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Abstract

TE 147449

The aim of this research study, entitled “Consumer Behavior and the Management of
New Markets by the BMA” s City Market Office,” is to investigate the buying habits of the
public and their perceived nccdbfor the construction of a new market run by the BMA. The
study involved the use of quantitative research methods, specifically by conducting interviews
of 500 meinbers of the public who buy fresh produce from markets in the Bangkok
metropolitan area, as well as 500 entrepreneurs and consumers living in areas where a new
fresh-food market is to be built.

The findings with regard to the buying habits of Bangkokians show that most of the
subjects -- 80.20 percent -- buy consumer produc.s of one kind or another. Most of the
subjects — 62.20 percent — buy goods from more than one place, while 17.40 percent purchase
produce from a fresh-food market, with 17.40 percent buying from department stores. In
addition, it was found that 30.00 percent make purchases every day, while 29.00 percent
shop two or three times a week. The majority -- 36.20 percent -- go shopping in the evening,
from 16.00 hours onwards, while 23.80 percent reported that they buy goods in the moming
before 08.00 hours. Most of the respondents -- 55.40 percent -- shop by themselves and
46.40 decide by themselves exactly what purchases they are going to make.

Moreover, it was found that the following factors directly affected the buying habits of
consumers using fresh-food markets: information received regarding the goods and services
available in the market; the wide choice of goods and services that the market offered; the fact
that the cost of the goods and services offered was comparatively lower; the ease with which
goods and services could be found; and the opportunity to view the goods up close. The
factors affecting consumer behavior in department stores, as opposed to in open-air markets,
are as follows: the availability of discounts when buying within a specified time period, the
cleanliness of the building, the shops it contains, and of department stores in general.

Regarding the need on the part of members of the public for building a new fresh-food
market and the size of such a place, the new market must be easily accessible and there should

be sufficient transport to and from the site, with fares that are not too high. The locality most
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preferrcd by the respondents was in the Buddhamonthon 2 area, followed in descending order
by the Petchkasem and Ramintra areas. Beside, the new fresh-food market should have some
system of consumer protection in place, such as inspections for food contamination etc. The
market should be built in accordance with sound principles of hygiene, i.e. it should have a
waste disposal system, a mechanism in place for dealing with pests and disease-carrying
insects, and adequate ventilation and lighting systems. Furthermore, the new fresh-food
market should not have an adverse impact either on the environment or on the local residents.
However, such a market need not cover a large area.

Consequently, the people involved should manage the market in accordance with the
needs and buying habits of the public at large. Information regarding the new market should
be delivered directly to the consumer. In addition, the market should come up with different
selling points to create an attractive image, to woo consumers to avail themselves of its goods
and services, as well as to support local business. Mechanisms should also be in place to
ensure that only high-quality produce is selected for sale. Also, the organization of the market
itself should enhance ease of purchase, both in order to ensure the market’s ongoing

development and to maintain its reputation in a rapidly changing world.





