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Abstract

This research article aimed to 1) study the frozen food consumption behavior of residents in
Chaiyaphum Province, and 2) examine the marketing factors influencing their consumption behavior. The
study employed a quantitative research approach. The population comprised 1,113,378 residents of
Chaiyaphum Province, and the sample consisted of 400 individuals who consume frozen food, selected
through convenience sampling. The research instrument was a questionnaire. The statistical methods used
for data analysis included frequency, percentage, mean, standard deviation, t-test and ANOVA.

Findings for Objective 1: The results revealed that the frequency of frozen food consumption
was 2-3 times per week. The most popular category was frozen seafood (26.25%), and the main
reason for consumption was convenience (37.50%).

Findings for Objective 2: Marketing factors influencing consumption decisions included product
(X=4.25, SD = 0.85), price (X=3.85, SD = 0.92), distribution channels (X=3.72, SD = 0.88), and
promotion (X=3.45, SD = 1.02), respectively. Among these, product was the most influential factor,
followed by price and distribution channels, while promotion had the least influence. Hypothesis testing
indicated that demographic factors—gender, age, occupation, and income—had a statistically significant
effect on frozen food consumption behavior. Moreover, marketing factors such as product, price, and
distribution channels showed statistically significant correlations with consumption behavior at the 0.05
level, whereas promotion did not.

Contribution of the Study: The knowledge derived from this research is a model that
demonstrates how frozen food consumption behavior is influenced by both demographic factors (gender,
age, occupation, income) and marketing mix elements (product, price, place, and promotion). The model
can be applied in marketing planning, product development, and communication strategy design tailored
to consumer groups, especially in semi-urban and rural areas where consumption behavior is evolving

alongside socio—economic changes.

Keywords: Consumption Behavior; Frozen Food; Marketing Mix
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