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Introduction

Rice is a very important food product in providing national food security for the Iranian families. There are
different types of rice in Iran that are selected and consumed by consumers. Consumers are looking for more
desirable features for consumption. The average annual consumption of Iranian rice in Iran is about 1.33 million
tons, while it is 1.30 million tons for foreign rice. One of the most important key factors in the success of
producers is to pay attention to the preferences and tastes of consumers. Any change in the product and service
should be made taking into account the definition of quality from the perspective of the consumer and in
accordance with their preferences and tastes. Existence of foreign rice, especially Indian and Pakistani rice in the
domestic market due to the close quality with similar samples of Iranian production, low price, abundant
advertising and proper packaging, have changed the preferences of Iranian consumers for rice, so, high
consumption of imported rice have raised concerns about creating a kind of loyalty to foreign products. The
quality and variety of Iranian products can be improved by knowing the tastes and desires of consumers led to
increase per capita consumption of Iranian products relative to its similar foreign types and raise farmers’
incomes. Therefore, the present study aimed to identify and prioritize the factors affecting consumer preferences
in the selection of Iranian and foreign rice in Mashhad city.

Material and Methods

Data of 384 rice consumers in Mashhad city were collected using a questionnaire design and surveys
sampling. In the qualitative section, after identifying related factors, the views of experts were examined through
semi-structured interviews and the seven main factors include product appearance, quality, health, price,
packaging, distribution and promotion were identified in the form of 20 variables (sub-factor). In the inferential
analysis section, seven main factors were ranked using structural equations and Friedman test.

Results and Discussion

The results showed that quality, health, product appearance, packaging, distribution, price and promotion
had the greatest impact on the consumers choice for Iranian and foreign rice, respectively. All rice consumers
chose rice to consume, which first of all has a pleasant aroma both before and after cooking, and also does not
have small pieces of rice at the time of purchase and has a suitable taste after cooking. Also, rice health is the
second component that consumers pay attention to, they choose rice that is sure it is organic as well as being free
of toxins and fertilizers. The grain appearance of the product include grain length, post-cooking appearance and
its color at the time of purchase is located in third rank. The next rank is related to product packaging including
packaging type (bulk or package), package appearance and listed information on the package. Distribution of
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rice products is located in fifth rank, which is divided into store location and access to the store. The final
rankings were related to price and advertising such as the type of media, public relations and encouragement to
buy the product. Post-cooking taste, purity, post-cooking aroma, aroma and smell at the time of purchase, post-
cooking texture of rice, and choice of rice type by the citizens of Mashhad city have a negative and significant
relationship, respectively. In other words, those who consume Iranian rice pay more attention to these variables
in their selection than those who consume foreign rice. In choosing rice, the type of packaging and its size are
not the first priorities of buyers, but it plays a significant role in the marketing. Based on our results, if Iranian
and foreign rice are at the same price, consumers tend to consume Iranian rice because of the pleasant aroma and
taste. TV commercials cannot affect consumer choice, because rice is a product that must be seen by the
consumer when buying and the decision to buy is made after checking the rice appearance.

Conclusion
Focusing on producing a healthy product, producing cultivars with better post-cooking appearance,
eliminating government currency and removing foreign rice price bias, as well as focusing on quality instead of

high cost on advertising can improve the level of rice production can enhancing consumer satisfaction as well as
improving the situation of rice production and rural income and employment.
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Table 1- Descriptive statistics of some important variables studied

OB saiwly ()bl s S5 Sl
Statistical characteristics of respondents Abundance
2
193
o (Man)
) 191
(Gender) (Female)
Jo t_‘ 325
ol Cunssy (Married)
Lo FJEs
Marital status 59
( ) (Single)
wled 2j 33
(High school)
(Education level) (Diploma and post-diploma)
Pl g el 238
(Bachelor and higher)
A S 182
(Less than 4 people)
Hgls Lacl slaws a4 148
umber of household members people
Number of h hold b 4 |
5§l e 54
(More than 5 people)
Oleg sabe 2 31 a8 31
(Less than 2 million tomans)
Oleg ke 462 (e 149
gl dalys e (Between 2 and 4 million tomans)
(Household income) Ol selee 6 64y 135
(Between 4 and 6 million tomans)
plos? o3k 6 5 e 69
(More than 6 million tomans)
! 235
Tp Sran gy (Iranian)
(Type of rice consumption) S 149
(Foreign)

Uike slaal :isle
Source: Research Findings
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Table 2- Examining the importance of items affecting consumer preferences in choosing domestic or foreign rice products

B b 315 g5 Jgeasme DL )5 (EAS S puan Sl i 2 g0 sargS S ooy oSl Sxe 1,05l
(Items affecting consumer preferences in choosing domestic or foreign rice o NN co (Standard
product) (Min) (Max) (Average) deviation)
L35l b g 5 enuiS 48 4 el Coenl 1 5 3.758 0.937
(Importance of appearance and taller rice before buying)
Sy il dn @ (S 38 e g 0l Coanl 1 5 4.115 0.875
(The importance of the appearance and height of rice after cooking)
L plKin ) gy 4l dder Sy il Coenl 1 5 3.844 0.889
(The importance of rice grain white color when buying)
(The importance of rice aroma when buying)
L3 K D w9 CandSs g g8y 035 B Cauenl 2 5 4.357 0.758
(The importance of small pieces of rice and uniformity of rice when buying)
ey il dn (o9 ) @ 8l Cuonl 2 5 4.451 0.699
(The importance of rice texture (softness) after cooking)
S I3 235 g e 9365 51 53,55 03litl I el L5 1 8 oM Caponl 2 5 4.461 0.757

(The importance of rice health in terms of ensuring the use of fertilizers and pesticides
and the absence of heavy metals)
Er o5 S5 caenl 2 5 4.346 0.807
(The importance of rice being organic)

B 5 Gl @r 05 e wb g0 > Sl @ B 1 ° 4.669 0.687
(Choosing Iranian rice if Iranian and foreign rice are at the same price)
b s SRl Er 39 S wr Oygo (21 @ Sl 1 ° 1.862 1.246
(Choosing foreign rice if Iranian and foreign rice are at the same price)
B (45) g St 03] o 1 5 3.419 0.990
(Importance of rice package size (bag))
(The importance of the type of rice packaging)
0 DBl 3 &S S Cuenl 1 5 3.693 1.112
(The importance of hemp bag in rice selection)
(The importance of plastic bags in choosing rice)
&l aAls S g 4 gy A ye Coenl 1 5 3.003 1.085
(The importance of supplying rice in bul)
S Ly 99y Mg Joo e b )9S A8 Coon 1 5 4.021 0.956
(The importance of the country or city of production on the packaging)
(3 A (69 oy 03wl (o oy yiag 9 W Jlo A8 Coenl 1 5 4.125 0.911
(The importance of the year of production and the best time to use rice on the
packaging)
S e 89y @ @S G35 U9 38 Caenl 1 5 3.859 0.946
(The importance of stating the nutritional value of rice on the packaging)
S Ll (59) B Ceasd 1 o 1 5 3.977 0.941
(The importance of stating the price of rice on the packaging)
395 oo dtd @y o)) 145 s S50 b olKidg ) £ Conenl 1 5 3.651 1.051
(The importance of the type of store or shopping center from which rice is made)
Tp s sl oy oo g puans ool 1 5 3.406 1.033
(The importance of the route and location of the store to buy rice)
B Jsase bl 3 @il §) s el 1 5 3.724 1.033
(Uncertainty about advertising in choosing a rice product)
s &by Ay s Copmd g0 D151 )3 S0 ol i (90 5,38 b 1 5 2.563 1.184
(TV commercials are more effective in choosing rice for the rest of the media)
E J) 0B g5 0 Ul ki b o (3 IS b 1 5 3.294 0.964
(The effectiveness of the seller's advice to buy a certain type of rice)
B DBl ) g Jl ol g Ky Cengd SS90 S i 1 5 3.146 1.059
(Influence of price discount of a certain type of rice-on-rice selection)
Tpd Sl eds by s 39y 138,50 1 5 3.029 1.073
(The effectiveness of incentive packages for buying rice)
B Jyame by sl e SlplSitiles glao gt (55 2 (92 IS b 1 5 3195 1138
(The effectiveness of holding festivals and seasonal exhibitions to introduce rice
products)

Uiboh slbal sl
Source: Research Findings
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Table 3- The effect of factors affecting consumer preferences in choosing domestic or foreign rice products

WL [E54] BN R W] Slous o 3 | . s =. (FEVR: | P
B b D g Jgae BT 3 o o Olwa S p P doles s e oSl ) P
(Factors affecting consumer preferences in choosing domestic or . (Standard
) . (Min)  (Max) (Average) .
foreign rice product) deviation)
Jyame 2l 1.00 5 3.905 0.740
(Product appearance)
o 271 5 4.463 0.517
(Quality)
el 2.00 5 4.405 0.716
(Health)
o 1.00 5 4.404 0.538
(price)
Sk 1.22 5 3.542 0.532
(Packaging)
Sl 100 5 3.529 0.915
(Place)
&y 1.00 5 3.158 0.734

(Promotion)

Uike el :isle
Source: Research Findings
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Figure 1- Statistical values of t for confirmatory factor analysis of product appearance factor
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Figure 2- Statistical values of t for confirmatory factor analysis of quality factor
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Figure 3- Values of t-statistic for confirmatory factor analysis of health factor
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Figure 4- Statistical values of t for confirmatory factor analysis of price factor
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Figure 5- Statistical values of t for confirmatory factor analysis of packaging agent
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Figure 6- Statistical values of t for confirmatory factor analysis of the distribution factor
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Figure 7- Statistical values of t for confirmatory factor analysis of promotion factor
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