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FACTORS RELATING TO CONSUMERS’ PURCHASING DECISION
BEHAVIOR ON “EZYGO” FROZEN FOOD IN BANGKOK METROPOLIS
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Abstract

This study factors relating to consumers’ purchasing decision behavior on “Ezygo”
frozen food in Bangkok Metropolis. The sample of the research is 385 consumers who have
eaten and bought Ezygo frozen food in Bangkok Metropolis. A questionnaire was used as a
tool to collect data. The statistical method of percentage, mean, standard deviation,
Independent Sample t-test, One-way Analysis of Variance, Multiple Regression Analysis and
Pearson Product Moment Correlation Coefficient were used to analyze the data. Research
findings were as follows most of consumers are female, aged between 26 — 35 years old,
holding a Bachelor’'s Degree, students, and having average income of Baht 10,000 — 19,999
per month. The consumers have an overall attitude to marketing mix in terms of
Porridge/Soup products and Fried rice/Fired noodle at moderate levels, Rice and food
products product and Packaging at good levels. They have an overall attitude to marketing
mix in terms of price at moderate level, place at very good level and promotion at low level.
Their lifestyle in term of activities at moderate level, their interests are at high level and
overall opinion at high level. They have opinions on brand equity in term of brand awareness
and perceived quality at moderate level, brand associations and brand loyalty at high levels.
Most consumers have an average frequency of buying at approximately 4 times within
1 month and average 2 packs at a time. The average amount of money spent on each
purchase is Baht 79.52. The most famous menu is the menu of rice. They consume “Ezygo”
frozen food for their dinner. The period when consumers consumed the frozen food are in

the evening (18.01-21.00 p.m.) and they make the purchasing decision by themselves. The
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consumers have an overall tendency to buy again in the future, at the level of uncertainty
whether or not to buy. There was statistically significant difference in purchasing of Ezygo
frozen food in terms of amount and budget of buying each time in different levels of age
groups. Activity-related and Opinion-related lifestyle correlated to purchasing behavior of
Ezygo frozen food in term of frequency of buying per month is at low level, in the same
direction. Activity-related lifestyle correlated to purchasing behavior of Ezygo frozen food in
term of amount and budget of buying each time is at low level, in the same direction. Brand
equity in term of brand awareness correlated to purchasing behavior of Ezygo frozen food in
term of budget of buying each time is at low level, in the opposite direction. Brand equity in
term of perceived quality, brand associations and brand loyalty correlated to purchasing
behavior of Ezygo frozen food in term of frequency of buying per month is at low level, in
the same direction. The purchasing behavior of Ezygo frozen food in term of frequency of
buying per month related to tendency of buying behavior is at low level, in the same

direction.

Keywords: Frozen food, Purchasing decision behavior, Brand equity
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