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ABSTRACT

The purpose of this study was to investigate the purchasing behavior of consumers
towards ready to eat frozen food in Mueang district, Chiangmai. The data were collected by
questionnaires distributed to 350 people who used to buy ready to eat frozen food. The analyses
of data were carried out by descriptive statistics. The statistics parameters included frequency,
percentage, arithmetic mean and inferential statistics.

The results indicated the equal proportion of male to female with single marital status
whose age range was between 21-30 years. The education level was Bachelor degree. The
majority of respondents were either employed by privatized company or students and the average
salary was between 10,001-15,000 Bahts per month.

Regarding the consumers buying behavior, most of the respondents consumed ready to
eat frozen food which was produced in Thailand. Ready to eat frozen food box was the most
popular while the frequently purchase food raw material was shrimp. The preferred purchasing
frequency and size was one box of 280 g. because it was the suitable size for one consumption
unit. The expense of each purchase was 60-120 Bahts per person based on the buying reason of
regular consumption preference. The average buying frequency was 1-3 times per month due to

the consumption convenience. The most visited distribution venue was the convenience store



while friends and advertising media were considered as the most influential factor on the
purchasing choice.

The most popular brand name, based on buying frequency, among respondents was
EZY-GO. This was compared to the most recognized brand name of Prantalay whose previous
record indicated that such brand used to be the most purchasing products. The majority of
consumers did not have any brand name in mind before buying. It was also possible for the
consumers to switch from regular purchasing brand name to others during sale price reduction
and sales promotion events.

When market mixing factors of ready to eat frozen food were considered, the respondents
valued all aspects highly. Pricing was the most important factor followed by product, distribution

venue, and marketing promotion aspects.



