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Rice consumption per capita in many Asian countries decreased but it is consumed
more in non-rice eating countries. This study aimed to investigate consumer preferences and
attitudes towards Jasmine rice among consumers in target rice export countries to identify
opportunities and strategic implications. Exploratory primary data were collected through
qualitative focus group research and quantitative questionnaire with 1128 consumers of target
nationalities. Rice products were grouped with factor analysis and could be characterized by
their preferences into (1) convenience (explained variance 33.9%), grain variety (21.2%), and
tradition/ naturalness (12.8%). Rotated factor score plot showed a similarity in the preference
for the tradition/natural concept. Convenient products were preferred in higher income Asian
countries and the non-rice eating countries. Concerning taste, there were differences in
perception between consumers from countries which had different rice grain preference. Rice
texture was the best discriminator. It could correctly predicted consumers from non-specific
grain preference, short grain preference, and Basmati preference at 63%, 71%, and 81%

respectively. Jasmine rice had its unique quality, which was highly differentiated between

people who prefer and not prefer it (OL = 0.00). Jasmine rice aroma was not a decisive quality
attribute for consumers in general. However, it was a desirable quality trait for those who
specifically prefer. Consumers from the non-rice eating countries preferred harder and less
sticky rice that was a threat for Jasmine rice in this region. Consumers’ buying decision criteria
of rice was grouped into 4 factors; marketing activities (26.8%), quality (13%), price (10.5%)
and country of origin (7.7%). There were differences between traditionally rice eating and non-
rice eating countries (p=0.000). Marketing activities, price, and country of origin were the best
discriminators, while quality was a poor discriminator. Rice was not a substitute to other staple
foods due to price change. Product quality, differentiation and price play an important role.
Building a reputation by quality and clear statement on the country of origin should be a priority
for Thailand.
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