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Abstract

The objective of this study was to investigate consumer acceptance on Kan Thong brand
brown glutinous rice in Mueang Chiang Mai District based on 400 questionnaire respondents.
Most of respondents were female with age range of 18-30 years old and had bachelor degree
education level or higher. The majority of respondents had private business occupation. Most of
the respondents earned less than 10,000 baht per month with single marital status and more than
four family members.

The consumer behavior indicated that the respondents whose age range were 18—30 years
old with earnings of no more than 10,000 baht per month. The purchasing venue was at the rice
grocery with the maximum quantity of one kilogram once a month. The respondents, who were
31-60 years old with corresponding income between 10,001-30,000 baht per month, purchased
the rice mostly at hypermarket and supermarket with the purchasing quantities of two and five
kilograms each time, once a month. The consumer behavior showed that the white rice consumer
group purchased the rice at general grocery and rice grocery regularly (24.50%) with purchasing
quantity of one kilogram at a time (33.80%), once a month (28.10%). The brown rice consumer
purchased rice at hypermarket regularly (54.60%) with purchasing quantity of two kilograms each
time (44.60%), once a month (46.90%). The consumer group who consumed both brown and

white rice purchased the rice products at hypermarket (35.90%) with purchasing quantity of two



kilograms each time (39.70%), once a month (40.50%). The reason of consumers who did not
consume brown rice was stemmed from the hardening texture (42.50%). In addition, the majority
of consumers decided by themselves to purchase rice product (70.70%). The consuming place of
the white and brown rice were either at home (34.75%) or residence (42.60%), respectively.

The testing of sensory acceptance of brown glutinous rice indicated that consumers rated
texture preference the most (6.97 + 1.34) which was followed by taste preference (6.70 = 1.35),
overall preference (6.65 + 1.35), aroma preference (5.94 + 1.56), and color preference (5.61 +
1.25), respectively.

The respondents accepted the brown glutinous rice product at 87.75% acceptance and
intent to purchase the product at 78.60%. The logistic regression analysis identified the sensory
attributes which affected the acceptance of Kan Thong brand brown glutinous rice. These
included color, aroma, and texture with 87.0% hit rate. This was compared to the sensory attribute

that influenced purchase intention which was identified as texture softness with 79.0% hit rate.



