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Abstract

This research aimed to examine factors influencing the purchase decision for Homnin Jasmine Rice produced
by the Agricultural Cooperative of Bang Bo in Samut Prakan Province. The study focused on three main objectives:
1) investigating demographic factors, such as gender, age, education level, occupation, and monthly income,
influencing purchase decisions, 2) examining the impact of distribution channels and marketing promotion factors,
and 3) developing effective distribution channels and marketing strategies for Homnin Jasmine Rice.
A mixed-method approach was used, collecting quantitative data from 384 survey respondents and qualitative data
from in-depth interviews with six experts. Descriptive statistics and multiple regression analysis were applied to
analyze the data.

The findings revealed that demographic factors - age, education, and occupation—significantly influenced
purchase decisions at the .05 level. Consumers aged 41 and older with a bachelor’s degree and working in
government or public enterprises were more inclined to purchase the product. Additionally, distribution channels
and marketing promotion factors, such as training sales staff to provide courteous service, direct marketing through
social media, publicizing product benefits, offering special promotions for regular customers, participating in trade
fairs, building a distribution network for indirect sales, and advertising through platforms like TikTok, significantly
impacted purchase decisions at the .01 level. These elements contributed to increased sales and product
acceptance in target markets. Recommendations from this study suggest that developing appropriate distribution
channels and marketing strategies aligned with target demographics can effectively enhance reach and sales for

Homnin Jasmine Rice.
Keywords: Distribution Channel Development, Marketing Promotion, Organic Aromatic Black (Hom-Nin) Rice
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