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Abstract

This article aimed to study (1) the marketing mix factors affecting the decision to buy
frozen food of consumers in Bangkok and (2) To study the factors of brand value that affect the
decision to buy frozen food of consumers in Bangkok. The research model is quantitative
research, area is Bangkok. The sample group is consumers who have experience buying or have
bought frozen, 400 people. They were selected by a simple random sampling method. There is
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1 type of research tool which is a questionnaire. Analysis data by Descriptive statistics and
Content Analysis. The research results were found as follows;

1) Marketing mix factors that affect the decision to buy frozen food of consumers in
Bangkok up to 26.90% with a statistical significance of 0.05 with 2 aspects: product have a
negative influence and marketing promotion It has a positive influence on consumers' decision
to buy frozen food.

2) The brand value factor that affects the decision to buy frozen food of consumers in
Bangkok up to 33.20% with a statistical significance of 0.05 with 3 aspects: brand name
recognition quality perception and brand loyalty.

Consumers know that Frozen food tastes delicious, clean, and hygienic. And there is
food value. Importantly, brand value affects the decision to buy frozen food. Consumers have a

feeling that they don't regret money, when deciding to buy frozen food.

Keywords: Marketing Mix; Brand Value; Frozen Food
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