A A ) 97 a : - & v 2 Y o
FOLIDINVIAUAIIVVOT I Wﬂﬂﬂ?'ﬁllﬂ’l3“])'@'E]'WY']?‘VlzLﬁLL‘l‘iEﬂlt‘mUﬂﬂlL‘lN‘Uﬂ\‘]f;llU'iIﬂﬂ

Tudamdaayniaing
2 o o = o
iy HNABUAYT 015NN
W VIMITFININHID AR

d' YV 9 oy
ﬂm%iﬁ‘i&lfn‘iﬂ'lﬁﬂ‘kﬂﬂ]iﬂuﬂ'nlm‘].li’)ﬁiz

o S ar o A |2
WY AsToren e YszrudialFam
= w o
PIIIITTIRUT GRS ATFUANS
gsdyn wendnuus AFIUATT
[P L
unfiage

= - o v A = = & =) 2]

msfniinglszaediie  AnvingAnssumstesimisnsiaulspuritonuds
vosfusTnnluimiammsmns  Tnslfunvaevemiuniesdosurudeynnnduilnn
nguI9g13 UL 300 510 uazthieyaidina 1z TasldadAdens o dsznoudaoniud
fovaz tazAR DY

1 a g (=) =] Y
HamsAnEIUN  weAnsTumsHeemimzaudls jlugtenuiveedui ina
1 [.7] ] (] 19 d’lJ d's} o a :5 ] yé’ 2

ngquiteii dnulngiisnuazinode Iieowsunse waradAgilidens avainiums
Ag d o = 1 4 w a L4 =
o trziamenmsnzaihuudsglisevnnigadie da1 youdnumeussgnum Lused

1 ] ] v
a8 9 mnfiga andngFonnglaledalas Taumfeliniu 2 afs Aedlant iudnnuiy

¥ 1
101 — 200 vIndenss Au3 InndulngiinomisneanlsglugiBenudannTavan neds
Tnsiten]  weunnduaiunmsnsuuuvesauniige  Taodiitdelnizassiudsen
] 3
wazszuniyanaduldde
ol 1 =1 I o ds.J L=}
Hatedutlszaununiemia  Deademsdaduledeomansmnligdusiven

o 4 = 1w t at o o a 9 = e o g
uSaweadus Tnnnguéieislagsmlussduanudwgun Taolledenundndus ansim



wagdumasatimiie naluszdvanuddyinn dwihssdumsdadSunisenin Ino
Tuszduanudngiioo |

lodvdundadaat dusTnnldanudiiyluszduinn Tnoiifleadudesdru saand
Fudusuusn sosaan 14un iwSeamme eu. fuses Thdodwmm fusTaaldnnudhiel

o =4 a1 9 =} ar [= o o T |
FEAUUIN Tavniledugnoniu ﬂﬂ1ﬂl£ﬁﬂ§1§-}ﬂ1cﬁﬂlﬂu !.ﬂu@uﬂ"”lﬁﬂ TOIU llﬂllﬂ g0

o (]

w Y v o t 3 - 9/ o ar ot ~ w gt
uazihsemumsiasiie gusinaldianudidiglussauuingury Taslillododosaiu
Ay =T \nlyry ¥ & HAyw ) 1 o @
go'lany Wududuusn sesann ldun SHudullunisnuosuniode  diuletuaums

1 o~ 3o g o o ar 9t P a1 B LY w
duaumaama Jus Inaldanudifgluszdudes Taofiilvdudessn wilnanuiuiues

s 9 at g9} o [ s 9 ]
fugndvIndeyn ilududuusn sesaan 1Aun ns Tawan



Independent Study Title Consumers Buying Behavior of Frozen Seafood in

Samut Sakhon Province

Author Miss Ansaya Thaworntaweewong

Degree Master of Business Administration

Independent Study Advisory Committee

Mr. Wichamn Sirichai-Ekawat Chairperson

Lecturer Suchanpin Suwanapan Member

Lecturer Boonsawart Prucksiganon Member -
ABSTRACT

The purpose of this independent study was to study the consumers’ buying behavior
of frozen seafood in Samut Sakhon Province. The samples consisted of 300 consumers. The
instrument used for collecting data was questionnaire. The collected data were statistically
analyzed by descriptive statistics based on frequency, percentage and mean.

The result of this study showed that the buying behavior of most respondents was
that they knew and had purchased “Prantalay” brand. The important reason they bought the
product was the convenience in buying. The most favorite type of frozen seafood was fish. The
most favorite packaging was colorful cases. Most of them purchased the food from superstores,
not more than 2 times a week, in the amount of 101 — 200 Baht each time. Most of the
respondents knew the products from television media and the give away promotional campaign.
If there were new brands, they would try and recommend them to others.

The marketing mix factors affecting the decision in buying frozen seafood for the
" consumers had overall mean at the high level. The factor of product, price and place were at the

high important level, while the importance of promotion factor was at the low level.



Regarding the product factor which was rated at high important level, the top two
ranks of the sub-factors were their flavor and certification by Thai FDA respectively. Regarding
the price factor, which was rated at high important level, the top two rénks of the sub-factors were
clear price tags and low prices respectively. Regarding the place factor, which was also rated at
high important level, the top two ranks of the sub-factors were convenience in buying and the
stores that were well-known and trustworthy respectively. Regarding the promotion factor, which
was rated at low important level, the top two ranks of the sub-factors were friendly and

informative staff and advertising respectively.



