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ABSTRACT

The objective of this independent study was to investigate the consumers buying behavior
of frozen seafood products in Mueang Chiang Mai District. Four hundred questionnaires were
collected from consumers who resided in Mueang Chiang Mai. The study indicated that most of
the consumers were 20-34 years old female (65.50 %) with Bachelor degrees whose occupations
were employees or official staffs with an average family income of 10,001 — 20,000 Baths/month.

On the aspect of frozen seafood products buying behavior, the respondents preferred
Prantalay brand (39.00%) and based their main reasons of purchasing on cleanliness. Frozen
shrimp was the most popular frozen seafood product with the average buying frequency of once a
month. The products were bought mostly during weekend (Saturday - Sunday) in the evening
(16.00-19.00). The highest preference score on purchasing volume was one bag of 250-500 g at a
price of 101-300 Bahts. TESCO LOTUS was the most visited purchasing venue. The consumers
ranked product price on the top of purchasing criterion and preferred transparent packaging that
allowed visual inspection of the product. Radio and television were the main communication
media that introduced consumers to frozen seafood products. Most of the consumers made their
buying decision by themselves.

The investigation of four marketing mix factors revealed that product factor was the most
concerned. The production and expiry dates must be labeled with some certified standard systems

such as FDA approval, Halal, GMP and HACCP. The location of manufacturing source or plant



must also be clearly stated. The second factor was the distribution venue at which product access
and convenience of transportation and parking space were expected. Price factor was positioned on
the third with the strong focus on products with proper match of price-quality and price-quantity as
well as clear price labeling. Marketing promotion was the last concerning factor on advertising.
The advertising medium should be unique and memorable with cooking demonstration booth. In
addition, the majority of consumers also pointed out that the product price was too expensive and

out of proportion to both quality and quantity.



