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The research aimed : 1) to study individual factors; the marketing mix of the
frozen food; motivation to buy frozen food products for the elderly in Bangkok ; 2) to
investigate the relationship between the marketing mix of the frozen food and
motivation to purchase a product based on the response to buy the frozen food
product of the elderly in Bangkok and 3) to identify factors that affect the response
to buy the frozen food and ready to eat foods products for the elderly in Bangkok.
The sample used in the study is the elderly age 60 years and over in Bangkok total
of 406 samples using a questionnaire to collect data. Factors affecting response and
resistance of frozen food products for the elderly in Bangkok. The degree of
confident from the Cronbach data analysis is 0.943 The analysis using percentage,
mean, standard deviation, correlation coefficient and multivariate correlation by
using stepwise multiple regression.

The research findings were as follows.

1. The elderly 60 years and over in Bangkok, where a majority of the samples
were females that equivalent to 53.5 percents the ages of 66-70 years 46.50
percents. The bachelor degree equivalent to 36.50 percent. The civil service
equivalent to 29.00 percents. The sample with average family income per month
between 10001-15000 per month equivalent to 32.50 percent.

2. The marketing mix of the frozen foods and ready to eat products factor
reveals at a high level in all aspects. When consider each aspects, we found the high
level in all aspects. The first rank is promotion. The second rank is the price and the
third rank is product .

3. Motivation to buy factor reveals at a high level in all aspects. When
consider each aspect, the first rank is the worth for the money. followed by easy to
eat and carry and the frozen food is determinate to be the consumer value are
ranked in the second and third respectively and the forth ranked that is in the

medium level is a sense of pride in their food and eat frozen.



4. Response to the purchase of food products factor is revealed in the high
level in overall aspects. When consider each aspect, it shown the high level in over
all aspects. The first rank is the selection of products and brands, followed by the
distribution channel.

5. For the analysis of the relationship between the response and resistance of
frozen food products for the elderly and factors found that the response to buy a
frozen food products of the elderly with the marketing mix elements on product,
price, distribution channel, promotion and motivation to buy are correlated in the
significance levels of .001.

6. The factors that affect the response to buy the frozen food and ready to
eat product of the elderly in Bangkok area are buying motivation, price distribution
channel family’s income Average monthly family income and age of the five factors
are described in the variable is the response to buy frozen food and ready to eat of
the elderly is72.9 percents. The regression equation was as follows :

Response of Buyer of the Frozen Ready Meal Food for the Older in
Bangkok Area. = 0.462 + 0.368 (The incentive to buy) + 0.318 (price) + 0.114
(Distribution) + 0.056 (average family income per month) + 0.031 (age).



