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Abstract
Traditional Lanna rice cracker is one of the famous snacks from the local wisdom of Northern Thai people. The outstanding
feature of the traditional Lanna rice cracker is this native snack has existed for a long time as well as represents the wisdom in food
preservation. It is particularly suitable to be a product of the community that generate income for the family and the community and
to protect and conserve indigenous knowledge. Recently, the traditional Lanna rice cracker cannot develop to satisfy the

requirement of the market. Therefore, this research aims to understand the behavior factors that influence traditional Lanna rice
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cracker purchasing decision making and product design that appropriate to customers of Tumbol Mae-Puka, Aumphur San-
Kamphang, Chiang Mai. Questionnaires were used to collect data and the population of this study is customers in San-Kamphang,
Chiang Mai who consume traditional Lanna rice cracker. Nonprobability Sampling, Convenience Sampling and Purposive Sampling
methods were used to select 200 customers who consume traditional Lanna rice cracker. The results showed that buying behavior
of customers on traditional Lanna rice cracker are focusing on the price factor, frequency of buying is once a month, price per piece

is between 10-30 Thai Baht, an acquaintance or relative influence purchasing decision making. The needs of marketing mix on

decision making to buy rice cracker in overall is in high level ( X = 3.30, S.D. = 0.95) which are in term of product ( X =

3.58, S.D. = 1.11), in term of price ( X = 3.89; S.D. = 0.93), in term of place and distribution channel ( X = 3.09, S.D.

0.87), and in term of promotion ()7( = 2.65, S.D. = 0.90). For product design and development, it is important to focus on the
needs of the customer according to Kano’s model which are 1. Smells as original cracker 2. The shape is flat and round 3. Thin 4.
White color. By the way, the thing that should be disregarded in the development of the marketing mix is making the cracker in
large round plate or various sizes. The hypothesis testing result that different general information on personal characteristics such as

gender, age, education level and occupation reflect no different on the opinion of the marketing mix in decision making to buy rice

cracker with significant level at 0.05.
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