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ABSTRACT

This independent study aimed at examining marketing mix factors affecting the
purchase of frozen cooked seafood from modern retail shops in Thonburi area. Data collection
was conducted by distributing questionnaires to 300 samplings; then, data obtained were analyzed
by the use of descriptive statistics, composing of frequency, percentage and means.

The findings presented that most samplings were female, aged between 30-39 years,
holding Bachelor’s degree, working as employee in private company, earning personal income
per month at the amount of 10,001-20,00 baht, single and having 3-4 members in a family. The
brand of frozen cooked seafood that they mostly purchased was CP, especially for the shrimp
wonton. The key reason in purchasing the frozen cooked seafood was mentioned to the ease to
consume. In a purchase, the respondents made purchasing decision by themselves with the self
consumption purpose. The places where they mostly purchased the product from were convenient
stores and macro retail stores such as Tesco Lotus and Big-C. They generally spent not over than
50-100 baht in each time of purchase and the range of price per pack was between 30-40 baht.
The thing in need to be put inside the package was spoon/folk. Source of information where the

consumers learned about the product from was television.



The results of the study on marketing mix factors affecting the purchase of frozen
cooked seafood from modern retail shops in Thonbusi area revealed that all following marketing
mix factors affected to purchasing decision of the studied product at high level: the reasonable
price to product quantity for the price factor; the ease and convenience to purchase from general
stores for the place factor; its good taste for the product factor; and the product discount and
premium for the promotion factor, accordingly.

In addition, the findings were presented that problems of all following marketing
mix factors highly affected to the purchasing decision of the frozen cooked food: the
unreasonable price to its quantity for the price factor; its bad taste for the product factor; the
difficulty to find the product from general stores for the place factor; and the lack of food heating

service for the promotion, accordingly.



