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ABSTRACT

The study of consumer behavior towards consumption of ready to cook food in Mueang
Chiang Mai district using the 6W’s 1H for consumer behavior and marketing mix theories by
questionnaires from 400 respondents in Mueang Chiang Mai district who used to buy or consume
ready to cook food found that the majority of respondents were female with age range between
21 — 30 years whose educations were bachelor degree or equivalent. Their employments were
government employees, state enterprise officers, or government officers with the average salary
of equal to or less than 10,000 Baht.

Regarding the consumer behavior, the person who influenced the purchasing decision the
most was themselves. The purchasing venue of ready to cook food that the respondents visited at
the most frequent were department stores. The principal reason for buying the product was to
shorten the food preparation time. Fried meats (such as pork, beef, and chicken) were the most
popular type of ready to cook food. The purchasing frequency of the product was 2 — 3 times per
month at the amount of 2 — 3 packages each time during the evening with the average expenses of

51— 100 Baht.



On the overall view, the marketing factors which influenced the consumption of ready to
cook at high level included product aspect such as the presence of expiration date, price aspect
such as clear price labeling and reasonable price, distribution venue aspect such as buying
convenient, marketing promotion aspect such as the offering of discount when the specific

quantity of the product was purchased.



