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Abstract

The objective of this independent study was to study the attitudes and purchasing
decision of consumers in Mueang Chiang Mai district toward frozen ready made traditional food.
Since the number of population was not known; therefore, the number of the sample was limited
to 400 persons. The methodology of obtaining the information data was the non-probability
sampling technique and the convenience sampling technique. The research tool was
questionnaire. After data collection, the data were analyzed for basic statistical values and written
in the descriptive statistical. The data were presented in terms of frequency value, percentage
value and standard deviation (SD) value as well as the average mean value.

According to the study, it is shown that most consumers are women who are single and
their average age is 39.12 years old. In addition, they have undergraduate degree, working as
government officers, government employees and state enterprise employees with the salary of
10,000 — 20,000 Baht per month, and also have a detached house for living. The overall
knowledge and the understanding of consumers toward the frozen ready made traditional foods
was considered to be at the high level of understanding and knowledge; while the overall feeling
and opinion toward the frozen ready made traditional foods was at the high level (average score

value = 3.93). On the aspect of the consumers’ behavior toward the frozen ready made traditional



foods, the majority was found that the consumers bought the frozen foods regularly
approximately 1-2 times per week and 5-6 times per week in similar proportions. The appropriate
price for the frozen traditional foods should be around 30-40 Baht. Mostly, the consumers
preferred to buy the frozen ready made traditional foods because of the tasting purpose. On the
problem of the frozen ready made traditional foods, it was found that the product problem was
the fluctuation of taste, and the consumers were unsatisfied with the price of the frozen foods,
and the consumers were unsatisfied with the inconvenience of the time of service opening.
Lastly, the promotion problem was found on the discount and the coupon accumulation.
Therefore, manufacturers should improve the marketing strategy of the frozen ready
made traditional food. For the product aspect, the manufacturer should control the consistency of
food quality and continuously develop new products. The product price should be set to suit the
selected raw materials that consumers accept. Products should be purchased easily. Manufacturers
should focus on the distribution of products to customers across the group and to promote the sale

of goods by providing free samples of the frozen ready made traditional food for testing.



