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Abstract

This study aims to study the attitudes of consumers. Compare attitudes about
behavior in the purchase and consumption of brown rice consuniption in urban districts.
Roi Et. By personal factors. A district based on gender, age, family status. Average revenue
per month. Education. Of professionals. And number of family members. Sample size of 399
people using the drug formulation to Pune. And using a convenient sampling method. Tools
used in the study was based on questionnaires and statistical analysis of data, mcluding
average cost per cent standard deviation values plain T (t-test) and F-test {One-way ANOVA)
tests compared with a dual approach. LSD (Least Signiftcant Difference), which set the
confidence level of .05.

The results showed that.

1. Consumers who purchase and consume brown rice. Sub-district residents,
most over female in the 26-35 year old married family status, average revenue per month
10,000 - 20,000 baht education diploma / equivalent. The trading career / personal business. 2
family members of people buying and consumption behavior in the brown rice. Most are not
interested in brand brand brand. Reasons for buying brown tice. Reviewed on a regular basis
already. Brand buy brand brown rice the most popular brands are not interested. Reasons for
buying quality meets requirements. Characteristics of popular buying brown rice aroma.
Place to buy brown rice. The super packet. Media that media information brown rice book

party influence purchasing decisions relative frequency of purchase brown rice brown rice




2-3 times per month, Volume buying brown rice in each the opportunity to buy 2 kg of brown
rice when a health problem.

2. Opinions of consumers. The overall level is more. Separate each of the
following. The product's packaging is beautiful, the price is the price can be Negotiable. The
distribution channel is more pﬁce erosion. The market is to promote the release of such
leaflets, exhibition sponsorship issues in the purchase and consume brown rice. The overall
level is more. Sort averages from at least 3 more to find the following sequence of moth and
insect problems, followed by bargain prices can not be. And a purchase difficult.

3. Comparative analysis of comments on the attitudes of consumers about
factors that affect market behavior and consumer purchasing brown rice in urban districts.
Roi Ft in a residential district such as different comments and an overview of all aspects,
including product pricing in distribution channels. And the promotion of market. Not
different. Gender difference. Comments and an overview of all aspects, incliding product
pricing in distribution channels. And the promotion of markets not different. Age difference.
Comments and an overview of all aspects, including product pricing in distribution channels.
And the promotion of market. Not different. Family status, different opinions by different
overview. When considering the price over different‘ parts of the product. The distribution
channel. And the promotion of market. Not different. Average revenue per month by the
different opinions and different images. When considering the price over different parts of the
product. The distribution channel. And the promotion of market. Not different. Education
different opinion on the overall revenue and pricing of products, including distribution
channels. And the promotion of market. Not different. Of professionals with different ideas
and images and more arcas of product pricing in distribution channels. And the promotion of
market, Not different. Number of family members with different opinions, and overall
revenues, including product pricing in the distribution channel. And the promotion of market.
Not different.

4. Feedback about the brown rice to brown rice buying most expensive than

... other rice. Secondary should tenderize. And not easy to prepare. Should find ways to prepare

‘cooked quickly,




