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This research is about Thai consumer behavior on ready-to-cook and ready-
to-eat food in Bangkok metropolitan area. The objective of this study were to
understand Thai consumer behavior regarding ready-to-cook and ready-to-eat food
in Bangkok and the influence of socio-economic factors, knowledge and attitude
factors, marketing factors, and environmental factors on the expense and frequency
of consumer’s comsumption of ready-to-cook and ready-to-eat food in Bangkok.
Focus group technique and a validated questionnaire were conducted in this study.
Randomized sampling technique was used to distribute the questionnaire in grocery
stores, fresh markets, and supermarkets in Bangkok metropolitan area. Data from
1,624 respondents were collected and was coded in EXCEL before being analuzed
using SPSS 17.1 software. The majority of respondents were female with their ages
between 18-60. The majority of them graduated from secondary school, vocational
school, and colleges with incomes between 10,000-20,000 per month.
The researchers found that the respondents paid attention towards ready-to-cook
food and ready-to-eat food on convenience-to-cook/eat, freshness and cleanliness,
product diversity, quality of goods and services, product approachability from nearby
stores/markets. The moderate influential factors were reasonable price, sale
promotion, convenience of pick-up and payment process, polite and knowledgeable
saleman. The influences of friends, spouses, parents statistically affected the
frequency of food purchasing, especially ready-to-cook products. We found that
Television and the Internet were two powerful tools for marketing penetration
strategy.

The research indicated that convenience style of life, parents, and age were
significantly associated with the frequency of both ready-to-cook and ready-to-eat
food. While price, friends, spouse, and boss were highly related with the frequency of
ready-to-cook products, place and internet were highly related with the frequency of

ready-to-eat products. Surprisingly, there was no statistical relationship between food


http://dusit.ac.th/en/content.php?id=82&level=2&id_level2=11

safety and quality and food consumption behavior in both markets. Furthermore, we
found that the majority of respondents had moderate to good level of knowledge
on food safety. However, they still had not good enough knowledge on some topics
in food safety. Urbanization with the emergence of convenience lifestyle enlarge the
markets of ready-to-cook and ready-to-eat products. Some respondents did not want
to buy ready-to-cook and ready-to-eat food products because of the same major

reason regarding uncertainty about the freshness quality and food safety issue.

Keywords: Consumer behavior in Bangkok metropolitan area, Ready-to-cook food

product, Ready-to-eat food products, Influential factors affecting consumer behavior
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