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Distribution Channel of Organic Rice Processed
Product: Case Study of Nakornkong Jasmine Rice

Community Enterprises, Nakhon Ratchasima Province
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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

uni

nsudstulugnamnssutnvedlvedadinnsudsdusgrsieios e
IWsuvsslondlaonss Thun 917w inwasns Tasaiadndlseldusudiugy
wilaisnntdn 1iesndensdianmidesgaainanimerniaiiuususiu 49819
nsgnuseUFinumardn uenninainggnesuanatendilusaialan
fiflage gshondadngedinsUszAvlszresiuasineldidesandluaidu
fusznounsmelvgfiduiufiamsuuuasuasasidssduasdieand Snis
anudesnsuilaadnnelulssmadufvindeidesannginssunisuilan
F1gafiiud uaunisvendvesyuruiios (urbanization) agaslsfina
nsutsdurasmatndgeaeslulssmafivgduin andinisuiland
Tuituissdiminszveesldmunsiufvonasegia winisudetuain
pandinfisusitulnsamenistiunagndsiaenarlagiduuudaiu
vhgshalfentunasiuunliilinianislueunn (fengeedogsen, 2561)

v
o @ {

Husat 2555 (Judunn wsughalngliirevenadildfsovas 4
mLmﬁﬁzgmmﬂmﬁumﬁauwé’ﬂmaﬂm Ao nsdseendudiwdalam
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WyngviesiuiithusaunausuAufuszuunsdnns nswan wagn1smain
dieliAinmsudlotgmanueinaunasanumdeudivesnisnssateeld
YuNuRINIENERT1Y nnsidulissyvulugnvuiidiuiinaenadoeiu
SusssunarITinvesviosiiu Samdnnisisnulowouvunasndniasugi
Wales

Mnnuleuedngn Yangmsiauasygiagiusndatuiinsudsgy
nansduriyurulagianigndndue OTOP watuauduaswualdudn OTOP
Wiesdudeswiniuiiannsausyaunnudndald Tnenmsmdymues OTOP
Wnandgmiuitdulsents wu Jgniaiunszuiunisude n1sussyiud
M39819 115505 NIE N mAlulad nsiwuYemen1sind g wae
nsdeasniseaailianinsoiamiwazansefundndueiliunsgiuuay
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Prevsuazmiedudludiotuaning 00i SudEnatelml (du 5nd
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mamaneiunzan Weduilaaldiunsnszdumsnismanmsnudsnluanuian
InAnvesnuBaUsoutaiioundesdn (black box) gunglsianunsaaanziuld
Satunihiivesuevietnnseaia Ao nmsdumindnsazvesiuilnauas
awsaniindnlasudvsnanndssoususg 4 Wieflerdndiuuszanmensaan
#a q Tunsnszdunazaussudesnsvesgninfifudmnglagnies Uade
TdwasievimuniuazngAnssuvefuilan Usnouse 4 Ussms @nsdy Bunded
WAZANY, 2562; Sari & Bayram, 2015) fal)

1. tademeTmusssn (Cultural Factors) Wutladeiidviswaiinanszny
sownAnssuvesiuilaalineunsdign Endiiian dauvsdoseandutamsysy
& (core culture) fans3wsd (sub-culture) Waztumsdsau (social class)

2. Uademnsdany (Social Factors) Hadevnsdeandidsdninase
nsrvaumsdndulavesfuslaa 1wy aseunsy unum wavanun nludeny
Jusiu

3. Uadudruyana (Personal Factors) dadudruyanaiidenanseny
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4. Ya3en19a1udninegn (Psychological Factors) Uaduiidednsna
sanszutunsdnduladeresiuilan laun usegdla (motivation) nssus
(perception) maﬁﬂuf (learing) ANUBLazTiAUAR (beliefs and attitudes)
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TiAnnnueenaseuasedud saudiinnuiilalumsredmieduivoskdn
1D Coughlan, Anderson, Stern, and El-Ansary (2006) Tanumungan
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3. Swalananveds Wuiusuadndmeduaansussianle
Ussnnmilauaiaudnvesanendndue wu Sasdudlidonunnnindud
Ussinvduy s]

4. $ruazainde drsnnviiadinsasniulugiuguey Tesowduay
wiasguuilng 9 viuiadauinig 24 $alue faudndesvialaeidududn
ASnsIMImyuiougs shaxliefesuuazemsguiousie

5. $1udve9tn Srufivnedudutandniiluudiivaieyssinnedis

dntiey Fuddulngazifududifdnailiusgannuaziinaninuiunans
& a v o Na °_
Judumildludinysedniu

N13NNUATEAUYDIYRIINITIAT I eNATuTId1 B uNTSuUsgU

MIANUATEAVVDITDINNNITINUY (the level of distribution channel)
Junsfinnsanisuusyiuaunansneludunsiiauduas i) nssuans
Tududuadoutheangudsludmann fliiiuaunaisas Fondn Yeama
M3Tnsminense (direct channel) Jadedifnasienisimunsiuviusesiures
dosnamsdndmihenandasiiidunisussy @ wayySes, 2560) fil
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1. dnwaemann (Market Characteristic) anwazmaInNAgIvod Al

1.1 aanguslaa (Consumer Market) aanguslnandndoel
TIBUNEELUTIU FaainsdndimieagAoudise N wHusinAlTuILINNLAY
9ENTLIANTLANY

Y v @

1.2 ﬁi’ﬂmu“uaﬂgﬁﬂmmmﬂm (Number of Potential Customer)

Y
a v v o

HAnduaTBuNIIRUTIY dgnA1aiandsdiuiunin Yeenenisindaviieg

Y

ABUT98D

1.3 sgAuN1INTEaen1egia1ans (Degree of Geographical
Dispersion) Hansiusid18unIdulsgy dnquidwanengludminuassivdun
wazdaninlndiAea

2. dnwagduA (Product Characteristic) WandaaI138unIdwUssU

@

£y



MIAFIVINTUYwEAmansuazdaNmans anInetaeysnn U 28 adun 2

90

NEWAAN - AN 2563
2.1 @uA1uslaa (Consumer Goods) AUAIUSINARLAIIUIUTLAU
YDIYBINI YT

2.2 yamsemhevesdum (Product Unit Value) nanstausiiniduisd
wUs3UyafrenIgveduAA1 YoamansindimingAeut1en?

2.3 dnwgmanallnresduA (Technical Nature of A Product)
HanSueid1Bunsdulsglanunsaiuinuideniuw dudbifienuadududou
liveanansdndvenienla

2.4 anudndsitevseanadesivesdudn (Perishable) nansaue
1yaunIdudssuiiongduiAoutneend Yeaman1sdndmingazaeudee

v

3. anwuEYaIAunand (Middlemen Characteristics) fianwaly fatl

3.1 NMSUINISY89AUNaN (Services Provided by Middlemen)
ngulamnaguud1IeNNEAUATAY HANAMIIT1BUNIIUUTIU ATsIdeN
AUNaanau1saliusnIImIanIsaatnfivainateNgnanliaiunsauinis

il WU NsdRESUNIIIaIR N1TIARNWAIILREIEY Wudy

3.2 ﬁﬁuﬂamamma’mﬁﬁﬁaﬂammmﬂQ’wﬁm (Attitude of Middlemen
toward Manufacturer’s Policies) ”Lumm%”’qﬁ'r;:djwamzﬁﬂzwﬂummaaﬂﬂuﬂmn
wszulouisniseanaldiBuiivensudmiuaunats feg HAndavIegAUEn
%au%ﬁ’mma?mﬁ'}Lamnsﬁiﬁ%’uﬁm%mm’ﬁﬁwLLUUpjﬂmmeuLwimmwﬁq Judiu

4. dnwgapanan1s (Company Characteristics) {Junisfiansaunis
Yadusng q melufanisiidnanensmuuadnuIuTEAUALNES Al

4.1 §1ugn9NsERYeINaNTS (Financial Resources) NguiaInia
uyud1IveNNEiuATAY NanduT1IBuNTILUTTY a1unsaliusnisanuy
N5 uLTe uagnIiASFu

4.2 P NANIaluNISUINS (Ability of Management) wagn1sAIUAY
499119 (Channel Control) NAXIAMAIYUVUTIINOUNLAUATA WARAWIN
FduvFduussy funumlumsudmsuazmsmuguiesiuduivesiansi
AUNATMINgagelnaTn
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5. dnwauzn1shUatu (Competitive Characteristic) N13ANMUALDINIS
NSAAIAABINDNTUIYOINNVBIARIITUMEY NELTENMARYLTULIIVENLEAUATAY
nanduat1dunsgulssy desnisiiauaieglndifssivdud1vasguy slu
oaldaunansmuieadu isedosmslidedontoldayan

uATeiRetes

nuUAWS NAuNaT (2558) AnwidoemgAnssunisteduduaznagns
mananaluusiazsomemss et nunidwui (Petmniuridusiazdesna
Fasmmireiinginssunistefiunndneiy Tnglanizeg19beaunansnadiu
wanalunsdentesyuinenguidernududanadislnduasiuniuazdnis
fagunmvesnuesuazasauasudundn 1ummzﬁﬂdmQy%yamumamﬁﬂ?ufﬁm
WENARLAL TFUUANNTN AT BN YATN THAIUABINITYILLNRBNEATNS
Dumdn sufisrves 4551 wauasuns, sy Budsy uwazdhga ensezg
(2562) Anwvszdfiuaudeanisindulunsifmuinuesvesdusznaunis
gsnvguYw: nsdifnwimautadiuanIzudl JmTRaaral Nan1sANYINYI
nusuMsaaTiduaLnTiARans Ao mstmuanguthvany anudesnis
N15UFUU A AN AUAILALYRIMNINTINT MUY SIuTINITVIEFUANIY
maduwesiln/dedsauooula]

Yonandauwes vIdA uarsans (2561) AdnwnsiauInIsSRan
wAnAnusidIBuviudssuiloqun nguiamAeumunumsTquilv dua
Aola gunawlessuns Jwinasuns wud guslnalvianuddnsensidum
ANLEIBNYRIUTIYANe 1ald asidudidaian andildie daudusiand
dmng 8g38Wing 100-200 UM Juseausmilmunzay dmsuniswaun
nsean Wwasludngudmanegugsisnatay dseld 10,000 Aoy
FulU msidulavesmanndianunsaiulnlddnunn nsiauinEn Saeilid

I v

sUsUUTIA INvaNeNaTarfkarussaduet Yeanmenmisnandululuaniud

a a s

nuslaasnguamieuly Wy aandedidey guddmviiedudl OTOP uag

Y

nsimainesulal gavinenisfnwdadeninaneninuiisnelalunisdedunn
Mevdgesiniiin (Tops Supermarket) vosfuslnaluwnngunmuasUsuama
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209 Udvay WBemnsdudl (2557) wuin dadedudemnenisiasiviiedina
somufisnelalunistodudvevdyefiniiin Ineditlhduses Ao nsiiviua
fissftavmndemafumanlduing mafianmesiuswnunnuasvainvany
a9 gavnenuideiiiuandy q dves amsi aaulaniden, asdl vanmes,
YU WA hASTNLAT ASEl (2561) ANWILUINNNITHAILINAIALTNESNETA
18un3d JamingTunt wudr wumeiaunandaieassavidunid

e

fatl 1) msasreenulanau/anuulantyg 9118unsddnnulanmuluny
UNMNHANA U NI UTATHDAILIAZ DY 2) NISHAUINAIALTIAS198TTA

e - ) e

o 4

FreamdnualAendnuaitmudivnagimans aenndestuundssdndugumy
Aignvazlanzvesiuiiidedss venandamuduiugseninsdulsvan
NUANTAAIANULLINATTHAILIAAALTIAS19ATIAT1IBUNI T LABLanIz AU
Poan19n15dnd e arsilunisdvnglusaimanizngy diunisdasy
msnamiun1sieansieasenindneaivesdn o

ad a v

I9N1379Y
UsEINIUAZNGUA2DEN
UL SN TRV iubie

il
Falgrmuneondu 2 guuuu Al

LWUUNENNETY (Mixed methods research)

1. mM%edaUSinas (Quantitative Research) Ussannstunisidendel]
fio Uszmwuiiondeluwmmauiaunsunssivdun Wuginauam quanuies
Felimsrudnnuiuiuey msfmuavnangusiietslignsues Cochran (1977)
a1 szdumudeiuderay 95 leflaumandeu + Sovay 5 (Faen Niuddy,
2552) Yuravesnguiiegeiiduanle Ae $1uau 400 Au Feinuais
nsduiegslagldldauiiazidu (non-probability sampling) 1dunisdu
WUULA1ZA9 (purposive sampling) L‘T]umiLﬁaﬂﬂ@jmﬁﬁﬁﬂﬁ’ﬂmmﬂuﬂmﬁaﬂ
iernunzaulunide viedilvirusiuiedugide

2. MIIRETIRUNMN (Qualitative Research) lagadeinaiinnisduntual
\Badn (in-depth interview) Wwisn1sifiusiusiudeyandngiudsldnisaunun
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fie nguaufivuinldlaguaimdisnisiulsemuomsfianzay wed waz
fiusglevddosnanie Tagermaifioguamdmivauinguaimdvainvae
Uszan 01 ewnsilaidudanieamnsiaty war (2) Ndugateny Ae nauAY
Andoueigudy ewnailoguawiimngdnivggeongisfouduemnsy
5y uararuaNUIITaLAaeTodesiulsnduiiintulddns unaiden
NRUFAIBEIULUUANTIZIIILAS (purposive sampling) 31U 19y 8 AU
saaAu 16 au esnndnuideuazinivins nad1 swaiedisdmiy
mMsdunwaliBsdnmsiidiuon 612 au Weidusumuiivsnzaiunslideya
(s9ud indiyadde, 2557; Carson, Gilmore, Perry, & Gronhaug, 2001)
Tngl¥madianisdunivaluuuislnseang (semi-structured interview) u3e
fienBonin msdunuaiuuudh (quided interview) Faduntsduniwaliid
nanauulineudimegnadutuneuudliidumamainntn uazanunse
favejulddadudnmdaadanudddyiliunannsmumulssunssy
waznfeufiazuiuildvudosdliaonndesiudineuvelidoyandn
wazanunsallumsiivteya nmsduavaluvuidasairadunisgagasen
vosamsdunuaiiuuilasauuasuuuliflassadns @Rdad wuniueaad,
2554)
i3eailafilélunnside
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wisesflefldlunisfiusiuniudeyaileUsunn fe uwuuasua iy

Y
a v QO ¥

a519%uINNIITNUMILL AV B ULar ITe eIt TunsaunuAniily
Tunsfinw & 3 dw el

dudl 1 deyamlvesmeunvvasuanmndunismunudoyaiai
anuwarUssansmans Usenoumie e 818 @n1unm seaunisfine sela
Waze TN

duit 2 FeyangAnssuaudesnislunisuslanemsiilequam uas
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dauil 3 daiausuur AuANTAEITUNSUSLAAR IMSREUA N

uenaninafivsusadoyadnunmanmsunivalidedn S1uau
2 ngu Ao nguil 1 nguiinguaw Tdnanluduniwal 1 2l 15 wil uae
naufl 2 ndufiasong Wnatlunsduntual 1 92l 35 Wit Tneaders 2 ngu
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9ns1e7l 1 uansmanisdnateyaisiudaduiifinadenisdaaula
vilneownaifteaunin FefuslnafiawAaiuindadedunnuazanluniste
uazAuAMsAud aglussiumnudfnmniian wazdauAniiuin dade
fusimmnzan anAmdlaTuIng Sudueae’l Msdaaiumsnaia uas
nszuanufenludeny aglusvivinn duladusmurmnuvainvangvassansio

a a =3 v o w
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