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ABSTRACT

This independent study aimed to study buyer behavior at Mee Chok Night Market in
Chiang Mai province. The study involved collecting data from 200 buyers at Mee Chok Night
Market using convenience sampling method. The data were analyzed by descriptive analysis;
frequency, percentage and mean.

The results of this study illustrated that most of the buyers were single female with the
age of 15-25 and education level of bachelor degree. Most of them were students whose
allowance was between 5001-10, 000 bath. They were introduced to Mee Chok Night Market by
friends. Concerning the frequency, buyers came to the market once a week, on their convenience.
The most popular time was between 6.01-7.00pm. and the beginning of the month is when the
market was visited the most.

Traveling to the market, most of the buyers were accompanied by friends on a
motorcycle. The proximity of their residence and the market was 3-5 km. The reason for visiting
this market was considered, by the buyers, upon its variety of goods. The main purpose of visiting
the market was for clothes, which were bought rather frequently.

Goods which were popular among buyers included clothes and accessories. The most
popular items were T-shirts, shoes and earrings. T-shirts and shoes, holding prices at 50-100 baht
were bought 2 pieces at a time, with total expense of 101-300baht. For earrings, 2 pairs were

purchased at a time, with the price of less than 50 baht, and the total expense of 50-100 baht.



The reason for buying clothes at Mee Chok Market was the low price. The decision of
purchasing depended on the buyers themselves. Most of them did not frequent the same vendor,
but bought goods upon their satisfaction.

Most of the respondents were certain to come back to the market and would definitely
recommend others to visit the place. Furthermore, most of them thought that the popularity of the
market is likely to increase in the future.

Every factor of marketing mix which affected buyers’ decision of clothes buying at
Mee Chok Night Market had the highest total average, from the highest to the lowest as follows:
Price, Promotion, Place and Products. Considering each factor, buyers’ decision depended on 3
first highest items. For price: low price, reasonable price and possibility to bargain. For
promotion: price reduction, reward point collecting and advertisement in publishing like leaflets.
For place: accessibility, adequate parking space, and convenience to get wanted goods and for

product: variety of products in colors, sizes and styles.



