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Abstract TE 1 6 2 '7 0 8

The purpose of this study was to investigate consumers’ behaviors in and attitudes
toward buying frozen seafood. The subjects of the study were 400 people who used to buy
frozen seafood. Questionnaires were used to collect the data. Percentage, arithmetic mean,
standard deviation, Chi-square, t-test, ANOVA, and Scheffe Analysis were employed to
analyze the data.

The study revealed that most responders liked fish and bought it 2-3 times a week,
2 packets (of 250-300 grams each) at a tir;le with the cost of 151-300 baht.
Most responders cooked the fish right after buying. If they could not finish it, ihey kept the
remaining in the refrigerator and used it again within a week. Frying was their favorite
cooking style. Freshness of the goods was the main attraction. Convenient store was the
prospective sale channel. Customers learned this kind of goods from television.
Sale promotion affecting customers’ decision best was a gift. The customers’ understanding
and knowledge of frozen seafood were at a moderate level.

Regarding consumers’ attitudes towards frozen seafood, the first five top ranked
opinions in favor were: frozen food had to be certified by FDA/GMP/HACCP and ISO; it
was easy and convenient to buy; it made life easier; its package could retain freshness; it
could be kept for long.

With respect to the relationship between consumers’ buying behaviors and their
personal status, it was found that sex had some connection with the number of packets to
buy, package appearance, and sale location while age with buying frequency, the number
of packets to buy, packet weight, amount of money to be spent, paying methods, and sale
location. Educational background had some influence on the buying choices, i.e. if the price

of the regular goods was higher, they tended to buy the cheaper one. Occupations were
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found related to cooking style, period of storing, amount of money to spend on it, and sale
promotion. Family income had something to do with packet weight, package appeara'nce,
amount of money to pay, methods of payment, sale location, and media advertising the
goods. The study also showed that customers with different personal status had different
attitudes towards buying frozen seafood. Four items were found different probably
affected by sex, 6 by age, 3 by educational background, 1 by occupation, and 5 items by
family’s monthly income. The findings were significant at the level of .05.
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