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Abstract

This study was aimed to survey buying behavior and to analyze the relationship between personal
factors and buying behavior. Data were derived from 400 questionnaires for buyers of organic rice in
Luang Nuea sub-district. Frequency and percentage were used to analyze buying behavior and Pearson
Chi Square were used to analyze the relationship between personal factors and buying behavior. The
result indicated the maximum per cent of buying behavior included buying monthly, buying for
consumption, buying 2-6 day each, buying for testing, buying at local market in Luang Nuea Sub-District,
knowing place from friend, buying a lap in kilogram, buying price more than 35 baht per kilogram,
willing to pay for 41-50 baht per kilogram. In addition, Pearson Chi Square analysis at significance level
0.05 indicated that sex related to buying frequency, occupation related to buying frequency, consumption
frequency, and buying form, residential areas related to buying frequency, consumption frequency,
buying pattern, and buying price, age and income related to buying frequency, consumption frequency,
buying volume, buying form, and buying price, education and status related to buying frequency,
consumption frequency, buying pattern, and buying price. Therefore, marketing planning of organic
rice in Luang Neua sub-district should include the development of distribution channel that are located

in flea markets of community, various pricing that depends upon distance and purchasing power of all
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groups of people, and the development of products that are low weight, designated quantity, and
long life.
Keywords: Relationship, personal factor, buying behavior
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Amount Amount
Personal factors Percentage Personal factors Percentage
(people) (people)
1. Residential areas 2. Sex
Luang Neua Sub-distirct 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. Marital Status
Less than 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 Divorce 38 9.55
40-49 years 81 20.45 Widow 9 2.26
50-59 years 107 27.02
More than 60 years 35 8.84
Total 396 100 Total 398 100
5. Education 6. Occupation
Elementary school or lower 119 30.13 Government officials/state enterprise 73 18.30
Junior high school or equivalent 24 6.08 Private company employees 45 11.28
High school or equivalent 31 7.85 Merchants/female traders 24 6.02
Diploma or equivalent 31 7.85 Freelance 62 15.54
Bachelor’s degree 151 38.23 Farmers 21 5.26
Higher than Bachelor’s degree 39 9.87 General employees 95 23.81
Doing business 13 3.26
Others 66 16.54
Total 395 100 Total 399 100
7. Personal income (baht)
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 Buying behavior of organic rice, Laung Neua Sub-district, Doi Saket District, Chiang Mai

Province
Demand for buying Amount X - Amount
L. Percentage Buying Characteristic Percentage
organic rice (people) (people)

1. Buying frequency 6. Way to know buying places*
Everyday 35 8.77 Facebook
2-6 days each 59 14.79 Line 180 45.50
Once a week 55 13.78 Website 13 3.25
2-3 weeks each 29 7.27 Friends a5 11.25
Once a month 102 25.56 Others 243 60.75
2-3 months each 54 13.53 a1 10.25
More than three months 65 16.29

2. Buying purpose* 7. Most often buying quantity
To eat 382 95.50 1-5 kg 348 87.22
To sell 17 4.25 6-10 kg a1 10.28
To give souvenir 147 36.75 11-15 kg 3 0.75
Others 2 0.50 16-20 kg 0.50

More than 20 kg 5 1.25

3. Consumption frequency 8. Most often buying types
Everyday 61 15.33 Scoop into a kilogram 243 60.90
2-6 days each 86 21.61 Put in a vacuum pack 132 33.08
Once a week 71 17.84 Put in a sack 21 5.26
Two weeks each 26 6.53 Others 3 0.75
Three weeks each 12 3.02
Once a month 71 17.84
More than a month each 71 17.84

4. Reason for buying* 9. Buying price in each time
To cure illness 134 33.50 Less than 25 baht per kg 13 3.29
To prevent illness 121 30.25 25-30 baht per kg 27 6.84
Eat as provided 142 35.50 30-35 baht per kg 28 7.09
To Taste 149 37.25 More than 35 baht per kg 327 82.78
Others 38 9.50
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Table 2 Buying behavior of organic rice, Laung Neua Sub-district, Doi Saket District, Chiang Mai

Province (Cont.)

Demand for buying Amount . - Amount
L. Percentage Buying Characteristic Percentage
organic rice (people) (people)
5. Buying places* 10. Willingness to pay

At home of sellers 182 45.50 More than 50 baht per kg 52 13.00
At flea market inside district 212 53.00 41-50 baht per kg 175 43.75
At booth outside district 62 15.50 31-40 baht per kg 70 17.50
Delivery after calling 51 12.75 21-30 baht per kg 62 15.50
Others 58 14.50 Less than 20 baht per kg 3 00.75
Unsure 38 09.25
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Table 4 Personal Factor and Buying Behavior of Organic Rice, Luang Nuea Sub-district, Doi Saket
District

Personal Factor Most Often Buying Quality Most Often Buying Types

Residential Area

- Luang Neua Sub-district - 87.9% buy 1-5 kg - 63.1% buy scoop into a kilogram
- 10.3% buy 6-10 kg - 29.3% buy a vacuum pack

- Others - 86.4% buy 1-5 kg - 58.2% buy scoop into a kilogram
-10.2% buy 1-5 kg - 37.9% buy a vacuum pack

Sex

- Male - 86.4% buy 1-5 kg - 64.5% buy scoop into a kilogram
- 10.6% buy 6-10 kg - 30.5% buy a vacuum pack

- Female - 88.6% buy 1-5 kg - 57.3% buy scoop into a kilogram
- 17% buy 6-10 kg - 36.8% buy a vacuum pack

- Others - 85.7% buy 1-5 kg - 64.3% buy scoop into a kilogram
- 14.3% buy 6-10 kg - 21.4% buy a vacuum pack

Age

- less than 18 years - 50% buy 1-5 kg - 50% buy scoop into a kilogram
- 50% buy 11-15 ke - 50% buy a sack

- 18-29 years - 83.5% buy 1-5 kg - 67.0% buy scoop into a kilogram
- 11.3% buy 6-10 kg - 28.9% buy a vacuum pack

- 30-39 years - 85.1% buy 1-5 kg - 50% buy a vacuum pack
- 10.8% buy 6-10 kg - 44.6% buy a scoop into a kilogram

- 40-49 years - 91.4% buy 1-5 kg - 53.1% buy scoop in a kilogram
- 8.6% buy 6-10 kg - 43.2% buy a vacuum pack

- 50-59 years - 86.8% buy 1-5 kg - 66.0% buy scoop into a kilogram
- 12.3% buy 6-10 kg - 23.6% buy a vacuum pack

- More than 60 years - 97.1% buy 1-5 kg - 85.7% buy scoop into a kilogram

- 2.9% buy 6-10 kg - 11.4% buy a vacuum pack
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Figure 1 The relationship between personal factor and buying behavior of organic rice, Laung Neua
Sub-district, Doi Saket District, Chiang Mai
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