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Abstract

The purposes of this research were (1) to study brand image of frozen food of consumer in Bangkok
(2) to analyze the relationship model of brand image and buying frozen food of consumer in Bangkok (3) to
develop a model of brand image and buying frozen food of consumer in Bangkok. The sample consisted of
customer’s frozen food consumers in Bangkok. Sampling were 400 people with convenience sampling method
and used descriptive statistics, the average percentage and standard deviation. The correlation was used to
Pearson product moment correlation coefficient and a multiple linear regression with stepwise. The
results of the study showed that most of samples were male, 31 - 50 years of age, married, 2 person in
family, employed professionals with a bachelor's degree and a monthly income between 30,001 - 40,000
baht. Brand image factors were affecting to buying frozen food of consumer in Bangkok with 2 variables
and a multiple linear regression equation. Listed below;, }A/ = .551(X;) + .211(X,); R = 0.724, SE = 0.217

Keywords: Brand image, Buying, Frozen Food
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