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FACTORS AFFECTING PURCHASING DECISION FOR ORGANIC JASMINE RICE OF
CONSUMER
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ABSTRACT

In the research, the researcher collects the information from 385 consumers who do and
don’'t consume Organic Jasmine rice and analyzed by using the SPSS for Windows. The research on
factor affecting purchasing decision for organic jasmine rice of consumer showed that physiological
factors, product, price and distribution channel affected their purchasing decision at a high level, while
promotion, cultural and social factors at a moderate level. Problem concerning their purchasing
decision were lack of quality assurance of rice, highly cost comparing to other general regular rice, low
numbers of dealers or agencies and investigating from 283 respondents who used to buy organic
jasmine rice and never buy organic jasmine rice, the research found that distribution channel,

promotion and physiological factors affected their decision not to purchase at a high level, while

product, price, cultural and social factors affected at a moderate level, respectively.
Keywords: Organic Jasmine rice, Purchasing decision factor
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Table 1 Conclusion of Hypothesis Testing

No. Hypothesis List Statistical Significance at 0.05 Result of Hypothesis Testing

Sig. Non Sig.

1 Marketing mix factor: production, price, distribution and Accepted
marketing promotion, do not affect the determinants of
consumer’s supported decision making (SDM) of organic

jasmine rice.

- Production factor 0.1 Accepted

- Price factor 0.09 Accepted

- Distribution factor 0.54 Accepted

- Marketing factor 0.73 Accepted
2 Personal factors: Gender, Age, Education and Income do Null

not affect the determinants of consumer’s supported

decision making (SDM) of organic jasmine rice.

- Gender 0.96 Accepted
- Age 0.07 Accepted
- Occupation 0.01 Null

- Education 0.19 Accepted

- Income 0.59 Accepted




Table 1 Conclusion of Hypothesis Testing

No. Hypothesis List Statistical Significance at 0.05 Result of Hypothesis Testing
Sig. Non Sig.
3 Social factors: suggestion from family, relatives, intimate 0.22 Accepted

friends; suggestion from colleagues, schoolmates; and
suggestion from agricultural specialists do not affect the
determinants of consumer’s supported decision

making(SDM) of organic jasmine rice.

4 Culture factors: social value , tradition , do not affect 0.18 Accepted
determinants of consumer’s supported decision making

(SDM) of organic jasmine rice.

5 Psychological factors: attitude and belief do not affect 0.25 Accepted
determinants of consumer’s supported decision making

(SDM) of organic jasmine rice.
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