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ABSTRACT TE144828

The objective of this independent study was to study the intermediarics attitude
towards selling frozen food products of Pakfood Public Company Limited. The data
collection was conducted by questionnaires census from 33 intermediaries working for the
company. The data were analyzed by using frequency, percentage and mean.

From the siudy, it was found that most of respondents were male, aged between
26-35 years old. They were working in the position of purchasing officer with purchasing
experience of 5-6 yecars. The type of business was hotel’s restaurant. The purchasing
decision was made by team and the final decision was upon the top management. The
order processing was made via telephone more than 4 times per month when it was
nearly out-of-stock.

The cognitive element, it was found‘ that the respondents understood that the
frozen food could substitute the general food. They also understood the process the
frozen food production, ~nd they knew that the frozen food were not fast food. All of the
respondents recognized Pakfood Public Company Limited, while some of them did not
aware of the company’s brand.

The satisfaction element, the respondents satisfied with the average scores of the
marketing mix factors from high to low as follows: Place factor had an average score
at a high level with the first rank on timeliness and fast service. Product factor had an
average score at a high level with the first rank on standard of tastes. Price factor had
an average score at a moderate level with the first rank on price variety. Promotion
factor had an average scorc at a moderate level with the first rank on politeness of sales
representatives.

The behavior element, it was found that the respondents did not buy the food
exclusively from Pakfood Public Company Limited. They forecasted the trend of
consumer purchasing on frozen food would be increas: in the channel of department

stores, and the purchasing amount made by the intermediarics would also be increase.





