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ABSTRACT 

 

 The objective of this independent study was to examine Business of Rice for Health : 

A Case Study of Tunyapol (1989) Co., Ltd. and Guideline to develop and improve healthy-rice 

business, especially the business of germinated brown rice, or GABA rice, and Purple rice or 

Sinin rice on 4 marketing mix aspects: product factor, price factor, place and distribution 

channel factor, and promotion factor. The data were gathered by interview from the owner,     

2 wholesalers who sold healthy-rice, 2 wholesale customers and by questionnaire from 30 retail 

customers. Tools used for data collection were 3 structured interview form and questionnaire  

for the retail customers. The data were analyzed following tools of the independent study. And 

check for data accuracy was done by considering the consistency of data. Descriptive writing 

was used to present this research. 

 The results of the study were described on 4 marketing mix which as follows:  

 1. products or goods of the store were selected only healthy - rice breeds – germinated 

brown rice and purple rice or Sinin rice – to sell. Communication about the product benefits 

after consumption was emphasized. Product packages were popularly vacuum packing and 

colorful. Therefore, rice features could be easily and clearly seen, and  the products were   

value - added, as a result. 

             2. price focused on setting its product price competitively if compared to that of the 

company’s competitors. It also studied current market price. As for credit, the company 

allowed some of its customers to owe for thirty days just as wholesalers did to the company. 
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          3. place and distribution channel put emphasis on distributing its products to its 

customers who then got them into supermarkets. It also distributed its products to any shops 

that could release products quickly. In addition, it placed importance on displaying products   

in categories. In terms of parking and office hours, the company had a large convenient parking 

lot and had outlets in community areas which were handy for customers to visit. 

          4. promotion was to offer cash discount for customers and gave commissions to sales 

persons who sold the products for the company. As for wholesalers, product tasting and 

brochure giving were their strategies when they had open booths at any events. Similarly, 

product introducing and healthy-rice information giving by sales persons were also the features 

of their booths. 

 Problems, Threat and suggestions: Due to the fact that healthy rice was an organic 

farming product, its shelf life was short and its price swings occurred all the time. The factors 

that affected consumers at high level were that healthy-rice price was higher than that of 

jasmine rice and information on the benefits of healthy rice was inadequate. The factors that 

affected consumers at moderate level were healthy rice taste, the lack of market-based pricing 

mechanism, small shop area, unhandy office hours and package sizes that did not respond to 

consumers’ need. 

 Guideline to develop and improve healthy-rice business: As for products, healthy 

rice should be constantly checked for standard. In addition, vacuum packing should be used for 

packaging. Besides, the product should be value-added by using box packages. In terms of 

price, the product price should be properly set according to its quality and in comparison with 

the company’s competitors’ product price. Concerning place and distribution channel, product 

distribution should be more emphasized in order that it will be handy for consumers to buy the 

products. Moreover, attractive and beautiful product display should be arranged. In terms of 

marketing promotion, educating consumers by product introduction and product taste should be 

encouraged so that consumers could easily decide to buy the products.  

 


