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ABSTRACT

This independent study was aimed to study buying behavior of consumers in
Thonburi Market (Sanamluang 2), Bangkok. The data were collected from 220 samples by
questionnaires. The data was analyzed by using frequency, percentage, mean and standard
deviation.

The results showed that the majority of the respondents was female, aged between
21-30 years, married, had a bachelor degree of education, earning not over 10,000 baht per month
and worked in private sectors.

Regarding the consumer behavior, most of them knew Thonburi Market
(Sanamluang 2), Bangkok from friends or family members. They resided in Thonburi side
Bangkok, coming to Thonburi Market by their own cars. They were accompanied by 2-3 people
and by themselves decided to visit Thonburi Market. Most respondents visited Thonburi Market
for buying goods/services and had ever visited Thonburi Market (Sanamluang 2) for more than 10
times, usually visited the market on Sunday between 12.01 am. — 03.00 pm. The most popular and

most frequently purchased products were plants and garden equipments, and most purchase



decisions by themselves. Most respondents did not have regular stores to buy products, or had
only 2-3 regular stores. The average spending was 501 to 1,000 baht.

For the marketing mix factors that affect the purchase of consumers in Thonburi
Market (Sanamluang 2) which most respondents rated as an average level of importance were
Product factors, followed by Price factors, Place factors and Promotion factors.

Product factors were rated as an average level of importance. The sub-factor rated
as the highest level of importance was product variety.

Price factors were rated as an average level of importance. The sub-factor rated as
the highest level of importance was the match of quality and price.

Place factors were rated as an average level of importance. The sub-factor rated as
the highest level of importance was zoning by product category which made shopping easy.

Promotion factors were rated as an average level of importance. The sub-factor

rated as the highest level of importance was the sellers advice about products.



