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Abstract

Today’s urbanisation and economics growth increases diversity of bag rice market. This
research project aims for studying consumption behaviour and purchasing of rice in
Bangkok. Accordingly, this work analyses factors, which influence riceberry consumption
and examines the characteristics of rice product, which determine the price of bag rice in
Bangkok market. The results will be summarised to propose suggestions and policy for
developing Thai rice market in the future.

The analysis of the data from 609 participants in Bangkok for their rice consumption
behaviour in the past 7-day found that the consumers in regularly eat rice and it costs 10%
of overall food expense. Jasmine rice is the most favourite. The consumers rank tenderness
as the most prefer characteristic followed by fragrant smell. Drilling down to 481
participants who cook rice, 75.7% of the participants buy only white rice and 5.2% purchase
only colour rice. 19.1% buy both white and colour rice. 5-kg package size is the most
popular for white rice, whilst 1-kg package is for colour rice. On average, consumers buy
rice once a month from the convenient stores nearby their places. The most familiar brand
especially for jasmine rice is “Royal Umbrella”. For other kinds of white rice, consumers
consider price as the main factor. Cleanliness is the main characteristic, when consumers
take into consideration regardless of other physical characteristics such as chalkiness and
length. The demographic factors, which influence colour rice purchasing are education and
income.

For the influence of psychological and social factors toward purchasing behaviour,
it is found that consumers are highly aware of the riceberry’s nutritional benefits.
Consumers also perceive that riceberry is convenient to buy from many suppliers but quite
expensive. Consumers have slightly positive attitude towards riceberry but slightly neutral
in terms of behavioural control towards riceberry consumption in the next coming month.
Social influence and intention to consume are slightly low. The analysis of the relationship
between psychological factors and consumption behaviour of riceberry using structural
equation modelling (SEM) found that attitudes, social influence, perceived behavioural
cotrol and intention have positive relationship towards riceberry consumption in the next
following month. Accordingly, perceived behavioural control has the most indirect

influence towards riceberry consumption.



This study also examines the characteristics, which determine price of bag rice
product in Bangkok. By using hedonic analysis with the data collected from 855 products
on the shelves of shopping malls, retail stores, supermarkets, convenient stores, fresh
markets and websites. It is found that specie, colour, fragrance, organic and standard
accreditation have positive relationship towards the price. In contrast, new harvesting,
mixed species, nutrition label, vacuum package with box and non-vacuum, substituted
brands and general brands have negative relationship towards the price of bag rice.

In summary, consumers in Bangkok perceived the benefits from and have positive
attitudes towards riceberry. As riceberry is increasing popularity among consumers, the
willingness to pay of riceberry is more than white rice and other local rice. This situation
has significant influence on the price of bag rice. However, consumers still prefer rice with
tenderness and fragrant smell, which riceberry still fails to respond. The suggestion from
this research project are that the government should improve colour rice and local rice to
serve consumer demands of tenderness and fragrant smell along with investigating for
nutritional benefits. Moreover, the government should collaborate with retail stores through
constant marketing activities in order to engage consumers to increase the awareness of
the benefits from various choices of rice. Accordingly, the consumer behaviour and
demands should be continuously monitored in order to serve as a requirement for future

improvement of rice specie and Thai rice industry.
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