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Abstract: The purposes of this research were to study (1) General consumers CP ready meals in
Bang Kapi area and (2) The influence on place, marketing promotion, sale and conditions of price
involvement to consumers CP ready meals. This study was conducted by applying quantitative
approach, questionnaire used to collect data from 300 of people over 20 years old in Bang Kapi
area by Cochran sampling techniques, simple random sampling. The data was analyzed, using
descriptive statistics and path analysis. The results indicated that (1) Almost all of CP ready meals
consumers in Bang Kapi area were female, average 41-60 years old, married, bachelor's degree,
occupation in private sectors, average 35,001-45,000 baht per month, relatively highly satisfied
with CP ready meals althoush the variety of food was the main reason for them to choose CP
ready meals and (2) Price had the direct influence on consumption of CP ready meals whiles place
had the most indirect and total influence on consumption of CP ready meals.

Keywords: Ready meals, CP brand, influence
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Table 1. Describe statistics the variables used in the analysis (n=300)

JCDLQ

Min Max Mean S.D. Skew Kur Alpha if
ltems ness tosis item
deleted
Place Location’s shop 2 5 387 157 071 084 0.78
Shop decoration 1 5 298 1.18 044 057 0.77
Orderly 2 5 413 161 087 0.61 0.84
Safe place 1 5 367 154 039 021 0.89
Clean place 2 5 384 178 057 0.64 0.88
Convenient parking 1 5 3.06 142 086 0.69 0.84
Marketing Quality assurance 2 5 411 189 017 026 0.81
Public relations clear 2 5 374 164 029 022 0.92
Giveaway 1 5 287 126 061 0.67 0.83
Monthly promotions 1 4 251 137 011 023 0.83
Membership card 1 5 343 166 0.64 0.59 0.81
Discount if paid in cash 1 3 208 097 -0.27 0.06 0.78
Sale Fast service 1 5 347 149 051 047 0.79
Delivery 1 5 386 1.81 053 057 0.81
Internet service 2 5 3.67 174 028 0.81 0.81
Daily service 3 5 424 191 014 1.13 0.90
Have a receipt as evidence 4 5 475 186 081 128 0.76
Has enough staff 2 5 381 173 039 027 0.80
Good service staff 1 5 319 151 088 0.61 0.79
Price Convenience per quality 2 5 364 167 121 0.78 0.92
Convenience per quantity 2 5 326 168 076 0.84 0.93
Convenience per buy 1 5 322 124 036 043 0.89
Value compares general food 1 4 297 146 0.87 0.79 0.88
Clearly price 3 5 455 099 0.09 022 0.94
Eating Complete choices value 1 9 718 276 0.66 0.71 0.93
Taste of good food 2 10 747 293 054 087 0.86
Free of impurities 2 8 6.73 212 -037 049 0.84
Variety of food 2 10 781 287 064 081 0.90
In trend 1 7 564 219 079 124 0.86
Easy to buy 1 10 761 264 063 0.74 0.84
Personal favorite 2 10 6.83 227 0.61 0.89 0.81
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Table 2. Correlation coefficient and describe statistics the variables used in the analysis (n=300)

Variables DELICCP PLACE MARPRO SALE PRICE
DELICCP 1.00 0.37 0.28 0.33 0.56
PLACE 1.00 0.41 0.46 0.26
MARPRO 1.00 0.29 0.31
SALE 1.00 0.44
PRICE 1.00
Tolerance - 0.84 0.79 0.82 0.81
VIF - 1.43 1.37 1.39 1.41
Max 10 5 5 5 5
Mean 7.41 3.33 2.84 3.73 3.67
S.D. 3.37 1.71 1.57 1.83 1.54
Skewness 0.34 0.27 0.71 0.53 0.76
Kurtosis 0.46 0.67 0.64 0.49 0.77

Note: Min (all) = 1, Kaiser — Meyer Olkin =.797, Sig. F =.000, F test = 1.683
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DELICCP = £ (0.686 PLACE + 0.716 MARPRO + 0.727 SALE + 0.739 PRICE)...........cccoooo...... (1)
R = 721 R* = .432 F = 14346 Sig.F = .000

PRICE = £ (0.567 PLACE + 0.612 MARPRO + 0.688 SALE)..........oooooooooioereoooeoeeeeeesseeeeesse )
R = .657 R” = .388 F=14.274 Sig.F = .000

MARPRO = £ (0.646 PLACE + 0.637 SALE).........iiiiioiioooeoeoocooeeoeseeeseseseeeeeeeeeeeseseeeeesess e (3)
R = .636 R* = 417 F=13.976 Sig.F = .001

PLACE = (0.53GSALE).....cooooooooeooeeececeeeeeeee e seeeeeeeee oo seeeeee e seoeese e (@)
R = 727 R’ = .446 F = 14.806 Sig.F = .000

Figure 1. Model of relationship between variables (path diagram)

Table 3. The direct, indirect and total influencing to consumers cp ready meals

Variables Causal relationship
Direct Indirect Total
Place (PLACE) 0.686 1.150 1.836
Market promotion (MARPRO) 0.716 0.452 1.168
Sale (SALE) 0.727 0.921 1.648
Price (PRICE) 0.739 - 0.739

Note: Indirect influence of PLACE from (0.534 x 0.684 x 0.739) + (0.646 x 0.716) + (0.567 x 0.739) = 1.150 and total
influence from 0.686 + 1.150 = 1.836 Indirect influence of MARPRO from (0.612 x 0.739) = 0.452 and total
influence from 0.716 + 0.452 = 1.168 and Indirect influence of SALE from (0.684 x 0.739) + (0.637x 0.716) =
0.921 and total influence from 0.727+ 0.921 = 1.648

o o

U 7atufl 2 Uszsnfou waunau - Beman (2562)] 221



2FENIMINAUIYNTULALAMNINTIN T(2): 215 - 225 (2562)

F2150d

S1ANHENTNANIIATIRBNITUSLAA
91M1INTBUTUUTENIUATIAUAITALING A
(0.739) (37971 3) sevasun TouA A1sTRs g
A15d9LESINIIAAN wazdauTis ey
Ve (0.686) druanuiismneiiBvinamedeu
LALBVENANATINABNITUSIAABIMITNIBUSY
Usgnuns1duf@iuiniiga (1.150/ 1.836)
sesasulalieanuansu laun n1sdndanuie
NMIEUESUNITNAIN WALIIAEINUYINY (-/0.739)

Asfisiandidvsnanisnsasanisuslag
amnsnieusuusemunsduadivesiuilon
Tuflufilwauens? duidesnnnusseinsnga
fhegsdulnginnulsedn dseldnefoulu
woudildunin A9 IINTingRaneLdnves
Aamsiifnilselafiganinngusegnaiidnw Js
§1¥0afiasuI0s1AUSENBUNIS TN
wSousuUsEnIuns Aumdfidounszdase
Fruasugia Bowhuesiinuidnwmginss
mammaiwﬁwmuiumumwwmmﬁlé’%’aﬁu
wuinadediuuszaunienisnatnlubesves
siilnanenisenauladenuslaag (Manovan,
2017) s1andaflauduiudfulSunamsiens
a%s (vuttisint et al,, 2017) vaszflideswealy
Frelunistesmnsusudmfensulsemunends
Aflanudusiusiutladesiunszuiunis (Rivera
et al., 2014) \¥1ve3g5ATIUFUTUATNSY
wdnddeaiilaiusifuilnaesldfuaudiing
Audsansudnsdsliledadeiiomediaziin
arwfianela sedmaeduilnadesnisdedudn
Tusgdusaimnzay fuilnrazeoudielu
s1a1figamndudiduiidnvusfiiawniod
Lendnwallanie (Rana and Paul, 2017)
wAEAMRNRn Ul naTi eI AuART
AaAMgssIATnazuneindaziudsy 1uly
Hagtudsenssvaudiailuadlunisuimsie

aaa

aJﬂixﬁuammwmmmﬁmﬁ’uawmﬁgﬂaq DIANT
gafafaaiinisUsulssUsAvEnmnsnanLie L
Funuinas Snitafealdsugnsisaasanl
INAUAHARFUAASIUEIRIAD RIS IAT U
ﬂé’uéfaaﬁﬁmmdwQU%Inﬂ&Jam%’uﬁuﬁwﬁ?uﬁw
5101 4 szaule awnseandunulavie Lt
fgjmiﬁmummﬁxﬁuﬁmmsamﬁQ’ uslnafiy
199318 (Lee and Yun, 2014)
druSesanuiismnedidsnsnaa
N9ODULALBVENANATINAIHONTUTLNABINNS
wiousussmunsauidiivesiuilaeluiiud
wavnensd Wudssiuieadosturinaiismes
31U ussEINAlagsaus U ANUaRANEYTe
AMUAYeIAUBIADIUT (Yoon et al., 2018) d
Yadomanissatvayulivssseuieainis
wSousuussnmuiidinsvunsn Ussiiuieatu
ﬁmmﬂaamﬁeﬁmﬁ%’ﬁwﬁﬁw’jwm'ﬁ‘%’uiflﬁﬁa
audaenselidnasdruaaiuiiviediu
wAnfusiostuegfudiuiunds mingdu
dunmsluaauiipulesndwidedonan sl
WaBLLUUE W98 {duassuildfaa
Uaendtluanuiivienansausiiulagsysuve
ns¥usieeaendeduogiuauiiigduls
U0 (Wang and Menon, 2018) @uUsziau
yasuaiing (location) Suddutlasdetasaing
FolUssunenisuteuiidonanestulévia
Adaaneds unasfiannsaussneusieis nssy
n1eiugsialalagfiansunfanilsdnldine
AMuFNRusivgnA Avuduiusiuntdnau
naztladedu 9 maemnanfiffuszneunisuszasd
wUsznavugsiaty deazsoadonyinafinaiing
UszAnsnmilan fanumangfuauiuszian
9 iiorevustloviilagsiugean uagilanld
mamammwmvmﬂﬂlﬂ ‘waﬂmlﬂiumsmwum
ammmmmmmavmﬂ%amaaaiﬂamamaaﬁ]a
WeIfugNTy maauuauwaﬂmawmu maa
Unneaen3ausianiigy maqmwamiﬂma

222 | Yadeiidsninadenisuiinaomsndeniuusemududiasdivesssrvuluiuiiuaunsnsd


https://www.sciencedirect.com/science/article/pii/S0959652614000171#!

fuLRY é?qagiuuauuﬁlhﬁﬁgﬂﬁmmﬁqm FGGRR
FaLau azmﬂLLaxLiﬂﬁqﬁ’naiuﬁuﬁéqmuﬁiama
el aglnannainaneviedsnuassauty
fogymadioonaniuiididny Wuiidnaisues
Aanssunanvesyuwy IudinIsiarsantunm
FINFULATYFAR AIUGNAT ATUALYITY AU
a15sagUlnm Aunleuievesiguasaunging
(Ghosh-Dastidar et al., 2015)

Fodunuidainsianazaniudidu
Uadedninageieruilanemsniausuusemu
ASIEUATR 1wuiiFedldelauouusdaiinesia
nsERsvISNUSTIANUNSUlYE (Franchise) 6
anlufiuiwnuisnsUiitedaasalsisenouia
msfeiyiadestulneteiauouusinnan
el indinzuuugeaauaslinzuuusii
an fswandondall

1. fusien (1.1) fnnsimunsiaiien
WUABIUHUR 2 diu duusnde asivaeulviiu
‘ﬁﬂiﬂauﬁmﬂ%uﬁlé”maai’mﬁwéfmﬁﬂwmm
W%’aumﬁﬁmﬁagﬂuamwauyjiaﬁ 51017
wansfianugniosnsanuitlddeld Tnsdos
nammsRnsdlus st Han
Susuavdruiiaosie nsdavthesanaudils
Windarvessanaudn denldgunuuduay
a1sdnfisueanliireuasdufidenldunsnane
Tuszuana asuaniasthesadusildm
@INNY LardveeiilarsInIAITIeuInge
wnnimiindiduvieddu (1.2) fuandleidiou
fuomsihly fansanldvaeyumeduiidssy
lwzUsERY “nMssuiiunuduet” ivane
5ﬁmmmeﬁhaiwdwmmmﬁqﬂﬁwmwfhLLaz
Aldnedidreeanty M’%@ﬂﬁﬁgﬂﬁﬂ%@ﬁuﬁwsﬁ
nsUseiliunanstelagfiansananasininin
axld%u Famniussifuvesomisniensu
Uszmuifisuivomsialuinduavdelaiogng
15ty wafildnder1noussuansnefuniuLs
NINTFIUANUAIANTIVDIUFARZYAAT

JCDLQ

2. fuanudi (2.1) nsdaansdudnd
52108U 9n1198uAlas LU InINUTELANEUAN
enaedusludwndsiiimnzaulngiang
ag9Bsdudfifivened Fudfidalusiudu
wioudluddusilazafoniisndelilusumii
Ussmnvuidugnianunsaivladnlussezans
pnseuivaunsadnnsduaininanalaagain
(2.2) MsdnanuasulRE189% A15ERNLUU
wazn1sanunsududsddyiiesanniduds
wsniignéansoueaiulfuazainlaniey
YDINTOONLUULAENITANUAISIUILTIDASTS
wssAsalignAtulduIns egmesInFum
Jufiosaniud (place) insgdudnududsiivh
TignAlasun1ssus Wugaduia (contact
point) fineliAnuse aunisaisuludensiiu
wazduAmMIaUINIT (brand experience) Layds
Judelavanlasangluguiifidudmuuiu
nseonuUUuUAMARsldutIeAsganuay
lavesgnan uaﬂmﬂﬁ%wuﬁ@ﬁLLaxﬁmﬁmmi
F1URTIEAULATUNITAAIAAUAT LazAINSNYal
2999151571 (brand image) dWananINanwal
duf1 ndudi uazyadnvesiuliiduiiandd
vognAlimduedned egralsffnisesnuuu
waznisanudsiuerafudesidafiiivesda
g ssRsnUsELAnusulydldaiunse
snflunsldauedisszasiidewnedevun
Uitmwifdnmnsinimunsuuuuda il
TUludnwaeifeaiu egralsifminguuunis
panuwuULarn1IAnAsIuanIsadanegula
\Jostuenaldineda 5 4. Uszend 1ddmnnuss
Srugiei] (1) a-a1 eonwuuniindu Tdddunn
uiamihiufiasazaani laidaly iaudUand
FruaugnAuesladiivduiinisludiu ) a-
4010 AIvdeUBLTINUS L Junndudauds
ey (3) a-aine nsaaaeulalvieganimitlday
Ia anuadaiieanuidnuasadoungnan (4)
d-aAIn N1slANNazAINAugNAI viTldgnan

U7 7aufl 2 Usziiiou naunnay - Bunau (2562)] 223



2FENIMINAUIYNTULALAMNINTIN T(2): 215 - 225 (2562)

8NNAUNILYIUINISEN way (5) d-aule and
nelufrusesvaenlusilasauieliong (e
anAndunluduudaidnauienazldiaanden

1%
P

FaAuA PUIUIUIN T oN@v 1 FUA NUINTY
GEIL

aqﬂwamiﬁﬂ‘mLﬁamaufmqﬂizmﬁ
mMsideted 1 ldanuiduslarermsndensy
Usgmudrulngduinandgony 41 - 60 U
anunwansa dnsanisanwseiuuSygns
Usgnevordnluniisauenasu selanelfou
\ade 35,001 - 45,000 v faunelasenis
Foomsniensulsymunsdudgiiieuslan
TusgiuAeuinegs uazpwadidfiyunniignlu
N5LEENUSIAAB SN BUSUUTENIURTIAUAD
#iflo AMUNAINYAIEUDI8IMNT dIUATUNANTT
ﬁﬂ‘mLﬁamaui’mqﬂixmﬁmﬁ%’aiaﬁ 2 lamy
1M51ALBNTNANIMTIBNITUSINAB TN BN
Suusemunsdudndiiunniian vugfianiud
§1munoTENInat e euLaTHATINABNTS
ULNADIMIINITDUTUUTEMUATIAUAITRUINGR

LONE5D19D4

Bae, H.J, MJ. Chae and K. Ryu. 2010.
Consumer  behaviors  towards
ready-to-eat foods based on food-
related lifestyles in Korea. Nutrition
Research and Practice 4(4): 332-
338.

Benedict, EM., M.G. De Jong and H.
Baumgartner. 2010. Socially
desirable response tendencies in
survey research. Journal of
Marketing Research 47(2): 199-214.

Constantinides, E. 2006. The marketing mixes

revisited: Towards the 21% century

marketing. Journal of Marketing
Management 22(3): 407-438.

CPF Consumer Center. 2018. CP products:
ready-to-eat  foods.  (Online).
Available:  http://www.cpbrandsit
e.com/@?ﬂ’]iW%@u%Uﬂi%‘W?u
(September 25, 2018). (in Thai).

CP Fresh Mart. 2018. About us: History of CP
fresh  mart Charoen Pokphand
foods public company limited.
(Online). Available: http://www.c
pfreshmartshop.com/th/Afl B fiuLs
1/ (September 25, 2018). (in Thai).

Ghosh-Dastidar, B., D. Cohen, G. Hunter, S.N.
Zenk, C. Huang, R. Beckman and T.
Dubowitz. 2014. Distance to store,
food prices, and obesity in urban
food deserts. American Journal of
Preventive Medicine 47(5): 587-
595.

Kattiya, K. 2014. Thai food eating of Maegjo
University students, Chiang Mai
according to the philosophy of
sufficiency economy. Journal of
Community Development and Life
Quality 2(2): 171-178. (in Thai).

Lee, HJ. and Z.S. Yun. 2014. Consumers’
perceptions of organic food
attributes  and  cognitive and
affective attitudes as determinants
of their purchase intentions toward
organic food. Food Quality and
Preference 39: 259-267

Manovan, D. 2017. Factors affecting the
consumption behavior of frozen
middle-class  frozen food in

Bangkok Metropolis. Economics

224 | Uadediidndwananisuslnaevinsniousulsemududins@nvesuszervuluiuiitunuienzt


https://www.sciencedirect.com/science/journal/09503293
https://www.sciencedirect.com/science/journal/09503293

and Business Administration 13(2):
68-83. (in Thai).

Prasith-rathasint, S. 2015. Universal standard
procedures for concept
measurement. Samlada, Bangkok.
(in Thai).

Resch, J., A. Driscoll, C. Brown, M.S. Ferrara, S.
Macciocchi and K. Walpert. 2013.
Impact  test-retest  reliability:
Reliably unreliable?. Journal of
Athletic Training 48(4):506-511.

Rivera, X.C.S., N.E. Orias and A. Azapagic.
2014. Life cycle environmental
impacts of convenience food:
Comparison of ready and home-
made meals. Journal of Cleaner
Production 73: 294-309.

Rana, J. and J. Paul. 2017. Consumer behavior
and purchase intention for organic
food: A review and research
agenda. Journal of Retailing and

Consumer Services 38: 157-165.

JCDLQ

Ryu, E. 201 3. Factorial invariance in
multilevel  confirmatory  factor
analysis.  British ~ Journal  of
Mathematical & Statistical
Psychology67(1):172-194.

Vuttisint, N., D. Sangchil and V. Chaiya. 2017.
Survey on  consumption  of
collagen supplements in Chiang
Rai. Journal of Community
Development and Quality of Life
5(2): 282-294. (in Thai).

Wang, H.S. and S. Menon. 2018. Food safety
in the 21" century. Biomedical
Journal 41(2): 88-95.

WHO. 2017. Thailand national strategy on
STls prevention and control 2017-
2021. Depart of disease control,
Bangkok. (in Thai).

Yoon, N.H., S. Yoo and S. Kwon. 201 8.
Influence of highly accessible urban
food environment on  weight
management: A qualitative study in
Seoul. International Journal of
Environmental Research and Public
Health 15(4): 755-764.

U7 7adufl 2 Usziiou naunnaw - Beau (2562)] 225


https://www.sciencedirect.com/science/article/pii/S0959652614000171#!
https://www.sciencedirect.com/science/article/pii/S0959652614000171#!
https://www.sciencedirect.com/science/article/pii/S0959652614000171#!

	Lee, H.J. and Z.S. Yun. 2014. Consumers’ perceptions of organic food attributes and cognitive and affective attitudes as determinants of their purchase intentions toward organic food. Food Quality and Preference 39: 259-267

