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The purposes of this research were 2 folds, (1) to study consumers' attitudes towards
grecery stores in Chiang Mai Province, and (2) to compare attitudes of consumers towards
different buying behaviors.

A descriptive research was used and the target population involved was grocery stores'
consumers in Chiang Mai Municipality area. The total numbers of the samples were 400 persons.
The data were collected from ihe 4 groups of 100 samples from 4 districts included Meng Rai
Disirict, Nakom Ping District, Srivichai District, and Kawila District. The research material was
a questionnaire consisted of 4 parts; (1) demographic data (2) a survey of groccry store
consumers' behaviors  (3) attitudes measurement towards grocery stores of a consumer
(4) 2 survey of probleins and cobstacles in using the stores' scrvice.

The findings were as follows:

1. Attitudes towards grocery stores between consumers ~with high-buying behavior and
those with low-buying behavior were positive.

2. No significant differences in attitudes towards grocery stores were found between
consumers with high-buying behavior and those with low-buying behavior.

3. Significant difference in one image type of attitudes towards grocery stores related to
product image was found between consumers with high-buying behavior and those with low-

buying behavior (p<.01).





