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Abstract

This paper aimed to examine the factors affecting decision making
to consume healthy food and to develop distribution channels of the
organic rice processed product. This research used mixed methods.
The samples of quantitative reseach were 400 people of Nakhon Ratchasima
municipality. The statistics in analyzing the data were percentage, mean,
and standard deviation. In addition, in-depth semi-structured interviews
were conducted in Nakhon Ratchasima province. The 16 participants
comprised of eight health-care and eight elderly people. Data triangulation

was carried out to ensure the reliability of the resulting data.

The results showed that the most factors affecting the decision
making to consume healthy food were convenience in buying, product
quality and fair price, respectively. Furthermore, the interview results
showed that distribution through offline and online systems was necessary

for the business performance. This research addresses consumers’
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behaviors on the decision to purchase. The results can be applied by

community entrepreneurs to meet the real needs of consumers.

Keywords: Distribution Channel, Organic Rice Processing Product, Jasmine Rice
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F1gailiindununisveiedivesyuruiles (urbanization) sg1alsfiniu
nsudaduvananatigumelulssmaingatuin aadnisuilaad
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5. anwgNISWUetu (Competitive Characteristic) N15AMUAYBINIG
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fequnmvesnueazaseuniduvdn Tuvusiingudterunaintadiden
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dming agsewing 100-200 v Wusziusifimangan dwmiunisivaun
msean Wzasludangudmnegudgaionansau $5181% 10,000 vi/deu
Tl msidvlavesnatndsannsadulaléddnuinn msfmundnfasilig
JUuvUTivanvaessasALaz IR demmanisaaraiululuaniui
fifuslaninguamienly wu aaadadiden Auddminedud OTOP uay
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As3%easel] WuisnsdTenwuunaunay (mixed methods research)
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1. MsidedUsina (Quantitative Research) Uszynslumsidoassil

Ao Ussvwuiiendelulwameauiaunsuassvdun WudSnguam guanuies

Falimsrusnnuiuiuey msimuntuanguiegnsldgnsves Cochran (1977)

a sedumnanderhferay 95 Tnefiaumeadeu + Sovay 5 (faen Nlvddn,

oo T 1% ° < o aa

2552) vuravengusiegefidiuinld fe 91uau 400 AU FIAIMUATD

n1sdusegnslaglaildananirandu (non-probability sampling) 1umsga
- . & A | dvaw gy -

WUUL1Ea3 (purposive sampling) Wunsidennguiigideldivgualunisiden
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v VA W

Wamnuwinaulumsive wseaniausmiiofukIve
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W3BN15L9591081989R3 e Tneilaun@nusenausiae (1) nguginguain
fio nguauiuinldlaguaiwdaenisiussnuemsianzan wodl uas
fivszlominesrinie Tnsemnsitoguamdvivauingunmiivainvane
Uselan 819 ewnsiteidutiavieomsiau uay (2) ngudaeeny Ao nguau
nSoaegudn emsileguawiiinzdmivggiengiaoniuemsasu
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