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Factors affecting consumers' buying behavior of

ready-to-eat food products in the digital era

Dr.Romtheera Jiravibhusetha

Phitsanulok University*

Abstract

Factors affecting consumers' buying behavior of ready-to-eat food products in the
digital era. Marketing. communication is a factor that affects the behavior of consumers.
Consumers are the main focus of communication. Understanding consumer behavior very
well in 3 areas.

1. To reduce wastage to be less.

2. Increasing productivity.

3. = Strengthen the relationship between buyers and sellers more closely.

Advertising media is a tool to motivate consumers to buy products. These stimuli
will be the deciding factor for purchasing. Select the product and select the brand.

Consumer behavior is a factor affecting product purchase behavior in analyzing
the target market and planning for market activities as well as communication and strategic
planning of marketing promotion activities. Effective marketing communications to reach
consumers and reach the target group effectively lead to business goals, whether the
behavior of choice Purchasing decisions, repeat purchases, referrals, purchase periods, and

strong brands in the sales business.

Keywords: Factors affecting product buying behavior, Ready-to-eat food

*Faculty of Business Administration
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nansEvumegauBnee (Baron, quoted in Solomon.1996) uenantuNsEELESie1aiAnty
16 Faitlallgwsla vdeldnnunenesnila o weferaduld Moty fuslnnamsaansing
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Boudves sesiud uavanz (1998) Fsldlidennlidn “nmaiFeusd mnefls wodnssusna q Su
Hunaunain 1.n15ldsutsrauntsnian  (repeated  experience)  uay 2.91NA AR
(thinking) (Hawkin, et al., quoted in Berkowitz, et al.1992)

4.auTeuaziiaund (belief and attitude) tindninelalidomaumneyes
Ao uasitruaRliunune uiluiidladvedenuves uunang uay wWilsast (1993) F9lv
amngliin arande vanefa anuAniuvesyaraifgafuUREueg1s Arudeenaiiy
dulszneuthoiuaisiruaivesyana wilidudusenistestunsveuieliveu am
Hovasyanauiefuilaatuagiulszaunsnl nislavanuaznisldwnasiuyanady 4 da
virundvsolanad nu1efs uuianuAndy (v3evinil) vesyamadifideursdsunsedig 1y
win s Adlewann wilnaene Uisnvenuda fauafiinainniadoudanussaunisaiva
MInsuarnadey wastumaSeudiniuguanananudeiiduiusiunans 4 ande
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yAAnAIW Mmneils dnvarnasnuinivevesyana dsuiazauiidnvazianizyes
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(Koler.1997:181)  \flosanymdnnmidudnuazionzyana wagvinliauiininuunnsiaiy
fadusdinazudslssnnvesyarasondulssandis 4 awdnumsyadnniw iwu yanaiis
anuifeshilunuies yaratons yaradni3n vieyanafifidnuusdeuaiy e 1Hudy
Snvnryadnnmmesyaradina et Wudnvusiuguremgfinssuresuywd Seldviwa
songAnssumstovesiiuilag yadnamiadutlafesudsiifissloviegnamils flavaunse
thlvldnneinganssuduslan wsinimnisideiguuuuvesyrdnamuisy dn
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Hair, and McDaniel.1992) usnaIntuvismueiedosnonfimosuisnnimut gnédau
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anfndnilngjvesuism aufuyanadsuianianudesulunuiesgs F8mwa uwazdanudy
Sasy fetulumslavanuneeiesnesfinmesvesuiv Jdlddavariidusglalunislasan
(Kotler.1997)
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ponu1tugUreafangsy (activities) AwaUla (interests)  wazAUAALA (opinions)
(Koter.1997:180) N1931A511LUUNsANTuIInve s uTlanldadndne1deny
(psychographics) ~ agilun1simsieninguilaaldiaaiuazninginssne 4 veauvuwiayiu
0e11l5 (Aactivities) oglsogludandeuiunaulauaziioinfiaud ey (interests) wazian
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Whvneiidaau aztaeliaunsaldnuda iemnuawwinndnvesnislaven (advertising
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Uadeanudeau (social factors)

Yadudufeen vielatenisuen udladonduiidesiivinadenisindulatoves
AUsLnA HadedudipuUsznausieranse T finarenginssunistesuinaney
Rendesduiusiusevinaguslantudaneadeuniouen Tiun ndud1ds ngugthmeeudn
AsUAT? 1995TIn Suresdiny TausTuuay TausTsLEos TuanBuniifd

1) ngudneds (reference groups) weis nguyarannnguludsnuiinsnase
ngfnssun158eveaduilan (Lamb, Hair and McDaniel.1992) ndudnsdsannnutsoonidy
naulneflaidu 2 nqudie nquénsdelanss (direct reference groups) waznguddalneday
(indirect reference group) naue1sdslnenss léun naudsynraniafsrdeaduandnlagnss
Tudnwazindgmiindy sudunsdudatuiinvesnduynaawdiilnonss nguiliuaundn
wianfueneenifu 2 nauees fio nauauTnUgund (primary membership groups) LAl
nguyanandaLan flanuduiusiueddlnddn adnauy agwane uazifutues laun
(secondary membership groups) laun

nauuana naxlug Jeyararirluiduamdnifidnvugiiuninis wualuas nau
917w ngueaun \usiu

ngudtedaniedon 1fud ndudsyanailiduandnlaonssludagu winuieq
Usrsnuuagldiiuesnidlusamduanndndeluounnn nduiisdanguilionin nauluily
(aspirational groups) fegautu WndnSeulegu gnamanumSalindn Yuni ez lad
Tenmaiinluidunavoadinilneg Wudu Tumanssfudwdsdingusradamdon Snngunils
Silek! ﬂdmlﬁﬁﬂﬂizaﬂﬁ (nonoperational reference or dissociative groups) LﬁUﬂduﬁQﬂﬂa
wenoumanuilifesnsdluiieadesne mszliveunginssu uazArienuiegsvesngs
il 1y nquduswiateiu uaznguiaandneing o WWudy

fnnisaaalfiianuiiisafungusnsds Widussloviegramnnlumenisnain
Tnglanzeg1989m1asunnsdoasnisnann nrad Ay Angzin nqudnsdadldninasie
fuslnaogrstiosdian 3 Usznisie Usznisusn nausrsdsazvimihidunsivuy suasilnasie
wAnssuuazuuum s ludislvalifuuslan Usznnsiiaes Aenguensdedsiianinasie
viruAR wazinAnRgiuneueswestiuilan viliiAsrausaurlilii esnazidhsamdy
aundnvesngusng uazUsznisfiany Aendudrsdeazidusiaiianinunasiu yslaliguilag
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ANudumINYTeauBnNguiediu (Koter.1994)  fatiunisidnguanedavasnguidmuned
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nsnaauegied

2.ngufin19AUAA (opinion leaders) e nguuanaludsnuiaTugly
AUz vielivayafelfundndmeiueddlaganie neususenm lnen1sindennae
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