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Abstract

This study was aimed at surveying consumer’s opinions about marketing mix affecting the choice of buying
organic rice and to analyze the differences in demographic factors affecting consumer opinions about marketing mix
affecting the choice of buying organic rice. The study area was located at Luang Nuea Sub-District, Doi Sa Ket District,
Chiang Mai Province. Data were collected from 400 questionnaires for buyers of organic rice in Luang Nuea Sub-
District. In data analysis, opinion levels were analyzed by average and standard deviation, and different personal
affecting consumer opinions were analyzed by ANOVA. The result indicated that the marketing mix with the
maximum average opinion was product, and the subsequent average opinions were price, place, and promotion,
respectively. Different factors also influence consumer opinions about marketing mix affecting the choice of buying
organic rice at a statistically significance level of 0.05, namely, residence, age, education, married status, occupation,
and incomes.
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Table 1 Demographic factors of respondents
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Demographic Factors Number Percent Demographic Factors Number Percent
1. residential areas 2. sex
Luang Neua Sub-District 223 55.75 Female 185 46.60
Others 177 44.25 Male 198 49.87
Others 14 3.53
Total 400 100 Total 397 100
3. age 4. status
Under 18 years 2 0.51 Single 157 39.45
18-29 years 97 24.49 Married 194 48.74
30-39 years 74 18.69 Divorced 38 9.55
40-49 years 81 20.45 Widow 9 2.26
50-59 years 107 27.02
more than 59 years 35 8.84
Total 396 100 Total 398 100
5. education 6. occupation
Primary school/equivalent 119 30.13 Government/state enterprise employers 73 18.30
Primary high 24 6.08 Private company employers
school/equivalent Secondary high Sellers 45 11.28
school/equivalent 31 7.85 Freelance 24 6.02
Diploma/equivalent Farmers 62 15.54
Undergraduate 31 7.85 General work 21 5.26
Postgraduate 151 38.23 Business 95 23.81
39 9.87 Others 13 3.26
66 16.54
Total 395 100 Total 399 100
7. salary
Less than 3,000 baht 10 2.51
3,001-6,000 baht 52 13.07
6,001-9,000 baht 123 30.90
9,001-15,000 baht 102 25.63
More than 15,000 baht 111 27.89
Total 398 100
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Table 2 The level of opinion on factors of marketing mix affecting demand for buying organic rice, Luang Neua
Sub-District, Doi Sa Ket District, Chiang Mai Province

Marketing mix Average S.D. Level of opinion
1. Product 4.02 0.86 High
Believe in no using chemical substances 4.04 1.09 High
Varieties of organic rice species 391 0.71 High
Attracted packaging of organic breed 3.76 0.94 High
Giving details on labels about advantage and nutritional value 3.81 1.01 High
Labelling standard certification of organic rice 3.88 1.09 High
Having many processed products 3.88 0.82 High
Tasty and delicious organic rice 4.23 0.75 High
Cooked organic rice soft and fragrant 4.22 0.79 High
Advantage of organic rice for health 4.38 0.74 High
Be able to use as a component of herbs 3.88 0.79 High
Be able to use as a gift 4.25 0.77 High
2. Place 3.78 1.04 High
Easy to buy in market or shop nearby 3.89 0.98 High
Be able to buy in organic markets 3.85 0.99 High
Be able to order by phone 3.84 0.99 High
Be able to order by social online 3.63 1.15 High
Be able to buy at farmer home 3.82 0.99 High
Be able to arrange delivery 3.62 1.14 High
3. Price 3.81 1.01 High
Provide worthy price for purchase 3.93 0.90 High
Clear price on label 3.86 1.05 High

Having different prices for buyers 3.80 0.97 High
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Marketing mix Average S.D. Level of opinion
Be able to bargain with buyers 3.63 1.12 High
4. Promotion 3.60 1.14 High
Direct sell from sellers 3.69 0.92 High
Public relations by internet and social online (Facebook, Line) 3.60 1.15 High
labelling farms and contact 3.65 1.07 High
Organizing learning activities about organic rice cultivation 3.61 1.05 High
Providing discount 3.68 1.20 High
Providing sample product 3.69 1.20 High
Giving free products 3.58 1.26 High
Providing product testing 3.71 1.14 High
Providing accumulate points 3.19 1.29 Moderate
Total 3.80 1.01 High
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Table 3 Different demographic factors affecting opinion on marketing mix affecting demand for buying organic rice, Luang Neua Sub-District, Doi Sa Ket
District, Chiang Mai Province
Marketing mix affecting demand for buying organic rice
Personal factors Product Place Price promotion total
X S.D. X S.D. X S.D. X S.D. X S.D. T/F P

residential areas

1. Luang Neua Sub-District 4.14 513 4.00 .640 4.05 .687 3.90 .822 4.03 .576 7.381 .000*

2. Others 3.86 .554 3.47 956 3.49 957 3.22 1.025 3.50 a77

Sex

1. Female 4.07 575 3.79 .864 3.87 .868 3.67 .980 3.85 .743 1.965 .142

2. Male 3.97 517 3.77 .804 3.75 .860 3.56 973 3.76 .693

3. Others 3.92 592 3.40 971 3.48 .840 3.16 1.005 3.48 770

Age

1. Under 18 years 3.95 578 3.75 .589 3.87 .530 3.88 314 3.86 .503 12.515 .000*

2. 18 - 29 years 3.78 .633 3.21 1.101 3.32 1.019 3.01 1.135 3.32 .865

3. 30 - 39 years 4.18 .491 3.94 .829 391 .869 3.73 1.028 3.94 731

4. 40 - 49 years 4.15 .509 4.04 .566 4.00 .824 3.81 932 3.99 .636

5. 50 - 59 years 4.01 .483 3.88 .589 3.98 .635 3.83 .670 3.93 .490

6. More than 60 years 4.04 .508 4.02 424 4.00 573 3.81 .620 3.97 .449

Education

1. Primary school/equivalent 391 .455 3.87 467 3.90 587 3.68 .560 3.84 .408 3.768 .002*

2. Primary high school/equivalent 4.33 .440 4.09 518 4.25 .607 4.12 171 4.20 .482

3. Secondary high 4.23 557 3.98 .869 3.98 1.058 3.87 1.220 4.02 .870

school/equivalent

4. Diploma/equivalent 4.11 617 3.85 .826 3.81 903 3.54 1.181 3.84 .820

5. Undergraduate 3.96 .589 3.58 1.047 3.61 966 3.39 1.120 3.63 .843

6. Postgraduate 4.12 .549 3.81 .836 3.89 934 3.76 935 3.89 .719

Status

1. Single 391 .609 3.50 1.050 3.60 998 3.32 1.101 3.58 .849 10.010 .000*

2. Married 4.10 .496 397 .600 3.93 758 3.83 .864 3.96 .598
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Marketing mix affecting demand for buying organic rice
Personal factors Product Place Price promotion total
X S.D. X S.D. X S.D. X S.D. X S.D. T/F P
3. Divorced 3.93 .457 3.76 .588 3.83 .624 3.42 619 3.72 .422
4. Widow 4.38 519 4.33 424 a.44 .609 a.24 779 4.35 .539
Occupation
1. Government/state enterprise 4.16 4Tt 4.04 713 4.00 122 3.94 .r45 4.04 571 9.769 .000*
employers
2. Private company employers 4.17 .500 3.88 718 3.81 .949 3.65 1.110 3.88 769
3. Sellers 4.12 .443 4.00 .663 4.04 .907 3.80 .924 3.99 .644
4. Freelance 3.97 .510 391 .681 3.96 707 3.67 .805 3.88 .601
5. Farmer 4.24 .581 4.11 .580 4.02 .838 3.64 1.247 4.00 751
6. General work 3.97 .495 3.82 .561 3.84 702 3.72 741 3.84 .522
7. Business 4.18 .568 3.84 .869 3.82 .850 3.61 972 3.86 752
8. Others 3.70 .648 2.98 1.127 3.22 1.053 2.87 1.143 3.18 871
Salary
1. Less than 3,000 baht 3.76 616 3.48 .650 3.72 711 3.44 755 3.63 .601 7.421 .000*
2. 3,001 - 6,000 baht 3.87 .640 3.05 1.088 3.28 1.063 3.14 1.142 3.30 .849
3. 6,001 - 9,000 baht 3.98 .480 3.92 .560 3.97 .628 3.71 670 3.91 .485
4. 9,001 - 15,000 baht 4.00 615 3.78 .909 3.82 .932 3.57 1.166 3.79 .838
5. More than 15,000 baht 4.15 484 3.92 759 3.85 .866 3.72 970 3.90 .691

Note : differences at significance level 0.05
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