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Rice consumption was expected to continue to increase in Europe. These indicated the
chance of rice market in the EU. Four European countries which were UK, France, Belgium and the
Netherlands were the focus of our study. This study aimed to investigate belief and attitude towards
rice compared to potato and pasta in order to seek substitution possibility for rice. Rice product
design was also analyzed using conjoint analysis. A quantitative questionnaire was designed to
access consumer attitudes in rice, potato and pasta with respect to taste, healthy aspect, price,
calorie, harmful substance, trustworthy, special food, digestibility, and allergy. Rice’s attitudes about
taste, healthy and cheap price were among the highest perceptions in rice whereas specialty was the
lowest. Rice gained positive and superior attitudes than potato and pasta in almost every attitude.
Intention to increase rice consumption in the near future was significantly associated with rice
perceptions on four attributes which were good taste, healthy, low calories and specialty. These
perceptions could be promoted for the beneficial characteristics of rice since they were already
existed in consumers’ mind within these countries. The relative importance obtained from conjoint
analysis presented that European consumers preferred non-GMO Jasmine rice in Asian cuisine and
should be cook before serve in a well known brand respectively. Segmentation by utility value in rice
product interest obtained four segments which were; Jasmine / Basmati lover, GMO phobia, Asian
fever and Convenience cooker. It appeared that age, personal income and nationality were the main
socio-demographic characteristics that impose different consumer interesting towards rice product.
Rice was certainly gained positive attitudes in four target European consumers. Superior quality of
rice should be differentiated and promoted to help increase consumers demand and preferences in

rice.
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