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ABSTRACT 

 

This study has the objectives to understand the food service operators’ behavior 

including attitude associated with rice purchasing decision and buying process, and to discern the 

factors and/or product attributes that affect their purchasing choices. It was confined to three 

groups of food service establishment namely eateries in hotels, general food shops or restaurants, 

and food shops in schools in the area of Mueang District, Chiang Mai Province. A total 100 

samples representing the owners or their designated rice buying authorities of food service 

establishments were randomly identified for questionnaire interview for information for the study. 

The analysis was performed upon the results of descriptive statistics and multinomial logit model 

application. 

Most respondents were found to be female of 41-50 years old with bachelor’s degree and 

have an average personal income of 5,000-10,000 baht per month. Of all samples 48%, 32 %, 20 

% were from hotel, restaurant and school groups respectively. The percentage of hotels using 

Mali fragrant rice was 77.1%, Pathum fragrant rice 25.0%, the other special rice 20.8% and 

normal white rice 8.3%.  The percentage of restaurants using Mali fragrant rice was 81.3%, the 

other special rice 15.6%, normal white rice 9.4% and Pathum fragrant rice 6.3%. And the 

percentage of the school food shops using Mali fragrant rice was 65.0%, Pathum fragrant rice 

25.0%, the other special rice 20.0% and normal white rice 10.0%. The important criteria the food 

shops used for buying rice was price. The most preferred brand was Hong-thong, the most 
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preferred channel of rice distribution was wholesale and the most preferred packaging for the 

food service establishment was PP bags.  The standard the food service establishment used was 

its own companies’ regulation and standard. 

The internal processes involved in purchasing rice were firstly, price comparison; 

secondly best price offer given; thirdly the service offered by suppliers and most importantly, the 

quality of the rice. Nevertheless, the buying decision lies on the owner. And, the external factors 

influencing the buying decision of the owners included the economic situation, better price offer, 

fast delivery, good communication. But most importantly, the cleanliness and taste. 

Mali Fragrant rice was used as the buying decision reference for owners and buyers. If 

the market price for white rice increased over Mali fragrant rice, people would turn to Mali 

fragrant rice instead. 

The present research results have provided many detailed findings for local rice suppliers 

to consider when planning their own marketing strategies especially those involved with quality 

improvement and Mali fragrant rice pricing at the same time. Strategies in the service aspect, 

meanwhile, can help the best enhance the competitive ability of local rice suppliers. Certain, 

findings have led to some policy implications particularly those related to government supportive 

efforts to encourage greater extent of Mali fragrant rice production to meet the local demand and 

adoption of various standards/certification to facilitate the overall increase in business capacity 

and capability of local rice trading enterprises. 

 


