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Abstract

This research aims to: 1) Examine the purchasing behavior of Generation Z consumers
toward ready-to-eat boxed rice products; 2) Study opinions regarding the service marketing mix
and purchasing decisions; and 3) Identify service marketing mix factors that significantly influence
their decisions. This study employed a quantitative research method. The sample consisted of
384 Generation Z consumers who had purchased ready-to-eat boxed rice products from retail
stores in Thailand. A questionnaire was employed as the research instrument. Data were analyzed
using frequency, percentage, mean, standard deviation, and multiple regression analysis. The
results revealed that: 1) Most respondents purchased ready-to-eat boxed rice products or frozen
ready meals approximately 1-5 times per month. Each purchase averaged between 50-100 baht,
mostly occurring between 06:00 and 12:00 hrs. The most preferred packaging was the white box,
with stir-fried basil with rice (pad kra pao) being the most popular menu. Most respondents made
purchasing decisions independently, mainly at 7-Eleven stores, with choices often influenced by
convenience of location-such as along regular travel routes or near workplaces or educational
institutions. 2) The overall levels of opinions on both the service marketing mix and purchasing
decisions were rated as high. Among the service marketing mix factors, Place received the highest
average score, followed by Process, Physical Evidence, Product, People, Price, and Promotion,
respectively. 3) The results from multiple regression analysis showed that Promotion and Place
had a statistically significant positive influence on Generation Z consumers’ purchasing decisions,
while the other components showed no significant effect. The findings of this study serve as a
practical guideline for retail businesses in formulating marketing strategies that are well-aligned
with the needs and behaviors of Generation Z consumers in the target market.

Keywords: Purchase Decision, Frozen Meals, Ready-to-Eat Products, Generation Z, Service Marketing Mix
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Adjusted R Square = 0.623
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