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ABSTRACT

The objectives of this study were to: 1) explore condition and problems en-
countered in organic rice marketing operation 2) explore opinions about the efficiency
of organic rice marketing operation of the farmers; 3) investigate factors related to
organic rice marketing operation of the farmers; and 4) develop organic rice marketing
model which is appropriate with the farmers in Upper Northern Region

Regarding the quantitative study, the sample group were 385 farmers growing
organic rice obtained by multi-stage sampling. A set of questionnaires was used for
data collection and analyzed by using descriptive statistics i.e. percentage, mean and
standard deviation and inferential statistics i.e. multiple regression analysis. Results of
the study revealed that the respondents had a high level of opinions about the effi-
ciency in organic rice marketing operation. It was found that there was a relationship
(sig<0.1) between the organic rice marketing operation and the following factors: age,
educational attainment, sideline job, time span of being a farmer group member, at-
tending a training on organic farming , organic farming standards certifying, and informa-
tion perception through online. Besides, there was a relationship (sig <.05) between
the organic rice marketing operation and position in the community/success in or-
ganic rice production. Findings also showed that all independent variables could explain
variance of the dependent variable (marketing operation) for 85.7 percent.
The development of an appropriate organic rice marketing model with farmers in up-
per northern region was carried out by using qualitative study. Drafting by using results
of the quantitative study and related theories and the draft was commented by key
informants who were farmers having experience in organic rice growing for not less
than 2 years and specialists having experience in organic rice and marketing for not
less than 5 years. This was done by using focus group discussion among 12 persons,
issue and question lists were a tool for improvement of the draft. Then, in depth in-
terview was conducted with 27 key informants and interview schedule was a tool. The

obtained conclusion was used for developing the organic rice marketing model and
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proposed to the specialists to inspect and evaluate it for completeness. It was found
that the organic rice marketing model which was appropriate with farmers in upper
northern region consisted of 12 related components. Also it was found that market
concepts consisted of differentiation, values, trust, and relationship, and marketing
strategies included farmers’ strategy, products’ strategy, communications’ strategy,
and consumers’ strategy.

Key words: Organic rice, Marketing, Model, Farmer, Upper Northern Region
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Table 1 Analyze of relationship between the organic rice marketing operation and

factors

Dependent variable

) Organic rice marketing operation
Independent variable

B SEE BETA t Sig.
Sex -012 .056 -.005 -.210 .834
Age -.008 .003 -.064 -2.776 .006**
Education -.424 .087 -.183 -4.844 .000**
Part-time job -.356 .093 -.078 -3.854 .000**
Labor for organic rice farming .003 .004 .022 .895 371
Source of investment fund -1.207E-5 .168 .000 .000 1.000
Organic rice income 1.735E-7 .000 .041 1.359 175
Position in community -.149 .059 -.063 -2.511 .012*
Duration of farmer group member -074 014 -.144 -5.230 .000**
Organic rice training participation .320 .064 .109 5.009 .000**
Organic rice production experience .047 .015 .088 3.199 .001*
Land for organic rice production -.003 .002 -.053 -1.668 .096
Organic rice certify .608 .092 263 6.601 .000**
Receiving news and information-offline 1.666E-5 .000 .020 892 373
Receiving news and information-online .000 .000 .508 12.054 .000**
Constant = 3.337 F = 147.245
Sig F =.000

R = .926 R’= .857

*P<.05*P<.01
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Figure 1 : an appropriate organic rice marketing model for farmers in upper northern region
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