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ABSTRACT

The purpose of this study was to study the marketing mix factors affecting consumers’
decision to purchase frozen food box in Mueang district, Chiang Mai, province. This research was
done by the marketing mix - 4Ps theory and collected the information by distributing the
questionnaires to 400 people in Chiang Mai. It was found that most of purchasers were female,
52.8 percent, the age of 20-29 years, 66.5 percent. Percentage of 75.0 was graduated in bachelor’s
degree. They were high school / university students and private company employers, 46.0 and
22.5 percent, respectively. Their salary was between 3,000-10,000 Baht, 53.8 percent. Single was
78.2 percent. The numbers in the family of 3-4 persons were 61.3 percent.

The overall marketing mix factors were high rated (mean = 4.04). There were main dish
(mean = 4.09), sweet dish (mean = 4.14), price (mean = 3.94), place (mean = 3.96) and promotion

(mean = 4.32). Sequencing of the importances of marketing mix factors affecting on the



consumers decision to purchase of frozen food box, the promotion factor was the most important,
followed by the product factor, place and price factors were the least important. The overall of the
problems of marketing mix factors were high rated (mean = 3.86). They were product factor
(mean = 3.74), price factor (mean = 3.96), place factor (mean = 3.99) and promotion factor

(mean = 3.76).



