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ABSTRACT

The purpose of this study aimed to investigate consumers of opinion on marketing mix of
purple rice products in Mueang District, Chiang Mai Province. Questionnaires were used to
collect data from 400 respondents. It found that most of samples were female,
students/undergraduate students and married. Their montly incomes were lower than or equal to
10,000 baht and most of them graduated lower or equal to secondary school.

In aspect of knowledge and understanding of the purple rice, most of respondents
(98.8%) knew this kind of rice while 387 samples (96.8%) had ever eaten the purple rice.
Moreover, 341 samples (85.2%) had ever bought the purple rice whereas the average value of
respondents’ knowledge on the purple rice was 61.76%.

To the consumer behavior on having the purple rice, most of samples or 41.9%
purchased this type of rice from markets meanwhile 35.1% of them had it less than once per
month. Besides, 47.5% of them made the decision themselves due to health benefits at the most
level or 80.1%, followed by its delicious taste at 35.6%, respectively.

Extent of consumer marketing mix the purple rice showed that most consumers pay more
attention to the price factor most (4.97 + 0.88), followed by the factor of distribution (4.95 + 1.13)
as factors. products in the medium (4.50 + 0.59), but the consumer is the key factor to promote
the moderate (3.96 + 0.90).

Furthermore, to the relationship of the consumers’ opinion on the marketing mix, the

results indicated that the respondents under 15 years of age, at the age of 46-60, and over age 60,



and the respondents having the monthly income less than or equal to 10,000 baht and 10,001-
20,000 baht emphasized the price of products at the highest level. However, the respondents
graduating high school education/vocational certificate, diploma/high vocational certificate,
bachelor and master degree considered the distribution at the highest level.

In terms of factor analysis of the marketing mix of the purple rice products including 20
relevant factors, it found 5 new factors as follows. Factor 1 included products display at several
positions, middleman, price depending on design and reputation, certification from Food and
Drug Administration, obvious price tag, staffs giving information at selling places, discount and
distribution on various festivals (variance explained at 31.78%). Factor 2 consisted of different
distribution channels, promotional activities such as lucky draw and consumers’ taste (variance
explained at 7.573%). Factor 3 comprised of reasonable price compared to quality, appetizing
appearance, advertisement through several media and more places of product distribution
(variance explained at 6.166%). Factor 4 was associated to the promotion (providing discount,
exchange, distribution and premium), beautiful package and health benefits (variance explained at
5.801%). Finally, Factor 5 was related to easiness to eat, softness, delicious taste and free food

testing (variance explained at 5.272%).



