FoSoamanuaiuudas:  viruadveadus Inafiilidedminlan ludunalosiinia

aynNIAANg
3 4 w o =
give WIYMIATAY gNETITY
f3eyan UIHITRIRINM I UAN

o v oy a
ﬂﬂwﬂ‘i'illfn5ﬂﬂ§ﬂﬂlﬂ1‘iﬂuﬂ'ﬂ!lﬂﬂﬂﬁ‘§$

9127136 180 Yyiio Uszsmnssums

o =

fomans191sd ens1iou yywied  AsINms

UNARLD

1 ¥

o 4 =

amsAnuiififagdszasd  efinyiirundussdus Inanlideudnlanlu
o o a 1 e ] 4: 3 = { ar l o )
sunoiissdninaynsans aquitedvesnisinyiiiie  AuTlaanenduedludunaiies
° o W ¥
Fuu 399 Ay inuteya laulduyuaeus

vnmsanwud fesunuvasvawdulnaiiuweands fowegsevin
31-40 i1 aewunwmlan sedumsAowigege Ae ewSwanuazthe.  e1rwwinaw

usHnenyy S5 ldde@eu 10,001-20,000 1IN

¥
vreAdmauinnudnle  woddrevnuumeunuisuaiahiliiud

o l = e { =y o a 3 o
dantusunedies drulvafaihdudndaeluiwdnlan fe vedldluFiadszdriu 3o

Y
L4 k-

3 9 =y 9 Y o =4 a ! t 1 ar Y d’.’ =
i']uﬂ']ﬂﬁﬂ%'lﬂﬁ']ﬂi’]uﬂ'l ﬂﬂ’.115TLlﬂ'l‘llﬁﬂiui)nﬂ@ﬂl'E'NVhJLLGIﬂWNﬂU'i']utTZﬂ’Jﬂ“]fﬂ Taedisin

= = ] =

v o v Y w a1 a s ¥ ¥ &
dumigand aunwdudvesdwinldnvihnugaun mdudwesuazainie
97 - 9 ~ = 1 ] k3
amunnwianely  AreuuuvdovaniinnuRanelvdediulszaumsi
van fiaunfeSesmuddy As Aunsduaumseain  Augemanmstiviie
a o 4 1Y = a 1 Al Yo < o a a v “y &
waadma vazamsm lavililededesh 1aTuanunwelsiianntogagadsde il fio Tu
3/ s o = - o o
undadud  Aeouuvvaeunwiianuiiwelaludwaanmussduiunnidudrduuse
Tudmism  feevnuuaevnifianufows leduaunsadesessien Idunndludwousn

Tudwgeammsiminedeeunuuasunmiinnuime latunaded wanndudwouse



T = L
Tugrunsdassumseaa dreunuugeuaiiinnudiawelalass awdumsysenduriug
d o s
i udauusn
9 =y 1 ~ -:'lsf -~ =1 Q a
fuwgAnssy Temsduaiumsvienguslnaauls Ao Msaasm dmsu
younuiizuly fie WM mndinemsduasunisue WU MIBATIAT LANVBIUDY Fno

8 1
LUUEUMLENELINGeFuAEn ArsuuLuaau I lFUSMINS A En dlantas 2-3

tH
¥
v o o

u’: o § b 8/ 1 [ n{df o Yo
a5y Aumamlnaide fo uzniinedudsgl drans ay muw wediavlen mqrandeduan

o

o o -

Yy ¥ s A A4 q P e Y A a wAy ¥ e 4a
Frudnilan fe “lﬂamuma“lnmﬂm\ﬂu r,gﬂausmuaaumumaﬁummmmmagummﬂmﬂ

¥
-1 = 4

v ¥ L
aadlulszr $raafdetuaiAnl17.01-20.00 1. IwuRkuAYedunreniiho 101-500
L] d. ﬁy =3 y d s e 0’/’ <
17 anulssinFeduMmfAedlarias 1 ase
[V [ ' 9 o~ a0 A o
faounuuaevon  willgmsdedwdszaumsalan Iaumduises
AINEIRL A9 ATUNAARH SIUATAUATUAITADIA  ATUFDINIMITT MUY UBZAIUTIAT
- ar 9 Ao = Y YR | u:? =) 9 a e d 9
Taofiflasudeoduilymifismasmadiudwuusn dwellil Ao ludundaduan daou
upugeveuiitymlaesunnings  TAud  hiSufunSonlGeududr  Tudwumsdauady
Y ] [} =y [} 9 v o ] 9 1 |d4=;
msaaa laun asduasunmsvelidiauls ludmaremunissimie 1dun udifeeasa

Tudwusian laun Tiuaasthosmdaay



Independent Study Title Consumer Attitude Towards Retail Store in Mueang District,

Samut Sakhon Province

Author Mr. Nupartpat Sutthitham

Degree Master of Business Administration

Independent Study Advisory Committee

Lecturer Ek Bunchua Chairperson
Assistant Professor Dararatana Boonchaliew Member
ABSTRACT

The purpose of this independent study was to study the customer attitude
towards retail stores in Mueang District, Samut Sakhon Province. The subjects of this study
were 399 people who lived in Mueang District. Questionnaires were used in data collection.

The study revealed that most of respondents were female, 31-40 years old and
single. Their highest education level was diploma. They were private company employees and
had salary of 10,000-20,000 baht 2 month.

The cognitive element of attitude, it was found that all of the respondents knew
that there were retail stores in Mueang District. Most of them thinked that product sold in retail
stores were daily consumer product. They knew retail stores from stores sign boards. They had
opinions that retail stores did not differ from convenience stores, with the perception of lower
price in retail stores. However, the product quality in the retail stores were perceived as same as
in the convenience stores.

The effective element, the respondents satisfied retail mix with the average
scores as follows : promotion , place, product and price respectively. For the sub factor that the

respondents gave at the first priority was as follows : Product factor was quality of product, price



factor was bargaining on price, place factor was store closing time and promotion factor was
public relation.

The behavior element, the respondents were interested in discount, They were
also interested in clock as premium. If the retail stores had sales promotion such as discount and
premium, most of respondents would visit the stores again. Most of the respondents came to the
retail store 2-3 times per week. The products mostly bought were instant noodles, rice, soap,
coffee and detergent. Nearness to houses or offices was an important reason that make them visit
the retail stores. The respondents went to the retail stores located in the fresh market area. The
time period for shopping weré 177.00-20.00 hrs. They spent 100-500 baht with the frequency of
one time per week.

The respondents faced the problem regarding the retail mix on average as
follows : product, promotion, place and price respectively. The sub problems which they faced at
the first priority were as follows : product factor was no return or exchange of goods,
promotion factor was uninteresting sales promotion, place factor was no parking lot and price

factor was unclear price label.



