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ABSTRACT

The purpose of this research was to study the marketing factors, opportunities and
marketing channels for riceberry of consumer living in Chiang Rai. The study was conducted
based on types of people who involved entire the process from production to consumption
including farmers/producers (6 persons/groups), traders (30 persons/groups), and consumers (126
persons). This study combined both qualitative and quantitative research methodology in

collecting the data from questionnaire and some of in-depth interviews.

The results showed that overall of rice producers had the moderate level of importance
towards the marketing factors on riceberry. When considered in each marketing factor, price was
the most important factor. The factor that was classified to the high level of importance was
product. For rice traders, the opinion towards the marketing factors on riceberry was generally
rated at a low level. When considered in each marketing factor, product was the most important
factor. The factor that was classified to the high level of importance was price. For riceberry
consumers, the general opinion towards the marketing factors on riceberry was rated at a high
level. When considered in each marketing factor, product was the most important factor. The
factors that were classified to the high level of importance were price, place and promotion. The

consumer behavior results showed that television was the most important media affecting the
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consumer’s perceptions. Most of consumers decided to buy 1 kilogram of riceberry and only one
bag per time. The consumers preferred to go to the local supermarkets to buy riceberry. A brand
name or seller name had to be included on the label of packaging. Most of consumers consumed

riceberry 2-3 times per week and the main reason for consuming was awareness of being healthy.

LR N3

The analysis of the correlation among the marketing factors of “product”, “price”,
“place” and “promotion” was studied. The highest significant relationship was the relationship
between price and promotion (1=0.79) and the relationship between price and place (1=0.78). The
second highest relationship was the relationship between product and price (r=0.70) which was
equal to the relationship between product and place (r=0.70). Two pairs of marketing factors
which got the moderate significant relationship were the relationship between place and

promotion (r=0.68) which was equal to the relationship between product and promotion (r=0.68).

Keywords: Marketing Factor/Riceberry/Chiang Rai/Consumer Behavior
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