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The purposes of this research were to study the consumers’ behaviors in
purchasing or using services in the retail stores (supermarkets) classified by
population characteristics and to compare the consumers’ satisfaction towards
marketing-mix strategies classified by population.

The samples of this research consisted of 400 consumers, aged over 15
form six supermarkets in Bangkok: Foodland, Villa market, Tops, Jusco,
Food Lion and Home Fresh Mart by muitistage sampling procedure and
formulated by descriptive statistics and inference statistics in Chi-square, T-test
and One-way Analysis of Variance.

The findings are as follows:

1. The majority of the sampling are female aged between 15-25. Almost
all were single and hold Bachelor’s degrees. They work in companies with
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monthly incomes ranging between 5,001-10,000 baht. Their families consist of
3-4 members.

2. Most of the subjects preferred shopping in the department store’s
supermarkets to the stand alone retail stores by considering the products such
as the household products and preserved food. The reason of the purchase
decision is the quality of products. However, most of them rarely bought House
Brand products because they were not sure of their quality and the prices are not
much different from the brand name products. Some liked to buy House Brand
products as they perceived no difference in quality. Most made purchase
decisions by themselves. They did their shopping 5 times a week usually
between 4.00 p.m. and 8.00 p.m. They spent in each shopping an average of
500-1,000 baht. Most of them got the information from the brochures more than
other media.

3. The consumers’ satisfaction to the marketing-mix strategies was totally
at moderate level. Considering each satisfaction to the marketing-mix, we
found that the strategy of product marketing-mix and distribution were at high
level. The strategy of producmarketing-mix in price, promotion and public
relation were at moderate level.

4. According to the finding, it is found that the population’s characteristics
in sex, age, marital status, educational background, occupation, an average of
monthly income and the number of family members are related to their
purchase behavior or using the services with the . statistical significant
difference but with no significant difference for the consumers’ satisfaction

towards the marketing-mix strategies.
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