A A A = ¢ : Y 3 2 o
ForsadInentnus anunelsdeguanvuzdnmadwefuiiaaly

wanAuauaTreslvy

i = ) o
gl wganwa gnesAves
Y3aan Ineenaasuniiudia (Rsvgmansiouas)
q' =] =, = o o o [ o
anznssunsnf3nw Inendinug 0. Aswd  ewexivagug  Uszmwnssums
8. A3. ANA LAY ATINNTG
unAnte

4 + ar af LY [ P a
nsfnynIwe ledenudnyuzdamasvesnsaSeudus Inaluwameaina
v 9

unsodlmi Wiagilszasalumsdnen 3 dsems fe 1) Menswdnawazmsdouazal

o ' ) Y Sy a o & @ a g ' -
anvaza1 venmudnguiTaadesns 2) Wannuanuduiusszuinsanuianels
9} e [ ar ar v ) g d‘! [} ] g/
Yoefus Inafunmdnyusiaziletesny vesdimmad uaz 3) Menswdruntisaainye
=, ar ] 3 A:i" ar o 9o o 3
vilnadnasndidnsuzasg deyalunisanwiaiel ldeinmsdunmaidaadulode
fmsdveniufoudui Inahods luwamauiauandoslui $1u2u 400 dred1e 1aeds
=2 9 Aams A a o w - ; Y g/ /o
msAny lFadaFanssutlunisianendnpusuaznganssunEded a1 uazlels
conjoint analysis lumsliasedanuneledogudnvuzaieg veummsswesniauSaug

u3lnn

3/ ar - Asl.', 1 al 4 3 o T v
AAMIANY N NATUANNUZUAENYANTINAIFe WU a5aFoudus Inadiuivg
I ¥ k- 3 9
vzaodnmsiinlsznaniouazass tundazaisedailszana 3-5 Alansu JuiTnadionde
b1 n'a ] = o L 4:1 c; 4 5
faslununyssyguazuuudialsaiiie) I5waunhiu s laomdeiiniuSoud

L

3} v
u5 Inmionded nuuuguaznuudaig fie 21.89 gaz 19.13 umasn landu auddy Wug

] W ] [ K]
fnfitoudeinafigadie dnweuwzdud Tunasgudn 100 % uazdlusiiadruny aouhn

¥ v
a o =

TouFouniiga fie Snlszinnalnledalad sesaanfe amama SHruvisdnms uazdw

¥

P o o ar o - g 3/ [} Y o
fanaiudiAy !!ﬂzﬂ1ﬂﬁ1uﬂﬁﬂlﬂm%‘1un‘lilﬁﬂﬂ‘h’ﬂ116@*111‘3?(15!’5’1 ﬂi?ﬁﬂualﬁiﬂﬂﬂg

o= o o ul = , o
Worsaneniuiam Jududuuse sesannezfinse vndnvuzvssdanazdveunia



=

i anvazerauazdudetuludn ardudlsziuguam  asmetve msusmisuie
9
anuazenluntsde uaznsduaiumsvio sy
madmanune ledenudnuuzvesdnmadwewsafoudusing wudh luga

9
audnyuzvadnmad fuilanesldnuddgnioihminvesmrmmeledewuidnun

B

fiqa dszinudesas 38 sesnunde dnvuzussgdad 1 wmsgudn ediFududa

ar

SJ -]
1in) uazytiadn Anu-n) Aadufesas 20, 17, 15 saz 10 @Ry usnNiinsiny AT
dyv o ] ] g7 ] ar T Y
ddidhmsudsdiuaaia Tasldazuuunaunelwenudnuazdng vesinamdiy

ar < A5y 2 . . . ar ) , 1ot
seAURu3T 19aN 189103% conjoint analysis A78n1701FMATIA cluster analysis Tunsisdu
13 1) 4
ana Idamiaesnidiu 3 dau ludiusaiait 1 WlunguasiFeunitsndednmsdiiudmne
¥
{1 wieamama wud dunquaiaiSeudus Tnaldnwddauieihiminauwele
[ P 2y A Qs Y d w o - g
aenmnnniiga Aallueas 31 sesannAe Anwazusseduel Wufdn wiiadn uae
= o o & ar ¥ i ¥
wasgudin dadiudesas 22, 21, 16 uay 15 awdidy Fasaseuludiuaniai 1 fezwele
Tudmmadniinagn ussyiusinuudme Augdaveuusaudt viiadram sazdudn
v § s ~ { = g o
100% dsuaaiah 2 uadaSeudus TnadidsudednamihiludysanmaglnlesaTasnse
] @
giilefuuiia TaolimudAgfudawazusseiasinniiga animindsznudesas 46
FO9RNNIAE WHUFH2 1nTgIudn viladn uazsm fattudesar 26, 11, 8 uaz 8 mwdiay
‘& o L H H i Q
Fanfaseuludiuamad 2 dezneloludnmadmiiussyduiithawuyssyge rvew
uzd 100 % wazwiladram uazluduamain 3 HuafaSoudusTand limzesanwdily
at [ b
ms¥e Tanuddyiuiufinmaiga animninAadiudesas 51 sesaaunde nasgu
£ ot o = o o -é b )
12 501 wilad1 nasdnvazusigina Aadufesas 19, 15, 9 uay 6awdmAY FnsaiuTeu
t ¥

Tudauamadi 3 4 weloludnmsduidvenusiud 911 100 % s1gn siiadaln uaz
= ar o
flussydueiidunuuussen

namsAnEIgngnmaaIatiand Taserdenistiasemsaaia dasisveq
Bradley-Terry-Luce W11 dnmsdriifidnsamwmnsamagaiudovenusaud dudmn
100 % sazdiussydaaiiduuuuussgge uazgdrumsiinndnsnuamaludiunaiadieg wu
Mudauaaiadl 1 dnffidnsnmmansguiiudrifianlszina 17 23 vmdei Tandu i
visgiasiilunuutnis naziludim ludauaaiad 2 dodiidaenmmemsaaagaiiy

dndiflussgdasithumuussygs Audhomeunsdiudt saziftud 100 % wazludruaoad

[]
A ar

3 fndfignemwmenseaagaiiuivenuz udt uazd 100 %



Thesis Title Preference for White Rice Attributes to Consumetrs

in Chiang Mai Municipality
Author Mr. Jatupon Chukeatkhajorn
Degree . Master of Science (Agricultural Economics)
| Thesis Advisory Committee Lect. Saran Arayarangsarid Chairperson

Lect. Dr. Kamol Ngamsomsuke  Member
Abstract

The study on preference for white rice attributes to consumer households in Chiang Mai
Municipality had three main objectives which were to know consumer purchasing patterns and
rice attributes preferred by consumers, to identify the relationship between consumer preferences
and rice attributes and other relevant factors, and to know market share of different rice in Chiang
Mai municipality. The data used in this study were obtained by interviewing 400 consumers, who
made purchasing decision and lived in Chiang Mai municipality area. The descriptive statistics

| were used to analyze the consumer purchasing patterns and behaviors. The conjoint analysis was
employed to evaluate the consumer preference of different -ricé attributes.

The study on purchasing patterns and behaviors of consumer househplds showed that
most of consumers bought rice once a month for 3-5 kilograms per one purchase. The same
proportion of consumer purchasing rice in pack and unpack. The average prices of packed and
unpacked rice were 21.89 and 19.13 baht per kilogram, respectively. The most preferred rice in
the market were the authentic jasmine rice (Hom Ma Li), 100% unbroken grain and long storage
rice. The most popular market place to purchase was the super stores and followed by the fresh
market and retail stores, respectively. Furthermore, consumers had their own criterions for
selecting rice, the most important criterions were the rice cultivars, color and shape of grain,

price, mixwure of foreign materials, a quality guaranteed label, services and promotions.



The study on rice consumer preference showed that the attributes which consumer
'preferred most or having highest important score was on the rice cultivars (about 38 percent)
following by prices (20%), standards (17%), packaging (155, and types of rice (short or long
storage) (10%). As well, in this study, ﬁe market segmentation was classified by using consumers
utility scores derived from the conjoint analysis and profoundly concern to the cluster analysis
technique. The market was divided into 3 segments. In the first segment, the consumers satisfied
to buy white rice in retail stores or fresh markets. Further analysis showed that consumer highest
importance score was on the price represented 31 per cent. The lower importance scores were on
the packaging (22%), the rice cultivars (21%), types of rice (16%) and standards (15%). The
results also indicated that the consumer households in the first market segment preferred low
price (17-23 bath/kilogram), unpacked, authentic jasmine, long storage and 100% unbroken grain
‘rice. Consumers in the second segment satisfied to buy rice in the discounted stores or
supermarkets. The result from consumers’ preference analysié"showed that the highest importance
score was on the packaging, which accounted about 46 percent. The lower scores placed on the
rice cultivars (26%), standards (11%); types of rice (8%) and prices (8%). It is also revealed that
the consumer households in the second market segment preferred packed, authentic jasmine,
100% unbroken grain and long storage rice. The consumers in the third segment were not specific
in buying place. The consumers’ preference analysis showed that the highest importance score
was on the rice cultivars (about 51 percent). The lower scores were on the standard of rice (19%),
price (15%), type of rice (9%) and packaging (6%). Furthermore, the analysis also found that the
consumer households in the third market segment preferred the authentic jasmine, 100%
"unbroken grain, low price, short storage and paéked rice,

The results from market simulation for white rice using Bradley-Terry-Luce model
showed in general that the high market potential rice was the authentic jasmine, 100% unbroken
grain and packed rice. The high market potential rice of the first segment was the low price (about
17 —23 bath/kilogram), unpacked and long storage rice. On the other hand, the high market
potential rice of the second market segment was the rice in pack, authentic jasmine and 100%
unbroken grain. Finally, the high market potential rice of the third scgment was the authentic

jasmine rice owning 100% unbroken grain.



