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ABSTRACT

In Thailand, currently, the lifestyle of people is being rushed. They are more likely to
need more convenience cookings. Convenience cookings is considered as the ease of use of
the food consumption which indicates time reducing. The ready-to-eat frozen food is
observed as a convenience cooking, and the packaging of ready-to-eat frozen food are
designed to fulfill the consumers need for more convenience. Therefore, packaging could be
one of the strategic tools to influence consumer buying behavior. In this study, the researcher
intended to investigate the influence of the visual elements of packaging in terms of graphics,
the visual elements of packaging in terms of size/shape, the informational elements of
packaging in terms of product information, the informational elements of packaging in terms
of technology, brand image, price sensitivity on consumer buying behavior of CP ready-to-

eat frozen food.

This study applied survey methods to collect the data from 399 respondents who have
experienced purchasing CP ready-to-eat frozen food. Descriptive statistics were used in
describing parameters of the respondents and inferential statistics were used to test
hypotheses. The result of Multiple Regression Model showed that the visual elements of
packaging in terms of graphics and size/shape and the informational elements of packaging in
terms of product information and technology are significantly influenced on consumer buying
behavior, also both independent variables were significantly influenced on brand image. In
addition, brand image is significantly influenced on consumer buying behavior. Nevertheless,
the price sensitivity is not significantly influenced on consumer buying behavior. The result
of Simple Linear model revealed that the price sensitivity is significantly influenced on brand

image.

Furthermore, the findings of this study provided some useful and important benefits
for the ready-to-eat frozen food companies to understand the influences of the independent
variables on the dependent variable which could assist them in their sale performance to
become better, as well as being able to understand the consumer buying behavior in terms of

ready-to-eat frozen food products.
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CHAPTER |

GENERALITIES OF THE STUDY

1.1 Introduction

Packaging is basically considered as a container or wrapper for a product and it could
also be a marketing tool. Basically, the package must describe the features of the products,
create consumer attention and confidence in terms of handling and transportation use and a
good package design can contribute to recognition of the brand. In addition, innovative
packaging may also give great benefits to consumers as well as bringing profits to providers
(Prendergast and Pitt, 1996). Packaging could be a good communication tool to provide
information about the product, such as price, contents and recommendations. Moreover,
packaging could also be a factor affecting consumer buying behavior because it should be the

point of sale which is an essential part of the selling process (Rettie and Brewer, 2000).

Food packaging is likely to grow in competitive market conditions, as packages turn
into a tool for communication and branding, and there are many factors affecting the
consumer buying behavior process through food packaging, therefore the communication
functions of the package, such as the graphics of the packaging, the size and shape of the
packaging, the information on the package, the innovative of packaging must inform and
assist consumers in making their purchase decision carefully. For example, the graphics on
the package, such as their color and design, trend to have an impact on consumer buying
behavior because graphics are necessary when consumers do not have time for much
consideration and decision making, therefore graphics could draw their attention to the
product (Ahmed et al, 2014).

According to Jinkarn and Suwannaporn (2015), the size and shape of packaging are
more likely to play an important role in consumer buying behavior because the proper size
and shape of the package could offer convenience to the consumers for storing and preparing
or grabbing and holding. In addition, information on the package packaging could also have
an impact on consumer buying behavior because it can connect consumers with the product
and it is very important for the consumers to consider information on a package in order to

compare quality and value (Deliya and Parmar, 2012). Similarly, some consumers might pay



more attention to the information on the package, especially the consumers who are
concerned about health (Silayoi and Speece, 2004). In addition, consumer buying behavior is
also likely to be influenced by the technology of packaging, such as its recyclability,
microwavable, easy-to-open, easy-to-store, easy-to-carry, and preventing breakages (Silayoi
and Speece, 2007).

Consumers are becoming more and more demanding and packaging has been gradually
taking on an important role as a way to serve consumers by providing information and
delivering functions to communicate with consumers. There is no wonder that an important
role of packaging is observed as a strategic tool to influence consumer buying behavior.
Likewise, in Thailand, currently, the lifestyle of people is being rushed. There are time
constraints and the need for speed in the activities of everyday life and they are more likely to
need more convenience cookings (Silayoi and Speece, 2007). Convenience cookings could be
considered as the ease of use of consumption of the food which indicates time reducing and

less effort to prepare (Luning, 2001).

Consumers who need convenience cookings, agree that ready-to-eat frozen foods is
convenient (Darian, 1995). Moreover, packaging concepts of ready-to-eat frozen food are
designed more and more to fulfill the consumers need for more convenience (Luning, 2001).
For example, ready-to-eat frozen food packaging includes materials used to make the size or
shape of the package which reflects the amount of food in the package, and it is convenience
for consumers to make a food volume judgment through size and shape of the package.
Furthermore, packaging materials could have an impact on convenience as well as the
product itself because it could help consumers with their food preparation. For example,
microwavable packaging could be a good solution for consumers when they do not have

enough time to prepare their meal (Silayoi and Speece, 2007).

However, in this case, the consumer buying behavior is influenced not only by the
convenience of the ready-to-eat frozen food packaging. Price and brand of the ready-to-eat
frozen food could have an impact on consumer buying behavior as well. For example, price
could refer to the perceived value of goods and service, and the different perception in the
goods or service leads to a difference in identifying price, especially, the importance of food
price often has its effect on consumer income (Walters and Bergiel, 1989). On the other hand,



brand names could create importance information and key benefits of the product, and help
consumers remember about it (Parry, 2001).

In Thailand, demand for ready-to-eat frozen foods has increased because it can response
to the lifestyle and needs of consumers in terms of convenience. The way of Thai consumer’s
eating behavior has been changed; Euro Monitor Research has predicted that by the end of
the year 2015, the ready to eat frozen food market will be worth up to 15,026 million baht,
with consumption of 67,299 tons compared to the year 2014, there will be an increase of 7.17
per cent in Baht (Million) and 6.58 percent in tons (Quantity) respectively and it is expected

to grow constantly in the coming years (as detailed in Table 1.1).

Table 1.1: The growth of ready-to-eat frozen food in Thailand market

YEAR TONS (Quantity) BAHT (Million)
2017 75,177 16,944
2016 71,333 16,006
2015 67,299 15,026
2014 63,141 14,020
2013 58,865 12,987
2012 54,298 11,597
2011 49,678 10,800
2010 46,740 10,094
2009 43,366 9,292

Source: www.euromonitor.com/ready-meals-in-thailand/report ~ accessed the data on
28/07/2015

1.1.1 The market of ready-to-eat frozen food in Thailand

In the last five years, the market for ready-to-eat frozen food in Thailand has grown
steadily, from the year 2011 to the year 2015 which is shown in table 1.1. There is no wonder
that ready-to-eat frozen food can meet the needs of consumers in Thailand, because Thai
consumers, especially those who live in cities, have increasingly busy lifestyles with many of

them working late into the evening and they are more likely not to have much time to prepare
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and cook food at home; hence, ready-to-eat frozen food has become their preference on busy
working days because it results in reducing time for food preparation.

In this study, the researcher investigates the relationship between the packaging of CP
ready-to-eat frozen food and consumer buying behavior because in Thailand, the top market
leader of ready-to-eat frozen food is Charoen Pokphand Foods or CP which owns market
share with a percentage of 19.10 followed by the S & P Syndicate Plc (PLC) with a market
share of 16.20., Surapon Foods Public Company Limited (Thailand), with a market share of
13.90 percent and Prantalay Marketing Company limited with a market share of 11.40
percent (as detailed in Table 1.1.1).

Table 1.2: The major players in Thailand’s ready-to-eat frozen food market

Company Market Share Brand
Charoen Pokphand 19.10% CP
S & P Syndicate Plc (PLC) 16.20% S&P
Surapon Foods Public 13.90% Surapon
Prantalay Marketing 11.40% Prantalay
CP retailing and marketing 8.10% Jade dragon
CP Inter Food 6.10% CP
Others 25.20% -

Source:  www.euromonitor.com/ready-meals-in-thailand/report accessed the data on
28/07/2015

Obviously, Charoen Pokphand Foods is the leading player in ready-to-eat frozen foods in
the Thai market. Basically, the products are mainly distributed through CP Fresh Mart and 7-
Eleven convenience stores. In this research, the researchers will classify CP ready-to-eat
frozen food products through CP fresh mart stores which is one of the most famous

convenience stores in terms of ready-to-eat frozen foods in Thailand,

and the researcher would like to find out whether there are relationships between CP ready-
to-eat frozen food packaging, price sensitivity of CP ready-to-eat frozen food, brand image of
CP ready-to-eat frozen food and consumer buying behavior and the researchers’ population
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selection will be based on any consumers who already have experienced purchasing ready-to-
eat frozen foods from CP fresh mart.

There might be several factors of CP ready-to-eat frozen food packaging that might have
an impact on consumer buying behavior. The researcher will mainly focus on packaging of
CP ready-to-eat frozen food through the six factors which are: the visual elements of food
packaging in terms of graphics, the visual elements of food packaging in terms of size/shape,
the informational elements of food packaging in terms of product information, the
informational elements of food packaging in terms of technology, price sensitivity and brand

image.

1.2 Statement of problem

During the last five years in Thailand, the working patterns, the lack of time, lifestyle
and several other factors of consumers have led to the trend for convenience food. Currently,
consumer’s demands for fast and easy-to-consume food at greater levels in Thailand and for
this reason: the ready-to-eat frozen foods are highly valued in the market, and also the proper
elements of packaging could make the value of ready-to-eat frozen foods even higher
therefore, marketers of food companies are required to be competitive by passing the message
to the consumers, such as improving the taste of the frozen food to taste similar to freshly
prepared food and developing packaging design that is more modern and attractive to
consumers because
in order to standout against competitors, every company tries to create something new and to
get the competitive advantage for providing the product to the consumers, and one of the
marketing tools that has become popular and important is packaging design which allows
companies to be different from each other, and also the companies in the ready-to-eat frozen
food industry must realize the significance of packaging in ensuring the durability,
functionality, portability, visibility and communicability the product in ready-to-eat frozen
food market because packaging could be one of the important tools in today’s marketing

communications.

This has become the reason why the ready-to-eat frozen food companies can never look
away on the packaging issues because the package could be described as the silent salesman

(Hill and Tilley, 2002). For example, how the package can be opened and closed, how it fits

5



properly onto the refrigerator, how it gets consumer attention when they look for the product
and so on, all these factors can provide emotional feedback from the consumers because
packaging trend to impact the consumer at the point of sale as well as at the point of future
handling and using the product. It becomes a part of the consumers’ experience and

influences the buying behavior.

There is no wonder that the role of packaging has changed because of the increase in self-
service and changing consumer’s lifestyles, therefore food companies must adapt packaging
elements to the consumer’s preferences and needs. In this study, the researchers will focus on
whether there is any relationship between the visual elements of CP ready-to-eat frozen food
packaging in terms of graphics, the visual elements of CP ready-to-eat frozen food
packaging in terms of size/shape, the informational elements of CP ready-to-eat frozen food
packaging in terms of product information, the informational elements of CP ready-to-eat
frozen food in terms of technology, brand image of CP ready-to-eat frozen food, price
sensitivity of CP ready-to-eat frozen food and consumer buying behavior

(www.euromonitor.com/ready-meals-in-thailand/report, accessed on 28/07/2015).

1.3 Research objectives

e To find the major influence of visual elements of CP ready-to-eat frozen food
packaging in terms of graphics and size/shape on consumer buying behavior.

e To find the major influence of visual elements of CP ready-to-eat frozen food
packaging in terms of graphics and size/shape on brand image.

e To find the major influence of informational elements of CP ready-to-eat frozen food
packaging in terms of product information and technology and brand image

e To find the major influence of informational elements of CP ready-to-eat frozen food
packaging in terms of product information and technology on consumer buying
behavior.

e To find the major influence of price sensitivity of CP ready-to-eat frozen food on
brand image.

e To find the major influence of price sensitivity of CP ready-to-eat frozen food and

brand image on consumer buying behavior.
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1.4 Scope of the study

In this study, the researcher intends to explore consumer buying behavior for CP
ready- to-eat-frozen foods and its relationship to the visual elements of packaging in terms of
graphics, the visual elements of packaging in terms of size/shape, the informational elements
of packaging in terms of product information, the informational elements in terms of
technology, price sensitivity and brand image. According to Stewart (2004), consumer buying
behavior is the major issue that must be considered carefully when designing a package
because consumer’s choices and desires are the important elements that drive the marketing
process. The key issue for packaging design is to understand the consumer needs and desires
because a package design could help the product to be noticeable among familiar packages
offered by competitors, and the design of a package contributes to the communication of
value and has a strong influence on sales of a particular product. In this case product package

may assist consumers to make a buying decision.

Moreover, consumer buying behavior could be affected by price and brand of the
product as well. For example, that consumers trend to get price sensitivity when observing
the price of the products as high or low which affects consumers’ willingness to buy the
product, in addition pricing also enables companies to segment markets, define products,
create brand awareness as well as an image of the brand which could lead to consumer brand
loyalty (Dhurup et al. 2013).

The survey is based on any consumers who already have experienced purchasing CP
ready-to-eat frozen food products from CP Fresh mart, and the sample size of 399
respondents are assigned as the target population in the areas of Fortune Town, Silom and
Payathai. In this research, the questionnaire will be separated into two parts. The first part
contains questions on the demographic profile, such as respondents’ age, gender, education

level and monthly income.

The second part of the questionnaire will be based on the researcher’s conceptual
framework which are visual elements of CP ready-to-eat frozen food packaging in terms of

graphics, visual elements of CP ready-to-eat frozen food packaging in terms of size/shape,



informational elements of CP ready-to-eat frozen food packaging in terms of product
information and informational elements of CP ready-to-eat frozen food packaging in terms of
technology, price sensitivity of CP ready-to-eat frozen food, brand image of CP ready-to-eat
frozen food and consumer buying behavior which contain 28 questions in total. In addition,
the researchers also used non-probability sampling by applying purposive sampling, quota

sampling and convenience sampling.

1.5 Limitations of the research

In this study, the researcher planned to collect data from CP Fresh mart and focus on
consumers who already have experienced purchasing CP ready-to-eat frozen food from CP
Fresh mart only. The result of this study will represent specific areas in Bangkok only. The
researchers will not be able to collect data from all the population who have purchased CP
ready-to-eat frozen foods from every CP fresh mart branch in Thailand, due to limitations of
money, time and personnel; also, the researcher used purposive sampling, quota sampling and
convenience sampling to gather the data, therefore it may not cover all answer of CP ready-to

eat frozen food consumers in Thailand.

Moreover, since ready-to-eat frozen food is expected to respond to the needs of
consumers in Thailand due to changes in lifestyle, the packaging elements of ready-to-eat
frozen food have also been updated to follow the new lifestyles of consumers. Moreover,
Charoen Pokphand Foods or CP is currently the leading player in the ready-to-eat frozen food
category in Thailand. Therefore, this study will be limited to only the selected independent
variables. The six variables are; the visual elements of CP ready-to-eat frozen food packaging
in terms of graphics, the visual elements of CP ready-to-eat frozen food packaging in terms of
size/shape, the informational elements of CP ready-to-eat frozen food packaging in terms of
product information, the informational elements of CP ready-to-eat frozen food packaging in
terms of technology, price sensitivity of CP ready-to-eat frozen food and brand image of CP
ready-to-eat frozen food because these variables could be a good communication tool to
provide information about CP ready-to-eat frozen foods for the consumers. The data
collection took place in the month of September 2015 and the result of the study might be

limited to a specific timeframe.



1.6 Significance of the study

This study aims to benefit the ready-to-eat frozen food suppliers, marketing teams and
distributors in the frozen food industry in Bangkok, Thailand. The study will investigate the
factors which affect consumer buying behavior of ready-to-eat frozen food. Basically, they
need to understand how packaging influences buying behavior of consumers and most
importantly, nowadays, the role of packaging has changed due to increasing self-service and
changes in consumers’ lifestyle. Therefore, packaging could be a tool to attract consumer
attention to the product as well as enhancing its brand image, and influencing consumers’
perceptions about the product, therefore it could help consumers to choose the product from
the wide range of similar products. Packaging elements should be determined by considering
the requirements of consumer’s needs and wants and the cost implications they have. For this
to happen, marketers and food companies should be able to understand how consumers
behave especially with reference to how informational elements on the package assist

consumers’ choice.

In addition, packaging is considered as a salesman on the shelf, because it could make a
product stand out and in order to make the point of sale, food suppliers and marketing teams
also need to realize the importance of ready-to-eat frozen food packaging elements because it
is growing in a competitive market and become an important tool for communication and the
branding of food products to consumers. As the ready-to-eat frozen food market becomes
more competitive in Thailand, It is recommended marketing teams and suppliers of ready-to-
eat frozen food industry should pay attention to the products’ packaging because packaging
could be considered as one of the most important tools in today’s marketing communications
and product packaging elements could definitely have an impact on consumer buying
behavior. If food suppliers or marketing teams provide consumers with poor packaging then,

it could be one of the causes of product failure in the market.



1.7 Definition of the terms

Brand image:

Brand image is a particular frame of reference which the consumer associates with a
particular brand. Moreover, a good image could enhance the brand value in the eyes of the

consumer by increasing its likeability and desirability (Keller, 1993).

Consumer buying behavior:

Consumer buying behavior is the thinking process of consumers to make a decision when

purchasing the product or service in order to fulfill their needs (Blackwell et al. 2006).

Informational elements in terms of product information:

The informational elements of packaging in terms of product information is the written
information on the package which could assist consumers in making decisions, such as
cooking directions, nutritional fact, expiry date, well-explained shelf life and so on.
Consumers are also more likely to be aware of the information on the package when
purchasing food products. However, packaging information can also create confusion by

containing misleading or inaccurate information (Kupiec and Revell, 2001).
Informational elements in terms of technology:

The informational elements of packaging in terms of technology is a combination
between research development and innovation that are more effectively packaged for the
product, such as microwavable packaging, longer shelf life packaging, easy-to-use and easy

to-store packaging (Mcllveen, 1994).

Price sensitivity:

10



Price is the value of purchasing goods or service and might be involved with consumer
buying behavior and price could be an important factor for some consumers because they are
more likely to feel price sensitivity when purchasing the product at a lower or a higher price
(Kimet al., 1999).

Visual elements in term of graphics:

The visual elements of packaging in terms of graphics is the methodology of visual
communication and a combination of visual arts and typography and also the importance of
graphics is explained by the image and mostly developed by marketers. Graphics contain
image, layout, color and the total presentation of image communicated to consumers
(Nancarrow et al., 1998).

Visual elements in terms of size/shape:

The visual elements of packaging in terms of size/shape is the combination of dimensions
of the package which could allow consumers to handle or carry it easily. Moreover,
consumers trend to use these things as clarifying visual demonstration to make volume
judgments; therefore consumers could respond to different sizes and shapes in different ways.
The effect of packaging size and shape is stronger when product quality is hard to be
clarified, and this could result in consumers’ judgment of the package, as to whether it is

better value for money (Silayoi and Speece, 2004).
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CHAPTER 11
LITERATURE REVIEW

In this chapter, the researcher explains the theories and concepts which are relevant to
the variables used in this study. The researcher intended to identify the relationship between
the visual elements of CP ready-to-eat frozen food packaging in terms of graphics, the visual
elements of CP ready-to-eat frozen food packaging in terms of size/shape, the informational
elements of CP ready-to-eat frozen food packaging in terms of product information, the
informational elements of CP ready to eat frozen food packaging in terms of technology,
price sensitivity of CP ready-to-eat frozen food, brand image of CP ready-to-eat frozen food
and consumer buying behavior towards CP fresh mart, Bangkok, Thailand. This chapter
mainly consists of three sections which are the theory, the related literature review and
previous studies. The first section is theory, which includes definitions and ideas from other
research. The second section is the related literature review, which contains the relationship
between the selected variables which were studied by previous researchers. The last section

summarizes the information on some related previous studies, including their key findings.

2.1 Relevant theories

2.1.1 Consumer buying behavior

Kotler and Keller (2011) conceptualized that consumer buying behavior refers to the
buying behavior of the consumer and the decision processes involved in buying and using
products and services. Basically, buying behavior of the consumers is related to why they
make the purchases that they make and what factors influence their decision to purchase.
Schiffman and Kanuk (2007) also stated that consumer behavior involves the selection,
purchase and consumption of goods and services in order to satisfy their needs and wants,
basically there are different processes involved in consumer buying behavior. Firstly, the
consumers would try to find what product and service they would like to consume, then they
choose only those products and services that give them greater benefits, and after selecting
the product and service, the consumer trend to make an estimate of the available money
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which they can spend. Lastly, the consumers trend to identify the price of the product and

make the decision.

Moreover, there are other factors influencing the buying behavior of the consumer such
as social class, cultural, personal and psychological factors. For example, firstly, culture is
critical when it comes to understanding the needs, wants and behaviors of an individual.
Basically, culture is part of a society and the influence of culture on buying behavior varies
from country to country. Therefore, analyzing the culture of different groups is very

important in term of consumer buying behavior.

Secondly, social classes are defined as groups, and could be ranked against each other
because consumer buying behavior may also change according to social class. For example, a
consumer from the lower class is more likely to focus on price; on the other hand, consumers
from the upper class trend to be attracted to elements such as features, innovation and the

quality of the product.

Thirdly, personal could be defined as lifestyle and occupation. Basically, the lifestyle
of an individual includes all of the activities, interests, values and opinion of that person, and
the lifestyle of a consumer could influence a buying behavior. For example, a consumer with
a healthy and balanced lifestyle is more likely to prefer to consume healthy products. In
addition, occupation also has a significant impact on buying behavior as well, for example a
marketing manager trends to purchase business suits; on the other hand, a low-level worker in

the same organization are more likely to purchase working clothes.

Fourthly, psychological includes motivation, perception, learning, beliefs and attitudes
and these factors may lead consumers to develop purchasing behavior, because each person
has different needs such as physiological needs, biological needs, social needs and so on.
Therefore, in order to create an appropriate product or service, companies need to understand

the consumer’s buying behavior and their perception to meet their needs and requirements.
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2.1.2 Visual elements of packaging in terms of graphics

Nancarrow et al (1998) stated that graphics is the methodology of visual
communication and a combination of visual arts and typography, mostly the graphics is
developed by marketers. Basically, graphics contain image, layout, color and the total
presentation of image communicated to consumers. However, different consumers may
observe different packaging in different ways because when consumers learn graphics
associations, it could lead the consumers to prefer a certain graphic for certain product
categories. Herrington and Capella (1995) also stated that nowadays, most of the consumers
are more likely to purchase under time pressure and the products appear to be purchased
without prior planning. Therefore, the design characteristics of packaging need to stand out in
order to attract consumers at the point of sale, because it will help the consumers make a

decision quicker when choosing products.

Silayoi and Speece (2004) also mentioned that the design of food product packaging
must be able to be related to safety and healthiness, rather than excitement. Therefore, soft
graphics could be a better indicator of the quality of the product inside. In addition, according
to Herrington & Capella (1995), when consumers examine packages in the supermarket, the
differential perception and the positioning of the graphics can be the difference between
identifying and missing the product because eye-catching graphics could make the product
stand out on the shelf and attract the consumers. Therefore, graphics can affect through colors
and printed lines on the package on which different signs and symbols are located. Moreover,
in many situations graphics could create a positive mood and also an important role of
packaging graphics is that they could gain the attention of consumers to the product (Silayoi
& Speece, 2004).
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2.1.3 Visual elements of packaging in terms of size/shape

Raghubir and Krishna (1999) conceptualized that size and shape combined with a
dimension and consumers trends to use it to make judgments about volume. Basically,
consumers could respond to different size and shape in different ways because the effect of
packaging size and shape is stronger when product quality is hard to be clarified. Silayoi and
Speece (2007) stated that different packaging sizes attract consumers from different
involvement. For example, some consumers find the products in the larger packaging as a
good offer with great value for money and this indicates that when the quality of the product
is difficult to judge, the impact of packaging size is greater because bigger packages of food
products are more likely to be chosen. For example, if consumers are not familiar with the

brand of the product, the larger packaging size and shape could be also noticed easily.

In addition, consumers from smaller households tend not to be interested in larger
packages because they found that the smaller package is more suitable as the family size is
small. Moreover, the size and shape of packaging could also be defined as a convenient tool
in terms of using and carrying. For example, some consumers found some packages were not
convenient because the packages did not fit in to their hands. The shape of packaging could
also make products more appealing, especially for children’s products because children are
more likely to try products in different packaging shapes. Moreover, Kids are always attracted
by the weird shape of packaging; therefore the size and shape of packaging trends to focus
more on convenience of use and handling. Therefore, packaging size and shape are more

likely to depend on product features and the target market (Silayoi and Speece , 2007).

2.1.4 Informational elements of packaging in terms of product information

Coulson (2000) mentioned that one of the functions of packaging is to communicate
product information to consumers, which can help them in their purchase decisions carefully
because communication of information is one of the important functions of packaging. For
example, it could help consumers to make the right decision in the purchasing process and
also provide the consumer the opportunity to consider alternative products and make a choice
by reading the information on the package or product. However, information on the package
could also create confusion if there is too much information on the package. Moreover, the

information on packages could be important components of the overall marketing mix,
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because it could support a product advertisement, establish brand identity and enhance name
recognition of the product. In addition, the consumers can make their decision on the basis of
information printed on the packaging. Mostly, in fast moving consumer goods (FMCG)

industry, the consumer trend to perform evaluation on the basis of printed information.

Ahmed and Salman (2005) stated that in the food industry, packaging is considered as
a communication tool providing information of the product about ingredients, contents, price,
cooking directions and the expiry date. Basically, the objective of the information functions
of packaging is to inform consumers about the product’s contents and help the consumers in
making their decisions carefully. Silayoi and Speece (2004) also stated that informational
elements are becoming very important because the consumers are more likely to judge food
product quality by reading the label, and appropriately delivered information on the package
creates an impact on the decision of consumers when purchasing. Therefore, packaging

layout is important for the presentation of information as well.

2.1.5 Informational elements of packaging in terms of technology

Mcllveen (1994) stated that the informational elements of packaging in terms of
technology is a combination between research development and innovation that are more
effectively packaged for the product. Basically, the development of packaging technologies is
concerned with food safety mainly, and these technologies could be related to improving the
quality, expiration date, safety, and components of the package. For example, to improve
packaging, one idea is to use microwavable packaging, longer shelf life packaging, easy to
use and easy to store and so on. Therefore, innovation of the food package, such as materials
needed to be developed that are more effectively produced and meet maximum food safety
requirements because materials of packaging could also affect the perceived quality of a
product, this means consumer perceptions regarding certain materials could change the
perceived quality of a product; for example, some packaging materials are supposed to be
made in a way which could handle the temperature below zero or high temperatures in the

microwave, depending on the product functionalities and the needs of a consumer.

Silayoi and Speece (2004) also mentioned that the technology developed for packaging
comes from consumer behaviors. For example, working people often purchase microwavable

food packaging which is convenient and suits their lifestyle; therefore, consumers are more
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likely to pay attention to packaging materials, which have an impact on convenience as well
as the product itself because it could help them with their food preparation. For example,
microwavable packaging could be a good solution for consumers when they do not have
enough time to prepare their meal. In addition, proper materials of packaging could be critical
in terms of safety. For example, some housewives indicated that snack food packages needed
to be made from non-toxic materials, as well as to be soft and harmless when kids tried to

open them themselves.

2.1.6 Price sensitivity

Kim et al. (1999) stated that price is the value of purchasing goods or services and
might be involved in consumer buying behavior and price could be an important factor for
some consumers because they are more likely to feel price sensitivity when purchasing the
product at a lower or higher price. Monroe (1971) mentioned that price sensitivity is an
individual difference variable describing how individual consumers show their reactions to
changes in price levels. Basically, price sensitivity is the awareness of the consumers of what
they perceive about the cost within which they will buy a particular product or service and
each consumer tends to have a certain price acceptability range, and different consumers have

different limits in their perceptions of what price is within their range.

Kanghyun and Thanh (2011) also mentioned that price sensitivity occurs when each
consumer shows their reactions to changes in price levels. Basically, it is the awareness of the
consumers to what they observe about the cost when purchasing a particular product or
service. Normally, each customer will have a certain price acceptability range in their mind.
When customers are satisfied with the products or services, they are more likely to buy the
product again and they tend to become loyal to the brand and loyal consumers are more likely
to be price insensitive to price changes. On the other hand, non-loyal consumers are sensitive

when making a decision to purchase products or services.
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2.1.7 Brand image

Keller (2008) stated that a brand may include a symbol, name, design, or experience
that help consumers identify products and services, in addition branding could also help
consumers to reduce risk by ensuring a certain level of product quality and brand image could
create values of the product in many ways, such as by helping consumers to process
information, differentiate brands, generate reasons to buy, give positive feelings, and increase
the reliability of the product. Keller and Lehman (2006) also mentioned that a good brand
image provides important benefits to the product and company. For example, a good brand
image could help the company to reduce the costs of advertising and help the company to be
ahead of the competitors in terms of recognition. Especially in the food business, a good
brand image and a well-known brand could catch consumers attention first, because the

consumers found them reliable (Silayoi and Speece, 2004).

Lassar et al. (1995) also mentioned that consumer confidence could occur with a good
brand image because loyalty and trust of the consumers are more likely to be developed
through a good brand image and these lead to confidence in the consumers and the greater the
confidence they have in the brand, the more likely they are willing to pay a high price for it.
Therefore, a good brand image may give buyers confidence that it performs better than a
brand which is unknown and the feeling of confidence communicated by the brand can be an

important additional benefit to the buyer.

2.2 Related review literature

Related review literature between visual elements of packaging in terms of graphics and

consumer buying behavior.

A study about impact of product packaging on consumer’s buying behavior. The
researchers, Ahmed et al. (2014) conceptualized that graphics on the package, such as color
and design play an important role in consumer buying behavior because graphics are
necessary when consumer do not have time for much consideration and the decision making
process for a product. Therefore, graphics could draw their attention to the product. The

objective of this study is to find out their impact on buying behavior. In this study, Pearson’s
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Correlation analysis was used as the method to find out the relationship between the graphics
on packaging and consumer buying behavior and the result of the study show that there is a
significant positive relationship between the graphics on packaging and consumer buying

behavior.

Similarly, a study about packaging factors determining consumer buying decision. The
researchers, Abdullah et al. (2013) described how any product that is looked at on the store
shelf could play a big part in whether or not consumers will be interested in buying it. For
example, if the graphics on the package, such as color and layout look boring, the consumers
might overlook the product and pick up something else. Therefore, the graphics on the
package are one of the important influencing factors in the consumer’s buying decision.
According to Schiffman and Kanuk (2007) consumer buying behavior may refer to buying
decision process of consumers when they evaluate a product. The objective of the study was
to identify the importance of packing in consumer buying decisions. In this study, the
hypotheses were tested using Pearson’s Correlation, Regression Equation and ANOVA and
the result of the study showed that there is a significant positive relationship between the

graphics on packaging and consumer buying behavior.

Related review literature between visual elements of packaging in terms of size/shape

and consumer buying behavior.

A study about impact of visual elements of packaging of packaged milk on consumer
buying behavior. The researchers, Adam and Ali (2014) stated that consumer consumption
trends increased when packages are available in larger sizes. For example, a larger package is
considered by consumer of larger family, and a smaller package for them could be considered
as a waste. Moreover, if the product has a shorter expiry date, consumers trend not to prefer
large package sizes. Therefore, the size and shape of packaging could have an impact on
market demand. The objective of this study was to examine the impact of packaging elements
on consumer buying behavior. Multiple Regression analysis and Pearson Correlation method
were applied in this study and the results showed that there is a significant positive

relationship between size and the shape of packaging and consumer buying behavior.
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Similarly, a study about trade-off analysis of packaging attributes for foods and
drinks. The researchers, Jinkarn and Suwannaporn (2015) mentioned that the functions of
packaging, such as size and shape could be perceived as quite important for consumers
because it could be convenient for consumers to store and prepare or grabbing and hold. The
objective of this study was to examine consumer perspectives and trade-off on packaging
convenience attributes of various food and drink packages. Conjoint analysis was used for the
important score calculation and data analysis in this study and the result revealed that there is

a positive relationship between size and shape of packaging and consumer.

Related review literature between informational elements of packaging in terms of

product information and consumer buying behavior.

A study about role of packaging on consumer buying behavior. The researchers,
Deliya and Parmar (2012) revealed that the information elements on packaging include the
label indicating the brand name of the product, and information could connect consumers
with the product because the consumers feel that it is very important to consider information
on a package in order to compare quality and value. Therefore, consumers could evaluate the
product on the basis of information. The objective of the study was to identify the factors
behind the success of the packaging on consumer buying behavior. In this study, Pearson’s
Correlation analysis was used as the method to test the hypotheses and the results showed
that there is a significant positive relationship between information on the package and

consumer buying behavior.

In addition, Mutsikiwa et al. (2013) studied about the impact of informational package
elements on consumer purchase behavior of breakfast cereal products. The researchers stated
that the informational elements on packaging, such as brand elements, nutritional information
and food labels are important in influencing consumers’ purchase behavior, because
consumers trend to make a judgment of the product after reading the information on the
package. The objective of this study was to identify the impact of informational package
elements on consumer buying behavior of breakfast cereals. The Chi-square tests were used
to examine the relationship existing between the dependent and independent variables and the
results revealed that there is a significant relationship between the information on the package

and consumer buying behavior.
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Related review literature between informational elements of packaging in terms of

technology and consumer buying behavior.

A study about the important of packaging attributes: a conjoint analysis approach. The
researchers, Silayoi and Speece (2007) stated that the technology of packaging could add
value to the product; such as recyclability, easy-to-open, easy-to-store, easy-to-carry, and
unbreakable. Therefore, the consumers can choose the product in term of its innovative
packaging, which shows the relation between consumer buying behavior and technology in
packaging. The purpose of this study was to investigate the importance of the design of
packaging, such as technology on consumer buying behavior. This study used conjoint
analysis to examine the relationship between the technology of packaging and consumer
buying behavior, and the results indicated that there is a positive relationship between the

technology of packaging and consumer buying behavior.

According to Mahajan et al. (2013), study about role of packaging for enhancing the
sales appeal. The researchers conceptualized that packaging technology, such as innovative
packaging could add value to the product in the eyes of consumers, such as portion control,
recyclability, child-proofing, easy-open, easy-store, easy-to-carry, and non-breakability. The
objective of this study was to examine the role of packaging and packaging design for
enhancing sales appeal, as well as influencing consumer buying behavior. Multiple
Regression analysis was used as a method to test the relationship and the result showed that

innovation in packaging significantly influenced consumer buying behavior.

Related review literature between brand image and consumer buying behavior.

A study about impact of labeling and packaging on buying behavior of young
consumers with mediating role of brand image. The researchers, Sial et al. (2011) mentioned
that a good brand image enhances the value of the brand in the consumer’s mind because the
good image could increase the likeability and desirability of the product. The objective of this
study is also to identify the relationship between brand image and consumer buying behavior,
therefore regression, correlation and the sobel test were used methods to find out if there is a
relationship between brand image and consumer buying behavior or not and the result of this
study show that brand image significantly influences consumer buying behavior.
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In addition, Fianto et al. (2014) studied about the influence of brand image on
purchase behavior through brand trust. The researchers mentioned that brand image could
create consumer confidence in the quality of products. The objective of this study is to
identify and analyze the influence of brand image on purchase behavior. According, to
Schiffman and Kanuk (2007) purchase behavior refers to the buying behavior of the
consumer which is involved in the buying decision process. In this study, generalized
structured component analysis (GSCA) was applied as a method and the results show that

brand image has a positive and significant influence on purchase behavior.

Related review literature between price sensitivity and consumer buying behavior.

A study about price knowledge: effects of consumers’ attitudes towards prices,
demographics and socio-cultural characteristics. The researcher, Diaz (2003) conceptualized
that consumer’s knowledge of prices was found to be dependent on how much importance
they placed on price. For example, the consumer comes from lower-income households tends
to spend less because their sensitivity to price is influenced by their income level. The
objective of this study was to identify the importance of price in consumer purchase behavior.
In this study, data were analyzed through the ANOVA method and the results revealed that

there is a significant relationship between price knowledge and consumer purchase behavior.

Brucks et al. (2000) carried out a study about price and brand name as indicators of
quality dimensions for consumer durables. The researchers stated that when consumers need
to make an evaluation or choice about an unfamiliar product, they are more likely to gather
the information, such as price and brand name in order to make that evaluation or choice. The
objective of this study was to explore the relationship between marketing variables which are
price and brand image and consumer buying behavior. Kanghyun and Thanh (2011)
mentioned that when consumers do an evaluation on the price of the product, price sensitivity
will occur. CATMOD analysis was used as a method to test the relationship between the
variables and the result showed that there is a relationship between price and consumer

buying behavior.
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Related review literature between visual elements of packaging in terms of graphics and
brand image

A study about packaging communication: attentional effects of product imagery. The
researchers Underwood et al. (2001) stated graphics could help consumers find the brand of
their choice and if they do not have any strong preference for a brand then graphics at least
gain their attention to consider a particular product for evaluation. In addition, graphics may
include pictures, image layout, color combination and typography, and will be evaluated by
the level of familiarity the consumer has with the brand because when the consumer is
shopping for a product from a less familiar brand, they are more likely to evaluate the
packaging for the product closely and the graphics of packaging are more likely to have an
impact on consumer evaluation when they have little prior knowledge of the brand. The
objective of this study was to examine whether the product pictures have any effects on
brands and the Weighted-Least-Square analysis was used as the method to test the
relationship. The results of the study showed that there is no relationship between graphics
packaging and high familiarity brands. On the other hand, there is a positive relationship

between graphics of packaging and low familiarity brands.

In addition, Edward (2013) studied about the influence of visual packaging design on
perceived food product quality, value, and brand preference. The researcher mentioned that
packaging is not only a container but is also one of the most important marketing tools for
communicating in term of the brand message to the consumer. Normally, consumers are first
exposed to the product packaging first when buying the product, and then experience the
product itself. Packaging is therefore visual packaging, such as graphics on the package could
create product evaluation, brand differentiation and image. The objective of this study was to
examine the effects of consumer attitudes toward visual food packaging on perceived product
quality, product value, and brand preference. According to Holbrook and Hirschman (1982),
brand preference refers to consumers’ attitude toward the brand based on their past
experience about the brand and brand image is one of an important part in brand preference
building. Confirmatory factor analysis (CFA) was used to test the relationship and the results
of this study showed that graphics used in packaging have a significant relationship with

brand preference.
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Related review literature between visual elements of packaging in terms of size/shape
and brand image.

Agariya et al. (2013) made a study about the role of packaging in brand communication.
The researcher stated that the size and shape of packaging could create communication with
the consumers in terms of volume judgment of the product; whether it is easy to handle and
so on. Moreover, a proper size and shape packaging can help brands in a good position in the
market place and set a brand apart from its competitors in order to get consumers’ attention
easier. The objective of this study was to examine the role of packaging in brand
communication and determining the elements and attributes of packaging for communicating
the brand to customers. In this study, Multiple Regression was applied as a method and the
result showed that there is a significant positive relationship between the size and shape of

packaging and brand image.

Similarly, Orth and Malkewitz (2006) conducted a study about packaging design as
resource for the construction of brand identity. The researchers conceptualized that some
packaging design elements such as size and shapes are an important part of creating the brand
image because these functions of the package could get consumer responses, including lots of
attention and strong positive emotions towards the brand. The objective of this study was to
examine the visual impact of packaging on brand image and consumer responses to the product.
In this study, Simple Regression Analysis was applied as a method to test the relationship among
variables and the results revealed that there is a significant positive relationship between size and

shape of packaging and brand image.

Related review literature between informational elements of packaging in terms of

product information and brand image.

A study about impact of labeling and packaging on buying behavior of young
consumers with mediating role of brand Image. The researchers, Sial et al. (2011) stated that
packaging information, such as labeling which is written on the package or a product could
contain the brand name of the product as well as the ingredients. Moreover, a company uses
packaging and labeling as a tool to attract consumers because the consumers trend to pay
more for the product which has a good brand name, compared to those products which do not
have a good brand image. The objective of this study was to examine the impact of packaging
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and labeling on consumer buying behavior as well as investigating the brand image for the
relationship of labeling on the package. In this study, the data was analyzed through
correlation, regression and sobel test the relationship and the result showed that there is a

significant positive relationship between labeling and brand image.

According to Machado et al. (2012), study about brand mergers: examining consumer
responses to name and design characteristics. The researchers mentioned that visual elements
on the product, such as information also plays a critical role in brand building because they
are considered as the primary visual representation of the brand’s meaning and offer
summary of information about the brand to the consumers. The objective of this study was to
explore how name and design characteristics influence consumer preferences in the context
of a brand merger, in the banking sector. In this study, the data was analyzed through Chi-
Squared Tests and the result showed that there is relationship between product information

and brand image.

Related review literature between informational elements of packaging in terms of

technology and brand image.

A study about role of packaging for enhancing the sales appeal. The researchers,
Mahajan et al. (2013) mentioned that the technology of packaging, such as innovative
packaging could actually add value to the product if it meets a consumer needs, such as
recyclability, easy-to-open, easy-to-store, easy-to-carry, and un-breakability. Moreover,
manufactures try to maintain its innovative packaging as one of the marketing tools in or der
to create a good brand image because brand image could be a view of the customers about a
brand and it communicates to the minds of the consumers. The objective of this study was to
examine the role of packaging and packaging design for enhancing sales appeal as well as
identifying the relationship between packaging innovation and brand image. In this study,
multiple regression analysis was applied to test the relationship and the results indicated that

there is a significant relationship between packaging innovation and brand image.

In addition, Danaei et al. (2014) studied about the effect of product performance on
brand image: case study: razavi yeast product. The researchers stated that in the food
industry, gaining customer trust and creating a favorable image for brands could lead to
competitive advantages for customers. Moreover, companies tend to create a strong brand
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image by improving the quality of products as well as establishing strong brands through the
packaging technology of the product, such as ease of use, ease of handling and safety. The
objective of this study was to identify the effect of product performance on brand image
among bakeries in term of Razavi yeast product in Mashhad. In this study, One-Group T-Test
was used as a method to test the hypotheses and the results showed that there is a strongly
positive relationship between technology of packaging and brand image.

Related review literature between price sensitivity and brand image.

A study about the impact of packaging, price and brand awareness on brand loyalty:
evidence from the paint retailing industry. The researchers, Dhurup et al. (2013)
conceptualized that consumers trend to get price sensitivity when observing the price of the
products as high, low or fair which affects consumers’ willingness to buy the product.
Moreover, pricing is also a crucial strategic variable because it has a direct relationship with
the company’s goals. For example, pricing enables companies to segment markets, define
products, create brand awareness as well as an image of the brand which could lead to
consumer brand loyalty where consumers are loyal to a particular brand over a period of time.
The objective of this study was to investigate the impact of packaging, price and brand
awareness on brand loyalty. In this study, multiple regression analysis was used to test the
hypotheses and the results revealed that there is a significant positive relationship between

price and brand loyalty.

Similarly, a study about the role of income level on sensitivity levels for a similar
product: a purchasing behavior study. The researchers, Soba and Aydin (2012) stated that
when consumers have a high income level, it means that price sensitivity of the consumers is
low because consumers with higher income prefer to buy products at higher price and they
also think that a higher price means higher quality. Moreover, price sensitivity of the
consumers also has an impact on brand image. For example, the consumer with a high
income is more likely to purchase any product which has a good brand image. The object of
the study was to identify the relationship between price sensitivity, brand sensitivity, brand
image and warranty sensitivity on consumers purchasing behavior In this study, Cronbach's
Alpha Coefficient was used to test the relationship among variables and the results revealed

that there is a positive relationship between price sensitivity and brand image.
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2.3 Previous studies

The first study from Deliya and Parmar (2012), the researchers studied about role of
packaging on consumer buying behavior in Patan District. The objective of the study was to
identify the factors behind the success of packaging on consumer buying behavior. In this
study, the hypotheses are tasted based on seven independent variables which are: packaging
color, background image, packaging material, font style, design of wrapper, printed
information and innovation, and the main dependent variable is consumer buying behavior.
The data was collected by distributing a random survey through questionnaires to 150
respondents in Patan district. The questions included in the questionnaire were the five point
likert scales, ranging from (1) strongly disagree to (5) strongly agree and the Pearson’s
Colleration analysis was used as the method to taste the hypotheses in this study. The result
showed that packaging color, background image, packaging material, font style, design of the
wrapper, printed information and innovation have significant positive relationships with

consumer buying behavior.

The second previous study from Ahmed et al. (2014), the researchers looked at the impact
of product packaging on consumer’s buying behavior. The objective of the study was to
examine role of packaging on consumer’s buying behavior. This study also identified the
relationship between independent variables and the dependent variable. The independent
variables are: packaging color, packaging material, design of the wrapper and innovation and
main dependent variable is consumer buying behavior. The data was collected through
questionnaire and 150 students from Karachi were the population. The questions included in
the questionnaire the five point likert scales, ranging from strongly disagree to strongly agree
and Pearson’s Correlation analysis was used as the method to test the hypothesis in this study.
The result showed that packaging color, packaging material, design of wrapper and

innovation have significant positive relationships with consumer buying behavior.

The third previous study from Abdullah et al. (2013), the researchers studied about
packaging factors determining consumer’s buying decisions. The objective of the study is to
identify the importance of packing on consumer buying decisions, such as factors of
packaging which could have an impact on the consumer’s buying decisions. In this study, the

hypotheses were tested based on seven independent variables, which are: color of packaging,
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nice background of packaging, attractiveness of packaging, front style of packaging, printed
information on the packaging, available of information on packaging and handling and
transport facility of packaging, and the main dependent variable is consumer buying decision.
The target population in this study consists of 150 respondents in Bangladesh who are 22
business men, 72 service holders, 27 unemployed, and 29 students and Pearson’s Correlation,
Regression Equation and ANOVA were used for analyzing the data. The study results
revealed that the color of the packaging, nice background of packaging, the attractiveness of
the packaging, front style of the packaging, the printed information on the packaging, the
availability of information on the packaging and handling and transport facility of packaging

have significant positive relationships with consumer buying behavior.

The fourth previous study from Adam and Ali (2014), the researchers studied about
impact of visual elements of packaging of packaged milk on consumer buying behavior. The
objective of this study is to investigate and examine how packaging elements impact on
consumer’s buying behavior by testing hypotheses based on five independent variables which
are: packaging design, packaging material, packaging color, packaging size and packaging
graphics and one dependent variable which is consumer buying behavior. The target
population in this study consists of 384 respondents who buy packaged milk frequently and
the data was collected from the survey questionnaire and the five point likert scales was used
to measure the variables ranging from (1) strongly disagree to (5) strongly agree. In this
study, multiple regression analysis and Pearson Correlation analysis were used to test the
hypotheses and the results show that packaging design, packaging material, packaging color,
packaging size and packaging graphics have significant positive relationships with consumer

buying behavior.

The fifth previous study from Malik et al. (2013), the researchers studied about impact
of brand image and advertisements on consumer buying behavior. The objective of this study
was to identify the relationship between brand image, advertisement and consumer buying
behavior. In this study, 200 survey questionnaires were distributed to 200 respondents
randomly in the general public and in educational institutes where 175 responded and the
questionnaires were measured using the five point likert scales, ranging from strongly
disagree to strongly agree. Multiple regression analysis and Pearson’s correlation were
applied to examine the connection between variables in this study and the results revealed
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that brand image and advertisement have significant positive relationships with consumer

buying behavior.

The sixth previous study from Mousavi and Jahromi (2014), the researchers studied
about examining the relationship between packaging and consumer buying behavior. The
objective of this study was to examine the relationship between seven independent variables
which are: color of packaging, the context image of packaging, packaging materials, the style
of writing, cover design, the printed information and innovation and one dependent variable
which is consumer buying behavior. The target population in this study consists of 193
customers of Mihan and Roozaneh pasteurized milk brand who buy packaged milk frequently
at grocery stores in Shiraz city, and the data was collected from survey questionnaire and the
five points likert scales was used to measure the variables ranging from (1) strongly disagree
to (5) strongly agree. Pearson’s Correlation was applied to test the relationship among the
variables and the results of the study showed that packaging elements such as color, context
image, packaging material, style of writing, cover design, printed information and innovation

have positive and significant relationships with consumer buying behavior.

The seventh previous study form Ahmed et al. (2014), the researchers studied about role
of packaging and labeling on Pakistani consumers purchase decision. The objective of this
study was to examine the impact of packaging and labeling to consumer perception about the
product as well as the link between consumer buying behaviors towards the packaging based
on four independent variables, which are: packaging color, the packaging material, the design
of the wrapper and innovation and one dependent variable which is consumer buying
behavior. The population in this study was students and educational institutions of Karachi in
which the sample size of 100 students was taken through the survey questionnaire and the
five point likert scales was used to measure the variables ranging from (1) strongly disagree
to (5) strongly agree. Pearson’s Correlation was applied to examine the connection between
variables in this study and the results revealed that packaging color, packaging material,
design of wrapper and innovation have positive and significant relationships with consumer

buying behavior.
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CHAPTER 11l
RESEARCH FRAMEWORK

This chapter presents the framework that is used to find out the relationship between
the visual elements of CP ready-to-eat frozen food packaging in terms of graphics, the visual
elements of CP ready-to-eat frozen food packaging in terms of size/shape, the informational
elements of CP ready-to-eat frozen food packaging in terms of product information, the
informational elements of CP ready-to-eat frozen food packaging in terms of technology,
price sensitivity of CP ready-to-eat frozen food, brand image of CP ready-to-eat frozen food
and consumer buying behavior. First part, there are theoretical frameworks from which the
conceptual framework was developed. The second part is the hypothesis and finally, there is

the operationalization of independent variables.

3.1 Theoretical Framework

The researchers developed the conceptual framework based on 3 major research
models. The first model was developed by Silayoi and Speece (2004), who studied about
“Packaging and purchase decision”. Another research model was developed by Sial et al.
(2011), who studied about Impact of labeling and Packaging on buying behavior of young
consumers with mediating role of Brand Image and the third research model developed by
Karampour and Ahmadinejad (2014), who studied about Purchase intention for a private
label brand: direct impact of factors including price sensitivity, understanding brand, image

of private brands and mental image of store. All details are as follow:
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Figure 3.1: The research model for “Packaging and purchase decisions”.
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Source: Silayoi, P. and Speece, M. (2004). “Packaging and purchase decisions”, British Food
Journal, 106(8), 607-628

Silayoi and Speece (2004) studied with the purpose of identifying the factors of a
product package that has effects on the purchase decision. Packaging elements play an
important role, representing the product for customers. Maoreover, involvement levels and
time pressure also have an impact on consumer’s purchase decision because some consumers
always pay more attention to useful information, graphics, size and the shape of the package
of the product and these visual elements could lead consumers to be interested in the product.
On the other hand, if the product is considered risky, such as less information, a terrible
design and so on, then consumers are likely to pay more attention and get the highly involved
with the product. Moreover, time pressure also affects consumer’s purchase decisions.
Basically, the study identified the key factors of consumer’s purchase decisions by doing the
research propositions which should be evaluated based on four independent variables which
are: the visual elements of packaging in terms of graphics, visual elements of packaging in

terms of size/shape, the informational elements of packaging in terms of product information
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and the informational elements of packaging in terms of technology. Time pressure and

involvement levels are used as moderators and the main dependent is purchase decision.

The data was collected by using focus group interviews and the participants have to be
responsible for household shopping. Therefore, two focus groups of six housewives and six
working women were conducted in Bangkok. One group focused on 35-42 year old
housewives with 2-3 kids, and another one on 27-36 year old married working women
without children and a minimum household income of 40,000 bath/month and a maximum of
80,000 baht. The results of the focus group show that packaging is absolutely an important
tool for food products. However, the four elements of packaging affect purchase decisions
differently. Visual elements, graphics and size/shape have an impact on purchase decision
more when consumers tend to get highly involved. On the other hand, packaging information
elements get more involved with purchase decision in higher involvement and time pressure

also affects how consumers evaluate products at the point of sale.

Figure 3.2: The research model for Impact of labeling and Packaging on buying behavior of

young consumers with mediating role of Brand Image.

Labeling Consumer
Buying
Brand Image Behavior
Packaging

Source: Sial, M., Gulzar, A., Ain Riaz., and Nawaz, B. (2011). Impact of labeling and
Packaging on buying behavior of young consumers with mediating role of Brand Image.

Interdisciplinary Journal of Contemporary Research in Business, 3(8), 1022-1028

Sial et al. (2011) studied about packaging as a tool to be used to communicate with
customers. Basically, consumers always look for the information on the package, such as the
color, style, design and other interesting materials. Therefore, the research intended to
measure the impact of packaging and labeling on consumer buying behavior and brand image
is also investigated. The objective of this study is to explore the relationship of labeling and
packaging on consumer buying behavior and to explore if brand image have a relationships of
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packaging and labeling on consumer buying behavior. Two independent variables are used in
this research which are labeling and packaging, and brand image is used as mediating
variable and the main dependent variable is consumer buying behavior. Basically, Data was
collected by questionnaires from 200 people and only 17-30 years old are selected as
respondents because this age group of people are likely to be more brand conscious and the
respondents are only from Rawalpindi and Islamabad. Basically, the reliability of all
variables was measured through Cronbach’s alpha, correlation, regression and sobel test to
find out if hypothesis are true or not. The results show that there is positive relationship
between brand image and buying behavior of young consumers with 95% influence of brand
image on young consumer’s buying behavior. On the other hand, there is no influence of
labeling on young consumer’s buying behavior. The results also show that there is a positive
relationship between packaging and young consumers buying behavior. Moreover, there is
also a positive relationship between labeling and brand image as well as packaging and brand

image; however, there is no significant relationship between labeling and buying behavior.

Figure 3.3: The research model for Purchase intention for a private label brand: direct impact
of factors including price sensitivity, understanding brand, image of private brands and

mental image of store.
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Source: Karampour, A., and Ahmadinejad B. (2014): The research model of Purchase
intention for a private label brand: direct impact of factors including price sensitivity,
understanding brand, image of private brands and metal image of store. Kuwait Chapter of
Arabian Journal of business and management review, 3(7), 417-424
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Karampour and Ahnmadinejad (2014) examined the factors that influence consumer’s
purchase intention which are: price sensitivity, understanding the brand, the image of private
brands and mental image of store. Basically, customers need information to make a decision
when purchasing a product. Consumers need internal information such as, understanding the
brand and external information is needed as well, such as the color, price, brand name of the
product and so on. This information will get into consumer’s minds and it will result in
increasing feelings, and commitment to the products. The objective of the study is to identify
the direct impacts on purchase intention for a private label brand and the impacts are: price
sensitivity, understanding the brand, the image of private brands and mental image of store
which are used as independent variables. In this study, simple random sampling was used to
collect data among 300 purchasers of Eteka brands from two Eteka chain stores across
Tehran and 315 questionnaires were contributed among the purchasers. The five point Likert
scale has also been used to measure the research variables and to determine reliability,
Cronbach’s alpha was used. Research questions were arranged in hypotheses and tested by
using significance test and hypotheses regression and the results show that there is a positive
relationship between understanding brand, image of private brands, mental image of store and
purchase intention for a private label brand. On the other hand, there is no relationship

between price sensitivity and purchase intention for a private label brand.

3.2 Conceptual framework

This research conceptual framework was developed from three other theoretical
frameworks. Based on previous studies of those theoretical and empirical literatures, the
framework was constructed showing the relationships of variables related to this study. The
framework shows the relationship between the dependent variable, consumer buying
behavior and independent variables which are: the visual elements of CP ready-to-eat frozen
food packaging in terms of graphics, the visual elements of CP ready-to-eat frozen food
packaging in terms of size/shape, the informational elements of CP ready-to-eat frozen food
packaging in terms of product information, the informational elements of CP ready-to-eat
frozen food packaging in terms of technology, the price sensitivity of CP ready-to-eat frozen
food and the brand image of CP ready-to-eat frozen food. The researcher applied the research
model of “Packaging and purchase decisions” which was developed by Silayoi and Speece
(2004), who studied about “Packaging and purchase decision”. Basically, Silayoi and Speece
(2004), mentioned that in Thailand, packaging elements have been updated to follow the new
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lifestyles of people who spend a lot of their time at the office or in the car, especially people
in Bangkok. Most likely, they have less time for shopping and cooking, therefore well-
packaged food products could offer some great convenience for consumers and become
attractive marketing tools. Moreover, quality judgments of food products could be influenced
by packaging. For example, if the package could communicate high quality, consumers
normally assume that the food is high quality too.

Therefore, the study identifies the key factors of consumers purchase decision by doing
the research propositions which should be evaluated, based on four independent variables
which are: the visual elements of packaging in terms of graphics, the visual elements of
packaging in terms of size/shape, the informational elements of packaging in terms of product
information and the informational elements of packaging in terms of technology. Time
pressure and involvement levels are used as moderators and the main dependent is purchase

decision.

The researcher applied the second research model of impact of labeling and packaging
on the buying behavior of young consumers with mediating role of brand Image which was
developed by Sial et al. (2011) who studied about packaging as a tool to be used to
communicate with customers. Basically, consumers always look for the information on the
package, such as the color, style, design and other interesting materials. For example, the
label or information on the package provides important stuff for consumer to choose when
purchasing, such as what is in the package, how much is the quantity, how to do a preparation
before cooking and so on. Sial et al. (2011) also mentioned that consumers are willing to pay
more for the products which have a good brand name. Therefore, the research intended to
measure the impact of packaging and labeling on consumer buying behavior and brand
image. Two independent variables are used in this research, which are labeling and packaging
and brand image is used as the mediating variable and the main dependent variable is

consumer buying behavior.

The researcher applied the third research model of purchase intention for a private
label brand: direct impact of factors including price sensitivity, understanding brand, image
of private brands and mental image of store which was developed by Karampour and
Ahnmadinejad (2014) who examined that there are factors that influence consumer’s
purchase intention which are: price sensitivity, understanding brands, the image of private
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brands and mental image of store. Karempour and Ahnmadinejad (2014) mentioned that
consumers always have difficulty in choosing brand when purchasing and one of the issues is
price. For example, the normal brand name is more likely to have a lower price than the
famous one and the consumers who are concerned about the price factor could feel price
sensitivity when purchasing. Therefore, the third research model is to identify the direct
impacts on purchase intention for a private label brand and the impacts are price sensitivity,
understanding the brand, the image of private brands and mental image of store which are

used as independent variables.

Figure 3.4: The conceptual framework of the influential factors of packaging, price

sensitivity, brand image on consumer buying behavior of CP ready-to-eat frozen food.
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3.3 Research Hypotheses

H1,: Visual elements of CP ready-to-eat frozen food packaging in terms of graphics and
size/shape are not significantly influenced on consumer buying behavior.

H1.: Visual elements of CP ready-to-eat frozen food packaging in terms of graphics and
size/shape are significantly influenced on consumer buying behavior.

H2,: Visual elements of CP ready-to-eat frozen food packaging in terms of graphics and
size/shape are not significantly influenced on brand image.

H2,: Visual elements of CP ready-to-eat frozen food packaging in terms of graphic and
size/shape are significantly influenced on brand image.

H3,: Informational elements of CP ready-to-eat frozen food packaging in terms of product
information and technology are not significantly influenced on brand image.

H3.: Informational elements of CP ready-to-eat frozen food packaging in terms of product
information and technology are significantly influenced on brand image.

H4,: Informational elements of CP ready-to-eat frozen food packaging in terms of product
information and technology are not significantly influenced on consumer buying behavior.
H4,: Informational elements of CP ready-to-eat frozen food packaging in terms of product
information and technology are significantly influenced on consumer buying behavior.

H5,: Price sensitivity of CP ready-to-eat frozen food is not significantly influenced on brand
image.

H5,: Price sensitivity of CP ready-to-eat frozen food is significantly influenced on brand
image.

H6,: Price sensitivity of CP ready-to-eat frozen food and Brand image are not significantly
influenced on consumer buying behavior.

H6,: Price sensitivity of CP ready-to-eat frozen food and Brand image are significantly

influenced on consumer buying behavior.
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3.4 Operationalization of variables

Variables Concept of Variables Operationalize Components Measurement
Scale
Consumer Consumer buying behavior is | -1 always buy CP ready-to-eat frozen
buying the thinking process of food in a bigger package because the
behavior consumers to make a decision | product volume is greater

when purchasing the product
or service in order to fulfill
their needs (Blackwell et al.
2006).

-1 continue to buy CP ready-to-eat
frozen food because of a clear
information on the package.

-1 frequently buy CP ready-to-eat
frozen food because the package is
microwavable.

-1 often buy CP ready-to-eat frozen
food because it is a well-known brand,
therefore it is reliable.

-1 always buy CP ready-to-eat frozen
food because the price is affordable.
-1 frequently buy CP ready-to-eat

frozen food because it is convenient.

Visual Visual elements of packaging
elements of | in terms of graphic is the

packaging in | methodology of visual

terms of communication and a
Graphics combination of visual arts and
typography and also the

importance of graphics is
explained by the image and
mostly developed by
marketers, Graphic contains
image, layout, color and the
total presentation of image
communicated for consumers
(Nancarrow et al., 1998).

- The colorful packaging of CP ready-
to-eat frozen food catches my attention

first.

-If the package of CP ready-to-eat
frozen food is un-interesting, the food

taste could be bad too.

-Neat and clear graphics on the
package of CP ready-to-eat frozen

food makes the food look healthy.

-The photo of CP ready-to-eat frozen
food looks realistic, which make me

want to purchase it.
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Visual
elements of
packaging in
terms of

size/shape

Visual elements of packaging
in terms of size/shape is the
combination of dimensions of
the package which could give
consumers a convenience to
handle or carry, moreover
consumers trend to use these
things as clarifying visual
demonstration to make volume
judgments, therefore,
consumers could response to
different size and shape in
different ways. The effect of
packaging size and shape is
stronger when product quality
is hard to be clarified and this
could result in consumers’
judgment of the package
whether it is a better value for
money (Silayoi and Speece,
2004).

- | expect CP ready-to-eat frozen food
volume as much as from the size of the

package.

- CP ready-to-eat frozen food
packaging comes with compartments

which are convenient to consume.

-CP ready-to-eat frozen food
packaging fits into my freezer and it is

easy to store.

Informationa
| elements of
packaging in
terms of
product

information

Informational elements of
packaging in term of Product
information is written
information of packaging
which could assist consumers
in making their decisions, such
as cooking direction, nutrition
facts, expiry date, well-
explained shelf life and so on.
Consumers are also more
likely to be aware of the
information on the package
when purchasing the food
products. However, packaging

information can also create

-CP ready-to-eat frozen food comes
with nutrition facts on the package

which is important for healthy people.

-The package of CP ready-to-eat
frozen food comes with cooking
directions which make it easier for me

to prepare

-The package of CP ready-to-eat
frozen food comes with the sell-by
date / use- by date which lets me know

when to consume it

-The shelf life of CP ready-to-eat
frozen food is well-explained on the
package.
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confusion by containing
misleading or inaccurate
information (Kupiec and
Revell, 2001).

Informationa

Informational elements of

-CP ready-to-eat frozen food

| elements of | packaging in terms of packaging is microwavable, which is

packaging in | technology is a combination convenient.

terms of between research development

technology | and innovation that are more P reafdy-'fo-eat frozen food
effectively packaged for the packaging is easy to store and open.
product, such as microwavable | -CP ready-to-eat frozen food
packaging, longer shelf life packaging prevents breakages.
packaging, easy to use and -CP ready-to-eat frozen food
easy to store packaging packaging is durable enough for
(Mcllveen, 1994). microwave heat.

Brand image | Brand image is a particular -1 decide to buy CP ready-to-eat frozen
frame of reference by which food because the brand is well-known

1 ] and reliable.
the consumer is associating a
™ Jlar brand -The good brand image of CP makes
Rastular raliia s you-t2 me believe in product reliability.
good image could enhance the
brand value in the eyes of the | T 4504 brand image of CP could
consumer by increasing its make me re-purchase.
likeability and desirability -1 don’t care about the price, If the
brand is good and well-known.

(Keller, 1993).

Price Price is a value of purchasing | 1.4 price of CP ready-to-eat frozen

sensitivity goods or service and might be | food is not important for me because |

involved with consumer
buying behavior and price
could be an important factor
for some consumers because
they are more likely to feel
price sensitivity when buying
the product at a lower or
higher price (Kim et al., 1999).

buy for convenience.

-1 could afford the price of CP ready-
to-eat frozen food because the taste is
good.

-I don’t think about the price when
buying CP ready-to-eat frozen food
because the brand is reliable.
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CHAPTER IV
RESEARCH METHODOLOGY

This chapter basically presents an overview of the research methodology used in this
study and an appropriate research design is needed when collecting the data. The first section
consists of research methods used which evaluate consumer buying behavior of CP ready-to
eat-frozen food towards CP fresh mart. The second section has the respondents and sampling
procedures. The third section focuses on research instruments and questionnaires followed by
the fourth section which shows the pretest. The fifth section focuses on the collection of data
and both primary and secondary data are applied in this study. The sixth section contains the
statistical treatment of the data as well as a summary of statistical tools used for hypotheses

testing.

4.1 Methods of research used

In this study, two types of research methods are utilized, which are descriptive
research and inferential research. Descriptive research is designed to describe the
characteristics of a population or a phenomenon and aims to determine the answers to who,
what, when, where and how questions (Zikmund, 2003). In this research, descriptive research
is applied to describe the buying behavior of CP ready to eat frozen food consumers in a
quantitative aspect in order to define who, what, when, where, and how questions. Aaker et.al
(1999) mentioned that the sample survey technique is utilized to collect primary data by
communicating with the descriptive sample of the target population. In addition, the survey is
the research technique in which researchers use a questionnaire to obtain facts, opinions and
attitudes of respondents (Mcdaniel and Gates, 1999). In this research, inferential analysis is
also applied to analyze the relationship between the variables. This study is an interaction
analysis in which the researcher applied a self-administered questionnaire which is observed
as the best method in terms of collecting the research data obtained from the respondents in
Bangkok, Thailand, its advantages are less time, low cost, assurance and efficiency.
Basically, the self-administered questionnaire is a questionnaire which a respondent is

supposed to complete on his/her own, either on paper or via computer.
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Self-administered questionnaires offer the potential to achieve a large number of
potential respondents in a variety of locations for researchers. However, the disadvantage of
self-administered questionnaires is the cost and longer duration (Aaker et al., 2000).
Therefore, in this research, self-administered questionnaires were translated from English to
Thai and also shown in two languages, which are English and Thai. Most of the respondents
use Thai for daily communication, therefore having the questionnaire in Thai language could

get them involved as well as generate more interest from them easily.

4.2 Respondents and sampling procedures

4.2.1. Population

Gay (1987) mentioned that the target population surrounded a wide-ranging assembly
of individuals, hence the number of individuals that made up the target population. Moreover,

Almus and Nerlinger (1999) found that population density has a minor effect on growth rates.

In this study, the researchers consider target population as consumers who have
experienced purchasing CP ready-to-eat frozen food. According to Ares and Deliza (2010),
food packaging is the container that protects and identifies the product which facilitates its
storage, handling, communication and introduction of the product to the market. In addition,
packaging is also a marketing tool in attracting consumer attention and influencing the
purchase decision of consumers. Therefore, all packaging elements must be combined well in
order to attract the consumer when buying the product. Then, the target group of this study is
CP ready-to-eat frozen food consumers who have experienced purchasing the ready-to-eat
frozen food at CP fresh marts in Bangkok Thailand. As Silayoi and Speece (2004) mentioned
nowadays, in Thailand, packaging elements have been updated to follow the new lifestyles of
people who spend a lot of their time at the office or in the car, especially people in Bangkok.
Most likely they have less time for shopping and cooking. Moreover, good packaging of food
products could offer some great convenience for consumers and become an attractive
marketing tool. Therefore, the target group in this study is the consumers who have purchased

CP ready-to-eat frozen food at CP fresh marts.
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CP Fresh Mart is a food supply chain which delivers quality food products to
consumers where buyers can purchase CP ready-to-eat frozen food conveniently. CP Fresh
Mart serves more than 300 choices of CP and CPF fresh foods. The fresh foods are chicken
meat, pork meat, frozen shrimp, fresh eggs as well as ready-to-eat frozen food include
chicken, dim-sum, shrimp wonton, sausage products and ham. CP Fresh Mart opens daily
from 6 in the morning till 9 at night. Currently, there are 330 branches nationwide with 100
branches located in Bangkok and perimeter and 230 branches are in the provinces. In this
study, the researchers consider target population as consumers who have experienced
purchasing CP ready-to-eat frozen food at CP fresh marts in the Bangkok area focusing on
Fortune town, Silom and Phayathai as the population. According to Prakaymars, a section
sales manager of CP ALL public company limited, Fortune town, Silom and Phayathai are
considered as crowded areas because of the large number of people using BTS (sky train) and
MRT (subway train) in these areas every day during rush hour. Moreover, there are no many
convenience food stores to support office workers, therefore CP fresh mart is located in these

three areas in order to offer a great convenience to consumers.

In this research, the target population was the consumers who have purchased CP ready-
to eat frozen food at these three branches of CP fresh mart which are located in Fortune town,
Silom and Phayatha areas. According to Prakaymars, a section sales manager of CP ALL
public company limited, these three branches of CP fresh mart are close to BTS sky train and
MRT subway train which many people use as transportation during rush hours and there are
also a lot of condominium and apartments in the area as well. Therefore, the lifestyles of
people in the chosen area are more likely to spend a lot of their time at the office or in
transportation and also they are most likely to have less time for shopping and cooking. CP
ready-to-eat frozen food packaging could offer some great convenience for consumers in

these areas.
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Figure 4.1: Location of CP fresh mart Fortune town branch, Bangkok, Thailan
—(Thailand) Co., LTD...
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Based on figure 4.1, Fortune town is one of the biggest shopping centers in Bangkok and it is
also closed to a Tesco lotus and a Mercure hotel where the researcher will collect primary


https://www.google.co.th/maps/place/CP+Freshmart

Figure 4.2: Location of CP fresh mart Silom branch, Bangkok, Thailand
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From figure 4.2, Silom is normally considered as one of the most important financial districts
because there are many bank headquarters, hotels and office building where the researcher

will collect primary data.
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Figure 4.3: Location of CP fresh mart Phayathai branch, Bangkok, Thailand
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As shown in figure 4.3, Phayathai is a district in the middle of Bangkok and it is located near
a military TV channel 5, several government offices as well as apartments and a Big C

shopping center where the researcher will collect primary data.
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4.2.2 Sample size

Comfrey and Lee (1992) mentioned that “the adequacy of the sample size might be
evaluated very roughly on the following scale: 50-very poor; 100-poor; 200-fair; 300-good;
500-very good; 1000 or more-excellent”. Guadagnoli and Velicer (1998) also mentioned that
several studies state that minimum sample size, rather than subject to item ratios, are more

relevant.

In this study, the sample size was designed by using references from previous studies
such as Ogba and Johnson (2010) who explored how packaging affects the product
preferences of children and the buyer behavior of their parents in the food industry. The
objective of the study is to investigate the effect of packaging on children’s food products and
its ability to influence parents’ buying decision and the study was only approached from the

parents and a self-administered questionnaires was distributed to 150 respondents.

Similarly, Edward (2013) examined the influence of visual packaging design on
perceived food product quality, value, and brand preference. The objective of the study is to
research on understanding how visual packaging has an impact on consumer’s perception and
consumer’s attitudes toward visual packaging design on perceived food product quality,
value, and brand preference. In this study, a self-administered questionnaire was distributed

to 315 respondents.

Moreover, Karampour and Ahnmadinejad (2014) studied about purchase intention for
a private label brand: direct impact of factors including price sensitivity, understanding brand,
image of private brands and mental image of store. The objective of the study is to identify
the direct impacts on purchase intention for a private label brand and the impacts are price
sensitivity, understanding brands, the image of private brands and mental image of store
which used as independent variables. In this study, the simple random sampling was used to
collect data among 300 purchasers of Eteka brands from two Eteka chain stores across

Tehran and 315 questionnaires were contributed among the purchasers.
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According to Malthotra (2004), the sample size is prejudiced by related topics’
average sample size from earlier research. The researcher decided to apply 399 respondents
as the simple size for conducting this study.

4.2.3 Sampling procedure

There are two techniques for sampling, which are probability and non-probability.
Probability sampling is a random collection procedure to estimate population means,
proportions, totals, and ratios. In addition each unit has a known nonzero chance of being
selected over a random selection procedure (Battaglia, 2011). It also means every component
of the population has the same probability of being selected into the process of collection.
Alternatively, non-probability sampling is the opposite of probability sampling (Polit and
Beck, 2008). Non-probability sampling is choosing without a random sample from the
population. Relatively, subjective methods are used to choose which elements are included in
the sample (Battaglia, 2011). Basically, there are four sampling techniques in non-probability
sampling, which are convenience sampling, purposive sampling, quota sampling and snow
ball sampling. In this study, the researcher will apply three techniques of non-probability
sampling; they are purposive sampling, quota sampling and convenience sampling. All

details are as follows:

Step 1: Purposive sampling

Purposive sampling is done based on the survey (Brown, 2005). According to
Robbins and Pollnac (1969), it uses a questionnaire as a systematic way to find informants in
a study about acculturation. Purposive sampling is basically a sample in which the collections
for discussion are selected by the researchers. There is also no random selection in purposive
sampling; the sample is made on the researcher purpose. The researcher selected from three

branches of CP fresh mart, which are 1- Fortune town, 2- Silom, 3-Phayathai.
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Step2: Quota sampling

Polit and Beck (2008) defined quota sampling as the technique used for population
subclasses, like the area, the geographic region, or the group. Moreover, it described by quota
controls which set the sizes of the samples to be obtained from the subgroups. It also means a
target number which finished interviews with specific subgroups of the population of interest
based on known information about the target population (Battaglia and Michael, 2011). In
this study, the sample size is 399 respondents, selected from 3 areas to distribute the
questionnaires; 133 questionnaires were distributed in each area. As shown in the following
table:

Table 4.1: Summary of the selected area for questionnaire

Location to collect the data Number of Respondents
Fortune town 133
Silom 133
Phayathai 133
Total 399

Step 3: Convenience sampling

Polit and Beck (2008) defined convenience sampling as elements for the sample
which are selected for the convenience of the researcher. It is the major collection condition
relates to the ease of gaining a sample. The ease of gaining the sample relates to the cost by
location of the population, the geographic spreading of the sample, and gaining the interview
data from the selected elements (Battaglia, 2011).The researcher collected the data of 133
respondents from each area, who had purchased CP ready-to-eat frozen food and were
available and have the time to do the questionnaire in selected areas of Fortune town, Silom

and Phayathai.
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4.3 Research instruments/questionnaire

In order to collect the data and information from the respondents, the researcher used
a questionnaire and the questionnaire for this research was separated into two parts — Sections
A and B. Section A of the questionnaire contains questions on the demographic profile, such
as the respondents’ age, gender, education level, marital status and monthly income. Section
B of the questionnaire will be based on the researchers conceptual framework, which is the
visual elements of CP ready-to-eat frozen food packaging in terms of graphics, the visual
elements of CP ready-to-eat frozen food packaging in terms of size/shape, the informational
elements of CP ready-to-eat frozen food packaging in terms of product information and the
informational elements of CP ready-to-eat frozen food packaging in terms of technology
which was adapted from (Silayoi and Speece, 2004). Moreover, the brand image of CP ready-
to-eat frozen food and consumer buying behavior contained in the section B which was
adapted from (Sial et al., 2011). In addition, the price sensitivity of CP ready-to-eat frozen
food was also contained in section B which was adapted from (Karampour and Ahmadinejad,

2014). The summary of the questionnaire’s part is as follows:

Part 1. Screening questions

This part contained only one screening question which was designed to filter qualified
responses from the target population. This question was designed to information from
respondents about whether they were concerned about packaging, price sensitivity and the
brand image of CP ready-to-eat frozen food when purchasing. The question contained “Yes”
and “No” questions. “Yes” and “No” questions are considered as a polar question which a
question is expected to be answered by either Yes” or “No. As a result, if respondents answer
“Yes” to define that they are concerned with packaging, price sensitivity and brand image of
CP ready-to-eat frozen food, then they can go on to answer the continuing questions of the
questionnaire. However, for respondents who answer “No” this means they are not concerned
about packaging, price sensitivity and brand image of CP ready-to-eat frozen food so they
can return the questionnaire back to the researcher.
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From parts two to eight, the researcher applied the five point Likert scales for the
questionnaires. The Likert scale is a popular method for measuring attitudes and the method
is very simple to be managed (Rensis, 1932). Basically, the five point Likert scales allows the
respondents to indicate how strongly they agree or disagree with the attitudinal object. In this
research, the five point Likert scales are applied to group the questionnaire about the
relationship between the visual elements of CP ready-to-eat frozen food packaging in terms
of graphics, the visual elements of CP ready-to-eat frozen food packaging in terms of
size/shape, the informational elements of CP ready-to-eat frozen food packaging in terms of
product information, the informational elements of CP ready-to-eat frozen food packaging in
terms of technology, the price sensitivity of CP ready-to-eat frozen food, the brand image of
CP ready-to-eat frozen food and consumer buying behavior towards CP fresh mart and the
meaning of each scale is 1 indicates “strongly disagree”, 2 indicating “disagree”, 3 indicating

“moderate”, 4 indicating “agree”, and 5 indicating “strongly agree”.

Part I1: Visual elements of CP ready-to-eat frozen food packaging in terms of Graphics

This part has four questions and was applied by using a five point Likert scale from
questions 1 to 4. These questions were obtained from Silayoi and Speece (2004).
The visual elements of packaging in terms of graphics is the methodology of visual
communication and a combination of visual arts and typography and also the importance of
graphics is explained by image and mostly developed by marketers, Graphics contain images,
layout, color and the total presentation of image communicated for consumers (Nancarrow et
al., 1998). Respondents answered these items using a 5-point Likert scale type scale: 1 =

strongly disagree, 2 = disagree, 3 = moderate, 4 = agree and 5 = strongly agree.
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Part 111: Visual elements of CP ready-to-eat frozen food packaging in terms of
Size/Shape

This part includes three questions and used a five point Likert scale from questions 5 to
7. These questions were obtained from Silayoi and Speece (2004). The visual elements of
packaging in terms of size/shape is the combination of dimensions of the package which
could give consumers a convenience to handle or carry, moreover consumers trend to use
these things as clarifying visual demonstration to make volume judgments, therefore,
consumers could response to different size and shape in different ways. The effect of
packaging size and shape is stronger when product quality is hard to be clarified and this
could result in consumers’ judgment of the package whether it is better value for money or
not (Silayoi and Speece, 2004). Respondents answered these items using a 5-point Likert
scale type scale: 1 = strongly disagree, 2 = disagree, 3 = moderate, 4 = agree and 5 = strongly

agree.

PART IV: Informational Elements of CP ready-to-eat frozen food packaging in terms of

Product Information

This part has four questions and was applied by using a 5-point Likert scale from
questions 8 to 11. These questions were based on studies of Silayoi and Speece (2004).
The informational elements of packaging in terms of product information is written
information on the packaging which could assist consumers in making their decisions, such
as cooking direction, nutrition facts, expiry date, well-explained shelf life and so on.
Consumers are also more likely to be aware of the information on the package when
purchasing the food products. However, packaging information can also create confusion by
containing misleading or inaccurate information (Kupiec and Revell, 2001). Respondents
answered these items using the 5-point Likert scale type scale: 1 = strongly disagree, 2 =

disagree, 3 = moderate, 4 = agree and 5 = strongly agree.
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Part V: Informational Elements of CP ready-to-eat frozen food packaging in terms of
Technology

This part contains four questions and was applied by using a 5- point Likert scale from
questions 12 to 15. These questions were extended from Silayoi and Speece (2004).
Informational elements of packaging in term of technology is a combination between
research development and innovation that are more effectively packaged for the product, such
as microwavable packaging, longer shelf life packaging, easy to use and easy to store
packaging (Mcllveen, 1994). Respondents answered these items using a 5-point Likert scale
type scale: 1 = strongly disagree, 2 = disagree, 3 = moderate, 4 = agree and 5 = strongly

agree.

PART VI: Brand Image of CP-ready-to eat frozen food

This part has four questions and used a 5- point Likert scale from questions 16 to 19.
These questions were extended from Sial et al. (2011). Brand image is a particular frame of
reference by which the consumer associates a particular brand. Moreover, a good image
could enhance the brand value in the eyes of the consumer by increasing its likeability and
desirability (Keller, 1993). Respondents answered these items using a 5-point Likert scale
type scale: 1 = strongly disagree, 2 = disagree, 3 = moderate, 4 = agree and 5 = strongly

agree.

PART VII: Price sensitivity of CP ready-to-eat frozen food

This part has three questions, and the researcher applied five point Likert scales from
questions 20 to 22. These questions were extended from Karampour and Ahmadinejad
(2014). Price is the value of purchasing goods or service and might be involved with
consumer buying behavior, and price could be an important factor for some consumers
because they are more likely to feel price sensitivity when purchasing the product at a lower
or higher price (Kim et al., 2005). Respondents answered these items using a 5-point Likert
scale type scale: 1 = strongly disagree, 2 = disagree, 3 = moderate, 4 = agree and 5 = strongly

agree.

53



PART VIII: Consumer buying behavior

This part has six questions and was applied by using five point Likert scales from
questions 23 to 28. These questions were extracted from Sial et al. (2011). Consumer buying
behavior is the thinking process of consumers to make a decision when purchasing a product
or service in order to fulfill their needs (Blackwell et al. 2006). Respondents answered these
items using a 5-point Likert scale type scale: 1 = strongly disagree, 2 = disagree, 3 =

moderate, 4 = agree and 5 = strongly agree.

PART VIIII: Demographic information

For demographic data, the researcher applied the category scale as a tool to measure
the respondent demographic information. A category scale is the measurement of an attitude
which consists of various categories in order to provide a number of alternative ratings to the
respondents (Malhotra, 2004). This part contains five questions about the gender, age,

education level, marital status and their income level.
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Table 4.2: Summary of number of questions

Part Type of Question Number of Questions Questionnaire Scale
1 Screening Question 1 Simple Category Scale
2 Visual elements of CP ready-to-eat 4 Likert Scale

frozen food packaging in terms of

Graphics

3 Visual elements of CP ready-to-eat 3 Likert Scale
frozen food packaging in terms of

Size/Shape

4 Informational elements of CP ready-to- 4 Likert Scale
eat frozen food packaging in terms of

Product Information

5 Informational elements of CP ready-to- 4 Likert Scale

eat frozen food packaging in terms of

Technology

6 Brand image of CP ready-to-eat frozen 4 Likert Scale
food

7 Price sensitivity of CP ready-to-eat 3 Likert Scale
frozen food

8 Consumer buying behavior 6 Likert Scale

9 Demographic Factors 5 Category Scale

4.4. Pretest

There are three components of the survey interview, and they are the interviewer, the
respondents and the questionnaire (Schaeffer, 1991). Basically, what happens in the interview
and the resulting data is important to ensure that the pretest accounts for all aspects of the
interview process. In this research, the reliability of the instrument is tested in this part, which
is the questionnaire. Churchill (1991) mentioned that the questionnaire is used on a trial basis
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in a small pilot study to define how reliable the questionnaire is. In addition a pilot pretest is
managed to provide representative data for the selection of a probability sample and to find
out the weakness in design and instrumentation (Cooper and Schindler, 2001). The size of the
pilot group could range from 20 to 100 subjects. In this pretest, 50 questionnaires were
inspected on a random basis. For the reliability test, Cronbach’s coefficient alpha scale is
used in this study. Sekaran (2000) stated that all questions of each variable are required to be
tested for reliability which may use Cronbach’s coefficient Alpha scale. If the result of the
calculation of Alpha Test is equal to 0.6 or more, all questions are consistent and reliable to
be applied as the research instrument for the research. Therefore, in this study Cronbach’s

alpha would be adopted by the researcher in the SPSS program.
The overall questions are proposed by SPSS program to find out the value of the
reliability by using the Cronbach Alpha scores, and the summary of reliability of the

questionnaires is indicated in Table 4.4.

Table 4.3: The summary of reliability of the questionnaire

Variables Cronbach’s Alpha No. of items
Visual elements of packaging in term of 0.707 4
Graphics
Visual elements of packaging in term of 0.669 3
Size/Shape
Informational elements of packaging in 0.910 4

term of Product information

Informational elements of packaging in 0.843 4

term of Technology

Brand Image 0.689 4
Price sensitivity 0.900 3
Consumer buying behavior 0.751 6

Table 4.4 shows the values of the reliability analysis which are tested from Cronbach’s
alpha outcome. Obviously, the alpha value for all variables exceeds the minimum line of

level 0.60. According to Sekaran (1992), if the reliability value is 0.60 or above, it is
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considered reliable. Therefore, the researcher concluded that all of the questions are reliable
and suitable to be used as the research instrument, in order to identify the hypothesis of the
study.

4.5 Collection of Data/Gather Procedures

In this study, both primary data and secondary data were used. Primary data are data
which have been obtained directly by the researcher for a particular research project (Donald,
2005). The data is organized by the researcher for the main purpose of identifying the
research problem (Malhotra, 2000). A Self-administered questionnaire is used to gather

information, in order to achieve this study.

In this research, the primary data was collected by distributing the questionnaires to
the respondents who live in Bangkok, and who have experienced purchasing CP ready-to- eat
frozen at CP fresh marts focusing on Fortune town, Silom and Phayathai. The respondents
were requested to do the pre-screening question to show whether they have ever purchased
CP ready-to-eat frozen food or not. Then the target respondents were asked to fill in a
questionnaire voluntarily. The researcher contributed 399 questionnaires during September,
2015 when the researcher meets target respondents. The questionnaires were distributed until

the required sample size is reached. The data was gathered during September 2015.

Secondary data are defined by Stewart (1984) as data collected by others, not
specifically for the research question at hand. Mallhotra (2000) mentioned that such data are
cheaper than primary data and could be available when the primary cannot be obtained at all.
For this study, the researcher also collected data from many sources such as Emerald,

textbooks, articles and website.

4.6 Statistical Treatment of Data

For many years, the Statistical Package for the Social Sciences (SPSS) has been the
most widely available and generally used comprehensive statistical computer package
available to the marketing teacher and practitioner (Corston and Colman, 2000). Basically,
the program is used to analyze the data applying transformations and statistically analysis to a
study. In this research, inferential analyses and descriptive analyses were both utilized in the
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statistical treatment of data. In this research, the researcher utilized descriptive analysis to test
the respondent’s information and the researcher also will use “Multiple regression line” and
“Simple regression line” in inferential analysis. The statistical procedures that were utilized

in this study are described as the following:

4.6.1 Descriptive Statistics

Descriptive statistic can be defined as once a data is prepared, either from a survey, or
from an experiment, then the task is up to be completed (Janes, 1999). In addition, descriptive
statistics refers to the transformation of raw data into a form which could be easier to
understand (Zikmund, 2003). Moreover, it refers to numerical and graphical methods to seek
for designs in a data set. In this study, the researcher will describe the data in terms of
frequencies, percentage, mean and standard deviation which explain the attributes of

respondents including: gender, age, education level, marital status and income level.

4.6.2 Inferential Analysis

Inferential analysis expresses how variables can be related to each other or whether
there is any difference between two or more groups (Sekeran, 2003). Moreover, inferential
statistics is utilized to make an overall summary from a sample to a population and
hypothesis testing. The statistical hypothesis test is a method of making statistical decisions
by using experimental data. Moreover, a hypothesis is an unproven proposition or supposition
that tentatively explains certain facts or phenomena and a proposition is empirically testable
(Zikmund, 2003). In statistics, a result is called statistically significant if it is unlikely to have
occurred by chance. Hypothesis testing is one of the most important tools of application of
statistics to real life problems. The researcher utilizes Multiple Linear Regression to test the
hypotheses from hypothesis 1 to hypothesis 4, and Simple Regression line for hypotheses 5 to
7.
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4.6.3 Multiple Regression Model

Lind et al. (2010) mentioned that Multiple Regression analysis is a technique which
is used to analyze the relationship between several independent variables and one single
dependent variable. The objective of multiple regression analysis is to use the independent
variables to predict the single dependent value selected by the researcher. Basically, each
predictor variable is weighted, and the weights denoting their relative contribution to the
overall prediction. In calculating the weights, regression analysis process ensures superior
prediction from independent variables. Therefore, in order to use Multiple Regression
analysis, the researcher has to be able to divide the variables into independent and dependent
variables. Regression analysis is also a statistic that should be used only when both the
dependent and independent variables are metric. In summary, to apply multiple regression
analysis, the data must be metric and transformed, the researcher must decide which variable
is to be dependent and which remaining variables will be independent and the independent
variables must be independent of each other. In this study, (x) represent independent
variables which are visual elements of CP ready-to-eat frozen food packaging in terms of
graphics, visual elements of CP ready-to-eat frozen food packaging in terms of size/shape,
informational elements of CP ready- to-eat frozen food packaging in terms of product
information, informational elements of CP ready-to-eat frozen food packaging in terms of
technology, price sensitivity of CP ready-to-eat frozen food, brand image of CP ready-to-eat
frozen food and (y) represents dependent variable which is consumer buying behavior and it

can be stated as follows;

Y =Bo+t PuXe+ P2Xo+ ...+ BaXn t+ €

Where;

Yi - dependent random variable,

Xy, X2, Xy - value of independent variable

B1, B2--, Pn - model parameters (regression coefficient)
€ - random error
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Estimated Standard Error

Aaker et al. (2000) stated that standard error (Se) is used to indicate the measure of
accuracy of prediction where it also shows the level of actual observations of the predicted

values on the regression line.

SSE

N—K—1_ MSE

Se =

Hypothesis Tests in Multiple Linear Regression

This part of the study discusses the hypothesis tests on the regression coefficients in
multiple linear regressions. There are three types of hypothesis testing which are conducted

on multiple linear regression models:

1. Test the Coefficient of Multiple Determinations (R?)
2. F-test: This test is used to test individual coefficients and also to check the
significance of a number of regression coefficients

3. T-test: the test that checks the significance of individual regression coefficients.

Coefficient of Multiple Determinations (R?)

Hair et al. (2000) indicated that coefficient of multiple determination (R?) illustrates
the percentage of the variations of Y which is a dependent variable and that is explained due

to the influence of independent variables in this model.

The coefficient of multiple determinations is acquired by the ratio of sum of squares

due to regression (SSR) by the sum of squares total (SS total) and the equation is as follows:

2_ SSR
SS total
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Where;

R? - Coefficient of multiple determination
SSR - Sum of the squares due to regression
SS total - The sum of the squares total

Adjusted Coefficient of Multiple Determination (R? ;)

Aaker et al. (2000) explained that coefficient of multiple determination (R?) illustrates
the percentage of the variations of Y, which is a dependent variable and that is explained due
to the influence of independent variables in this model. For the calculation of R? the sample
size should be taken care as well as the number of independent variables. This is attained by

the calculation of adjusted coefficient of multiple determinations and the equation as follow:

Rl = 1- S (1RY)
Where,
Rzad,- = Adjusted Coefficient of Multiple Determination
n = The number of observations in the sample
k = The number of independent variables
R = Coefficient of Multiple Determination

ANOVA Table for Multiple Regression Analysis

The analysis of variance (ANOVA) table can give the researcher the following

information:

1. Degrees of Freedom (df)
2. The Sum Of The Squares (SS)
3. The Mean Square (MS)
4. The F ratio (F)
Sum of squares is in fact the sums of the squared deviations about a mean. ANOVA table
has the regression sum of squares (SSR), the total sum of squares (SST) and the residual sum
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of squares (the error sum of squares). The calculations of the sums of squares are given

below:

Testing models for significance (F-test)

Matthew (2008) mentioned that the statistical hypothesis test should be applied in order
to determine if there is a linear relation between X and Y. When the value of B is 0, there is
no relationship between X and Y and the null hypotheses is accepted. When the value of B is
not equal to 0, there is a relationship between X and Y and the null hypotheses is rejected.

Existence of a linear relationship can be seen by F-test and the following is the equation of F-

test:

Where,
F = F-statistic
MSR = mean of squared regression
MSE = mean of squared error

While calculating F-value, the significance level needs to be determined. The
significance level in this study to conduct F-test is 0.05. When the significance level of F-test
is lower, null hypotheses is rejected and there is a linear relationship between Y and Y. And
when the significance level of F-test is greater, the null hypotheses is accepted and there is no

relationship between X and Y.
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Table 4.4: The analysis of ANOVA table

Calculation of the sum of squares

case Formula(s)

General case:

N
SST = E(y,. — §)2 = SSR+ SSE
-1

N
SSR = Z(y,. _ §)%=SST—SSE
=

N N
SSEes Z(yj — 9= z e? = SST—SSR
i1 '

Jj=il

Source: http://www3.nd.edu/~rwilliam/ access the data on 30/06/15

Table 4.5: The analysis of ANOVA table

Source df SS MS F
Regression k SSR MSR = SSR/k MSR/MSE
Error no(ktl) 5B MSE = SSE/[n-(k+1)]

n-1 SS total
Total

Source: http://www3.nd.edu/~rwilliam/ access the data on 30/06/15
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Use of the ANOVA table

The information in the ANOVA table has the following uses:

e MST inthe ANOVA table is to the variance of y

e SSR/SST in the ANOVA table is equal to the coefficient of Multiple Determination
(R%)

e MSE in ANOVA is used to calculate the estimated standard error (Se)

e The F statistic in the ANOVA table with the degree of freedom K, N-K-1 can be
applied to test the hypothesis that p>=0 (or all the betas equal to zero)

Test on Individual Regression Coefficients (t-Test)

In multiple linear regression models, the t-test is done to check the significance of
individual regression coefficients. If a significant variable is added, the model becomes more
effective but if a non-significant variable is added, the model becomes ineffective (Proctor
and Joyner, 1997). The following are the hypothesis statements to test the significance of the
regression coefficient, By

t_b1—o
~ Sbi

The b; refers to any of the net regression coefficients and sbl refers to standard
deviation of that distribution of the net regression coefficient. The researcher included 0 in

the equation because the null hypothesis is ; = 0.

4.6.4 Bivariate Regression (Simple Regression Model)
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Lind et al. (2010) mentioned that Simple Regression Analysis is an analysis of the
strength of the linear relationship between two sets of interval or ratio-scaled measurements.
One was indicated as the independent variable and the other is the dependent variable.
Therefore, in Simple Regression Analysis, one independent variable is used to predict the
dependent variable only. In this study, (X) represent the independent variables which are
visual elements of CP ready-to-eat frozen food packaging in terms of graphics, visual
elements of CP ready-to-eat frozen food packaging in terms of size/shape, informational
elements of CP ready-to-eat frozen food packaging in terms of product information,
informational elements of CP ready-to-eat frozen food packaging in terms of technology,
price sensitivity of CP ready-to-eat frozen food, brand image of CP ready-to-eat frozen food
and (y) represents dependent variable which is consumer buying behavior and it can be stated

as follows;

Simple regression equation uses one independent variable:

Formula: General equation of the line

Y =4 +bx

Formula: The estimating equation for regression analysis

Y= &+b(hat) x+e

Where:

Y = Dependent variable

a = Estimated Y intercept for regression line

X = independent variable

e = error, difference between actual value and value predicted by regression line

Table 4.6: Summary of Statistical treatment of hypothesis

No. Hypothesis Types of Statistics

1 H1lo: Visual elements of CP ready-to-eat frozen food packaging in | Multiple Regression
terms of graphics and size/shape are not significantly influenced | Line

on consumer buying behavior.

H1la: Visual elements of CP ready-to-eat frozen food packaging in

terms of graphics and size/shape are significantly influenced on
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consumer buying behavior.

H2o: Visual elements of CP ready-to-eat frozen food packaging in
terms of graphics and size/shape are not significantly influenced
on brand image.

H2a: Visual elements of CP ready to eat frozen food packaging in
terms of graphics and size/shape are significantly influenced on

brand image.

Multiple Regression

Line

H3o: Informational elements of CP ready-to-eat frozen food
packaging in terms of product information and technology are not
significantly influenced on brand image.

H3a: Informational elements of CP read-to-eat frozen food
packaging in terms of product information and technology are

significantly influenced on brand image.

Multiple Regression

Line

H4o: Informational elements of CP ready-to-eat frozen food
packaging in terms of product information and technology are not
significantly influenced on consumer buying behavior.

H4a: Informational elements of CP ready-to-eat frozen food
packaging in terms of product information and technology are

significantly influenced on consumer buying behavior.

Multiple Regression

Line

H50: Price sensitivity of CP ready-to-eat frozen food is not
significantly influenced on brand image.
H5a: Price sensitivity of CP ready-to-eat frozen food is

significantly influenced on brand image.

Simple Regression

line

H60: Price sensitivity of CP ready-to-eat frozen food and Brand
image is not significantly influenced on consumer buying
behavior.

H6a: Price sensitivity of CP ready-to-eat frozen food and Brand

image is significantly influenced on consumer buying behavior.

Multiple Regression

Line
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CHAPTER V

PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULTS

In this chapter, the researcher illustrates the data analysis process and conclude with
the results of the analysis. The whole analysis process depends highly on the SPSS program.
All the data which has been analysed was collected from the surveys done in the three

selected convenience stores of CP fresh mart in Bangkok, Thailand.

The information is set out into three sections. The first section is descriptive analysis;
it gives the details about the respondents’ demographic data. The second section is the
analysis of the statistics identifying the data in terms of frequency, percentage and mean. The
third section is hypothesis testing, in which the researcher applies the appropriate means of
the software programs. Each of the hypotheses has been tested by using the relevant

statistical test.

5.1 Descriptive Analysis for demographic factors

The researcher has applied descriptive analysis in order to present a demographic
profile and general information of the respondents. Zikmund (2003) stated that descriptive
statistical technique is employed to define the features of the population or samples in an
investigation. The population or samples are summarized to provide general knowledge to the
researcher. In this study, descriptive statistics is utilized to depict the demographic
characteristics about the target population, both males and females, in Bangkok, Thailand
who have experienced purchasing the CP ready-to-eat frozen food by using frequency and

percentage data.

The demographic information includes gender, age, marital status, monthly income and
education. In total, there are 399 respondents who participated in this survey and the profiles
of the respondents are presented through the use of frequency distribution and percentages in

the following tables:
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Table 5.1: The Analysis of Gender using Frequency and Percentage

Gender
Cumulativ e
Frequency Percent Valid Percent Percent
Valid male 151 37.8 37.8 37.8
female 248 62.2 62.2 100.0
Total 399 100.0 100.0

Table 5.1 shows the analysis of gender levels using the frequency and percentage of
respondents in this study. The researcher found out that among the 399 respondents, 151
respondents are male and the other 248 respondents are female. Therefore, the percentage of

male and female are 37.8% and 62.2%, respectively.

Table 5.2: The Analysis of Age category using Frequency and Percentage

Age category

Cumulativ e
Frequency Percent Valid Percent Percent
Valid 21-30 192 48.1 48.1 48.1
31-40 111 27.8 27.8 75.9
41-50 72 18.0 18.0 94.0
50 or more 24 6.0 6.0 100.0
Total 399 100.0 100.0

As shown in table 5.2, it shows that among the total of 399 respondents, 192
respondents were aged between 21 and 30 and this group takes the highest percentage of
48.1%. This is followed by 111 respondents who were in the age category group of between
31 and 40 years old contributing to 27.8% of the respondents, and there are 72 respondents
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with age between 41 and 50 years old, contributing to 18.0% of total respondents, and
respondents age 50 years old or more have the least percentage of 6.0% with only 24
respondents. Therefore, according to the result, it can be concluded that most of the CP
ready-to-eat frozen food consumers are young people aged between 21 and 30 as respondents
and this group represents 48.1% of the total respondents.

Table 5.3: The Analysis of Marital status using Frequency and Percentage

Marital status

Cumulative
Frequency Percent Valid Percent Percent
Valid Single 263 65.9 65.9 65.9
Married 136 34.1 34.1 100.0
Total 399 100.0 100.0

Table 5.3 shows the analysis of marital status using frequency and percentage of
respondents in this study. The researcher investigated that among the 399 respondents, and
the result showed that 263 respondents are single and 136 respondents are married.

Therefore, the proportion for marital status is 65.9% of single and 34.1% of married.

Table 5.4: The Analysis of Monthly Income using Frequency and Percentage

Your monthly income

Cumulative
Frequency Percent Valid Percent Percent
Valid 20,000-40,000 Baht 327 82.0 82.0 82.0
40,001-60,000 Baht 56 14.0 14.0 96.0
60,001-80,000 Baht 8 2.0 2.0 98.0
80,001-100,000 Baht 8 2.0 2.0 100.0
Total 399 100.0 100.0

Based on Table 5.4, it shows the analysis of monthly income using frequency and
percentage. Among the total of 399 respondents, most (327) have an average monthly income
between 20,000-40,000 Baht, they contributed to 82.0% of the total number of respondents.
Followed by the monthly income of 40,001-60,000 Baht which is 56 respondents or 14.0%,
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the monthly income of 60,001-80,000 Baht which is 8 respondents or 2.0%, and the monthly
of 80,001-100,000 Baht which is 8 respondents or 2.0% as well.

Table 5.5: The Analysis of Education Level using Frequency and Percentage

Highest education level

Cumulativ e

Freguency Percent Valid Percent Percent
Valid Bachelor Degree 336 84.2 84.2 84.2
Master Degree 39 9.8 9.8 94.0
Other 24 6.0 6.0 100.0
Total 399 100.0 100.0

As indicated in Table 5.5, it shows the highest percentage of the respondents are with a

Bachelor’s degree education level and a total of 336 respondents, which represents 84.2% of

total respondents, and this is followed by Master’s degree education level, 39 respondents,

with 9.8%, and other education level of 24 respondents with 6.0% of the 399 respondents.
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Table 5.6: Summary of Demographic Factors by using Frequency and Percentage

Variables Frequency (f) Percentage (%)
Gender

-Male 151 37.8
-Female 248 62.2
Marital Status

- Single 263 65.9
- Married 136 34.1
Age Level

-21-30 192 48.1
-31-40 111 27.8
-41-50 72 18.0
-50 or more 24 6.0

Monthly Income Level

- 20,000 - 40,000 Baht 327 82.0
- 40,001 - 60,000 Baht 56 14.0
- 60,001 — 80,000 Baht 8 2.0
- 80,001 — 100,000 Baht 8 2.0

Education Level

- Bachelor Degree 336 84.2
- Master Degree 39 9.8
- Doctor Degree 0 0.0
- Others 24 6.0
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Total

399

100

5.2 Descriptive Analysis of variables

In this part, the analysis of variables is presented by using the descriptive statistic

method. The outcome of the mean and standard deviation of each variable proposed in the

conceptual framework will be demonstrated in the following order: the visual elements of CP

ready-to-eat frozen food packaging in terms of graphics, the visual elements of CP ready-to-

eat frozen food packaging in terms of size/shape, the informational elements of CP ready-to-

eat frozen food packaging in terms of product information, the informational elements of CP

ready-to-eat frozen food packaging in terms of technology, price sensitivity of CP ready-to-

eat frozen food, brand image of CP ready-to-eat frozen food and consumer buying behaviour.

Table 5.7: The Analysis of Consumer buying behaviour by using Mean and Standard

Deviation

Descriptive Statistics

microwavable
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N Mean Std.
Deviation
I always buy CP ready-to-eat frozen food in a bigger package 399 3.00 0.802
because the volume of the food is greater
I continue to buy CP ready-to-eat frozen because of clear 399 3.00 0.750
information on the package
| frequently buy CP ready-to-eat Frozen food because the package is 399 3.48 0.782




| often buy CP ready-to-eat frozen food because it is a well-known 399 3.18 0.683
brand. Therefore, it is reliable
|l always buy CP ready-to-eat frozen food because the price is 399 3.34 0.763
affordable
Il frequently buy CP ready-to-eat frozen food because it is convenient 399 3.38 0.916
to consume
Valid N (listwise) 399

From Table 5.7, the researcher discovered that the highest mean of consumer
buying behaviour is equal to 3.48, which is “I frequently buy CP ready-to-eat Frozen food
because the package is microwavable”, and the lowest mean is “I always buy CP ready-to-
eat frozen food in the bigger package because the volume of the food is greater ” and “I
continue to buy CP ready-to-eat frozen food because of clear information on the package”,
which both equal to 3.00. Mean score is between 3.00 and 3.48. Therefore, Average mean

score is 3.23 which is between 3 (Neither agree nor Disagree) and 4 (Agree).

From the standard deviation, the lowest standard deviation is “I often buy CP
ready-to-eat frozen food because it is a well-known brand. Therefore, it is reliable” which is
equal to 0.683. The highest standard deviation is “I frequently buy CP ready-to-eat frozen

food because it is convenient to consume” which is equal to 0.916.
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Table 5.8: The Analysis of Visual elements of CP ready-to-eat frozen food packaging in

terms of Graphics by using Mean and Standard Deviation

Descriptive Statistics

Mean Std.
Deviation

Colourful packaging of CP ready-to-eat frozen food catches my 399 3.04 0.720
attention first
|:f the package of CP ready-to-eat frozen food is un-interesting, the 399 2.96 0.824

ood taste could be bad too.

Neat and clear graphics on the package of CP ready-to-eat frozen 399 3.38 0.747
Ifood makes the food look healthy

The photo of CP ready-to-eat frozen food looks realistic which makes 399 3.00 0.895
me want to purchase

Valid N (listwise) 399

Based on the result of table 5.8, the researcher found that the highest mean of visual

elements of CP ready-to-eat frozen food packaging in terms of graphics is “Neat and clear

graphics on the package of CP ready-to-eat frozen food makes the food look healthy” which

is equal to 3.38. The lowest mean is “If the package of CP ready-to-eat frozen food is un-

interesting, the food taste could be bad too” which is equal to 2.96. Mean score is between

2.96 and 3.38. Therefore, Average mean score is 3.09 which is between 3 (Neither agree nor

Disagree) and 4 (Agree).

From the standard deviation, the lowest standard deviation is “Colourful packaging

of CP ready-to-eat frozen food catches my attention first” which is equal to 0.720. The

highest standard deviation is “The photo of CP ready-to-eat frozen food looks realistic which

makes me want to purchase” which is equal to 0.895.
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Table 5.9: The Analysis of Visual elements of CP ready-to-eat frozen food packaging in

terms of Size/Shape by using Mean and Standard Deviation

Descriptive Statistics

Mean Std.

Deviation

|l expect CP ready-to-eat frozen food volume to match the size of the 399 3.24 0.682

package

CP ready-to-eat frozen food packaging comes with compartments which is 399 3.38 0.799

convenient when eating

CP ready-to-eat frozen food packaging fits into my freezer, which is easy 399 3.32 0.787

to store

\Valid N (listwise) 399

From the Table 5.9, the researcher investigates that the highest mean of visual

elements of CP ready-to-eat frozen food packaging in terms of Size/Shape is “CP ready-to-

eat frozen food packaging comes with compartments which is convenient when eating”

which is equal to 3.38. The lowest mean is “l expect CP ready-to-eat frozen food volume to

match the size of the package” which is equal to 3.24. Mean score is between 3.24 and 3.38.

Therefore, Average mean score is 3.31 which is between 3 (Neither agree nor Disagree) and

4 (Agree).

From the standard deviation, the lowest standard deviation is “I expect CP ready-to-

eat frozen food volume to match the size of the package” which is equal to 0.682. The

highest standard deviation is “CP ready-to-eat frozen food packaging comes with

compartments which is convenient when eating” which is equal to 0.799.
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Table 5.10: The Analysis of Informational elements of CP ready-to-eat frozen food
packaging in terms of product information by using Mean and Standard Deviation.

Descriptive Statistics

N Mean Std.
Deviation

CP ready-to-eat frozen foods comes with a nutrition facts on a 399 3.24 0.864
package which is important for consumers
The package of CP ready-to-eat frozen food comes with cooking 399 3.40 0.776
directions which make it is easier to use
The package of CP ready-to-eat frozen food comes with sell-by 399 3.56 0.851
date/use-by date which make me know when to consume it
The shelf life of CP ready-to-eat frozen food is well-explained on the 399 3.50 0.856
package
Valid N (listwise) 399

As shown in Table 5.10, the researcher discovered that the highest mean of
informational elements of CP ready-to-eat frozen food packaging in terms of product
information is “The package of CP ready-to-eat frozen food comes with sell-by date/use-by
date which make me know when to consume it” which is equal to 3.56. The lowest mean is
“CP ready-to-eat frozen foods comes with a nutrition facts on a package which is important
for consumers” which is equal to 3.24. Mean score is between 3.24 and 3.56. Therefore,

Average mean score is 3.42 which is between 3 (Neither agree nor Disagree) and 4 (Agree).

From the standard deviation, the lowest standard deviation is “The package of CP
ready-to-eat frozen food comes with cooking directions which make it is easier to use”
which is equal to 0.776. The highest standard deviation is “CP ready-to-eat frozen foods
comes with a nutrition facts on a package which is important for consumers” which is equal
to 0.864.
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Table 5.11: The Analysis of Informational elements of CP ready-to-eat frozen food
packaging in terms of product technology by using Mean and Standard Deviation

Descriptive Statistics

Mean Std.
Deviation

CP ready-to-eat frozen foods packaging is microwavable which is 399 3.46 0.901
convenient
CP ready-to-eat frozen food packaging is easy to store and open 399 3.32 0.787
CP ready-to-eat frozen food packaging prevents breakages 399 3.32 0.673
CP ready-to-eat frozen food packaging is durable enough for 399 3.30 0.642
microwave heat
Valid N (listwise) 399

Based on Table 5.11, the researcher found that the highest mean of informational
elements of CP ready-to-eat frozen food packaging in terms of technology is “CP ready-to-
eat frozen foods packaging is microwavable which is convenient” which is equal to 3.46.
The lowest mean is “CP ready-to-eat frozen food packaging is durable enough for
microwave heat” which is equal to 3.30. Mean score is between 3.30 and 3.46. Therefore,

Average mean score is 3.35 which is between 3 (Neither agree nor Disagree) and 4 (Agree).

From the standard deviation, the lowest standard deviation is “CP ready-to-eat frozen
food packaging is durable enough for microwave heat” which is equal to 0.642. The highest
standard deviation is “CP ready-to-eat frozen foods packaging is microwavable which is

convenient” which is equal to 0.901.
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Table 5.12: The Analysis of Brand image of CP ready-to-eat frozen food by using Mean and

Standard Deviation

Descriptive Statistics

Mean Std.
Deviation

Il decided to buy CP ready-to-eat frozen food because the brand is 399 3.56 0.854
well-known and reliable

The good brand image of CP makes me aware of product reliability 399 3.38 0.894
The good brand image of CP could makes me re-purchase it 399 3.36 0.796
|l don’t care about the price, if the brand is good and well-known 399 3.18 0.934

Valid N (listwise) 399

As shown in Table 5.12, the researcher found that the highest mean of brand image of

CP ready-to-eat frozen is “I decided to buy CP ready-to-eat frozen food because the brand is

well-known and reliable” which is equal to 3.56. The lowest mean is “I don’t care about the

price, if the brand is good and well-known” which is equal to 3.18. Mean score is between

3.18 and 3.56. Therefore, Average mean score is 3.37 which is between 3 (Neither agree nor

Disagree) and 4 (Agree).

From the standard deviation, the lowest standard deviation is “The good brand image
of CP could makes me re-purchase it” which is equal to 0.796. The highest standard
deviation “I don’t care about the price, if the brand is good and well-known” which is equal

to 0.934.
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Table 5.13: The Analysis of Price sensitivity of CP ready-to-eat frozen food by using Mean

and Standard Deviation

Descriptive Statistics

Mean Std.

Deviation
Price of CP ready-to-eat frozen food is not important for me because | buy 399 2.78 0.857
[for convenience
|l can afford the price of CP ready-to-eat frozen food because the package 399 2.94 0.734
is easy-to-store and easy-to-use.
|l don’t think about the price when buying CP ready-to-eat frozen food 399 2.90 0.902
because the brand is reliable
\Valid N (listwise) 399

As shown in Table 5.13, the researcher found that the highest mean of price

sensitivity of CP ready-to-eat frozen food is “I can afford the price of CP ready-to-eat frozen

food because the package is easy-to-store and easy-to-use.” which is equal to 2.94. The

lowest mean is “Price of CP ready-to-eat frozen food is not important for me because | buy

for convenience” which is equal to 2.78. Mean score is between 2.78 and 2.94. Therefore,

Average mean score is 2.87 which is between 2 (Disagree) and 3 (Neither agree nor

Disagree).

From the standard deviation, the lowest standard deviation is “I can afford the price of

CP ready-to-eat frozen food because the package is easy-to-store and easy-to-use.” which is

equal to 0.734. The highest standard deviation is “I don’t think about the price when buying

CP ready-to-eat frozen food because the brand is reliable” which is equal to 0.902.
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5.3 Reliability test

In this research, the reliability test has been applied to test the reliability of questions for
each variable. Sekaran (2000) stated that all questions of each variable are required to test the
reliability which may use Cronbach’s coefficient Alpha scale. If the result of the calculation
of Alpha Test is equal to 0.6 or more, all questions are consistent and reliable to be applied as
the research instrument for the research. Furthermore, Malhotra (1993) stated that Cronbach’s
alpha results of the variables would be limited to equal or greater than 0.06 to test whether the
questions were acceptable and reliable. Therefore, in this study Cronbach’s alpha was

adopted by the researcher in SPSS.

Table 5.14: The summary of reliability of the questionnaire

Variables Cronbach’s Alpha No. of items
Visual elements of packaging in term of 0.707 4
Graphics
Visual elements of packaging in term of 0.669 3
Size/Shape
Informational elements of packaging in 0.910 4

term of Product information

Informational elements of packaging in 0.843 4

term of Technology

Brand Image 0.689 4
Price sensitivity 0.900 3
Consumer buying behavior 0.751 6

5.4 Inferential Analysis

Zikmund (2003) stated that inferential analysis is the research method used by
many researchers to identify the population on the basis of the sample. Based on the results of
inferential analysis, the researcher can conclude the behaviour of the population (McDaniel
and Gates, 2004). In this section, a total of six developed hypotheses is presented. The
researcher utilizes Multiple Linear Regression (MLR) for hypothesis one, hypothesis two,
hypothesis three, hypothesis four and hypothesis six and Simple Linear Regression (SLR) for
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hypothesis five. The results of Multiple Linear Regression analysis are explained and
discussed as follows:

5.4.1 Hypothesis Testing Results

Hypothesis 1
H1,: Visual elements of CP ready-to-eat frozen food packaging in terms of graphics and

size/shape are not significantly influenced on consumer buying behavior.

H1.: Visual elements of CP ready-to-eat frozen food packaging in terms of graphics and

size/shape are significantly influenced on consumer buying behavior.

Table 5.15: Regression Model Summary of Hypothesis One

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 758" 574 572 .34304

a. Predictors: (Constant), meanxVSS, meanxVPG

From the Table 5.15, the correlation coefficient ® is equal to 0.758, which means that
visual elements of CP ready-to-eat frozen food packaging in terms of graphics (VPG) and
size/shape (VSS) have a strong statistically significant influence on consumer buying
behavior. Moreover, the strength of association (R?) is equal to 0.574 (0.758)2. It means that
when visual elements of CP ready-to-eat frozen food packaging in terms of graphics and
size/shape increase or decrease, consumer buying behavior will increase or decrease by
57.4%.

Table 5.16: ANOVA Results for Visual elements of CP ready-to-eat frozen food packaging

in terms of graphics and size/shape on Consumer buying behavior.

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 62.810 2 31.405 266.871 .000"
1 Residual 46.601 396 .118
Total 109.411 398

a. Dependent Variable: meanxCon

b. Predictors: (Constant), meanxVSS, meanxVPG
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Based on Table 5.16, the result shows that the significant is equal to .000, which is
less than .05 (.000<.05). It means the model was significant and null hypothesis was rejected.
Then, at least one variable of visual elements of CP ready-to-eat frozen food packaging in
terms of graphics (VPG) and size/shape (VSS) influenced on consumer buying behavior

(Con) at the 0.05 significant level.

Table 5.17: Multiple Regression Coefficients of Visual elements of CP ready-to-eat frozen

food packaging in terms of graphics and size/shape on Consumer buying behavior.

Coefficients?

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) .840 .106 7.896 .000
1 meanxVPG .456 .037 .507 12.195 .000
meanxVSS .296 .037 .332 7.980 .000

a. Dependent Variable: meanxCon

Based on Table 5.17, the researcher found that the significant of visual elements of
CP ready-to-eat frozen food packaging in terms of graphics (VPG) is .000 which is less than
.05 (.000<.05). It means that visual elements of CP ready-to-eat frozen food packaging in
terms of graphics (VPG) is significantly influenced on consumer buying behavior (Con). The
significant of visual elements of CP ready-to-eat frozen food packaging in terms of size/shape
(VSS) is .000 which is less than .05 (.000<.05). It means that visual elements of CP ready-to-
eat frozen food packaging in terms of size/shape is significantly influenced on consumer

buying behavior (con)

Formula: §=a + b1 Xy + bpXs + b3X3 +.... + bpX,

Con = .840 + .456(VPG) + .296(VSS)
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Hypothesis 2

H2,: Visual elements of CP ready-to-eat frozen food packaging in terms of graphics and

size/shape are not significantly influenced on brand image.

H2,: Visual elements of CP ready-to-eat frozen food packaging in terms of graphic and

size/shape are significantly influenced on brand image.

Table 5.18: Regression Model Summary of Hypothesis Two

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .493° .243 .239 .54636

a. Predictors: (Constant), meanxVSS, meanxVPG

From Table 5.18, the correlation coefficient ® is equal to 0.493, which means that visual
elements of CP ready-to-eat frozen food packaging in terms of graphics (VPG) and
size/shape (VSS)
Moreover, the strength of association (R?) is equal to 0.243 (0.493)%. It means that when

have a moderate statistically significant influence on brand image.

visual elements of CP ready-to-eat frozen food packaging in terms of graphics (VPG) and

size/shape (VSS) increase or decrease, brand image will increase or decrease by 24.3%

Table 5.19: ANOVA Results for Visual elements of CP ready-to-eat frozen food packaging

in terms of graphics and size/shape on Brand image.

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 37.892 2 18.946 63.468 .000"
1 Residual 118.211 396 .299
Total 156.103 398

a. Dependent Variable: meanxBCP

b. Predictors: (Constant), meanxVSS, meanxVPG
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As indicated in Table 5.19, the result showed that the significant is equal to .000,
which is less than .05 (.000<.05). It means the model was significant and null hypothesis was
rejected. Then, at least one variable of visual elements of CP ready-to-eat frozen food
packaging in terms of graphics (VPG) and size/shape (VSS) influenced on brand image
(BCP) at the 0.05 significant level.

Table 5.20: Multiple Regression Coefficients of Visual elements of CP ready-to-eat frozen

food packaging in terms of graphics and size/shape on Brand image.

Coefficients?

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.516 .169 8.954 .000
1 meanxVPG 147 .060 137 2.469 .014
meanxVSS .423 .059 .397 7.152 .000

a. Dependent Variable: meanxBCP

Based on Table 5.20, the researcher found that the significant of visual elements of
CP ready-to-eat frozen food packaging in terms of graphics (VPG) is .014 which is less than
.05 (.014<.05). It means that visual elements of CP ready-to-eat frozen food packaging in
terms of graphics (VPG) is significantly influenced on brand image (BCP).
The significant of visual elements of CP ready-to-eat frozen food packaging in terms of
size/shape (VSS) is .000 which is less than .05 (.000<.05). It means that visual elements of
CP ready-to-eat frozen food packaging in terms of size/shape (VSS) is significantly

influenced on brand image (BCP).

Formula: §=a + b1 Xy + bpXs + b3Xs +.... + bpX,

BCP = 1.516 + .147(VPG) + .423(VSS)

Hypothesis 3

H3,: Informational elements of CP ready-to-eat frozen food packaging in terms of product
information and technology are not significantly influenced on brand image.
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H3.: Informational elements of CP ready-to-eat frozen food packaging in terms of product
information and technology are significantly influenced on brand image.

Table 5.21: Regression Model Summary of Hypothesis Three

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .636% 404 401 48467

a. Predictors: (Constant), meanxTNP, meanxIFP

From Table 5.21, the correlation coefficient ® is equal to 0.636, which means that
informational elements of CP ready-to-eat frozen food packaging in terms of product
information (IFP) and technology (TNP) have a strong statistically significant influence on
brand image. Moreover, the strength of association (R?) is equal to 0.404 (0.636) It means
that when informational elements of CP ready-to-eat frozen food packaging in terms of
product information and technology increase or decrease, brand image will increase or
decrease by 40.4%.

Table 5.22: ANOVA Results for Informational elements of CP ready-to-eat frozen food

packaging in terms of product information and technology on Brand image.

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 63.079 2 31.540 134.264 .000"
1 Residual 93.023 396 .235
Total 156.103 398

a. Dependent Variable: meanxBCP

b. Predictors: (Constant), meanxTNP, meanxIFP

As indicated in Table 5.22, the result showed that the significant is equal to .000,
which is less than .05 (.000<.05). It means the model was significant and null hypothesis was
rejected. Then, at least one variable of informational elements of CP ready-to-eat frozen food
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packaging in terms of product information (IFP) and technology (TNP) influenced on brand
image at the 0.05 significant level.

Table 5.23: Multiple Regression Coefficients of Informational elements of CP ready-to-eat
frozen food packaging in terms of product information and technology on Brand image.

Coefficients?

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.152 .138 8.361 .000
1 meanxIFP .239 .042 .283 5.672 .000
meanxTNP 418 .050 418 8.357 .000

a. Dependent Variable: meanxBCP

Based on Table 5.23, the researcher found that the significant of informational
elements of CP ready-to-eat frozen food packaging in terms of product information (IFP) is
.000 which is less than .05 (.000<.05). It means that informational elements of CP ready-to-
eat frozen food packaging in terms of product information (IFP) is significantly influenced on
brand image (BCP). The significant of informational elements of CP ready-to-eat frozen food
packaging in terms of technology (TNP) is .000 which is less than .05 (.000<.05). It means
that informational elements of CP ready-to-eat frozen food packaging in terms of technology

(TNP) is significantly influenced on brand image (BCP).

Formula: ¥ =a + b1 X1 + bpXs + b3Xs +.... + baX,

BCP = 1.152 + .239(IFP) + .418(TNP)

Hypothesis 4

H4,: Informational elements of CP ready-to-eat frozen food packaging in terms of product

information and technology are not significantly influenced on consumer buying behavior.
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H4,: Informational elements of CP ready-to-eat frozen food packaging in terms of product
information and technology are significantly influenced on consumer buying behavior.

Table 5.24: Regression Model Summary of Hypothesis Four

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .685° .469 467 .38288

a. Predictors: (Constant), meanxTNP, meanxIFP

From Table 5.24, the correlation coefficient ® is equal to 0.685, which means that
informational elements of CP ready-to-eat frozen food packaging in terms of product
information (IFP) and technology (TNP) have a strong statistically significant influence on
consumer buying behavior. Moreover, the strength of association (R?) is equal to 0.469
(0.685)%. It means that when informational elements of CP ready-to-eat frozen food
packaging in terms of product information (IFP) and technology (TNP) increase or decrease,

consumer buying behavior will increase or decrease by 46.9%.

Table 5.25: ANOVA Results for Informational elements of CP ready-to-eat frozen food

packaging in terms of product information and technology on Consumer buying behavior.

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 51.357 2 25.679 175.160 .000"
1 Residual 58.054 396 147
Total 109.411 398

a. Dependent Variable: meanxCon

b. Predictors: (Constant), meanxTNP, meanxIFP

As indicated in Table 5.25, the result showed that the significant is equal to .000,
which is less than .05 (.000<.05). It means the model was significant and null hypothesis was

rejected. Then, at least one variable of informational elements of CP ready-to-eat frozen food
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packaging in terms of product information (IFP) and technology (TNP) influenced on
consumer buying behavior (Con) at the 0.05 significant level.

Table 5.26: Multiple Regression Coefficients of Informational elements of CP ready-to-eat

frozen food packaging in terms of product information and technology on Consumer buying

behavior.
Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 1.387 .109 12.739 .000
1 meanxIFP .397 .033 .563 11.941 .000

meanxTNP .145 .040 173 3.659 .000

a. Dependent Variable: meanxCon

Based on Table 5.26, the researcher found that the significant of informational
elements of CP ready-to-eat frozen food packaging in terms of product information (IFP) is
.000 which is less than .05 (.000<.05). It means that informational elements of CP ready-to-
eat frozen food packaging in terms of product information (IFP) is significantly influenced on
consumer buying behavior (Con). The significant of informational elements of CP ready-to-
eat frozen food packaging in terms of technology (TNP) is .000 which is less than .05
(.000<.05). It means that informational elements of CP ready-to-eat frozen food packaging in

terms of technology (TNP) is significantly influenced on consumer buying behavior (Con).

Formula: §=a + b1 Xy + bpXs + b3Xs +.... + bnXy

Con = 1.387 + .397(IFP) + .145(TNP)

Hypothesis 5

H5,: Price sensitivity of CP ready-to-eat frozen food is not significantly influenced on brand
image.

H5,: Price sensitivity of CP ready-to-eat frozen food is significantly influenced on brand
image.
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Table 5.27: Regression Model Summary of Hypothesis Five

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .464° .215 213 .55541

a. Predictors: (Constant), meanxPCP

From Table 5.27, the correlation coefficient ® is equal to 0.464, which means that
price sensitivity of CP ready-to-eat frozen food (PCP) has a moderate statistically significant
influence on brand image. Moreover, the strength of association (R?) is equal to 0.215
(0.464)°. It means that when price sensitivity of CP ready-to-eat frozen food (PCP) increases

or decreases, brand image will increase or decrease by 21.5%.

Table 5.28: ANOVA Results for Price sensitivity of CP ready-to-eat frozen food on Brand

image.
ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 33.635 1 33.635 109.035 .000"
1 Residual 122.467 397 .308
Total 156.103 398

a. Dependent Variable: meanxBCP

b. Predictors: (Constant), meanxPCP

As indicated in Table 5.28, the result showed that the significant is equal to .000,
which is less than .05 (.000<.05). It means the model was significant and null hypothesis was
rejected. Then, price sensitivity of CP ready-to-eat frozen food (PCP) influenced on brand

image (BCP) at the 0.05 significant level.
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Table 5.29: Simple Regression Coefficients of Price sensitivity of price sensitivity of CP
ready-to-eat frozen food on Brand image.

Coefficients?®

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 2.274 .109 20.937 .000
! meanxPCP .382 .037 464 10.442 .000

a. Dependent Variable: meanxBCP

As indicated in Table 5.29, the researcher found that the significant of price
sensitivity of CP ready-to-eat frozen food (PCP) is .000 which is less than .05 (.000<.05). It
means that price sensitivity of CP ready-to-eat frozen food (PCP) is significantly influenced
on brand image (BCP).

Formula: Y =4 + bx

BCP = 2.274 + .382(PCP)

Hypothesis 6
H6,: Price sensitivity of CP ready-to-eat frozen food and Brand image are not significantly

influenced on consumer buying behavior.

H6,: Price sensitivity of CP ready-to-eat frozen food and Brand image are significantly

influenced on consumer buying behavior.

Table 5.30: Regression Model Summary of Hypothesis Six

Model Summary

Model

R Square

Adjusted R

Square

Std. Error of the

Estimate
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1 4747 .225 221 46271

a. Predictors: (Constant), meanxBCP, meanxPCP

Based on Table 5.30, the correlation coefficient ® is equal to 0.474, which means that
price sensitivity of CP ready-to-eat frozen food (PCP) and brand image (BCP) has a
moderate statistically significant influence on consumer buying behavior. Moreover, the
strength of association (R?) is equal to 0.224 (0.474)°. It means that when price sensitivity of
CP ready-to-eat frozen food and brand image increase or decrease, consumer buying behavior

will increase or decrease by 22.4%.

Table 5.31: ANOVA Results for Price sensitivity of CP ready-to-eat frozen food and Brand

image on Consumer buying behavior

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 24.629 2 12.314 57.518 .000°
1 Residual 84.782 396 .214
Total 109.411 398

a. Dependent Variable: meanxCon

b. Predictors: (Constant), meanxBCP, meanxPCP

As indicated in Table 5.31, the result showed that the significant is equal to .000,
which is less than .05 (.000<.05). It means the model was significant and null hypothesis was
rejected. Then, at least one variable of price sensitivity of CP ready-to-eat frozen food (PCP)

and brand image (BCP) influenced on consumer buying behavior (Con) at the 0.05 significant

level.

Table 5.32: Multiple Regression Coefficients of Price sensitivity of CP ready-to-eat frozen

food and Brand image on Consumer buying behavior.

Coefficients?®

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.954 131 14.887 .000
1 meanxPCP -.051 .034 -.074 -1.473 142
meanxBCP 422 .042 .504 10.094 .000
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a. Dependent Variable: meanxCon

Based on Table 5.32, the researcher found the significant of informational elements of
brand image of CP ready-to-eat frozen food (BCP) is .000 which is less than .05 (.000<.05).
It means that brand image of CP ready-to-eat frozen food (BCP) is significantly influenced on

consumer buying behavior (Con). However, the significant of price sensitivity of CP ready-
to-eat frozen food (PCP) is .142 which is greater than .05 (.142>.05). It means that price

sensitivity of CP ready-to-eat frozen food (PCP) is not influenced on consumer buying

behaviour (Con).

Formula: §=a + by X; + bpXs + b3X3 +.... + bpX,

Con = 1.954 +.442(BCP)

Table 5.33: Summary of the results from hypothesis testing

Hypothesis

Statistical
Treatment

Level of
Significance

Beta

Results

H1,: Visual elements of CP
ready-to-eat frozen food
packaging in terms of
graphics and size/shape are
not significantly influenced
on consumer buying

behavior.

-Visual elements of CP ready-
to-eat frozen food packaging
in terms of graphics.

-Visual elements of CP ready-
to-eat frozen food packaging
in terms of size/shape.

Multiple
Regression
Model

.000

.000

0.456

0.296

Reject H1,

H2,: Visual elements of CP
ready-to-eat frozen food

Multiple

Reject H2,
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packaging in terms of
graphics and size/shape are
not significantly influenced

on brand image.

-Visual elements of CP ready-
to-eat frozen food packaging
in terms of graphics.

-Visual elements of CP ready-
to-eat frozen food packaging
in terms of size/shape.

Regression
Model

.014

.000

0.147

0.423

H3,: Informational elements
of CP ready-to-eat frozen
food packaging in terms of
product information and
technology are not
significantly influenced on

brand image.

-Visual elements of CP ready-
to-eat frozen food packaging
in terms  of  product
information

-Visual elements of CP ready-
to-eat frozen food packaging
in terms of technology

Multiple
Regression
Model

.000

.000

0.239

0.418

Reject H3,

H4,: Informational elements
of CP ready-to-eat frozen
food packaging in terms of
product information and
technology are not
significantly influenced on

consumer buying behavior.

Multiple
Regression
Model

Reject H4,
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-Visual elements of CP ready-
to-eat frozen food packaging
in terms  of  product
information

-Visual elements of CP ready-
to-eat frozen food packaging
in terms of technology

.000

.000

0.397

0.145

H5,: Price sensitivity of CP
ready-to-eat frozen food is
not significantly influenced

on brand image.

-Price sensitivity of CP ready-
to-eat frozen food

Simple

Regression

Model

.000

0.382

Reject H5,

H6,: Price sensitivity of CP
ready-to-eat frozen food and
Brand image are not
significantly influenced on

consumer buying behavior.

-Price sensitivity of CP ready-
to-eat frozen food

-Brand image of CP ready-to-
eat frozen food

Multiple
Regression
Model

142

.000

-0.051

0.422

Reject H6,
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CHAPTER VI

SUMMARY OF FINDING, CONCLUSION, AND RECOMMENDATION

This chapters present the summaries, conclusions and recommendations based on the
previous chapters about the relationship between the visual elements of CP ready-to-eat
frozen food packaging in terms of graphics, the visual elements of CP ready-to-eat frozen
food packaging in terms of size/shape, the informational elements of CP ready-to-eat frozen
food packaging in terms of product information, the informational elements of CP ready to
eat frozen food packaging in terms of technology, price sensitivity of CP ready-to-eat frozen
food, brand image of CP ready-to-eat frozen food and consumer buying behavior towards CP
fresh mart, Bangkok, Thailand. Basically, this chapter consists of the summary of
demographic factors, the summary of hypotheses testing, the discussion and implications,
conclusions, recommendations, also the researcher offers suggestions for further study in this

business.

6.1 Summary of research findings

This research focuses on the factors of CP ready-to-eat frozen food packaging which
influences on buying behavior of consumers towards CP fresh mart, Bangkok, Thailand
based on the data collection distributed to 399 respondents and summarized to find the
outcome as a percentage and frequency through Descriptive Analysis and using a Multiple
Regression Analysis and Simple Regression Analysis to test the relationship of both the

dependent variable and independent variables.

6.1.1 Summary of the Descriptive Analysis

Table 6.1: Summary’ result of the highest percentage and frequency of the Demographic

factors
Demographic factor Characteristic Frequency (f) | Percentage (%)
Gender Female 248 62.2%
Age 21to 30 192 48.1%
Marital Status Single 263 65.9%
Education level Bachelor Degree 336 84.2%
Monthly Income 20,000 - 40,000 Baht 327 82.0%
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Based on the Table 6.1, it determined the results from 399 respondents, and it showed that
the majority respondents were mostly female which is equal to 62.2% (248). The highest
percentage of respondents’ age mostly is between 21 to 30 years old which is equal to 48.1%
(192). The highest group of respondents is single which is equal to 65.9%. The highest
education level of the respondents is Bachelor Degree which is equal to 84.2% (336), and the
highest percentage of respondents’ monthly income is the range of 20,000-40,000 Baht which
shows 82.0% (327)

Table 6.2: Summary’ result of the Descriptive Analysis of each Variables

Variables Mean
Consumer buying behavior 3.23
Visual elements of CP ready-to-eat frozen food packaging in terms of 3.09
graphics
Visual elements of CP ready-to-eat frozen food packaging in terms of 3.31
size/shape
Informational elements of CP ready-to-eat frozen food packaging in terms 3.42
of product information
Informational elements of CP ready-to-eat frozen food packaging in terms 3.35
of product technology
Brand image of CP ready-to-eat frozen food 3.37
Price sensitivity of CP ready-to-eat frozen food 2.87

As indicated in the Table 6.2, the price sensitivity of CP ready-to-eat frozen food has
the lowest mean which is equal to 2.87. It means that the price sensitivity of CP ready-to-eat
frozen food does not have much influence on the buying decision of the consumers, and it
means that the consumers are not concerned with the price of CP ready-to-eat frozen food.
On the other hand, the highest mean belongs to the informational elements of CP ready-to-eat
frozen food packaging in terms of product information which is equal to 3.42, and it means
that most of the consumers mainly focus on the packaging information when making a
buying decision. Therefore, Informational elements of CP ready-to-eat frozen food packaging
in terms of product information will have the most influence on the buying behavior of the

consumers.
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6.1.2 Summary of Hypothesis testing

There are six hypotheses in this study, and the Multiple regression model and the
Simple regression model were used to examine the relationship of each variable in this study,
the researcher found the result that all of the null hypotheses were rejected, the summary of
hypothesis testing is shown below; in addition the overview of beta and significant level
between the variables, which are the visual elements of CP ready-to-eat frozen food
packaging in terms of graphics, the visual elements of CP ready-to-eat frozen food
packaging in terms of size/shape, the informational elements of CP ready-to-eat frozen
food packaging in terms of product information and the informational elements of CP
ready-to-eat frozen food packaging in terms of technology, price sensitivity of CP ready-
to-eat frozen food, brand image of CP ready-to-eat frozen food and consumer buying

behaviors also show in the Figure 6.1.

Hypothesis 1: Visual elements of CP ready-to-eat frozen food packaging in terms of graphics

and size/shape are significantly influenced on consumer buying behavior.

Hypothesis 2: Visual elements of CP ready-to-eat frozen food packaging in terms of graphic

and size/shape are significantly influenced on brand image.

Hypothesis 3: Informational elements of CP ready-to-eat frozen food packaging in terms of

product information and technology are significantly influenced on brand image.

Hypothesis 4: Informational elements of CP ready-to-eat frozen food packaging in terms of
product information and technology are significantly influenced on consumer buying

behavior.

Hypothesis 5: Price sensitivity of CP ready-to-eat frozen food is significantly influenced on

brand image.

Hypothesis 6: Price sensitivity of CP ready-to-eat frozen food and Brand image are

significantly influenced on consumer buying behavior.
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Figure 6.1: The summary of beta and significant level between the variables
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6.1.3 Discussion and Implication

The result of hypothesis one stated that visual elements of CP ready-to-eat frozen food
packaging in terms of graphics and size/shape are significantly influenced on consumer
buying behavior. With reference to the Figure 6.1, the visual elements of CP ready-to-eat
frozen food packaging in terms of graphics has the significant level at .000 and 0.456 of beta.
It means that visual elements of CP ready-to-eat frozen food packaging in terms of graphics
is influenced on consumer buying behavior. According to Ahmed et al. (2014), graphics on
the package, such as color and design play an important role in consumer buying behavior
because graphics are necessary when consumer do not have time for much consideration and

the decision making process for a product.

The visual elements of CP ready-to-eat frozen food packaging in terms of size/shape has
the significant level at .000 and 0.296 of beta. It means visual elements of CP ready-to-eat
frozen food packaging in terms of size/shape is influenced on consumer buying behavior.
Referring to previous study, Jinkarn and Suwannaporn (2014) mentioned that the functions of
packaging, such as size and shape could be perceived as quite important for consumers

because it could be convenient for consumers to store and prepare or grabbing and hold.

The result of hypothesis two concluded that visual elements of CP ready-to-eat frozen
food packaging in terms of graphics and size/shape are significantly influenced on brand
image. With reference to the Figure 6.1, the visual elements of CP ready-to-eat frozen food
packaging in terms of graphics has the significant level at .014 and 0.147 of beta. It means
that visual elements of CP ready-to-eat frozen food packaging in terms of graphics is
influenced on brand image. According to the research of Edward (2013), the conclusion
revealed that graphics used in packaging have a significant relationship with brand image,
and Underwood et al. (2001) also stated that graphics could help consumers find the brand of
their choice and if they do not have any strong preference for a brand then graphics at least

gain their attention to consider a particular product for evaluation.

The visual elements of CP ready-to-eat frozen food packaging in terms of size/shape
had the significant level at .000 and 0.423 of beta. It means that the visual elements of CP

ready-to-eat frozen food packaging in terms of size/shape is influenced on brand image.
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Based on the study of Orth and Malkewitz (2006), packaging design elements such as size and
shapes are an important part of creating the brand image because these functions of the package
could get consumer responses, including lots of attention and strong positive emotions towards
the brand.

In addition, according to the results of hypothesis one and hypothesis two, obviously
visual elements of CP ready-to-eat frozen food packaging in term of graphics and size/shape
are significantly influenced on both consumer buying behavior and brand image. Hence,
based on the descriptive analysis of variables in this research, the highest mean of visual
elements of CP ready-to-eat frozen food packaging in terms of graphics is “Neat and clear
graphics on the package of CP ready-to-eat frozen food makes the food look healthy”.
Therefore, The researcher like to suggest that the graphics on the ready-to-eat frozen food
package should be well organized and clear because consumers tend to be concerned about it
when it comes to the food products. Similarly, the highest mean of visual elements of CP
ready-to-eat frozen food packaging in terms of size/shape belongs to “CP ready-to-eat frozen
food packaging comes with compartments which is convenient”. The researcher like to
suggest that the proper size and shape of ready-to-eat frozen food is a must because it will be

easy and convenient for the consumers to consume.

The result of hypothesis three showed that informational elements of CP ready-to-eat
frozen food packaging in terms of product information and technology are significantly
influenced on brand image. With reference to the Figure 6.1, the informational elements of
CP ready-to-eat frozen food packaging in terms of product information has the significant
level at .000 and 0.239 of beta. It means that the informational elements of CP ready-to-eat
frozen food packaging in terms of product information is influenced on brand image.
According to Sial et al. (2011), a company uses an information on the package, such as
labeling as a tool to attract consumers because the consumers trend to pay more for the

product which has a good brand name.

The informational elements of CP ready-to-eat frozen food packaging in terms
technology has the significant level at .000 and 0.418 of beta. It means that the informational
elements of CP ready-to-eat frozen food packaging in terms of technology is influenced on
brand image. As the research of Danaei et al. (2014), the conclusion revealed that there is a

strongly positive relationship between technology of packaging and brand image. Danaei et
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al. (2014) also mentioned that companies tend to create a strong brand image by improving
the quality of products as well as establishing strong brands through the packaging
technology of the product, such as ease of use, ease of handling and safety.

The result of hypothesis four indicated that the informational elements of CP ready-to-
eat frozen food packaging in terms of product information and technology are significantly
influenced on consumer buying behavior. With reference to the Figure 6.1, the informational
elements of CP ready-to-eat frozen food packaging in terms of product information has the
significant level at .000 and 0.397 of beta. It means that the informational elements of CP
ready-to-eat frozen food packaging in terms of product information is influenced on
consumer buying behavior. Based on the study of Mutsikiwa et al. (2013), the informational
elements on packaging, such as brand elements, nutritional information and food labels are
important in influencing consumers’ purchase behavior, because consumers trend to make a

judgment of the product after reading the information on the package.

The informational elements of CP ready-to-eat frozen food packaging in terms of
technology has the significant level at .000 and 0.145 of beta. It means that the informational
elements of CP ready-to-eat frozen food packaging in terms of technology is influenced on
consumer buying behavior. As the research of Silayoi and Speece (2007), the result showed
that there is a positive relationship between the technology of packaging and consumer
buying behavior. Similarly, According to Mahajan et al. (2013), packaging technology, such
as innovative packaging could add value to the product in the eyes of consumers, such as
portion control, recyclability, child-proofing, easy-open, easy-store, easy-to-carry, and non-

breakability.

In addition, according to the results of hypothesis three and hypothesis four, it showed
that the informational elements of CP ready-to-eat frozen food packaging in terms of product
information and technology are significantly influenced on both brand image and consumer
buying behavior. Hence, based on the descriptive analysis of variables in this research, the
highest mean of the informational elements of CP ready-to-eat frozen food packaging in
terms of product information is “the package of CP ready-to-eat frozen food comes with sell-
by date/use-by date which make me know when to consume it”. The researcher like to
suggest that the consumers were obviously concerned about the expiry date of the food.
Therefore, the information, such as sell-by date/use-by date should be well explained on the
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package, and the highest mean of the informational elements of CP ready-to-eat frozen food
packaging in terms of technology is “CP ready-to-eat frozen food packaging is microwavable
which is convenient”. The researcher like to suggest that the package of ready-to-eat frozen
food should be able to handle the heat because consumers tend to use the microwave because

it is convenient for them to consume.

The result of hypothesis five revealed that the price sensitivity of CP ready-to-eat frozen
food is significantly influenced on brand image. With reference to the Figure 6.1, the price
sensitivity of CP ready-to-eat frozen food has the significant level at .000 and 0.382 of beta.
It means that the price sensitivity of CP ready-to-eat frozen food is influenced on brand
image. Referring to previous study, Soba and Aydin (2012), mentioned that price sensitivity
of the consumers also has an impact on brand image because the consumer with a high

income is more likely to purchase any product which has a good brand image.

In addition, as indicated in the hypothesis five, the price sensitivity of CP ready-to-eat
frozen food is significantly influenced on brand image. Hence, based on the descriptive
analysis of variables in this research, the highest mean of the price sensitivity of CP ready-to-
eat frozen food is ““I can afford the price of CP ready-to-eat frozen food because the package
is easy-to-store and easy-to-use”. The researcher like to suggest that the price of ready-to-eat
frozen food is not an issue for the consumers because they will buy as long as it give them
convenience, and this will lead the brand of the product to be a good image in the eyes of the

consumers.

The result of hypothesis six indicated that price sensitivity of CP ready-to-eat frozen
food and brand image are significantly influenced on consumer buying behavior. With
reference to the Figure 6.1, the price sensitivity of CP ready-to-eat frozen food has the
significant level at .142 and -0.051 of beta. It means that the price sensitivity of CP ready-to-
eat frozen food is not influenced on consumer buying behavior. However, the previous study
indicates the different result. According to Brucks et al. (2000), the result revealed that there

iIs a relationship between price and consumer buying behavior.

Diaz (2003), also mentioned that the consumer comes from lower-income households
tends to spend less because their sensitivity to price is influenced by their income level. The
reason of different result comparing to previous study could be possible because of the
different population. All of previous studies took from different group of population.
Therefore, the previous studied could represent the perspective of some population which
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were different behavior, perception and favor from population in this study. This is the reason
why different populations may reflect different results.

Brand image of CP ready-to-eat frozen food has the significant level at .000 and 0.422
of beta. It means that the brand image of CP ready-to-eat frozen food is influenced on
consumer buying behavior. According to Sial et al. (2011), a good brand image enhances the
value of the brand in the consumer’s mind because the good image could increase the
likeability and desirability of the product. Therefore, the brand image of the product could
have an impact on buying behavior of consumers. In addition, according to the result of
hypothesis six, obviously brand image of CP ready-to-eat frozen food has an impact on
consumer buying behavior. Hence, based on the descriptive analysis of variables in this
research, the highest mean of brand image of CP ready-to-eat frozen food is “I decided to buy
CP ready-to-eat frozen food because the brand is well-known and reliable”. The researcher
like to suggest that building brand image is very important because it could give potential
value to the product and the company itself. A good brand image make consumers confident
that the product is reliable, and this could be done by getting involved with the consumers

more, asking them a feedback in order to improve and develop the product.

6.2 Conclusion

The purpose of this study is to identify the factors of CP ready-to-eat frozen food
packaging on consumer buying behavior towards CP fresh mart stores, Bangkok, Thailand.
There are six independent variables which are the visual elements of packaging in terms of
graphics, the visual elements of packaging in terms of size/shape, the informational elements
of packaging in terms of product information, the informational elements in terms of
technology, price sensitivity and brand image, and one dependent variable to study is

consumer buying behavior.

The data was collected from 399 questionnaires that were distributed to the
respondents when they had purchased the CP ready-to-eat frozen food at three selected area
of CP fresh mart stores starting from 25 September 2015 to 7 October 2015. Basically, the
majority of respondents were female who aged between 21 to 30 years, with bachelor degree,
having monthly salary the range of 20,000 — 40,000 THB, and they were single. In aspect of
hypothesis testing, all of six hypotheses were analyzed by SPSS, and all of null hypotheses

were rejected.
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As stated on Figure 6.1, the visual elements of CP ready-to-eat frozen food packaging
in terms of graphics had the strongest influence on consumer buying behavior at 0.456 of
beta, followed by the brand image of CP-ready-to-eat frozen food which is influenced on
consumer buying behavior with at 0.422 of beta, the informational elements of CP ready-to-
eat frozen food packaging in terms of product information which is influenced on consumer
buying behavior at 0.397 of beta, the visual elements of CP ready-to-eat frozen food
packaging in terms of size/shape which is influenced on consumer buying behavior at 0.296
of beta, the informational elements of CP ready-to-eat frozen food packaging in terms of
technology which is influenced on consumer buying behavior at 0.145 of beta. However, the
price sensitivity of CP ready-to-eat frozen food is not influenced on consumer buying

behavior at -0.051 of beta respectively.

In addition, the visual elements of CP ready-to-eat frozen food packaging in terms of
size/shape had the strongest influence on brand image at 0.423 of beta, followed by the
informational elements of CP ready-to-eat frozen food packaging in terms of technology
which is influenced on brand image at 0.418 of beta, the price sensitivity of CP ready-to-eat
frozen food is influenced on brand image at 0.382, the informational elements of CP ready-
to-eat frozen food packaging in terms of product information which is influenced on brand
image at 0.239 of beta and the visual elements of CP ready-to-eat frozen food packaging in

terms of graphics which is influenced on brand image at 0.147 of beta.

6.3 Recommendation

According to the findings of this study, the researcher would like to have some
recommendations which are arranged with the hypothesis testing. The objective of these
recommendations is to improve the sale performance of any ready-to-eat frozen food

companies. The researcher stated the recommendations with details as below:

Based on hypothesis one, the researcher found that the visual elements of CP ready-to-
eat frozen food in terms of graphics has the better influence on consumer buying than the
visual elements of CP ready-to-eat frozen food in terms of size/shape. Therefore, the
researcher would like to suggest the marketing teams of a ready-to eat frozen food companies
to focus on the graphics of the package, such as color and the total presentation of the image

because it seems that this part of the ready-to-eat frozen food packaging caught consumers’
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attention effectively. The marketing teams may compare what some of the competitors have
done with their packaging in terms of graphics.

Based on hypothesis two, the researcher investigated that the visual elements of CP
ready-to-eat frozen food in terms of size/shape has the better influence on brand image than
the visual elements of CP ready-to-eat frozen food in terms of graphics. The ready-to-eat
frozen food companies need to create a proper size and shape packaging for consumers when
grabbing or holding because they are more likely to take this function to the evaluation of the
brand. Therefore, the proper size and shape of the package can help brands in a good position

in the market and set a brand apart from its competitors.

According to hypothesis three, the researcher observed that the informational
elements of CP ready-to-eat frozen food in terms of technology has the better influence on
brand image than the informational of CP ready-to-eat frozen food packaging in terms of
product information. Therefore, the technology of packaging, such as innovative packaging
can never be looked away by the company’s research and development department because
an innovative packaging with recyclability, un-breakability, microwavable and so on could

add value to the ready-to-eat frozen foods and lead the companies brand to the good image.

The hypothesis four revealed that the informational of CP ready-to-eat frozen food
packaging in terms of product information has the better influence on consumer buying
behavior than the informational elements of CP ready-to-eat frozen food in terms of
technology. The companies are supposed to come up with a clear information, and not giving
too much information on the package because it is necessary for consumers to consider nice

and clear information on a package in order to compare quality and value of the products.

The hypothesis five indicated that the price sensitivity of CP ready-to-eat frozen food
has an influence on the brand image. The researcher would like suggest that marketing teams
of the ready-to-eat frozen food companies must set up a solid pricing strategy because pricing
could create brand awareness as well as the brand image which could lead the consumers to
become loyal to the brand. Basically, consumers are more likely to get price sensitivity when

observing the price of the products as high, low or fair.

Based on hypothesis six, the researcher investigated that the brand image of CP ready-
to-eat frozen food has the better influence on consumer buying behavior than the price

sensitivity of CP ready-to-eat frozen food. Basically, the good brand image will help the
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consumers understand what the companies’ product or service is all about, and what they can
expect from the product or service. The good brand image could get the business perceived as
reliable, and this will engage the consumers with the product or service.

6.4 Further future research

The research would like to suggest the widening scope of study that would be useful.
There are two advices that should be address for further future research.

Firstly, in this study, the researcher gathered the data from only three selected areas of
CP fresh mart stores in Bangkok, Thailand. However, in further future research, the
researcher should gather the data from widening of area because different locations may
represent different respondents’ profiles leading to different needs, and it may impact on the
result. It’s possible that collecting data spread from other areas could get the finding to be

useful to understand the market.

Lastly, the researcher should study other independent variables which may get a
different point of results which lead to improve a better quality of the product as well as sale

performance that may effect on consumer buying behavior of ready-to-eat frozen food.
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Appendix A: Questionnaire
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Questionnaire

A STUDY OF CP READY-TO-EAT FROZEN FOOD PACKAGING, PRIC
SENSITIVITY OF CP READY-TO-EAT FROZEN FOOD, BRAND IMAGE C CP
READY-TO-EAT FROZEN FOOD AND CONSUMER BUYING BEHAVIOR TC /ARDS
CP FRESH MART, BANGKOK, THAILAND

Dear Sir/Madam,

I am a MBA student of the Assumption University, Bangkok, Thailand and currently |
am working on my thesis for a master’s degree. I would like to request your assistance with a
research that I am conducting on the factors which could have an impact on ready-to-eat
frozen food business’s performance, and hopefully, you will agree to assist me by completing

this questionnaire

Your responses will be highly valuable to this research and the information you
provide will be treated in confidence and used for research purposes only. Thank you for your
help and cooperation. If you need any clarification regarding the questions in this research,

please do not hesitate to contact me.

Email: massivemonkeys@hotmail.com Tel: 0943483014

Sincerely Yours,
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Peeraput Thiendej
MBA (Evening)
ID (5629060)

Assumption University, Thailand
Part I: Screening question

Instruction: Please put a tick ( V) in the box next to the answer of your choice.

Have you ever purchased CP ready-to-eat frozen food through CP Fresh mart?

1 L]

Yes No

If you have purchased CP ready-to-eat frozen food through CP fresh mart, please continue.

If you have not ever purchased CP ready-to-eat frozen food through CP Fresh mart, please
return the questionnaires.

Part I1: Questionnaire proper
The researcher use a 5-point Likert scale for the questionnaire.
1 = Strongly Disagree, 2 = Disagree, 3 = Moderate, 4 = Agree, and 5 = Strongly Agree

want to consume it.

(5]
[<5]
Please indicate your level of agreement or disagreement to the following 2 §
statements by circling the appropriate box. -é’ <
[«
(1 = Strongly Disagree, 5 = Strongly Agree) 2| 3| ® =
c (=) ) 3 c
o ] = - o
= 2 =) <)) ]
[45) Q| =2 | < | &
Visual elements of packaging in terms of Graphics
1. Colorful packaging of CP ready-to-eat frozen food catches my attention | 1 2 3 4 5
first.
2. If the package of CP ready-to-eat frozen food is un-interesting, the food | 1 2 3 4 5
taste could be bad too.
3. Neat and clear graphics on the package of CP ready-to-eat frozen food 1 2 3 4 5
makes the food look healthy.
4. The photo of CP ready-to-eat frozen food looks realistic which makes me | 1 2 3 4 5
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Visual elements of packaging in terms of Size/Shape

5. | expect CP ready-to-eat frozen food volume to match the size of the 1 2 3 4 5
package.
6. CP ready-to-eat frozen food packaging comes with compartments which | 1 2 3 4 5
are convenient when eating.
7. CP ready-to-eat frozen food packaging fits into my freezer, which is easy | 1 2 3 4 5
to store.
Informational of packaging in terms of product Information
8. CP ready-to-eat frozen food comes with a nutrition facts on a package 1 2 3 4 5
which is important for consumers.
9. The package of CP ready-to-eat frozen food comes with cooking 1 2 3 4 5
directions which make it is easier to use.
10. The package of CP ready-to-eat frozen food comes with sell-by date / 1 2 3 4 5
use- by date which make me know when to consume it.
11. The shelf life of CP ready-to-eat frozen food is well-explained on the 1 2 3 4 5
package.
[¢b)
o
Please indicate your level of agreement or disagreement to the following 2 §
statements by circling the appropriate box. -é’ <
[
(1 = Strongly Disagree, 5 = Strongly Agree) g @ © —;
c (=) ) 3 c
o (48] e o o
S| 2 o =) =
hlal =< &
Informational of packaging in terms of Technology
12. CP ready-to-eat frozen food packaging is microwavable which is 1 |2 3 4 5
convenient.
13. CP ready-to-eat frozen food packaging is easy to store and open. 1 |2 3 4 5
14. CP ready-to-eat frozen food packaging prevents breakages. 1 |2 3 4 5
15. CP ready-to-eat frozen food packaging is durable enough for microwave |1 |2 3 4 5
heat.
Brand Image
16. | decided to buy CP ready-to-eat frozen food because the brand is well- 1 |2 3 4 5
known and reliable.
17. The Good brand image of CP makes me aware of product reliability. 1 |2 3 4 5
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18. The Good brand image of CP could makes me re-purchase it. 1 |2

19. T don’t care about the price, if the brand is good and well-known. 1 |2

Price Sensitivity

20. Price of CP ready-to-eat frozen food is not important for me because | 1 |2
buy for convenience.

21. | can afford the price of CP ready-to-eat frozen food because the tasteis |1 |2
good.

22. 1 don’t think about the price when buying CP ready-to-eat frozen food 1 ]2
because the brand is reliable.

Consumer buying behavior

23. | always buy CP ready-to-eat frozen food in a bigger package because 1 |2
the volume of the food is greater.

24. | continue to buy CP ready-to-eat frozen food because of clear 1 |2
information on the package.

25. | frequently buy CP ready-to-eat frozen food because the package is 1 |2
microwavable.

26. | often buy CP ready-to-eat frozen food because it is a well-known 1 ]2
brand. Therefore it is reliable.

27. | always buy CP ready-to-eat frozen food because the price is affordable. | 1 | 2

28. | frequently buy CP ready-to-eat frozen food because it is convenientto |1 |2
consume.

Part 111: Demographic information

Instruction: Please put a tick ( V) in the box next to the answer of your choice.

1.Gender
() Male () Female

2.Age (Years)
() 21-30 years old ( ) 31-40 years old () 41-50 years old
() 50 years old or more

119




3. Highest Education level

( ) Bachelor Degree ( ) Master Degree () PhD Degree
4. Marital status

( ) Single ( ) Married

5. Income Level

( ) 20,001-40,000 Baht ( ) 40,001-60,000 Baht
( ) 60,001-80,000 Baht ( ) 80,001-100,000Baht
( ) Over 100,000 Baht
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Appendix B: Questionnaire
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Reliability Statistics

Cronbach's
Alpha

N of Iltems

.929

28

Consumer buying behavior (6)

Reliability Statistics

Cronbach's
Alpha

N of ltems

.751

6

Visual elements of CP ready-to-eat frozen food packaging in term of graphic (4)

Reliability Statistics

Cronbach's
Alpha

N of ltems

.707

4

Visual elements of CP ready-to-eat frozen food packaging in term of size/shape (3)

Reliability Statistics

Cronbach's
Alpha

N of ltems

.669

3

Informational elements of CP ready-to-eat frozen food packaging in term of product

information (4)

Reliability Statistics

Cronbach's
Alpha

N of ltems

.910

4

Appendix C: Calculation

126



Information elements of CP ready-to-eat frozen food packaging in term of technology (4)

Reliability Statistics

Cronbach's
Alpha

N of Iltems

.843

4

Brand image of CP ready-to-eat frozen food (4)

Reliability Statistics

Cronbach's
Alpha

N of ltems

.689

4

Price sensitivity of CP ready-to-eat frozen food (3)

Reliability Statistics

Cronbach's
Alpha N of Iltems
.900 3
Model Summary
Model R Square Adjusted R Std. Error of the
Square Estimate
1 .758% 574 572 .34304

a. Predictors: (Constant), meanxVSS, meanxVPG

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 62.810 2 31.405 266.871 .000"
1 Residual 46.601 396 .118
Total 109.411 398

a. Dependent Variable: meanxCon

b. Predictors: (Constant), meanxVSS, meanxVPG
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Coefficients

a

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) .840 .106 7.896 .000
1 meanxVPG 456 .037 .507 12.195 .000

meanxVSS .296 .037 .332 7.980 .000
a. Dependent Variable: meanxCon

Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .493° .243 .239 .54636
a. Predictors: (Constant), meanxVSS, meanxVPG
ANOVA?®

Model Sum of Squares df Mean Square F Sig.

Regression 37.892 2 18.946 63.468 .000"
1 Residual 118.211 396 .299

Total 156.103 398
a. Dependent Variable: meanxBCP
b. Predictors: (Constant), meanxVSS, meanxVPG

Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 1.516 .169 8.954 .000
1 meanxVPG 147 .060 137 2.469 .014

meanxVSS 423 .059 .397 7.152 .000

a. Dependent Variable: meanxBCP
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meanxTNP,

! meanxIFP" Enter
a. Dependent Variable: meanxBCP
b. All requested variables entered.
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 636" 404 401 48467
a. Predictors: (Constant), meanxTNP, meanxIFP
ANOVA?®

Model Sum of Squares df Mean Square F Sig.

Regression 63.079 2 31.540 134.264 .000°
1 Residual 93.023 396 .235

Total 156.103 398
a. Dependent Variable: meanxBCP
b. Predictors: (Constant), meanxTNP, meanxIFP

Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 1.152 .138 8.361 .000
1 meanxIFP .239 .042 .283 5.672 .000

meanxTNP 418 .050 418 8.357 .000

a. Dependent Variable: meanxBCP
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Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .685% .469 467 .38288

a. Predictors: (Constant), meanxTNP, meanxIFP

ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 51.357 2 25.679 175.160 .000°
1 Residual 58.054 396 147
Total 109.411 398
a. Dependent Variable: meanxCon
b. Predictors: (Constant), meanxTNP, meanxIFP
Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.387 .109 12.739 .000
1 meanxIFP .397 .033 .563 11.941 .000
meanxTNP .145 .040 173 3.659 .000
a. Dependent Variable: meanxCon
Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 464° 215 213 55541
a. Predictors: (Constant), meanxPCP
ANOVA?®
Model Sum of Squares df Mean Square F Sig.
Regression 33.635 1 33.635 109.035 .000"
1 Residual 122.467 397 .308
Total 156.103 398
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a. Dependent Variable: meanxBCP

b. Predictors: (Constant), meanxPCP

Coefficients?®

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 2.274 .109 20.937 .000
! meanxPCP .382 .037 464 10.442 .000
a. Dependent Variable: meanxBCP

Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 4747 .225 221 46271
a. Predictors: (Constant), meanxBCP, meanxPCP
ANOVA?®

Model Sum of Squares df Mean Square F Sig.

Regression 24.629 2 12.314 57.518 .000"
1 Residual 84.782 396 .214

Total 109.411 398
a. Dependent Variable: meanxCon
b. Predictors: (Constant), meanxBCP, meanxPCP

Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 1.954 131 14.887 .000
1 meanxPCP -.051 .034 -.074 -1.473 142

meanxBCP 422 .042 .504 10.094 .000
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a. Dependent Variable: meanxCon

Gender
Cumulativ e
Frequency Percent Valid Percent Percent
Valid male 151 37.8 37.8 37.8
female 248 62.2 62.2 100.0
Total 399 100.0 100.0
Age category
Cumulativ e
Freguency Percent Valid Percent Percent
Valid 21-30 192 48.1 48.1 48.1
31-40 111 27.8 27.8 75.9
41-50 72 18.0 18.0 94.0
50 or more 24 6.0 6.0 100.0
Total 399 100.0 100.0
Marital status
Cumulative
Freguency Percent Valid Percent Percent
Valid Single 263 65.9 65.9 65.9
Married 136 34.1 34.1 100.0
Total 399 100.0 100.0
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Descriptive Statistics

Mean Std.
Deviation

| always buy CP ready-to-eat frozen food in a bigger package 399 3.00 0.802

because the volume of the food is greater

| continue to buy CP ready-to-eat frozen because of clear 399 3.00 0.750

information on the package

| frequently buy CP ready-to-eat Frozen food because the package is 399 3.48 0.782

microwavable

| often buy CP ready-to-eat frozen food because it is a well-known 399 3.18 0.683

brand. Therefore, it is reliable
Il always buy CP ready-to-eat frozen food because the price is 399 3.34 0.763
affordable
Il frequently buy CP ready-to-eat frozen food because it is convenient 399 3.38 0.916
to consume

Valid N (listwise) 399

Descriptive Statistics
Mean Std.
Deviation

Colourful packaging of CP ready-to-eat frozen food catches my 399 3.04 0.720
attention first
|If the package of CP ready-to-eat frozen food is un-interesting, the 399 2.96 0.824
food taste could be bad too.

Neat and clear graphics on the package of CP ready-to-eat frozen 399 3.38 0.747
food makes the food look healthy
The photo of CP ready-to-eat frozen food looks realistic which makes 399 3.00 0.895
me want to purchase

Valid N (listwise) 399
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Descriptive Statistics

N Mean Std.
Deviation

|l expect CP ready-to-eat frozen food volume to match the size of the 399 3.24 0.682
package

CP ready-to-eat frozen food packaging comes with compartments which is 399 3.38 0.799
convenient when eating

CP ready-to-eat frozen food packaging fits into my freezer, which is easy 399 3.32 0.787
to store

\Valid N (listwise) 399

Descriptive Statistics
Mean Std.
Deviation

CP ready-to-eat frozen foods comes with a nutrition facts on a 399 3.24 0.864
package which is important for consumers
The package of CP ready-to-eat frozen food comes with cooking 399 3.40 0.776
directions which make it is easier to use
The package of CP ready-to-eat frozen food comes with sell-by 399 3.56 0.851
date/use-by date which make me know when to consume it
The shelf life of CP ready-to-eat frozen food is well-explained on the 399 3.50 0.856
package

Valid N (listwise) 399
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Descriptive Statistics

Mean Std.
Deviation
CP ready-to-eat frozen foods packaging is microwavable which is 399 3.46 0.901
convenient
CP ready-to-eat frozen food packaging is easy to store and open 399 3.32 0.787
CP ready-to-eat frozen food packaging prevents breakages 399 3.32 0.673
CP ready-to-eat frozen food packaging is durable enough for 399 3.30 0.642
microwave heat
Valid N (listwise) 399
Descriptive Statistics
Mean Std.
Deviation
Il decided to buy CP ready-to-eat frozen food because the brand is 399 3.56 0.854
well-known and reliable
The good brand image of CP makes me aware of product reliability 399 3.38 0.894
The good brand image of CP could makes me re-purchase it 399 3.36 0.796
|l don’t care about the price, if the brand is good and well-known 399 3.18 0.934
Valid N (listwise) 399
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Descriptive Statistics

Mean Std.

Deviation
Price of CP ready-to-eat frozen food is not important for me because | buy 399 2.78 0.857
for convenience
|l can afford the price of CP ready-to-eat frozen food because the package 399 2.94 0.734
is easy-to-store and easy-to-use.
|l don’t think about the price when buying CP ready-to-eat frozen food 399 2.90 0.902
because the brand is reliable
\Valid N (listwise) 399

136







	Cover and Title Page
	Abstract
	Acknowledgments
	Table of Contents
	List of Tables
	List of Figures
	Chapter   I :  Generalities of the Study
	Chapter  II :  Literature Review 
	Chapter III :  Research Framework
	Chapter IV :  Research Methodology
	Chapter  V :  Presentation of Data and Critical Discussion of Results
	Chapter VI :  Summary of Findings, Conclusion, and Recommendations
	Bibliography 
	Appendix : A
	Appendix : B
	Appendix : C

