aLLﬁlmLaxﬂaﬂﬁuﬁLﬁﬁﬁ@ﬂﬁudauﬂizaumamimmm Tneiiunisimu
UszAnsmmsuimsdnnguiionisndauaznain wazmsdmeniudosnsiuslnaiieusunalimnzaslunagns
Faudly ﬁmﬁgaLﬁumSLL‘UigUwﬁmﬁmsﬁuazmiﬁﬂmmaﬁﬂﬁﬁmimémLﬁ@%ﬂﬁaﬁumme?iEJuLLUmamwgﬁmﬂﬂﬂiuﬂaqmé
Wateaiuy uaﬂmﬂﬁludawaamiﬂ"mumﬂaqms‘mwa'1mﬁﬁuwﬂumﬁﬁaﬁeﬁﬁmﬂmmﬂ@hﬂlﬂmﬂﬁuﬁﬁu%uaajﬁ’u
ANUUEAUALALANINKING DUVBIUARENAY LU NaXTamMAIYNTUNguIIT N YATNIULUe%e Snanntu Fanin
UIIFNE AUNUNAYNSNITHAILITDIMNTAT MINENERA I3 Tnenagnsidsgniiunisimuendnualvoindndoe
WAZNIVNINTTIUTUTRY nagnsidaudlutunistianuslunisadimanlnduazesniuuenyuvy nagnsigadesiu
whumstssanfilndifssiuiidy waznisimuussgdust daunagndidsfuitunisannisneluiiuiiguds wagns
WRILINISVIBRULBLaANTalnd (Pardit, 2018) aemliﬁmmmmﬁﬂﬁfggazujﬁmaﬁ’maqmémimmmﬁé’uwulﬂgimiﬂﬁﬁa



132 MIEATNYATNIZIDUNGT 2567 : 42 (1) : 125 - 133

339 auseliunismvauuaznnudssifiunasgadunszuiunsiesussgdmnenisiaunnisnaind1dunsd
Yaaiuaaawmile (Phuapsit et al.,, 2015) AstiuAIsAiuNAN 3T fuRn1segeddusuneiunsuinagns

q

Asmatnbuneasssiiuuagradutunou

a3Unan1sAnen

Tdunidimuamaniioduiuiidosnsvosmainlaoguiinadiulvy foudevdnlumanyusuiionly
SuUsgnustunskuztiveuiiou ﬁﬂﬁgﬁdﬁﬂmLLsﬁné’mmiLfJuLmédL?ﬂui piUnyaviesdusunsuUsgugnsaing
yafufia uaganavanaevesiuiing Ussneufulemaniainsnainainanuiuiivesauinaunin msvenefives
iesuagmsvioadien msatuayuvesniasy waranuimumiveaeluladmsioans egndlsinundunuguassasy
Fomnisindmieuaznisimuasiandud gy dwsunagnsnisiauiaaiedidunidgduaaanielszneudena
gsiBegn laun n1sUse ganduiudlinianstu mafauwundsSeusnsantnduiduasmaudsgulidutesma
doansuazdnd g msdneusulimnuiiumsaieyaruiiudndunid wsnsdamsnanosoulat NAYNSITS
doatu loun nmsfnvinadaidnisnandieuilefunisiasuulasanwgiiennia msiesssinguiuslnauazdoans
NANYIIUETIBUNTE N13VEIBLATETINITNAINIINNGUGNALAL Uazn1satiuayunIswlssURandagit1Bun3dln
vainvas nagndidaudle Idua mswamnnisusmsdanisnguiiionisudauaznisnain nsUszaunineinsan
mieusy Maiugesslideyainasuasussnduiusiisaiuussleviuazuvassminedndunid uaznns
AATILYANUADINITVOINANGNAT NAENTLTITU LalA NITNUMIUFULUUNMITHEALAENITIAIAT1IBUNTE N155NW
UMIFIUNHARLAEIUTIUT1IBUNSE MsnauunsAeasuarUssnduiusiniBurd wasmunNevean s
F1rBunsdlfdussauflesnungiugndiiu drfuuumenistauneaiadndunisiemsliauddyfumsduunndu
andnfleg flasunzngugndniioglururuuasiiuilndiAss e munnagnddiulssaumisnisnandunandtasi s1a1
anuiidadmiing uazmsdaaiumsugliaenndesiumnudesnisvesiuslnauiazngy msiiindesienisindiviie

a o

Handugit1BunIdesuladiamunisidifuvasinniievesuslan Arssukazmunusaiegluseduimueas

v o

fuidsdevesiuilnausaznguiionszdunisuslnadndunis uarmshnagnsmataunaiadnaunislunaass
Ffunisivinagniifen nagniideiu nagnidaudly uasnagniifeliostu uenanissesfnuideiufmieat
tafuiidnadenisinaulatednibuniduasaruuandsomginssuuilnafiduaulugpmuiarauuengususiuaais
wilaifioruuanagnsnsnanaliaenadesiudesnisfuilandsiu wagmsiniumsfnuidode fiRinsogaiidm

Tudgiumsthnagnsnmsianeaind1dunsdludnsufifedadutuneu

a

AnRNIsUUIZAA

N6

wmmﬁL‘fJuahwﬁwaaimqmiﬂ’wmﬂaqmémqmimmmsﬁ’rﬁuwﬁaqn’ﬁaswmamquﬁmauma gunensy
aviia Yol aduayulaediinidouarduasiinnisnnuns wninedeuldld anzdidedaveveunszamun w
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