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Abstract— This research aims to study consumers’ perceptimusattitudes toward Hommali Organic Rice Products
for the purposes of market development in Thaildadmmali Organic Rice Products from Thung Kula, -Ebi
Province were used for the case study in this qtedivie researchField survey research was conducted using
guestionnaires to collect data from 440 test suljetho were Thai Hommali Organic Rice Product coners; 240
people were surveyed in Bangkok, 100 people in Kaan, and another 100 people were in Roi-Et. $ebjects were
selected using purposive sampling. Descriptiveisttes and inferential statistics were used in tfeta analysis. The
research found that all research subjects knewnaf bad consumed Hommali Organic Rice Products; kewenly
56.8% knew of Hommali Organic Rice Products speddiff from Thung Kula. They had a low level of agragss in
terms of differences between Hommali Organic Riaaécts from Thung Kula and from other areas andvkrittle
about the distribution of such products from Thifada. This study suggests that marketing commuioicahould be
developed in order to build positive perceptiomsl attitudes towards Hommali Organic Rice Productsn Thung
Kula. As consumers pay a lot of attention to thalth, the selling points of these products shdoddis more on the
benefits of consumption, lack of poisonous substnaod relatively aromatic and soft qualities whempared to
Hommali Rice from other areas. Development of pobdiistribution, marketing, and the domestic madke needed
in order to expand the product’s reach and to beessible for the target group.

Keywords— Attitude, Market Development, Organic Rice, Percption.

[12]. The International Federation of Organic Agitare
1. INTRODUCTION Movement (IFOAM) [13] and USDA Organic [14]

behavior i £ will determined the definition of organic agricultuoebe:
Consumer behavior in terms of willingness to pay or “Organic Agriculture is a production system that

purchasg organic .products depends on cqnsumerséustains the health of soils, ecosystems and pedple
perceptions and attitudes [1], [2], [3], and [4peSially,  |ojies on ecological processes, biodiversity andles
at present consumers are interested in the re&ion  5yanted 1o local conditions, rather than the usénptits
between d'e.t’ food _and health [E_’] and have ConCemMyi, aqverse effects. Organic Agriculture combines
about the risks of illness _and disease f_rom_ f(_)o}j [6 tradition, innovation and science to benefit thearghl
because today many countries are spreading inf@mat ¢ ironment and promote fair relationships and o
about risks from the chemical synthesis on foodipcts quality of life for all involved13].”
[4] and [7]. In addition, many research studiesehav ), Thajland organized organic production begarhi t
revealed that consumers are increasingly aware andgny 1980s when a group of farmers and local Non-
protecé t}:]ell’ health byI fcorc;sumlélg organic products oy ernmental Organizations (NGOs) came together to
Instead the conventional food products 21, 131, [[@]’_ establish the Alternative Agriculture Network (AAN)
[8], [9], [10]. These changes in consumer percestio  (angerson, Lonmo, Schaan, & Schenk) [15], [16], and
and attitudes about organic products are correspoiyd  117] The network aimed to foster sustainable agtire
important for companies to be aware of and empioy i 5ctivism in Thailand [17]. In Thailand, the mainusces
their mafke“”g strategies. _ of agriculture are rice, vegetables, and fruitq [1E5].
Organic agriculture products are a popL_JIar chome f — ppq expansion of organic rice production in Thadlan
many consumers who are aware_of thelr_ health [11].iS supported by The Ministry of Agriculture and
Organic products are not associated with chemicalyq,seratives, especially Hommali Organic Rice, Wik
synthesis in contrast to typical, agro-chemicaldpias famous around the world [15]. Khao Hom Mali Thung
Kula Ronghai is a very famous and unique Jasmie ri
variety known by Thai consumers since it can grow i
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from the Yasothon area) [19] Hence, the Hommali middle of the region. It covers 5 provinces, white
organic rice’s market is expanding the volume in Roi Et, Surin, Srisaket, Yasothon, and Maha Sanakha
domestic market and making most of Thai peopleebett One-third of the area is in Roi Et province [19H486].
know about the special of it. There is a legend that says the Kula people were
Although Hommali Rice is a famous kind of rice in traders in ancient times who were also great fightéth
Thailand and most people known about this, Hommaliexcellent stamina. However, they cried when theytgo
Organic Rice is quite new in the market and différe Thung Kula Rong Hai because it was such a desolate
product attribute from general Hommali Rice becaitise place without water and big trees. Presently thea as
was produced without chemical substances involiuing fertile due to the efforts of the government to elep it
the production process [19]. This distinction edighe  and it is suitable for agriculture especially grogirice
research question of how consumers perceive ard fed26].
towards general Hommali Organic Rice and Hommali
Organic Rice from Thung Kula Rong Hai. Roi-Et i th
major production area of Hommali rice since mor@nth Consumer behavior is a dynamic phenomenon that
30% of Thung Kula Rong Hai area with thousands ricedepends heavily on consumers’ perceptions. Thikes
growers are in Roi Et province. This led Roi-Et\yinze most important psychological factor in the markgtin
got much more supports from government and privatefield because consumers must have a perception or
organizations for many years and resulted in moreattitudes about a product before they are intedeste
advance developed in production and marketing gce purchasing it [27], [28], and [29]. Organic produdh
especially on organic system and products thanrotheAsian markets are less recognized than in the Etkeha
provinces. Therefore, Hommali Organic Rice products[7] and knowledge about such products has a sltavafa
from Roi-Et Province were used for this study. The diffusion. For example, in Bangkok people who had
objective of this paper is to study consumers’ gption bought organic products knew only about organisHre
and attitude toward Hommali Organic Rice and Homimal vegetables [30] and were aware of a little marleditng
Organic Rice from Thung Kula Rong Hai, Roi-Et these organic products [31]. Thus, consumer’s ppiae
Province. The results from this study will be usdtr affects to marketing strategy [32] that can be aatlithe
developing marketing strategies. Following the consumers’ needs, especially, after consumer pesei
introduction part, this paper contains a literatiggiew, the risk from food, they are always try to find thetter
description of methodology, findings, conclusioasd [33] and [34].
further discussion.

2.3 Consumer Perception

Culture’s influence consumption

2. LITERATURE REVIEW Hofstede’'s culture definition refers to the dynamic
process that can drive human social beliefs, create
attitudes, perceptions, thoughts, and responses[13]
Organic rice is a natural growing rice that is mially Hofstede discussed one dimension of culture that is
processed and free of synthetic preservativedjcaati particularly  relevant here: individualism and

2.1 Organic Rice Definitions

sweeteners, colors, flavors and other artificiaditides, collectivism. These play a key role in consumer
growth hormones, antibiotics, hydrogenated oils, perceptions and attitudes [35]. Western cultureg. (e
stabilizers, and emulsifiers while grown [14] arD]. England, Australia) and Eastern cultures (e.g. [@hdj

Specially, this rice is grown without the use ohthetic China) differ in ways that can be classified follogy
fertilizers or pesticides for at least three yearn®r to Hofstede’s cultural dimensions. Western culturesdte
harvest [13], [14], [16], [17], [20] and [21]. Fhdrmore, = more towards individualism than those in the Essta
cover rice seed, compost and other natural festdizare  consumer in Eastern cultures who is part of a
used for maintaining soil fertility, while biologit collectivistic society has more impetus to folloacgl
control and natural pesticides are used for pestrab  trends [36] in the terms of consuming organic f¢®d)].
[14], [15], and [17]. Organic livestock production In this way many researchers reveal that culturans
requires that animals are fed organic feed, havesscto  important factor which affects consumers’ percepgijo

a pasture or the outdoors, and prohibits the use ofttitudes, and consumption of a new product in the
antibiotics and hormones [14] and [22]. Moreovegsin  market [37] and [38].

organic rice products have an organic label to ensu
consumer confidence in their origin [14], [17], [2BR4]
and [25]. Therefore, organic rice definition refeosthe Many research studies have found that not only gend
process and product of organic rice production. and age but also consumer perception and attitagle h
an effect on food consumption behavior [39]. In
particular, consumers who purchase organic prodrets
Khao Hom Mali Thung Kula Rong Hai is the rice vayie  often cognitive of the relationship between foodd an
produced in the Thung Kula Rong-Hai area, extendinghealth [40]. Different opinions about this affect
across five provinces of northeast region, Thailand consumer perception [41], and statistically womea a
Hommali Organic Rice can be brown or white (milled more likely than men to use information about hovbé
rice) [15] and [16]. Thung Kula Rong Hai is an atkat healthy for changing their behavior [40] and [4H].
used to be an expansive, harsh, and dry placeen thgeneral, women make decision to purchase products

Cognitive consumption behavior

2.2 Hommali Organic Rice from Thung Kula
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while comparing the benefits from different choi¢$ province has several attempts to expand Hommali
and [43]. Overall people who are aware of theirlthea organic rice market but it has not been much aecep
will pay extra to get food products with higher ssafer by Thai consumers because of low perception and
standards than conventional products [5]. Consumersttitude.

who regularly purchase healthy products have patson

tendencies and cognitive reasoning that lead them t3. METHODOLOGY

choose healthy food brand products [44] and [45)tit&
other hand, this group of people is only one segroén
the initial market for new food products [46]. lhig
way, consumers’ perception is related to their @ogn
reasoning, which in turn affects their behavior to
consume the organic products [47] and [48].

Field survey research was conducted using
questionnaires to collect data from 440 test subjeto
were Thai Hommali Organic Rice Product consumers;
240 people were surveyed in Bangkok(the capitgl,cit
100 people in Khon Kaen (the biggest city in the
Northeastern region of Thailand), and another 100
2.4 Consumer Attitude people were in Roi-Et (the land of Thung Kuldhe
Hommali Organic Rice is a premium product that has
more value of quality and price than normal Hommali
Rice products, so the samples should live in thg bi
provinces and have high education. Hence, Bangkdk a
Khon Kaen was selected because there are manyepeopl
with high education and high income living thereda
Roi-Et was selected because it is the growing lahd
Hommali Organic Rice. The test subjects were the
consumers who regularly buy packed rice and aware
about organic rice. Purposive sampling was usedefstr

feelings (the affective function, or emotion), aid subjects selection with screening questions pagwxdée

. . . interview. Only Hommali Organic Rice Products from
?Sffze]cts our behavior (the conation function) [5Xda Roi-Et Province were used for this study.

The data obtained from the survey is analyzed using
fundamental descriptive and inferential statistical
methods. The meaning of the mean value in talbd 253
definded as follow :

An attitude is a psychological tendency that isregped
by evaluating a particular entity with some degode
favor or disfavor [2]. In addition, it involves awverall
evaluation that expresses how much we like orkdisiin
object, issue, person, or action. Attitudes arenked, and
they tend to persist over time [49]. In other words
attitudes reflect the consumers’ overall evaluatmi
something based on associations linked to it [58] a
[49]. However, attitude is important because itdgsi
our thoughts (the cognitive function), it influesceur

Furthermore, attitude can be described in ternfg/ef
main characteristics: favorability, attitude acdeitity,
attitude confidence, persistence, and resistang8edbd
[54]. This research emphasizes the consumersudsdtit

as it results in behavior. Attitude is understocl a 1.00-1.80 refers to lowest
rational, choice-based evaluation of the consegsent 1.81-2.60 refers to low
a behavior or a behavior’s subjective utility, asllvas an 2 61-3.40 refers to moderate

estimate of the likelihood of expected outcomes] [55 .
[56] and [57]. Hence, an attitude includes affective (e.g. 3.41-4.20 refers to high
enjoyable or unenjoyable) and instrumental (e.gefie 4.21-5.00 refers to highest
or harmful) evaluation toward a behavior that have
contributed to the level a person possesses 4. FINDING
desirable or non-desirable estimation or behaviou
based appraisal in question [57], [58], [59], [6id
[61]. 74.5% of test subjects were female and 86.6% dfethe

, . were married. Each household consisted of 3-4 mesnbe
2.5 Ma_rket D_evelopment and Hommali organic rice average, with 55.7% of households meeting the
market in Thailand. average. 39.3% had an income around 10,000-20,000

The body of consumers willing to purchase or atgive Baht per month. 21.8% had been educated up tofa hig
seeking organic products is a new market, which isschool or vocational level. Also, 28.6% were rumgnin
developing to suit consumers’ needs [62], and [60].their own business and 45.7% had loyal and sincere
Moreover, it has been found that more informatibowt  personality.
the organic food market, which increases consumers’
organic food knowledge, is important because it
positively influences consumers’attitudes towards
organic food products [2], [63], and [64]. The segsof  All test subjects knew of and had consumed Hommali
market development absolutely bases on strategy ofrganic Rice Products; however, only 56.8% knew of
consumers' perception and attitude creation. Hormmal Hommali Organic Rice Products from Thung Kula. Most
organic rice is high price premium product in detie  test subjects who didn’t know of Hommali Organic®i
market. It can add value to Hommali rice and exipan Products from Thung Kula were young and single with
market potentials as well as increase competitivelow income and their education was at a high sclaool
advantage for doing rice market. vocational level or lower.

Growth of Hommali organic rice market in Thailand The cultivated areas of Hommali Organic Rice where
has been gradually increase for some years withERoi most test subjects familiar with were Roi-Et Praén
province as the production leader. Although Roi-Et followed by Surin and Yasothorn Province respetyiv

A. Personal Data of Test Subjects

B. Consumers' Perception of Hommali Organic Rice
Products from Thung Kula
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Most test subjects had received information about :‘-\BL; 2 lll)ean.andS(andardDen‘ationof Consumers’ Perceptions of Hommali Organic Rice
Hommali Organic Rice Products from Thung Kula at "™ o

exhibitions, followed by seeing the products thelwes No. prm—————— Mean D Levelof Consamers
media advertisementsuch as brochures, internet and perceptions
television respectively. 1. IknowHommaliOrganic Rice,butIdidn'tpay 3.4 1171 High
Most test subjects could not recognize the Hommali atienontoitsorigin.
Organic Rice brand. For those who did, Sue Satthas & ;km“'““““‘”’°‘§"“°R’°°f‘°‘“k°"*‘ & 108 L
R . . . ovince.

most reCOgr"Zed brand of Hommali Organ_lc Rice Tknow Hommali Organic Rice from ThungKula. 333 1.040 Moderate
Product from Thung Kula, followed by Moral Rice and
Rakbankerd brandrhe brands they had ever bought are 4. Iofenreceiveinformationabout Hommali 3.04 0920 Moderate
ShOWn in Table 1 Organic Rice from Roi-et Province.

5. Informationabout Hommuali Organic Rice from 324 0.897 Moderate

Roi-et Province isinteresting and attracts
TABLE 1: Number and Percentage of test subjects that purchased various Hommali Organic Product

) A consumers’ attention.
Brands from Roi-et Province

6.  IsawHommaliOrganic Rice Products fromRoi-  3.07 1.076 Moderate
t Province in sh d supermarkets.
Provinces Bangkok Khon Kaen Roi-et Total e. T suPé : ) A )
Number Percentage Number Percentage Number Percentage Number Percentage 7. T'mconfident aboutthe quality andprice of 348 0846 High
Productbrand Hommali Organic Rice from Roi-et Province.
Sue Sat brand a w070 00 2 148 8. Icandifferentiste HommraliOrganicRicefrom 2,87 1216 Moderate
Rakbankerd brand 15 101 2 13 0 00 17 114 ) . ) .
Khoa PhenYa brand 21 141 1 74 6 10 38 255 Roi-et Province and Hommali Organic Rice from
Unrecognized 32 215 4 16.1 16 107 n 483 otherprovinces.
Total 89 397 38 133 2 148 14 1000 9. Icaneasily find Hommali Organic Rice from i 1.174 Moderate
Note: Subjects could choose more than 1 answer Roi-et Province.
10.  Itendtobuy Hommali Organic Rice fromRoi-et  3.18 1.087 Moderate
Province.

When buying Hommali Organic Rice products, most
test subjects normally look at the label to ensbed the
rice they buy is Hommali Organic Rice. Sometimesyth
receive information from retailers and advertisetsen Ta!')le3 .\Iefm and Standard Deviation of Consumers’ Attitudes towards Hommali Organic Rice from

.. . . . Roi-Et Province
The majority of test subjects buy Hommali OrganiceR
from the supermarket, followed by grocery stored an =

. . g Consumers’ Attitudes Mean SD Level of
then by Hommali Organic Rice Product Shops. G
K . Attitudes
The te.St SUbJe-Cts had a hlgh |eVe| Of avv_arenessltabo 1 Isatisﬂe@\vi(ht‘he\\:idefpread a‘\'ailabili(‘}'of 3.85 0.808 High
Hommali Organic Rice and also had confidence in the Hommali Organic Rice from Roi-¢t Province
quahty and price Of Hommali Organic Rice PrOdUCtS ) I satisfied with the Channel of Distribution of 379 0.848 High

Hommali Organic Rice from Roi-et Province and
these products are easy to find
I satisfied with the variety of brands of Hommali 331 0.746 Moderate

from Thung Kula but they paid little attention tbet
origin of the product. However, they had a low lesk ed with the vaiety of b

. £ diff between Hommall Organic Rice from Roi-et Province.
awareness_ In terms o lrerences € . 4 I satisfied with the price of Hommali Organic 3.17 0.909 Moderate
Organic Rice Products from Thung Kula and Hommali Ritijr;meoi»eervince (about 60-80 Baht
Organic Rice from other areas and knew little atibat e o ] '
distribution of Hommali Organic Rice Products from i sl High
Thung Kula. The results are shown in Table 2. those whohad it before) '

6.  Isatisfied with the packaging of Hommali 3.7 0.761 High
; ; i\ Di Organic Rice from Roi-¢t Provi
C. Consumers' Attitude of Hommali Organic Rice R RS
Products from Thung Kula 7. Isatisfied with the information and details on the ~ 3.62 0.901 High
label of Hommali Organic Rice from Roi-et
Province

The test subjects had a positive attitude tovidmchmali
Organic Rice because it was produced without chalmic
fertilizers, plant growth regulators, herbicides,
insecticides, or additional hormones, and was not
genetically modified (GMOs).

Moreover, they expressed that the products wetg tas
and smelled good with nice packaging and labels tha
provided information and details about the product.

: . L The features of Hommali Organic Rice that the test
The production process of Hommali Organic Rice Wassubjects prefer include its healthy benefits,

considered environmentally friendly and helpful in . tally friend| d safe to e@s sh ;
reducing pollution. Hommali Organic Rice Produdts _erz\t/)llré)zgnena y friendly and safe to e@ts shown in

not contain poisonous substances and are good for
consumers’ and producers’ health. Most test subject
tended to buy Hommali Organic Rice Products from
Thung Kula and would recommend it to other people.

The test subjects were highly satisfied with the
widespread and wide range of produtis shown in
Table 3).
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TABLE 4 Mean and Standard Deviation of Customers’ Decision-making Factors

No. Customers’ Decision-making Factor Mean SD Level of

Significance

1. Ipayattentiontomy health 375 0.720 High

2. Idecidetobuy productsthat are good formy 365 0913 High
health.

3. I decide to buy good quality productsregardless 326 12 Moderate
of price.

4. I decideto buy familiarbrandproductsregardless  2.87 1224 Moderate
of safety.

5. Goodproducts are products that aware of 372 0.850 High

environmental effects.

I decide to buy products which are considered
environmental friendly.

Moderate

I decide to buy products which are consideredto 1.181

use animal friendly processes.

Moderate

Iwill buy products whose quality T have
confidence inregardless of environmental effect

Moderate

5. CONCLUSIONS

It can be concluded from the results of the fialdvey
research as follows:

1) Most test subjects had loyal and sincere
Personality. This will be very good opportunity for
Hommali Organic Rice Products from Thung Kula to
satisfy them and build up good relationship witlerh

from Thung Kula since most consumers currently cann
recognize the brands of Hommali Organic Rice ard th
differences between Hommali Organic Rice Products
from Thung Kula and from other areas. It will beeth
good opportunity for Hommali Organic Rice from
Thung Kula if it can build up high consmuers* pgrtien

at present.

2) Development of product distribution, marketing,
and the domestic market are needed in order toneixpa
the product’'s reach and to be accessible for thgeta
group. Hommali Organic Rice from Thung Kidhould
be distributed to cover all modern food channetshsas
healthy products shop, convenience store, hypemhark
and supermarket. This could be available in theenad
shop aroun the contry and sustainably increase the
competitiveness of Hommali Organic Rice Products
from Thung Kula.

3) As consumers pay a lot of attention to their health
they need safe products. The selling points of Haihm
Organic Rice Products from Thung Kula that showd b
good benefits for consuming, no poisonous substnce
and its relatively aromatic and soft qualities when
compared to Hommali Rice from other areas.

4) A variety of products for examples a rice germ,
drink powder, germinated rice milk, and rice fagatub
powder, etc. should be available in order to meet
consumers’ demand®ackaging and attractive labeling
should also be taken into account make the good

and then make them to be loyal consumers in the neaimage and give valuable information for the constsme

future.

2) About half of consumers knew of Hommali
Organic Rice Products from Thung Kula. This shows
that there is low accessibility and coverage. Thts
need more efforts to develop wider markets.

3) Most test subjects who didn’t know of Hommali
Organic Rice Products from Thung Kula were yound an
single with low income. This is because young
generation cuttently do not pay attention so muobua
their health and find safe products to consume. ¢l
they will increase their care about health and faen
they grow up. The marketers should not ignore thes
group and should try to find their demand and dee
information.

4) Consumers had a positive attitude towld@mmali
Organic Rice. They tended to buy Hommali Organic
Rice Products from Thung Kula and would recommend
it to other people. This result can lead marketedd the
good word of mouth marketing.

5) From Table 3, Consumers had moderate
satisfaction with brands and price of Hommali Oigan
Rice Products. This shows that success of bramgghtmi
influence good pricing policy. Thus, building good
brand image can make the products to get high price

p

6. RECOMMENDATIONS

Recommendations are drawn from this research gtudy
sustainably increase competitiveness of Hommali
Organic Rice Products from Thung Kula as follows:

1) Appropriate marketing communication should be
developed in order to build more positive percepgio
and attitudes toward Hommali Organic Rice Products

NE]
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