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ABSTRACT

Currently, Thai consumers' lifestyle is rush and convenience. Thus, their demand
for convenience frozen ready meal food option is higher. Even there is an opportunity of
selling Japanese frozen ready meals in Thailand, it has still struggled with driving sales vaue
and saes volume in the Thai market. In this study, the researcher intended to investigate key
factors influencing consumer purchase decision of Japanese frozen ready meals food in
Thailand in term of quality products, price, brand image, marketing communication, promotion
incentive, product knowledge, and product packaging.

This study applied survey methods to collect the data from 895 respondents who
have experienced purchasing Japanese frozen ready meals food in any brands. The researcher
used descriptive statistics and factor analysis. The result of key factors influence consumer
purchasing decison that are perceived quaity, marketing communication and sales incentive.
Nevertheless, athers factor showed that most respondents usually have it for dinner, they think
sizing of product influenced them to buy and their family influenced them to buy it. So, the
researcher suggests the marketing team to create campaign as follow: sampling taste activity,
product review by socia media influencer. Another activity is do sales promotion such as get
limited premium goods promotion.

KEY WORDS: Japanese Frozen Food/ Frozen Food/ Ready Meals Food/ Consumer
Behaviour
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CHAPTER
INTRODUCTION

The food industry is steadily growing and being transformed by changing
demographics and consumer behaviour. People around the world, especially in urbanizing
Asa, are buying different types of foods because of lifestyle changes, work hours increase,
traffic worsens, and more women work outside the home. Referring to a recent Future
Market Insights report, demand for frozen ready meals is expected to be growth in the
future. Due to the fact that this market in a global cold chain and growing complexities
in production of frozen ready mealswill continueto bein place. It will expand at amoderate
CAGR of 4.3 percentage and bring in estimated revenues worth over US$ 47 billion
(Schug, 2018).

In Thailand, the food industry has contributed approximately 23% of the
country’s GDP. For Thailand’s food industry, including local consumption and exports,
is one of the largest net food exporting countries in the world and the second in Asia
with afood trade balance at a record value of USD 16.7 billion in 2016 (BOI, 2017).
Currently, urbanization and modernization lifestyles are the main drivers of the double-digit
growth rate in frozen ready meals. In addition to an emerging market’s Thailand demand,
it is also an essential production base for ready meals. Significantly, the country is the
ninth largest ready meals exporter in the world by accounting for a 3.7% market share
in 2016. Thailand's consumption is expected to reach 270 million in 2017 (BOI, 2017).

In case of the study, it would be focused on Japanese frozen ready meals
food. For this reason, Japanese food has been booming globally since the 2000s. Also,
Japanese food is accepted substantially in Thailand. To effect that there are more than
2,126 Japanese restaurants overall Thailand, and two-thirds of these were located in
Bangkok. To indicate that the number has increased by 20% every year since 2007
(Manusya, 2017). In term of Japanese frozen ready meals food, it is developed from
the trend of eating Japanese food at restaurants in Thailand. It has an opportunity that
the Japanese frozen ready meals food should be more developed in the future.



Nowadays, the lifestyle of peoplein Thailand is rush and convenience. It is
able to see that busy Thai consumers are increasing so that they do not have time to
cook, more women work outside, and the average size of family declines. It affected to
pre-cook meals, like Japanese frozen ready medls, are more accepted. Being that a greater
share of the population who lives in the condominiums of Bangkok both urban areas
and suburb areas. In addition to rural areas is becoming industrial clusters, traffic jam
worsen and more family members work outside and their demand for convenience
frozen ready meal food option is higher.

Even thereis an opportunity of selling Japanese frozen ready mealsin Thailand,
it has still struggled with driving sales value and sales volume in the Thai market. A
company has started to sell its products such as Gyoza, Kani Alaska Crab Stick and
Stir Fried Ramen since October, 2018 in local modern trade all of Thailand. As aresult,
it has been not quite successful in selling them in the retails.

The benefits of finding the important factors influencing to consumers
purchasing decision Japanese frozen ready meals in Thailand are essential for a company
does not know that it should develop its products, price, packaging, marketing
communication, distribution channel, and technology. Additionally, it should learn
about buying consumer behaviour. When the outcome of this study will be finished, it
is able to gain increased sales value and sales volume in its Japanese frozen ready
meals food. On the other hand, the company is able to create more brand awareness.

Hence, the objective of the study is to find the key factors influencing to
consumers purchasing decision Japanese frozen food in Thailand. To avoid that build
business and marketing plan in the wrong way. The study will be analysed and interpreted
the information given by the information and the findings which are set as the following
research objectives;

1. To discover the magor influence of Japanese frozen ready meals food in
terms of quality products on consumers purchasing decision.

2. Todiscover the magjor influence of Japanese frozen ready meals food in
terms of price on consumers purchasing decision.

3. To discover the mgjor influence of Japanese frozen ready meals food in
terms of brand image on consumers purchasing decision.



4. To discover the mgor influence of Japanese frozen ready meals food in
terms of marketing communication on consumers purchasing decision.

5. To discover the major influence of Japanese frozen ready mealsfood in
terms of promotion incentive.

6. To discover the major influence of Japanese frozen ready meals food in
terms of product knowledge.

7. Todiscover the mgjor influence of Japanese frozen ready meals food in
term of product packaging on consumers purchasing decision.

For this study, the researcher is willing to explore consumer purchasing
decision for Japanese frozen ready medls foods and to discover the key factors influencing
of consumers buying decision in terms of qudity products, price, brand image, marketing
communication, and promotion incentive. Moreover, to discover the important factors
influencing of product packaging in terms of graphic, size and shape, information e ements,
and technology.



CHAPTERIII
LITERATURE REVIEW

In this chapter will be provided that the theories and the concept are a
relationship with the variables used in this study. There are mainly consists of three
sections. The first section is theories includes definitions and ideas from other researches
and then it is related to the literature review, which is the selected variables that will
be studied in terms of each factor. Lastly, it is related to summarize the information
and the key findings as previously studied as well.

The chapter would be explained and focused on consumer purchasing behaviour,
perceived quality, price sensitivity, brand image, promotion incentive, marketing

communication, product knowledge, and product packaging.

2.1 Consumer purchasing behaviour

Condgdering to Kotler and Keller (2011) in the concept of consumer purchasing
behaviour, it is related to the consumer and the decision processes of purchasing and
using products and services. Purchasing behaviour of consumers is fundamentally related
to why they make and which factors that affect their decision to purchase. To response
the satisfy consumers' need and want. So, Schiffman and Kanuk (2007) noted that consumer
behaviour involves selection, purchase, and consumption of goods and services.

Firstly, consumers are likely to find the products and services that they would
like to consume. Basically, they are looking for those products and services which make
them better benefits, and after choosing the products and services, they also think of
the money which they can spend for them. Lastly, for making the decision of consumers,
they tend to identify the price of the products and services. For instance, firstly, culture
is apart of society and the impact of culture on buying behaviour transfer from country
to country. Thus, to analyse that the different culture's impact with each group which

is very important as for consumers buying behaviour. Secondly, socia classes might



be changed by consumers buying behaviour. For example, when the lower classes
make the decision to buy the products and services, they are considering of the price;
in contrast, upper classes consumers are likely to be attracted to elements such as features,
innovation and the quality of the products. Thirdly, personal can explain that lifestyle
and occupation. To note that the lifestyle each person could be included in all of
activities, interests, values, and opinion. The lifestyle might be impacted by buying
behaviour. Particularly, it can see a health-conscious consumer prefer to consume
hedlthy products. Moreover, the occupation also has an essentid influence on purchasing
behaviour. As an illustration, a career level as a manager tends to buy business suits,
on the other hand, a low-level officer in the same company are more likely to purchase
working clothes. Fourthly, the psychologica consist of motivation, perception, learning,
beliefs, and attitudes. These factors impact on consumers by developing buying behaviour
since each person has a variety of needs such as physiological needs, biological needs,
socia needs and so on. In addition to influencing the purchasing behaviour, there are
other factors such as social class, cultural, personal and psychological factors. Therefore,
companies understand the consumers of buying behaviour and meet their perception of
consumers need and requirements in order to launch the quality and acceptability of

the products and services.

2.2 Perceived quality

As Kawlath (1969), Box (1984), and (1984) stated that a product can fulfil
its functions as following to the degree and provided the needs of the consumers as well.
To imply that it is not necessary to provide one best quality for all consumers. Actually,
the quality judgment might be depending on the needs of consumers. If a consumer’s
need change, a quality evaluation will change as well. For instance, consumers who
are concerning about green environment, they are like to think a product, contained by
plastic packaging, is not well qualified.

Referring to perceived quality, the product’s perception is based on the
quality attributes (Wimmer 1975; Kupsch et al. 1978; Etgar and Malhotra 1981; Jun
and Jolibert 1983). The products perception might well differ from objective redlity

since consumers have perceived mistakable information. To indicate that categorization of



attributes can be used to the meaning of perceived quality systematically as following
Wierenge (1983). To brief, it can separate into three classes: sensory, instrumental and
expressive attributes. In particular, sensory attributes refer to sensory aspects of food
products such as taste, texture and flavour. For instrumental attributesis related to the
functions of food products have to perform. Like, the specific nutritional components
in the content and type of food, and user-related aspects such as spreadable margarine
and the thickness of syrup. Besides, expressive attributes refer to symbolic aspects of
the product. For instance, a person would like to express distinction, exclusiveness and

sobriety after consuming a certain food product.

2.3 Price sensitively

In term of the price of the product, as the economic theory said that it reflects
its value for the consumer. Each person might react differently to prices change and
there are typically perceived alevel of price sensitiveness. Regarding to Rudnicki (2000),
the main elements are related to consumer, market, and product.

The fact that Thiendgj (2015) states that Hoyer et al, an important theory is
explained while making a purchase decision of consumers, it is not much effort if the
value of the particular product is lower. It islikely to a price as a ssimplifying. That is
to say, consumers are likely to choose the cheapest brand or the one on sale because
the products are inexpensive and frequently buy. It can describe that the process of

making a decision is shorter and easier.

2.4 Brand image

According to Faircloth (1996)' s noted, brand image is atheoretical introduction
to consumer behaviour and represents to al the brand’s marketing activities. Generadly, it
is seen that brand image effect to consumers perceived to the brand. Indeed, the brand
image is an essential variable effect to be a successful market for a firm's products or
services. Even consumers unlikely to be a favourite brand image, the company can

create consumer purchase behaviour or intentions. To create brand images should be



clear and distinct which has submitted to marketing strategies; for instance, brand
extending into new product categories.

With regard to Keller (2008) stated that consumers can identify products
or services from a brand, including a symbol, name, design or experience. In addition
to branding can help consumers to reduce their uncertainty of product quality level and
also brand image could build the value of the product in several ways. For instance, to
help consumers to process information, differentiate brands, create reasons to buy, give
positive feelings, and increase the reliability of the product. As Keller and Lehman
(2006) told that there are many benefits of product and company caused by a good brand
image. For example, it should be reduced cost of advertising and helped to be beyond
its competitors if the company has a good brand image. In particular, it is important
that the food industry has a good brand image and a well-known brand. It could attract
consumers intention first because of the reliability of the product (Silayoi and Speece,
2004).

2.5 Promaotion Incentive

The business often uses promotions to incentive consumers purchasing decision
and increase sales. In a short period of time, the promotion could various incentives to
motivate immediate consumer purchasing reaction (Kotler, 2000). McCarthy and Perreault
(1984) stated that the promotion does not seem like the advertising to prompt interest
or intention with consumers who are making a purchase. Thus, the objective of promotion
is to create the stimulate desire, keep consumer loyalty and build more sales volume
(Pride and Ferrell, 2000).

When consumers see the products as sold a a lower price, they would respond
to the incentive of saving and their intention. So, they purchase the products suddenly.
To indicate that the promotion could affect the great incentive values. It seems likely

to consumer usually choose promotional products.



2.6 Marketing Communication

According to Orzan (2007), currently, afirm cannot be limited to the production,
distribution and marketing of products and services, but it involves in a number of
activities, strategies and many communication with the market information, potential
consumers, and aso influence purchasing behaviour and consumption. There are multiple
channels of communication to convey a consistent and transfer message about the company
and its products (Kolter, 1999). However, marketing communication was devel oped

and influence directly to purchase and consumption behaviour (Popescu, 2003).

2.7 Product Knowledge

As Beatty and Smith, 1987 described that consumers perception towards
certain products that includes previous experience of using the product which means
product knowledge. Basically, consumers who are higher product knowledge have
better memory and recognition than consumers who are lower product knowledge.
Thus, they are aware of the importance of product information since they tend to make
a decision on product quality. On the other hand, consumers with their lower product
knowledge are normally used extrinsic cues such as brand or price to evaluate items.

To summarize, product knowledge could affect consumers purchasing decision.

2.8 Product Packaging

The study’s framework is considering several visual elements of packaging
product that effect to consumer purchasing decision Japanese frozen ready meals food.
There are four terms would be identified as follows;

In terms of graphic that visual on packaging product, it is able to see that
Ahmed et a. (2014) noted it is a necessity to have graphics on the package such as
colour and design. It pretends to consumer buying behaviour because consumers do
not have much time to consider and the decision making the process of buying a product.
Thus, the graphic could catch their attention to the product. Abdullah et a (2013) explained
that the product display on a shelf at store that cloud be a big part of attracting the



consumers’ interesting. For instance, the consumers do not look at the graphics on the
package as a boring layout or colour, and then they might choose and pick up other
products. It is likely to show that the graphics on the package are one of the essential
impact factors in the consumer purchasing decision. Referring to Schiffman and Kanuk
(2007) consumer buying behaviour, the process of making a decision when they
evaluate a product.

Secondly, in case of the size and shape of product packaging, Thiendg (2015)
stated that the size and shape could give consumers a convenience to carry or handle.
Furthermore, clarifying visual demonstration of consumers to make volume judgements.
Thus, consumers would respond to different size and shape in the way individually. As
Silayoi and Speece (2004) described that the packaging size and shape is stronger when
consumers do not know product quality. It caused consumers to have judged the package
whether it is better value for money or not.

In terms of information elements on packaging product, it is influencing to
labelling and packaging on purchasing behaviour. The researcher, Sial et d. (2011) noted
that the label which is written on the package or a product should contain the brand
name and the ingredients as well. In addition, other researchers, Kupiec and Revell
(2001) stated firmly that written information on the packaging should assist a consumer in
making decisions; for example, cooking direction, nutrition facts, expiry date, well-
explained shelf life and so on. Considering that consumers are aware of the information on
the packaging when they buying the food products. On the other hand, the information
might be provided with the misleading contents or inaccurate information.

Lastly, the impact of product packaging for technology. To mention by
Mahgjan et a (2013), the technology on packaging such as innovative packaging actually
might add more value to the product. To meet consumers satisfaction, it should be
recyclability, easy-to-open, easy-to-store, easy-to-carry, and unbreskability. For a marketing
tool, innovative packaging can create a good brand image.



10

CHAPTER 11
RESEARCH METHODOLOGY

Basically, this chapter describes an overview of the research methodology
used in the research and research design is needed when the researcher would collect
the data.

3.1 Research Method

The researcher uses a quantitative approach. A survey is the research technique
for collecting data from respondents in order to obtain information and insight on the
research objective. The survey is related to ask people for information through a
guestionnaire that distribute on paper and digital media such as social networks, email,
QR codes or URLs (Bhat, 2019). Basically, the respondents are supposed to complete
on his’her own. Therefore, the questionnaires in this research were translated from
English to Thai and also shown in two languages, which are English and Thai. For
most of the respondents as Thal, they prefer to use Thai in daily communication. Thus,
the questionnaire in the Thai language should be created to need them to involve as
well as more interest from them easily. .

To begin with, collecting the data after selecting the methodology as the
first step. For the final processis an analysis of the data and reviewing and summarising it
asrelating to the stated problem.
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3.2 Respondents

3.2.1 Population

Considering to this research, the target population was the consumers who
have purchased the Japanese Frozen Food Ready Mea category; for instance, Oishi,
Ajinomoto, Thailand’s 7-Elevens and CP ready to eat which is only as Japanese food
style.

In Thailand, the lifestyles of people are changing to urbanization and
modernization. It would like to know the Thal population in each region what factors
influencing consumers purchasing decision. Therefore, it would be separate that seven
region group such as Greater Bangkok, Central, Eastern, Northeastern, Northern,
Southern and Western. The chosen area is like economics cities and big cities. For the
reason, people, living in these areas, the trend to spend a lot of their time at the office,
business area, or in transportation and also they are most likely to have less time for
shopping and cooking. The Japanese frozen ready meals food could offer some great

convenience for consumers in these areas.

3.2.2 Sample Size

The purpose of this study is to collect the information from a number of
given respondents who have purchased any brands. Y et, their brands are the products
related to Japanese frozen ready meals food.

As Comfrey and Lee (1992) mentioned that the adequacy of the sample
size is evauated approximately on the following scale: 50-very poor; 100-poor; 200-fair;
300-good; 500-very good; 1000 or more-excellent. In addition to Guadagnoli and Velicer
(1998) stated that the minimum sample size might be rather than subject. To purpose
that the item ratios are more relevant. From previously mentioned so that the researcher
decided to apply more than 400 respondents as the sample size for conducting this study.

All the respondents who were asked to specify their experiences and to evauate
the set of question in the questionnaire by using 1-4 scales as following: 1-strongly
disagree; 2-disagree; 3-agree; 4-strongly agree. In the main part of the survey, concerning
the quality products, price, brand image, product packaging in terms of graphics, size,

and shape, information elements and technology.
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3.3 Data Collection

As following the purpose of the research might be collected the information
by an appropriated method.
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CHAPTER IV
DATA ANALYSISAND FINDINGS

In this chapter, the researcher provides the data analysis process and concludes
the findings which are analysed. In every analysis process of all data is used by the
SPSS program. The researcher collects all data which has been analysed from the
online survey done in Thailand. Mostly, the online survey was released in the big city
of each region.

There are two sections which is provided the information. The first section
is a descriptive analysis which explains the demographic data of the respondents and
demonstrates purchasing behaviour information of respondents. The second section is
factor analysis in order that the researcher finds the key factors influencing on purchase

decision Japanese frozen ready meal food.

4.1 Descriptive Analysis

According to Zikmund (2003), he explained it could use the descriptive
statistical technique in order to describe the character of the population or samplesin
research. Thus, a demographic profile and general information of the respondents which
are applied from the descriptive analysis. General knowledge is provided by summarizing
from the population and samples. In part of the demographic characteristics in this study,
it is utilized to illustrate the target population in Thailand who have ever experienced
purchasing the Japanese frozen ready meals food by using frequency and percentage
data.

4.1.1 Descriptivefor Demographic Factors
In term of demographic information includes gender, age, and employee
status, average income per month, marital status, region, and member of the household. In

summary, there are 895 respondents who participated in this survey and the researchers
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present the respondents’ profile by using the frequency distribution and percentage in
the following tables;

Table4.1 The Analysisof Gender used by Frequency and Per centage

Statistics Frequency (N) Per centage (%)
Male 485 54.2
Female 410 45.8
Total 895 100.0

Table 4.1 shows the analysis of gender level using frequency and percentage
of al respondents in this study. The researcher found out among the 895 respondents,
485 respondents are male and the female is other 410 respondents. The percentage of
themaleis 54.2% and female is 45.8%.

Table4.2 The Analysis of Age used by Frequency and Per centage

Statistics Frequency (N) Per centage (%)

Below 20 years old 6 0.7
21 — 25 yearsold 178 19.9
26 - 30 yearsold 316 35.3
31 - 35yearsold 234 26.1
35-40yearsold 101 11.3
41 - 45 yearsold 43 4.8
45 - 50 years old 8 0.9
Above 50 yearsold 9 10

Total 895 100

Table 4.2 as shown the analysis of age level using frequency and percentage.
In total of 895 respondents, it demonstrates that the range of age below 20 years old
are 6 respondents that contribution is 0.7%. The age between 20 and 25 years old are
178 respondents that take 19.9% contribution. Then, the age between 26 and 30 years
old are 316 respondents. It is the highest contribution that is 35.3%. For the second
highest contribution, it is the age between 31 and 35 years old are 234 respondents as
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26.1%. Later, the age between 36 and 40 years old are 101 respondents at 11.3%. The
age between 41 and 45 years old are 45% that takes 4.8% contribution and the age
between 45 and 50 years old is 8 respondents as 0.9%. The other 9 respondents are
more than 50 years old that takes 1% contribution.

Table4.3 The Analysis of Employee Status used by Frequency and Per centage

Statistics Frequency (N) Per centage (%)

Student 27 3.0
Employee of Public Sector 40 4.5
Employee of Private Sector 774 86.5
Self-employed 42 4.7
Unemployed 8 0.9
Retired 4 0.4

Total 895 100

As shown in Table 4.3, it shows that among a total of 895 respondents, 27
respondents are students as 3% contribution. For an employee of the public sector, itis
40 respondents as 4.5% contribution. The largest contribution is an employee of the
private sector, 774 respondents and 86.5% contribution. Then, the 42 respondents are
sef-employed as 4.7% contribution. The unemployed are 8 respondents as 0.9% contribution.
The other 4 respondents are other groups as 0.4% contribution.

Table4.4 The Analysis of Average Income per Month used by Frequency and

Percentage
Statistics Frequency (N) Per centage (%)
Less than 15,000 THB 328 36.6
15,000-25,000 THB 411 45.9
25,001-35,000 THB 63 7.0
35,001-45,000 THB 36 4.0
45,001-55,000 THB 17 19
55,001 - 65,000 THB 10 1.1
65,001 - 75,000 THB 5 0.6
More than 75,000 THB 25 2.8

Total 895 100
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Referring to table 4.4 the analysis of average monthly income, the researcher
found out the total is 895 respondents. It shows that there are 328 respondents as in
group less than 15,000 Thai Baht as 36.6% contribution. Then, an average monthly
income between 15,000 and 25,000 Thai Baht is 411 respondents that take the highest
contribution as 45.9%. The average monthly income, between 25,001 and 35,000 Thai
Baht are 63 respondents. It takes 7% contribution. For average monthly income between
35,001 and 45,000 Thai Baht, there are 36 respondents as 4% contribution. Later, the
average monthly income between 45,001 and 55,000 Thai Baht is 17 respondents that
take 1.9% contribution. Next to the average monthly income between 55,001 and 65,000
Thai Baht is 10 respondents as 1.1 % contribution. Follow by average monthly income
between 65,001 and 75,000 Thai Baht which has 5 respondents or 0.6%, and The latest
group of the average monthly income more than 75,000 Thai Baht are 25 respondents

or 2.8% contribution.

Table4.5 The Analysisof Marital Status used by Frequency and Percentage

Statistics Frequency (N) Per centage (%)
Single 601 67.2
Married 294 32.8
Total 895 100

As indicated in Table 4.5, it shows that among total of 895 respondents
which are 601 respondents as a single status. It is the highest percentage that is 67.2%.

The other respondents are 294 who are married or 32.8% contribution.
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Table4.6 The Analysisof Region used by Frequency and Percentage

Statistics Frequency (N) Per centage (%)
Greater Bangkok 362 40.4
Northern 82 9.2
Centrd 92 10.3
Northeastern 153 171
Eastern 91 10.2
Western 9 10
Southern 106 11.8

Total 895 100

Based on Table 4.6 the analysis of region used by frequency and percentage.
To indicate that the most contribution of all region is Greater Bangkok. There are 362
respondents or 40.4% contribution. In the Northern region are 82 respondents or 9.2%
contribution. For the Central region, there are 92 respondents and takes 10.3% contribution.
Then, the second contribution is the Northeastern region which are 153 respondents or
17.1% contribution. In the Eastern region, there are 91 respondents and takes 10.2%
contribution. The smallest contribution is Eastern region which are 9 respondents or
1% contribution. Lastly, there are 106 respondents in the Southern region and also take
11.8% contribution.

Table4.7 TheAnalyssof Member of Household used by Freqguency and Percentage

Statistics Frequency (N) Per centage (%)
1—-2 person 144 16.1
3 —4 person 407 45.5
5—6 person 256 28.6
7 —8 person 63 7.0
9—10 person 19 2.1
More than 10 person 6 0.7

Total 895 100
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As Table 4.7 shows that the member of the household, it demonstrates that
total respondent 895. There are 144 respondents who have 1-2 person in their family.
It takes 16.1% contribution. The highest contributions 407 respondents or 45.5% who
have 3-4 person in their household. The second contributions are 256 respondents or
28.6% who have 5-6 person in their household. Later, there are 63 respondents or 7%
of 7-8 person. Thisis following by 19 respondents who have 9-10 person in their family.
It is taken a 2.1% contribution. The other 6 respondents are more than 10 people in

their family or 0.7% contribution.

4.1.2 Descriptive Analyssfor Consumer Purchasing Behaviour Factors

In term of purchasing behaviour factors, it uses the descriptive statistical
model to explain the purchasing behavior of the population or samples in this study.
So, it has applied the purchasing behaviour information of respondents to the descriptive
analysis. In this study, it could utilize the data to describe the behavior about purchasing
Japanese frozen ready meals food by the use of frequency and percentage data.

Referring to total 896 respondents, it is collected information which includes
the frequency of purchasing Japanese frozen ready meals food, the meal period that
respondents usually purchasing Japanese frozen ready meals food, they usually spend
on Japanese frozen ready meals food for one serve, the price preference of the Japanese
frozen ready meals food, the influence factorsin term of product sizing and the influences

around the respondents as following tables;

Table4.8 The Analysis of the Purchasing Frequency of Japanese Frozen Ready
Meals Food on Average Week used by the frequency and per centage data

Statistics Frequency (N) Per centage (%)
Seldom 750 83.8
1-2times a week 95 10.6
3 —4times a week 35 39
5 -6 times a week 12 1.3
Everyday 3 0.3

Total 895 100
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As table 4.8 the analysis of the purchasing frequency of Japanese Frozen
Ready Meals Food, it indicated that the highest percentage is 83.8% contribution and
there are 750 respondents who are seldom purchased Japanese frozen ready meals food.
For 1-2 times a week, they are 95 respondents as 10.6% contribution. Later, there are
35 respondents who have purchased Japanese frozen ready meals food for the 3-4 time
aweek and takes 3.9% contribution. There are 12 respondents who have purchased Japanese
frozen ready meals food for 5-6 times aweek. It is taken 1.3% contribution. The other
3 respondents or 0.3% are purchased Japanese frozen ready meals food every day.

Table4.9 TheAnalyssof the Meal Period that the Respondents usually Purchasing
Japanese Frozen Ready M eals Food used by frequency and per centage data

Statistics Frequency (N) Per centage (%)

For breakfast 125 14.0
For brunch 46 51
For lunch 98 10.9
For dinner 420 46.9
For break 175 19.6
For every meals 3i 35

Total 895 100

From Table 4.9, the frequency of the meal period which the respondents
usually purchase Japanese frozen ready meals food. For breakfast meal, there are 125
respondents or 14% contribution. The 46 respondent purchase Japanese frozen ready
meals food for brunch as 5.1% contribution. Then, 98 respondents purchase Japanese
frozen ready meals food for lunch. The highest contribution is 420 respondents or 46.9%
purchase Japanese frozen ready meals food in dinner time. Next to the 175 respondents or
19.6% contribution usually purchase Japanese frozen ready meals food for between
meals. There are 31 respondents usually purchased Japanese frozen ready meals food

in every meal and then it takes a 3.5% contribution.
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Table 4.10 The Analysis of the Frequency which the Respondent Spend on Japanese
Frozen Ready Meals Food for One Serve used by frequency and per centage data

Statistics Frequency (N) Per centage (%)
Lessthan 50 THB 201 22.5
51-100 THB 548 61.2
101- 150 THB 103 11.5
More than 150 THB 43 4.8

Total 895 100

Based on Table 4.10 the analysis of the frequency which spends on Japanese
frozen ready meals food for one serve. It indicates that there are 201 respondents who
spend on it less than 50 Thai Baht. The most spending on Japanese frozen ready meals
food between 50 and 100 Thai Baht is 548 respondents or 61.2% contribution. Then,
The 103 respondents spend on it between 101 and 150 Thai Baht and take 11.5% contribution.
Thelast contribution is spending on it more than 150 Thai Baht as 4.8% contribution.

Table4.11 The Analysis of the Price preference of the Japanese Frozen Ready
Meals Food used by frequency and per centage data

Statistics Frequency (N) Per centage (%)
Lessthan 50 THB 349 39.0
51-100 THB 461 515
101- 150 THB 69 1.7
More than 150 THB 16 18

Total 895 100

As per above table 4.11, it shows that the price preference which is less
than 50 Thai Baht is 349 respondents or 39% contribution. The highest price preferenceis
between 51 and 100 Thai Baht which are 461 respondents or takes 51.5% contribution.
The price between 101 and 150 Thai Baht which has 69 respondents or 7.7% contribution.
It is more than 150 Thai Baht which are 16 respondents or 1.8% contribution.
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Table4.12 The Analysis of the Influence Purchasing in term of Product sizing
used by frequency and per centage data

Statistics Frequency (N) Per centage (%)
No 149 16.6
Yes 746 834
Total 895 100

In term of product sizing as Table 4.12, it shows that the sizing of Japanese
frozen ready meals food influence to the 746 respondents and takes 83.4% contribution.
The other respondents are 149 respondents. They do not think the sizing of the product
affects them.

Table 4.13 The Analysis of the Influence Purchasing Decision in term of I nfluencer

used by frequency and per centage data

Statistics Frequency (N) Per centage (%)

Family 427 47.7
Friends 255 28.5
Celébrities 59 6.6
Social Media Influencer 109 12.2
Self 28 31
Others 17 1.9

Total 895 100

Referring to Table 4.13 which is the analysis of the influence purchasing
in term of influencer, the most influencer that is family by 427 respondents or 47.7%
contribution. There are 255 respondents or 28.5% who think friends can influence them.
The 59 respondents think that celebrities affect their purchase decison. The third contribution
which are 109 respondents or 12.2% thinks socid mediainfluencer. There are 28 respondents
or 3.1% think they can influence a purchasing decision. Lastly, there are 17 respondents

think other influencers affect purchasing decision. It takes 1.9% contribution.
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4.1.3 Dexriptive Analyssfor Key Factors|nfluence Purchasng Decision

Asdl descriptive statistics are either measures of central tendency or measures

of variability. To help people understand the meaning of the analysed data. So, it uses

two measures use graphs, tables, and general discussions. To measure central tendency

describe the center position of adistribution for a data set. A person anayses the frequency

of each data point in the distribution and describes. It is using the mean, median, or

mode, which measures the most common patterns of the analysed data set.

In case of key factors influence purchasing decision in term of marketing

communication and perceived quality, it uses descriptive statistics to measure the mean of

variables in two key factors in order to analysed which variables are most influenced

consumers purchasing decision as follows:

Table 4.14 The Descriptive Analysis of the I nfluence Purchasing Decision in term

of marketing communication by mean

Statistics Mean
| would buy Japanese frozen ready meals food which | know product 3.03
previously
I would buy Japanese frozen ready meals food because | often see the 2.99
product review
I would buy Japanese frozen ready meals food because | often see 2.97
adverting on television
I would buy Japanese frozen ready meals food because | often see 2.96
advertising on online media such as facebook or youtube.
| would buy Japanese frozen ready meals food when | see adverting at 2.94
the point of sales
I would buy Japanese frozen ready meals food when | get a suggestion 291
from a product consultant
| would buy Japanese frozen ready meals food because | often see the 2.86
out of home advertising such as outdoor media or media on the building
| prefer Japanese frozen ready meals food packaging which thereisa 2.80
brand ambassador’ s picture | like
| would buy Japanese frozen ready meals food because | like a brand 2.77

ambassador
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As table 4.14, it shows that the most important variable in term of Japanese
frozen ready meals food when marketing communication is “I would buy Japanese
frozen ready meals food when | taste it previously” which mean score is 3.03. It
explain that consumers agree with this activity. Later, “I would buy Japanese frozen
ready meals food because | often see the product review” which mean scoreis 2.99. It
shows that consumers somewhat agree with the activity. The last top-three important
is“l would buy Japanese frozen ready meals food because | often see advertising on
television” which is 2.97. It demonstrates that consumers dightly agree with this

activity.

Table 4.15 The Descriptive Analysis of the I nfluence Purchasing Decision in term

of perceived quality by mean

Statistics M ean

| prefer Japanese frozen ready meals food which has the clean ingredients ~ 3.40
| prefer Japanese frozen ready meals food which is good taste 3.40
| prefer Japanese frozen ready meals food which has a quality control process 3.39
| prefer Japanese frozen ready meals food which has rich nutrition 3.33
| prefer Japanese frozen ready meals food which made from safety meat 3.29
| prefer Japanese frozen ready meals food which does not have the 3.23
artificial flavors

| prefer Japanese frozen ready meals food which has fresh vegetables as 311
raw material.)

Referring to table 4.15 which serval variablesin term of perceived quality,
it shows that “1 prefer Japanese frozen ready meals food which has the clean ingredients’.
The mean score 3.40 which means consumers somewhat strongly agree with it. Besides,
“1 prefer Japanese frozen ready meals food which is good taste” which has the same
mean score. The top-three important variable is “| prefer Japanese frozen ready meals
food which a quality control process’ that shows mean 3.39. It could explains almost
strongly agree with it.
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4.2 Factor Analysis

Basilevsky (1994) stated that factor analysis is the exploring correlational
structure among the variable from a set of closely related models intend. In the 20th
century, the better part of a data analytic technique which is used by factor analysis
(Spearman, 1904). Referring to Rummel said that factor analysisis used for examining
patterns of interrelationships, data reduction and exploring relationships in new scopes
of interest, and mapping construct space. It could provide representation for a behaviora
relationship in consumer purchasing decision Japanese frozen ready meals food. There
are forty-five attributions from six factors which the researcher provided on the survey.
Based on the results of factor analys's, the researcher concludes the key factors influencing

the consumer purchase decision of Japanese frozen ready mealsin Thailand asfollows:

4.2.1 TheFinal Significant Factors

Lewith, Jonas, and Walach (2010) stated that a scree plot used to determine
the number of factors or the principal components in the analysis. This study has been
three significant factors which are demonstrated by the scree plot and rotated component

matrix as follows:

Scree Plot

Eigenvalue
T

iy = 0

1 T T 1 T T T T T T T T T T T T T T 1
1 2 3 4 5 6 7 8 9% 10 M 12 13 14 15 16 17 18 19 20

Component Number
Figure4.1 The Scree Plot of Factor Influencing Consumer Purchasing Decision

Japanese frozen Ready M eals Food
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Asascreeplot isshownin Figure 4.1, it demonstrates the scree plot isa clear
separation as a component number between 3 and 4 by cutting at 3.

Table 4.16 The Final Factor of Influencing Consumer Purchasing Decision Japanese

frozen Ready M eals Food

Rotated Component Matrix?

Component
1 2 3

| would buy Japanese frozen ready mealsfood because|  |.858
often see the out of home advertising such as outdoor ™
media or media on the building.
| would buy Japanese frozen ready meals food because| 821
often see advertising on television.
| would buy Japanese frozen ready meals food because| (818
like a brand ambassador.
| would buy Japanese frozen ready meals food because| 805
often see advertising on online media such as facebook or 1 factor.

Marketing
youtube.

Communi-
| prefer Japanese frozen ready meals food packaging which 798 — cakion

there is abrand ambassador’s picture | like.
I would buy Japanese frozen ready meals food because| 797

often see the product review.

| would buy Japanese frozen ready meals food when | see 766
adverting at the point of sales.

| would buy Japanese frozen ready meals food when | get a[.722
suggestion from a product consultant.
| would buy Japanese frozen ready meals food when | taste 645
it previously.
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Table4.16 The Final Factor of Influencing Consumer Purchasing Decison Japanese

frozen Ready M eals Food (cont.)
Rotated Component Matrix?

Component
1 2 3

| prefer Japanese frozen ready meals food which .908
has the clean ingredients.
| prefer Japanese frozen ready meals food which .902
has a quality control process.
| prefer Japanese frozen ready meals food which 2nd factor: 874
IS good taste. Perceived
| prefer Japanese frozen ready meals food which quality 854
made from safety meat.
| prefer Japanese frozen ready meals food which .823
has rich nutrition.
| prefer Japanese frozen ready meals food which .810
does not have the artificial flavors.
| prefer Japanese frozen ready meals food which — .615
has fresh vegetabl es as raw material.
| prefer to buy Japanese frozen ready meals - .788
food when thereis a“buy two pieces for
discount” promotion.

| prefer to buy Japanese frozen ready meals Bt tor: .766
food when thereis a“buy two, get one” Preotion
promotion. Incentive

| prefer to buy Japanese frozen ready meals .730
food when thereis a“get limited premium
goods’ promation.

| prefer to buy Japanese frozen ready meals 725
food when there isa* discount only for
member’ s store” promotion.

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 5 iterations.
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Figure 4.16 as shown that Rotated Component Matrixa, it indicates that
there are three key factors influencing the consumer purchasing decision of Japanese
frozen ready meals food as follows:

Thefirgt factor is related that the quality of the product which is six attributes
asfollows: clean ingredients, quaity control process, good taste, safety mest, rich nutrition,
and fresh vegetable as raw material.

The second factor is the marketing communication factor. It shows that seven
essential attributes as follows: television media, online media, a brand ambassador’s
picture on food packaging, the product review, advertising at the point of sales, asuggestion
from a product consultant and tasting the product previously.

The last factor, the promotion incentive, is an important factor as well. There
are four attributes as follows: buy two pieces for discount promation, buy two get one
promotion, discount for only member’s store promotion and get limited premium goods

promotion as well.
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This chapter contains the conclusions as the researcher found out the key

factors and recommendations depended on the previous chapters about the factors

influencing the consumer purchasing decision of Japanese frozen ready meals food. In

general, the researcher provides a summary of demographic factors, the summary of

consumer purchasing behaviour, the summary of factors analysis and also offers

recommendations for further study in this business.

5.1 Conclusion

Table5.1 Summary Results of the Highest Percentage and Frequency in each

Factor of the Demographic

Demographic Factor Characteristic Frequency (N)  Percentage (%)
Gender Male 485 57.2%
Age 26 - 30 yearsold 316 35.3%
Employee Status Employee of 774 86.5%
private sector
Average Monthly Income 15,000 - 25,000 411 45.9%
THB
Marital Status Single 601 67.2%
Region Greater Bangkok 362 40.4%
Member of Household 3 - 4 person 407 45.5%

Based on Table 5.1, the results from 895 respondents. It is shown that the
highest frequency and percentage in term of gender is male which is equal to 57.2%

(485). The majority age range that is between 26 and 30 years old which is equal to
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35.3% (316). The most employee status of the respondents is employee of private sector
which isequa to 86.5% (774). The highest average monthly income range of the respondents
is between 15,000 and 25,000 Thai Baht which is equal to 45.9% (411). The majority
material statusis single which isequal to 67.2% (601). The highest group of the respondents
is Greater Bangkok which shows 40.4% (362). The latest, the highest member of the
household is 3 - 4 person which is equal to 45.5% (407).

Table5.2 Summary results the consumer purchasing behaviour factor which is
shown the highest frequency and per centage

Frequency Percentage

Consumer Purchasing Factor Characteristic
(N) (%)

The frequency of purchasing Japanese Seldom 750 83.3%
frozen ready meals food
Themost medl that respondents usudly Dinner 420 46.9%
purchase Japanese frozen ready meals
food
The most of spending on Japanese 51-100 THB 548 61.2%
frozen ready meals food
The price preference for purchasing 51- 100 THB 461 51.5%
Japanese frozen ready meals food
The sizing of Japanese frozen ready Yes 746 83.4%
meals food influences purchasing
decision
The influencer group effect on Family 427 47.7%

purchasing decision Japanese frozen
ready mealsfood

As Table 5.2 indicated that most respondents seldom purchase Japanese
frozen ready meals food. It is equal to 83.3% (750). They usually purchase Japanese
frozen ready meals food for their dinner which is equal to 46.9% (420). In term of the
price factor, it shows that the most purchasing in the range between 51 and 100 Thai
Baht that is equal to 61.2% (548). It seems likely that the respondents prefer to buy
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Japanese frozen ready meals food in the price range between 51 and 100 Thai Baht
which is equal to 51.5% (461). Conversely, it is shown that the price preference of the
percentage slightly drop from the usual purchase of Japanese frozen ready meals food.
The factor of Japanese frozen ready meals food sizing influences the respondents
which are equal to 83.4% (746). Another factor is family, which is the highest

frequency and percentage, influencing the respondents’ purchasing decision.

Quality Product

Promotion Incentive

Figure 5.1 The summary of key factor influence consumer purchasing decision of

Japanese frozen ready meals food

5.2 Recommendations

According to the findings of this study, the researcher would like to suggest
from the previous results by using the descriptive analysis and the factor analysis. The
objective of the study isimproving the sales performance of Japanese frozen ready meals
food so that the researcher has some recommendations with details below;

It is likely to state that the price and sizing factor could affect the consumer
purchasing decision. To suggest that the Japanese frozen ready meals food in the business
firm should set the price point suitable for the products and in the present the number
of member’s household increases as a smal family so it might be affected on purchasing
decision of the sizing of the product.

In term of the key factors that influence consumers purchasing decision of
Japanese frozen ready meal food, the researcher would like to recommend that this industry
should have high product quality because the consumers still ook for the quality in the
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food industry in especially the frozen ready meals food. Then, the researcher would
like to suggest the marketing team should do intensive marketing communication because
the consumers often purchase Japanese frozen ready meals when they taste it previoudly,
the product review previoudy and advertisng media. For the last suggestion, the marketing
and sales team should provide saes promotions. There is four important sales promotions
effect on consumer purchasing decision; buy two pieces for discount promotion, buy
two get one promotion, discount for only member’s store promotion and get limited

premium goods promotion.

5.3 The Further Future Researcher

It would be suggested to the widening scope of study which will be useful.
There are two pieces of advice; the first one is to find out deeply in term of the sizing
of the product which effects on consumer purchasing decision and the second, it is very
interesting that analysis in term of the brand ambassador could influence consumer

purchasing decision as well.
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Appendix A: Questionnaire

v v 1]
uwdisnihiviisnsnademsdaduladosmsgiuusuiandoumululszmalng (A survey of

Factors Influencing Consumer Purchase Decision of Japanese Frozen Ready Meals Food
in Thailand)

The purpose of this survey is to study the factors influencing consumer
purchase decision of Japanese frozen ready meals food in Thailand. The questionnaire
is developed by a Master of Management student of College of Management, Mahidol
University, to serve as a part of an individual research study.

The questionnaire will take less than 10 minutes to complete. Please read
carefully and fill out the entire questionnaire. Your response will be treated anonymoudy
and used for study only.

Thank you for your participation.

9 v

uuvdeunwtitaiiu TaenAnylsyanIn Ineaomsiams unaneraeuiag
A = v Aaa a 1 Q= dy A [~ 9
odAnuladeniionsnademsaadulageomisaiuusuianionmululszmalng
9 o 1 a =1 a <3 1 < I @ A
suvaeunwz ldarlumsi ldnu 10 i AnuAamuve Uz N DITuANAUINE

Y
15113 I Temniy

4 Y 1 1
yougunlinnusmle lumsasuuuuaounINAL
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AdUN 1 MONAANTDI

niaAUR I WLDUEITIAIUA1

(Section 1: Screening question Instruction: Please answer the questionnaire as
below.)

1. vimmﬂcﬁammm‘jﬂu!,m%u%qw%’ewmmﬁauw?a"lwm
(Have you ever purchased Japanese frozen ready meals food?)
O A8 (Yes)
0 'aine/ UVDUA U MHUTUMIALIANNO VULV T (No / Thank you for taking the time

to complete this survey)

aouN 2 meunall (Section 2: General Question)

NIANABLAIINIVLEITINAHAI
(Section 1. Screening question Ingtruction: Please answer the questionnaire asbeow.)

] dy A [~ 9 A A 3 Il o
1. ‘VITHG]iE]011’?15i‘gﬂ‘ulLGISLL"lNW‘ifJiJﬂ1HLﬂaﬂﬂﬂix‘lﬁﬁ)ﬁﬂQWW?
(How often do you purchase Japanese frozen ready meals food on average week?)
Y
O 11U 9 A59 (Seldom)
v
v 1 [ 4
O 1-2na5vaedUait (1-2 times a week)
Y
v 1 [ 4
O 3-4 A59nodala1 (3-4 times a week)
v
[ [ 4
O 5-6 ATIAOAAIN (5-6 times a week)
nﬂ’iu (Everyday)
a dy A [~ Y ) o dy
2. Tasdnamudemsqijuusulanionmudiviuio la?
(When do you usually purchase a Japanese frozen ready meals food?)
2 Y
F¥o5u3eMUAII0IH (For breakfast)
2 Y
F¥o5U1l5¥NMUFIeae (For brunch)
2 2
F¥o5U1/58MUFINa19TU (For lunch)
4 o & .
Fo5U5TNIUF DM (For dinner)

Y Y
¥95U1UTLNMUYI9UDI19 (For break)

O O O 0o oo

&
NNUD (For every meals)
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3. ﬁwuﬁﬂﬂzc‘ﬁaammﬁﬂum}u%qw%’eumuﬁmmﬁm%”uwﬁwim?
(How much do you usually spend on Japanese Frozen Food that serve one person?)
O vPn3150 UM (Less than 50 THB)
O 51-100u7 (51 - 100 THB)
O 101-150 110 (101 - 150 THB)
O 11nNI1 150 VN (More than 150 THB)
aouil 3 : mawiladuma q Aensnademsdedud

(Section 3 : Factors influencing purchase decision of product Question)

9
v A

% a <3 1 1 o W 1 @ a J 1 o
Iﬂﬁmﬁ@ﬂigﬂU931Nﬂﬂlﬁumﬂﬂﬂ1uﬂﬂﬂ%ﬁ]EJLLG]EW‘H’JGIQJ}E] IﬂﬂW%Wﬁﬂ!?LﬂﬂlWﬁl@\illﬁﬁ%iZﬂﬂ JU
I oA N < < oA L
1-liiudaoee1909 2-Tiiuda0 3-HUAE 411 UA20001989 (Please indicate to what extent
you agree or disagree with 4-point Likert scale (1-strongly disagree; 2-disagree; 3-agree; 4-strongly

agree) of the following statement.

adaegg AidnEnanemsveduAI1veIn

(Factors influencing your purchase decision)

v Y A [~ 9 A o dy v d @
ﬂu@@Qﬂ’lﬁ@’lﬁ13@141‘!!,!,5])'!!,51]\‘1W3@11“]/]']uvwlﬁm'léﬂ']ﬂﬂi@ﬁ@?ﬂﬁ@ﬂﬂﬂ

(I prefer Japanese frozen ready meals food which made from safety meat.)

v Y A TGS 9 ~ (= A o 4
2. ﬂu@ﬂﬁﬂTﬁ@TﬁﬁﬂJﬂuu%H}\‘lWi’t’)iﬂmlﬁ/]llullﬁiiﬂqﬁﬂﬁu@’ﬁmiT%‘ﬁ
(I prefer Japanese frozen ready meals food which does not have the

artificial flavors.)

'
v AA v

9 A (] 9 < @ a
3. AUARINIB M UuBITINIT oMU RUAnaATluIngA (1 prefer

Japanese frozen ready meals food which has fresh vegetables as raw material.)

v 9 A [ 9 A A
4, ﬂu&ﬂﬂﬂﬂﬁ’éﬂ‘ﬁ1§ﬂluquu!L‘lfle\‘lW§@3Jﬂ1uVI3Jﬁ’JuWfffll‘ﬂﬁ%’mﬂ (I prefer

Japanese frozen ready meals food which has the clean ingredients.)

v Y A [~ 9 A 1
5. ﬂu@l’ﬂ\iﬂWiﬂ"I‘Vi"liﬂJu‘]J‘u!LGIfLL"’lNWS’O‘JJW'IMTINﬂﬂ‘!ﬂTVINIﬂGBuTﬂ"ISq\‘]

(I prefer Japanese frozen ready meals food which has rich nutrition.)

o Y A [~ 9 A a
6. ﬂu@l’ﬂﬂf‘ﬂi’é]"l‘l”i"liﬂ]u‘]J‘u!L“IﬂHJ\‘lWS’Oilﬂ'luﬂNﬂ?ﬁﬂ?ﬂﬂﬂﬂmﬂWWﬂWiWﬁ@]

(I prefer Japanese frozen ready meals food which has a quality control

process.)
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Uodeaaq Nidnswanemsvedumivesnm

(Factors influencing your purchase decision)

v Y A [~ 9 A an
ﬂu@]ﬂﬂfﬂi@Tﬁ1'ﬁUuTJ‘H!LGHLLGU\‘]W'if)ﬂJ‘ﬂ1u‘VIiJ§ﬁ°]ﬂﬂﬂ (I prefer Japanese

frozen ready meals food which is good taste.)

@ tﬂy A [~ Y A 1 )
ﬂu“ﬁﬂﬂ“ﬂﬂﬂWﬁﬁﬂJﬂuLLGI)'LLGINWi’f]i]“I/ITL!LiJ’E]iJiTt’Jﬂ"Iiﬁ\‘]LﬁﬁJﬂﬁ‘U"lfJ

1 9
HUVAATIAHHITY (I prefer to buy Japanese frozen ready meals food

when there is a “price-off for a piece” promotion.)

Y] dy A 1 3 9 A 1 A
ﬂu%@ﬂ%@@ﬁ‘i’i"ﬁﬂujﬂ'l&LLGU!,L"U\1‘W5’EJ111/]"I‘L!L?J@Mﬁ"lflﬂﬁﬁﬁlﬁﬁllﬂ"lﬁﬂt’l

Y 1 1
WUV TN (I prefer to buy Japanese frozen ready meals food

when there is a “buy one, get one” promotion.)

10.

] dil A 1 o 9 A A I A
ﬂ‘Ll"11?2)‘]J"J)"E)EJ1‘1’715ﬂul11’L!LL“]ﬂ,L"llxiWif]iJ‘Vl'luLiJE]llﬁTc’lﬂ1ifT\‘]Lﬁ'ﬁJf‘ﬂiGlﬂEJ

Y 1
HULFOHDIULDUNILS (I prefer to buy Japanese frozen ready meals food

when there is a “buy two, get one” promotion.)

11.

@ g A 1 a3 4 1 a

ﬂu"lfﬂ‘ﬂ“’d])'ﬁ)’éﬂﬁﬁiyﬂutL“]fl!"lN“W‘?i}flllﬂWuLﬁ@ﬁiWﬂﬂWiﬁﬁlﬁ‘iilﬂﬁﬂJ1EJ
Y Y

WU aRIrUL IS UdIuan (I prefer to buy Japanese frozen ready

meals food when there is a “buy two pieces for discount” promotion.)

12.

[ dy A (] 9 A 1 a

ﬂu“ﬁ@‘ﬂ%@ﬁﬂﬁﬁi‘gﬂuLWLL‘INWTE)JJVHHLZJ@NﬁWEJﬂ"Iiﬁ\‘llﬁﬁuﬂﬁ"u18
Yo a 9 A 1

LL‘U“]JUlﬂiUﬁuﬂ1W3L3JEJ§JLQW1$§:M (I prefer to buy Japanese frozen ready

meals food when there is a “get limited premium goods” promotion.)

13.

Y] dy A [~ 9 A 1 A
ﬂu%@ﬂcﬁ@ﬂi‘ﬁﬁq‘lﬂ‘uLWLHN‘W?E’J?J‘VHHL?J@M?TEJﬂﬁﬁQLﬁillfﬂisU"IEJ
Y] 1A 9 A Y Y ] dy a Y dyw a Y A X 1
LL‘]J‘]J%‘]JE]ﬁlmTEJuGlHiTuﬂ”I YU %ﬂﬁUﬂTHﬂﬂﬁUﬂTOHUlﬂiUﬁﬁuaﬂ
50% (I prefer to buy Japanese frozen ready meals food when there is a

“combo set” promotion in the store i.e. Buying this product and another

product get 50% discount.)

14.

7 dy A 1 g 9 As 1 a
ﬂu“]if]“]J“lf’E)fﬂﬁﬁiyﬂuLL‘]ﬂL"llQW‘ifJiJ“lfnu“V]llﬂﬁlﬂﬁfN!ﬁﬂJﬂﬁ"lﬂFJLHJ”U
AIUAARINLANITAVDIT UM (I prefer to buy Japanese frozen ready
meals food when there is a “discount only for member’s store”

promotion.)

15.

v
IS4

o L A 2y A A Y Ay
ﬂu“ﬁﬂﬂ“ﬁﬂﬂTﬂﬁﬂJﬂuLL%LL‘INW??]M“VHH‘VIL‘]J%@SWﬁuﬂ'WI?fDﬂ (I prefer to

buy Japanese frozen ready meals food which is a well-known brand.)
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(Factors influencing your purchase decision)

16.

[ dy A 1 2 9 A g A YA A A
au%a‘uclf’e‘)awn'ityﬂuummwmumumﬂuﬁ3muﬂmmwaae
(I prefer to buy Japanese frozen ready meals food produced by a reliable

brand.)

17.

o tﬂy A [ Y A d Aa gy [
ﬂu“ﬁﬂﬂ“ﬂﬂﬂTﬂﬁi‘gﬂuLWLL‘INW?EJM“VHH“VIL‘]JM@SWﬁuﬂﬂWﬂJiuﬂiﬂﬂ
(I prefer to buy Japanese frozen ready meals food which is a new brand in

the market.)

18.

[ dy A T 3 9 A < @ [ o A Y
ﬂu%@‘].l"b’@ﬂTﬁTﬁfgﬂiuLL%LWQW?@?JVHULN@L’HH UANHUVDIATITUA
(I prefer to buy Japanese frozen ready meals food when seeing a brand

symbol.)

19.

] dil A [~ 9 A < a Y Ax o 4
ﬂ‘Ll"lﬁf)‘]J“I)'E)’E]1‘ﬂ"IiﬂulﬂuL!ﬁ]ﬂ,!,"ll\1‘W5@3J1/]THLNEJLWUGﬁWﬁuﬂ"I‘VUJL’E)ﬂaﬂHm
(I prefer to buy Japanese frozen ready meals food when seeing a unique

brand.)

20.

> & S ]y S g A& 9 do
ﬂ'LJ"]56‘UG])'E)f]11’?WiﬂJﬂULL‘BL!ﬂNW‘ifJNﬂWHV]L‘]Ju@i1ﬁu@]1‘ﬂﬂu"lﬁ]‘ﬂ {a
prefer to buy Japanese frozen ready meals food which is a favorite

brand.)

21.

[ dy A [~ 9 Ao Ya o
ﬂ‘lﬁ)g"“]5@@11"?TiﬂluﬂLlLL%LHNWi@iJTﬂHVIﬂuETﬁiUTJﬁ$‘VITL! (I would buy

Japanese frozen ready meals food which I know how to eat.)

22.

[ dy A T 3 Y A o YA
ﬂu%g“]5'0@TH”I'iqjl‘]J‘u!,LG])'LLSU\‘]Wﬁ@iJ‘V]"I‘L!V]ﬂug’l‘ﬁﬂﬁzﬂ@‘]JﬂTWTi (I would

buy Japanese frozen ready meals food which I know how to cook.)

23.

[ dy A [ Y Ao Yo a Y '
ﬂui]gG]f't’]@TVi'lﬁflJ‘]Jul,l,"]ﬂ,l,‘lN‘Wi@llﬂ'lu‘]ﬂﬂugi]ﬂﬁuﬂ'lﬂ']ﬂ@u (I would

buy Japanese frozen ready meals food which I know product previously.)

24,

o & A 3 v Ao Yy
ﬂui]gG]f’t’]@'Wi'lﬁilJTJuLL"HLL‘U\?Wi@lJ'I/]'luTIﬂu?Uﬂll”ﬁIﬂG]fu'm'ﬁ (I would

buy Japanese frozen ready meals food which I know nutrition facts.)

25.

[ dy A T a 9 Ao Y Jd = I~ ~
AT MY uuBLIINToumunaugsg el u Bisau o
Towi 3 (I would buy Japanese frozen ready meals food which I know

benefits of it i.e. There is protein or there is Omega-3.)

26.

[ tﬂy A [ 9 A o 9 Aa A Y
ﬂu%mammityﬂulmzmwmumumeﬂullmnﬂa@wuﬁumﬂ’au

(I would buy Japanese frozen ready meals food when I taste it previously.)
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(Factors influencing your purchase decision)

27.

[ dy A [~ 9 A o Y v o @
aui]xcm'e)m1'5muﬂumewimmmmaﬂu”lmmmzmmﬂwufmu
918 (I would buy Japanese frozen ready meals food when I get a

suggestion from a product consultant.)

28.

o dy A 3 A o <
aufuzGn'e)emTityﬂutmmmaaumuimymw W YAVY (I would buy
Japanese frozen ready meals food when I see adverting at the point of

sales.)

29.

v dy A T3 A @ J 4
ﬂmm@@mﬁmﬂumuﬂmumﬂmau%@‘uumummnuWﬁmaﬁlm
aud (I would buy Japanese frozen ready meals food because I like a

brand ambassador.)

30.

Y dy A o3 A [ < v J
mmzcmam15@ﬂuuu%mmmmﬂaummeuTmymmNTmmﬁu
(I would buy Japanese frozen ready meals food because I often see

adverting on television.)

31.

[ dy A 1< A o < 9 1 A
ﬂu%%%601?713@01!111!%%@[]\1!,146ﬁﬂ1ﬂﬂu1ﬂﬂlﬂu1m‘ﬂﬂﬂu@ﬂﬂ1u LB 90
ﬂﬁNLL%’ﬁ@gj?muuw%uummi (I would buy Japanese frozen ready
meals food because I often see the out of home advertising such as

outdoor media or media on the building.)

32.

@ dy A 3 A @ < A J

ﬂ‘lﬁ]gW@@WWTﬁﬂJﬂuLLGﬁLﬂNLu@\‘]ﬂ"lﬂﬂumﬂLﬁUI‘ﬂJ‘Hﬂ!ﬂ’]Nﬁf‘Jﬂﬂuqau
1 Y

LU LW%uﬂ 130 8NV (I would buy Japanese frozen ready meals food

because I often see advertising on online media such as facebook or

youtube.)

33.

1% dy A o3 A 1Y IS Aaa a 9
amwaamﬁtyﬂmmmﬂmmmﬂﬂummaaﬁum (I would buy

Japanese frozen ready meals food because I often see the product review.)

34.

@ @ J A 13 Aa a
ﬂ‘Ll"]f’l’]‘UU5ifl!ﬂm"lﬂ’E]TH'IiQJ“]JHLL%LL“IJ\WINEHW@WW’ITUENi]i\i {a prefer
Japanese frozen ready meals food packaging which there is a real food

picture.)

35.

o o @ N P 3 Aa 4 s o
ﬂ‘lﬂiﬂ‘]J‘]Jiiﬂﬂil!“l’]f)THTiiyﬂ\’L!LLG]SLLﬂlﬂﬂugﬂlmiuml@ﬂﬂﬁuﬂ@'i“lflﬂu
¥0U (I prefer Japanese frozen ready meals food packaging which there is

a brand ambassador’s picture I like.)
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(Factors influencing your purchase decision)

36.

@ @ 4 A T 3 Aa
AUDVUI TP UNIMNIYI UusuvIngIUnsaalan (1 prefer

Japanese frozen ready meals food packaging which has a weird shape.)

37.

@ @ 4 A T 3 Aa @ 4 a
AUDVUI TP UNIMNTYI UUFUVINVVTTANFUNTn@ (I prefer

Japanese frozen ready meals food packaging which has a regular shape.)

38.

v @ J A T 3 Aa [ 4 ng =
ﬂusl)'i’]lllliﬁﬂﬂﬂ!m@WﬂTiiyﬂuu%LWﬂﬂﬂJﬂﬁiﬂﬂm“ﬂﬁﬁ]ﬂ%uiuﬁuﬂ

< 2 Y
wiin (2 130 3 ¥uluniiaudia) ( prefer Japanese frozen ready meals
food packaging which there is a multi-pack size. (Two or three pieces in

one package.))

39.

) o ¢ A 3 A a v
ﬂu"lﬁ’]ﬂﬂiii]‘ﬂﬂlW]’E)1‘1’715@111!‘L!LL“]fLL"lN‘VILLE‘TﬂQiWﬂWGUENﬁHﬂW (I prefer

Japanese frozen ready meals food packaging which has provided a price.)

40.

@ @ 4 A 1 & Aq Yy ax
ﬂu%ﬂ‘ﬂ‘ﬂﬁii)‘ﬂiIAMfﬂﬁﬁfg‘]J‘uLLGISLL"INTIGlW"UfJiJ”ﬁ’)“ﬁﬂﬁgﬂ’E)‘lJfJTHﬁ
(I prefer Japanese frozen ready meals food packaging which there is

cooking directions.)

41.

o o) e i 1 3 g 9y \
ﬂu“]fE]‘U‘Uiﬁﬂqﬂﬂl“’ﬂ?)11415mﬂull%tlmﬁﬂiﬁﬂlﬂuﬂaﬂlﬂ\iﬁ?uWﬁ'iJﬂTlfﬂﬁ
(I prefer Japanese frozen ready meals food packaging which has provided

ingredients.)

42.

[ [ 4 A T 2 A Y Y
ﬂu%’o‘um5fgﬂmmmmstyﬂquu%wumimmyjmmmusafqmmi
(I prefer Japanese frozen ready meals food packaging which has provided

net weight.)

43.

[ @ 4 { [ { @ a
AUYeUUITIA U I UL IR EA T UMUAD1gUBITUAT
(I prefer Japanese frozen ready meals food packaging which there is an

expired date.)

44,

o o 2 N 3 A 9 FY
AuyeuuITIName T unsuidsiamnsod luTasndae
qmwgﬁq a4 (I prefer Japanese frozen ready meals food packaging

which can handle the high temperatures in the microwave.)

45.

1% [ 4 A 2 A 9 o a
ﬂu“h”ﬂ‘ﬂ‘ﬂﬁﬁﬁ]‘ﬂﬂ!m’E)Tﬁ15@‘].!14!!;615!,!7‘1]\1“I/lqlslﬂﬁf‘]ﬂa@ﬂﬁ"IiWH (I prefer

Japanese frozen ready meals food packaging which is a non-toxic material.)
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v [4
AAda A v

aoufl 3: mewiladueia 4 NdnSnaden1swedUAI (A0) (Section 3 : Factors influencing

purchase decision of product Question (countined))

46.

47.

48.

ﬁ1u§ua°ﬁi]ch;lﬁlmﬁﬁiiﬂumﬁl%ﬂuﬂm@i@“ﬁmﬁﬂﬁf.i'? (How much do you prefer to buy a
Japanese frozen ready meals food per piece?)

O 1e8n31 50 11N (Less than 50 THB)

O 51-100 v (51 - 100 THB)

O 101-150 v (101 - 150 THB)

O ¥1AN31 150 1IN (More than 150 THB)
‘vimﬁm'wummmmmsiﬁﬂuwﬁu%aﬁﬁm%waﬁamiﬁﬂﬁu1%6’5@611@&*/1'11&14%%? (Do you
think sizing of a Japanese frozen ready meals food can influence your purchasing decision?)

0 v (ves) 0 luly (No)

' Aaa A 1 v A dy A [~ A .
L!ﬂﬂaﬂij‘llﬁlﬂﬂu'ﬂ‘ﬂ‘ﬁWEWI’EJﬂ']ﬁ@]ﬂﬁuclfﬂ“]f@?ﬂﬂ'lﬁiyﬂull"]ﬂ!éllﬁu"lﬂﬂq@? (Who is the most
influenced your purchasing decisions of a Japanese frozen ready meals food?)

O A39UA37 (Family)

®U (Friends)

2

[
S A

DIAEIYONI DA (Celebrities)

=)
fad)}
K-

o)
0)
0)

e e
zD
(«2))]

NENaN1e lFealiife (Social Media Influencer)

Y o d
aouf 3: MeudszyInsaans (Section 3 : Demographic Question)

1.

Tilsaaenuaueaniu? (Please indicate your gender?)

0] éjﬁ]ﬂﬁl (Male) (0] t}jﬂﬂjﬂ (Female)

115 ﬂlaﬂﬂ‘ﬁ’qusqu‘th? (Which range below includes your age?)
éﬁmﬁ 201 (Below 20 years old)
20 - 259 (20 - 25 years old)
26 - 30U (26 - 30 years old)

ek

(31 - 35 years old)

e

0]

0]

0]

O 31-35
O 36-401 (35 - 40 years old)
O 41-457) (41 - 45 years old)
O 46-507) (45 - 50 years old)
0]

119N 50 7 (Above 50 years old)



3.

42

=1

Yalagnsaefurednyazodnuean iy ldanaa? (Which of the following categories best

q

describes your employment status?)

O O O 0o oo

1n5euATRANYT (Student)

151 T/MINUTFIE A (Employee of Public Sector)

@

WINULTHNONTU (Employee of Private Sector)
13 NAEIUAD (Self-employed)
21997 (Unemployed)

iNHea (Retired)

Tdsadensieldmasdomouveaniug (What is your approximate average income per

month?)

O O OO0 oo oo

$o8nI1 15,000 VN (Less than 15,000 THB)
15,000-25,000 L% (15,000-25,000 THB)
25,001-35,000 119 (25,001-35,000 THB)
35,001-45,000 U1 (35,001-45,000 THB)
45,001-55,000 VN (45,001-55,000 THB)
55,001 - 65,000 119 (55,001 - 65,000 THB)
65,001 - 75,000 U1 (65,001 - 75,000 THB)

11NN 75,000 LN (More than 75,000 THB)

Tsadenmanimuedvegluilagiiu? (Which region do you live in at the present?)

©O O O 0O o o o

AJUNNALazlIuana (Greater Bangkok)
AMA® (Northern)

N1ANAN (Central)
mﬂ@z%’u@amﬁmmﬁe (Northeastern)
MAazIUeDn (Eastern)

MAAZIUAN (Western)

nald (Southern)

T1/saaenaaIunInYednIU (What is your marital status?)

0)
0)

Taa (Single)

auIe (Married)
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Y v
7. mulaunFnlunsuTeunanuanniu? (How many members in your household?)

o)
o
o
0
0
o)

1-2 MU (1-2 person)
3-4 MU (3-4 person)
5-6 MU (5-6 person)
7-8 MU (7-8 person)
9-10 MU (9-10 person)

11NN 10 U (More than 10 person)

A o o dy o 9 A Y I
VDUAUNMUFAALINATHIUNITADULUUVFTDUDINY ﬂTﬂ@ULLagm@Haﬂﬂquiﬁuuﬂu

d o o av a v U .
U5z Terud S UIUITBV0IAR UOE19UIN (Thank you for taking the time to complete this survey. |

truly value the information you have provided. Your responses will contribute to my individual

research study



Appendix B: SPSS Analysis Results

Respondents profile

Gender
Cumulative
Fregquency Percent Valid Percent Percent
Valid Male 485 54.2 54.2 54.2
Female 410 458 458 100.0
Total 885 100.0 100.0
Age
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Below 20 years old 6 N1 4 7
20- 25 years old 178 19.9 19.9 206
26 - 30 years old 316 35.3 353 55.9
31 - 35 years old 234 26.1 26.1 82.0
36 - 40 years old 101 11.3 11.3 83.3
41 - 45 years old 43 48 48 98.1
45 - 50 years old 8 9 9 899.0
Above 50 years old 9 1.0 1.0 100.0
Total 895 100.0 100.0
Employee Status
Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Student 27 3.0 3.0 3.0
Employee of Public 40 45 45 7.5
Sector
Employee of Private 774 86.5 86.5 84.0
Sector
Self-employed 42 47 47 98.7
Unemployed 8 9 9 89.6
others 4 4 4 100.0
Total 895 100.0 100.0




Average income per a month

Cumulative
Frequency | Percent | Valid Percent Percent
Valid Lessthan 15,000 THB 328 36.6 36.6 36.6
15,000-25,000 THB 411 459 459 82.6
25,001-35,000 THB 63 7.0 7.0 89.6
35,001-45,000 THB 36 4.0 4.0 936
45,001-55,000 THB 17 19 19 85.5
55,001 - 65,000 THB 10 11 11 96.6
65,001 - 75,000 THB 5 B B 97.2
More than 75,000 THB 25 28 2.8 100.0
Total 895 100.0 100.0
Marital Status
Cumulative
Frequency | Percent | Valid Percent Percent
Valid Single 601 67.2 67.2 67.2
Married 294 328 328 100.0
Total 895 100.0 100.0
Region
Cumulative
Frequency | Percent | Valid Percent Percent
Valid  Greater Bangkok 362 40.4 40.4 40.4
Northern 82 9.2 92 496
Central 92 10.3 10.3 59.9
Northeastern 153 17.1 171 77.0
Eastern 91 10.2 10.2 87.2
Western 9 1.0 1.0 88.2
Southemn 106 11.8 11.8 100.0
Total 895 100.0 100.0
Member of household
Cumulative
Frequency | Percent | Valid Percent Percent
Valid  1-2 person 144 16.1 16.1 16.1
3-4 person 407 455 455 61.6
5-6 person 256 286 28.6 90.2
7-8 person 63 7.0 7.0 97.2
9-10 person 19 21 21 99.3
Mare than 10 person 6 7 i 100.0
Total 895 100.0 100.0
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Consumer behavior in descriptive analysis

How often do you purchase Japaneses frozen ready meals food on average week?

Cumulative
Frequency | Percent | Valid Percent Percent

Valid  Seldom 750 838 83.8 83.8
1-2times a week 95 10.6 10.6 94.4
3-4times a week 35 3.9 39 98.3
5-6 times a week 12 1.3 1.3 99.7
Everyday 3 3 3 100.0
Total 895 100.0 100.0

When do you usually purchase a Japanese frozen ready meals food?

Cumulative
Frequency | Percent | Valid Percent Percent

Valid  For breakfast 125 14.0 14.0 14.0
For brunch 46 il 5.1 191
Forlunch 98 109 109 301
For dinner 420 46.9 46.9 77.0
For hetween meals Rh 19.6 19.6 96.5
For every meals Ky 315 35 100.0
Total 895 100.0 100.0

How much do you usually spend on Japanese Frozen Food that serve one person?

Cumulative
Frequency | Percent [ Valid Percent Percent
Valid Less than 50 THB 201 225 225 225
51-100 THB 548 61.2 61.2 837
101-150 THB 103 11.5 11.5 95.2
More than 150 THE 43 48 48 100.0
Total 895 100.0 100.0
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How much do you prefer to buy a Japanese frozen ready meals food per piece?

Cumulative
Frequency | Percent [ Valid Percent Percent
Valid Lessthan 50 THB 348 39.0 39.0 39.0
51-100 THB 461 51.5 51.5 90.5
101 -150 THB 69 7.7 7.7 98.2
More than 150 THB 16 1.8 18 100.0
Total 895 100.0 100.0

Do you think sizing of a Japanese frozen ready meals food can influence
your purchasing decision?

Cumulative
Frequency | Percent | Valid Percent Percent
Valid No 149 16.6 16.6 16.6
Yes 746 83.4 83.4 100.0
Total 895 100.0 100.0

Who is the most influenced your purchasing decisions of a Japanese frozen ready meals

food?
Cumulative
Frequency | Percent | Valid Percent Percent

Valid  Family 427 47.7 47.7 477

Friends 255 285 285 76.2

Celebrities 59 6.6 6.6 828

Social Media Influencer 109 12.2 12.2 95.0

Self 28 31 3.1 98.1

Others 17 1.9 1.9 100.0

Total 895 100.0 100.0
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Descriptive Statistics

N

Mean

Std. Deviation

| would buy Japanese
frozen ready meals food
when | taste it previously.

| would buy Japanese
frozen ready meals food
because | often see the
product review.

| would buy Japanese
frozen ready meals food
because | often see
adverting on television.

I would buy Japanese
frozen ready meals food
because | often see
advertising on online
media such as facebook
or youtube.

| would buy Japanese
frozen ready meals food
when | see adverting at
the point of sales.

| would buy Japanese
frozen ready meals food
when | get a suggestion
from a product consultant.

| would buy Japanese
frozen ready meals food
because | often see the
out of home advertising
such as outdoor media or
media on the building.

| prefer Japanese frozen
ready meals food
packaging which there is a
brand ambassadors
picture | like.

| would buy Japanese
frozen ready meals food
because | like a brand
ambassador.

valid N (listwise)

8695

895

895

895

8695

895

895

3.03

2.99

297

296

2.94

2.9

2.86

2.80

277

779

NET)

A7

N

74

805

192

.540

865
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Descriptive Statistics

N

Mean

Std. Deviation

| prefer Japanese frozen
ready meals food which
has the clean ingredients.

| prefer Japanese frozen
ready meals food which is
good taste.

| prefer Japanese frozen
ready meals food which
has a quality control
process.

| prefer Japanese frozen
ready meals food which
has rich nutrition.

| prefer Japanese frozen
ready meals food which
made from safety meat.

| prefer Japanese frozen
ready meals food which
does not have the artificial
flavors.

| prefer Japanese frozen
ready meals food which
has fresh vegetables as
raw material.

Valid N (listwise)

895

895

895

895

895

895

895

895

3.40

3.40

3.39

3.33

3.29

3.23

3.1

710

A17

.700

715

713

710

738
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Consumer behaviour in factor analysis

Rotated Component Matrix”

Component

1 2

| would buy Japanese 858
frozen ready meals food
because | often see the
out of home advertising
such as outdoor media or
media on the building

| would buy Japanese a1
frozen ready meals food
because | ofien see
adverting on television,

| would buy Japanese 218
frozen ready meals food
because | like a brand
ambassador

| would buy Japanese 805
frozen ready meals food
because | often see
advertising on online
media such as facebook
or youtube,

| prefer Japanese frozen 798
ready meals food
packaging which there is a
brand ambassador's
picture | like.

| would buy Japanese 797
frozen ready meals food
because | often see the
product review.

| would buy Japanese 766
frozen ready meals food
when | sea adverting at
the point of sales

| would buy Japanese 722
frozen ready meals food
when | get a suggestion
from a product consultant,

| would buy Japanese 545
frozen ready meals food
when | taste it previously.

| prefer Japanese frozen 908
ready meals food which
has the clean ingredients,

| prefer Japanese frozen 0802
ready meals food which
has a quality control
process.

| prefer Japanese frozen 874
ready meals food which is
good taste.

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 5 iterations




Rotated Component Matrix”

Component
1 2
| prefer Japanese frozen 854
ready meals food which
made from safety meat.
| prefer Japanese frozen 823
ready meals food which
has rich nutrition.
| prefer Japanese frozen 810
ready meals food which
does not have the artificial
flavors.
| prefer Japanese frozen 615

ready meals food which
has fresh vegetables as
raw material.

| prefer to buy Japanese
frozen ready meals food
when there is a "buy two
pieces for discount
promotion.

| prefer to buy Japanasa

frozen ready meals food

when there is a "buy two,
get one” promaotion.

| prefer to buy Japanasa
frozen ready meals food
when there is a "get
limited premium goods”
promotion

| prefer to buy Japanasea

frozen ready meals food

when there is a "discount
only for member's store”

promaotion.

788

T66

730

725

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 5 iterations.
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