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ABSTRACT

This independent study aimed to analyze profile of ready-to-eat food customers in
Mueang Chiang Mai district. Questionnaires were used as the tool to collect data from 100 customers
purchasing the ready-to-eat products of each three following brands: C.P, S&P, and Prantalay.
General data were analyzed by the descriptive statistics i.e. frequency and percentage; while customer
profile analysis was conducted by the inferential statistics i.e. Chi-square. Results of the study were
demonstrated hereafter.

For C.P brand, the customer profile was described as those who were single and worked
as officer/employee of private company who earned monthly income at the amount of 15,001-20,000
Baht. In each purchase, they spent 51-100 Baht for the studied product. Reason of purchasing the
studied product in C.P brand was to be easily-find products and their necessity to eat them. Person
influencing their decision making was the customers themselves. They received news and information
about the studied product from the following channels: Facebook/Instagram/Twitter (including
product publicity through celebrities and food webpages). They also kept track of its news from
newspaper, website of the particular brand of ready-to-eat food, food magazine, food catalog, flyer,
Internet/Social Network (Facebook, Instagram, websites, and etc.) and even visited to the shop of that
particular brand. In selecting this brand, they considered on the availability of preferred menus, the

offer of special promotion, and the cheap price.



For S&P brand, the customer profile was described as those who had education
background in bachelor’s degree and worked in normal working hours. In each purchase, they spend
less than 50 Baht for the studied product. They received news and information about the studied
product from the following channels: Facebook/Instagram/Twitter (including product publicity
through celebrities and food webpages). They also kept track of its news from food magazine. In
selecting this brand, they considered on the satisfied taste and the brand’s fame. At the post-purchase
stage, they felt satisfy with the product.

For Prantalay brand, the customer profile was described as those who were married and
had education background in bachelor’s degree. They worked as officer/employee of private company
and earned monthly income at the amount of 15,001-20,000 Baht. They worked in normal working
hours and resided in detached house. The ready-to-eat product that they purchased was frozen food:
boiled rice and soup recipes menus. They usually purchased the studied product at the quantity of 2-
3 boxes together with beverage. In each purchase, they spent less than 50 Baht for the studied product.
Reasons of purchase were the difficulty to find food in their residential or workplace area and their
necessity to eat them. Person influencing their decision making was the customers themselves. In
general, they purchased the studied product from convenient store. They received news and
information about the studied product from following channels: Facebook/Instagram/Twitter
(including product publicity through celebrities and food webpages). They also kept track of its news
from food magazine, Internet/Social Network (Facebook, Instagram, websites, and etc.). In selecting
this brand, they considered on the size of product package and the brand’s fame. They certainly tended

to re-purchase products in this brand.



