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Factors Affecting Unpolished Rice Consumption in Bangkok
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Abstract

This research was to study factors affecting consumers on rice unpolished consumption. The
objective was to study the consumption behavior and factors affecting rice unpolished consumption. This
research did a survey target groups from 400 samples. The result of this research indicated that the
majority of respondents were females, marriage, member of a family, 30.1-45 year old, Bachelor’'s degree,
government officer, the average income was 30,001-40,000 baht per month and had 3-4 people in their
family. The frequency of consumption was every day. The preferred place to buy rice was hypermarket
store and supermarket store. The respondents but did not specify product’'s brand. They determine their
own consumption by healthy reason which obtaining acknowledge information from magazine and journal,
including usefulness and nutrition. The respondents reformed rice unpolished consumption for 2.1-4 years
and satisfaction of consumption. Factors affecting rice unpolished consumption by sequence of price,

place, product, economic, social culture, technology, psychological and promotion.
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Table 1 Generality of the consumers

Details Frequency Percentage
Gender
man 152 38.00
female 248 62.00
Status
single 128 32.00
marry 241 60.30
divorce 31 7.80
Status in Family
head of the family 126 31.50
member of the family 222 55.50
occupant 52 13.00
Age
lower 18 year 16 4.00
18.0-30.0 year 116 29.00
30.1-45.0 year 144 36.00
45.1-60.0 year 92 23.00
more than 60 year 32 8.00
Education
elementary education 10 2.00
secondary education 26 6.50
high school education or equally 28 7.00
diploma or equally 38 9.50
bachelor's degree 229 57.30
upper bachelor's degree 71 17.80
Occupation
government officer 122 30.50
officer 116 29.00
Business personal 92 23.00
student 38 9.50

housewife or husband 32 8.00
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Table 1 (continue)

Details Frequency Percentage

Income

lower 5,000-10,000 baht 29 7.25

10,001-20,000 baht 55 13.75

20,001-30,000 baht 94 23.50

30,001-40,000 baht 114 28.50

upper 40,000 baht 108 27.00
People in their Family

1-2 people 44 11.10

3-4 people 196 49.00

upper 5 people 160 40.00
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Table 2 consumption behavior of the consumers

Consumption behavior of the Consumers

Frequency Purchasing Brand Induced Reasons of
Details place persons consumption
some meals hypermarket  do not specify Oneself healthy
and every and product’s
day supermarket brand
Gender
Male 53.95 80.26 40.79 56.58 46.05
Female 50.00 81.86 46.77 66.13 55.64
Chi-Square Tests X'=23.26 X'= 4.41 x’=36.03 X’= 32.49 X'=53.84
Sig.= 0.00 Sig.= 0.22 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00
Status
single 35.16 85.94 52.34 38.28 42.19
married 60.58 83.82 41.08 41.49 59.75
divorced 48.39 41.94 38.71 38.71 32.26
Chi-Square Tests x"=150.68 x'=52.87 X’=91.52 X' =118.45 x'=149.77
Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00
Status in Family
head 38.09 80.95 34.13 66.67 51.59
member 60.36 84.68 54.50 64.41 56.76
occupant 46.15 67.31 26.92 44.23 32.69
Chi-Square Tests X =73.25 X'=36.85 x’=102.127 x’= 59.31 X'=164.07
Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00
Age (years)
Under 18 18.75 62.50 25.00 12.50 12.50
18.0-30.0 53.45 85.35 46.55 60.35 52.58
30.1-45.0 52.78 77.08 44.44 73.61 60.42
45.1-60.0 59.78 85.87 55.44 59.78 50.00
Over 60 31.25 81.25 15.63 53.13 37.50
Chi-Square Tests X'=27.18 X'= 44.67 x’=110.18 x’=38.33 X’= 66.88
Sig.= 0.01 Sig.= 0.00 Sig.=0.00 Sig.= 0.00 Sig.= 0.00
Education
lower bachelor's 36.00 69.00 32.00 66.00 49.00
upper bachelor's 56.67 85.33 48.67 61.33 53.00
Chi-Square Tests X'=37.34 x'=35.63 X =40.23 X'=31.27 X'=55.43
Sig.= 0.00 Sig.= 0.00 Sig.= 0.25 Sig.= 0.01 Sig.= 0.02
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Table 2 (continue)

Consumption behavior of the Consumers

Frequency Purchasing Brand Induced Reasons of
Details place persons consumptio
n
some meals hypermarket do not specify Oneself healthy
and every and product’s
day supermarket brand
Occupation
government 60.66 87.70 37.70 68.85 45.90
officer 55.17 89.66 47.41 62.93 53.45
Business 40.22 85.86 54.34 59.78 64.13
student 50.00 57.89 36.84 52.63 44.74
housewife 37.50 40.62 40.63 56.25 43.75
Chi-Square Tests x’= 38.32 x’=23.15 x’= 49.16 x’= 23.40 X'=54.12
Sig.= 0.00 Sig.= 0.03 Sig.=0.01 Sig.= 0.02 Sig.= 0.00
Income (baht)
Less than 5,000-10,000 ol 68.97 34.48 62.06 37.93
10,001-20,000 56.36 76.37 36.36 52.73 45.45
20,001-30,000 48.94 82.98 38.30 51.06 43.62
30,001-40,000 51.75 78.59 38.60 67.54 50.88
Over 40,000 50.92 87.96 62.96 72.22 67.59
Chi-Square Tests x'= 28.48 X’=30.82 X' = 53.34 x=11.8 X'= 64.70
Sig.= 0.02 Sig.= 0.01 Sig.= 0.02 Sig.= 0.69 Sig.= 0.00
People in their Family
1-2 63.64 61.36 25.00 45.46 34.09
3-4 58.68 82.14 41.84 61.23 56.12
Over 5 39.37 85.63 53.12 68.75 51.88
Chi-Square Tests X'=12.78 x'=15.02 X'=62.76 x’= 15.46 X'= 44.68
Sig.= 0.62 Sig.= 0.45 Sig.= 0.00 Sig.= 0.42 Sig.=0.13
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Table 3 The reform to Consumption Behavior of the consumers

The reform to Consumption Behavior of the Consumers

reform to acknowledge including time to reform contentment
Details consumption information acknowledge consumption of
behavior consumption
healthy magazine and usefulness 2.1-4.0 years satisfaction
journal and nutrition
Gender
Man 37.50 26.32 44.74 49.34 90.79
Female 52.82 35.49 23.39 49.60 92.74
Chi-Square Tests x’= 56.20 x'=61.09 X'=32.73 X =25.95 X'=21.32
Sig.= 0.00 Sig.=0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00
Status
single 39.84 21.09 60.94 32.03 90.63
marry 52.28 41.08 17.84 63.07 93.36
divorce 35.48 6.45 16.13 16.13 87.10
Chi-Square Tests x'= 151.67 X'= 143.74 X'=125.74 x'= 105.89 X'=118.27
Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00
Status in Family
head 46.03 14.29 30.16 16.67 91.27
member 48.65 41.90 31.98 73.87 92.34
occupant 42.31 32.69 32.69 25.00 92.31
Chi-Square Tests x’=109.49 x’= 239.93 X'=157.05 X'=122.64 X'=29.47
Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00
Age (years)
Under 18 43.75 31.25 56.25 37.50 87.50
18.0-30.0 50.86 37.93 18.96 49.14 91.38
30.1-45.0 43.06 32.64 27.08 62.50 93.06
45.1-60.0 33.26 29.35 45.65 35.87 91.30
Over 60 34.38 15.62 43.75 37.50 93.75
Chi-Square Tests x'=109.33 x'=69.15 X’=54.95 X'=31.72 X'=2.83
Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.00 Sig.= 0.59
Education
lower bachelor's 34.00 36.00 43.00 52.00 89.00
upper bachelor's 51.33 30.67 27.67 46.67 93.00
Chi-Square Tests x’=100.16 x’= 40.65 x’= 43.88 x’= 30.63 x’'=8.02
Sig.= 0.00 Sig.= 0.09 Sig.= 0.00 Sig.= 0.00 Sig.= 0.15
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Table 3 (continue)
Occupation
government 43.44 2213 27.87 47.54 92.62
officer 54.31 41.38 26.73 46.55 88.79
Business 50.00 38.04 40.22 47.83 94.56
student 36.85 23.68 34.21 60.53 92.10
housewife 37.50 28.13 34.38 59.38 93.75
Chi-Square Tests X’= 66.38 X'= 36.91 X'= 24.71 x°=13.09 X'=2.64
Sig.= 0.00 Sig.= 0.04 Sig.= 0.08 Sig.= 0.11 Sig.= 0.62
Income (baht)
less than 24.14 13.80 24.14 55.17 89.66
5,000-10,000
10,001-20,000 47.27 36.36 50.91 61.82 89.09
20,001-30,000 53.19 41.49 32.98 43.62 92.55
30,001-40,000 44.74 28.07 21.05 40.35 91.23
Over 40,000 50.00 30.56 33.33 56.48 92.59
Chi-Square Tests x'= 63.65 x’=27.63 X'= 17.86 x'=13.18 X’'=3.59
Sig.= 0.00 Sig.= 0.59 Sig.= 0.60 Sig.= 0.21 Sig.= 0.61
People in their
Family (heads)
1-2 31.82 40.91 29.55 27.27 72.73
3-4 46.43 44.90 37.76 50.00 94.39
Over 5 51.88 13.75 24.38 55.00 94.37
Chi-Square Tests X'=39.12 X'=37.73 x’=26.75 x'= 18.31 x’=3.16
Sig.= 0.29 Sig.= 0.16 Sig.= 0.14 Sig.= 0.06 Sig.= 0.68
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Table 4 Factor Affecting rice unpolished Consumption

Factor Affecting Unpolished Rice Consumption Mean Standard Importance
Deviation Score
Product 3.53 0.64 high
label (date month year) 4.85 0.43 highest
Price 4.64 0.57 highest
price being appropriate with quantity 4.66 0.47 highest
Place 4.11 0.58 high
near home and office 4.87 0.34 highest
Promotion 2.42 0.56 few
salesman suggestion goods 3.00 0.67 moderately
economic social culture technology and psychological 3.21 0.65 moderately
belief in healthy from rice unpolished 4.25 0.88 high
Total Mean 3.58 0.60 high
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