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ABSTRACT

The objectives of this research aim to (1) study shopping behavior of customers in
shopping tour market, (2) study levels of Marketing Strategy Development of Shopping Tour Market
in Bangkok. The sample of this research was customers who shopped in 8 famous shopping tour
market in Bangkok such as Jatujak weekend market, Wang Lang market, Train night market, Asiatique
the riverfront, Saphan Puth night market, Rachayothin night market, Ludmayom floating market and
Lungperm market. 453 samples were interviewed by using questionnaire as a collecting data
instrument. The data were analyzed by frequency, percentage, mean and S.D, and testing hypothesis by
using t-test, F-test following by LSD.

The result of this study shows that most customers were female, age 21-30 years old,
single, company employees, earned 15,000 bath or less per month, and had bachelor degree. Main
reason to shop in shopping tour market was for entertaining in attractive atmosphere, mostly bought
clothes and shoes, enjoyed their weekend period, shopping frequency was once in more than one
month, spent 500-1000 bath per visit, came with friends by personal vehicles. The highest level of
marketing strategy development was location & physical evidence, followed by goods & service,
marketing promotion and pricing respectively.

Male and female employed different level of marketing strategy development in goods and
service, location & physical evidence. Customers with different occupation had different level of
marketing strategy development in pricing, location & physical evidence. Different education had
different level of marketing strategy development in marketing promotion. And customer with different
age, marital status, and occupation had different shopping behavior in frequency and expenditure.
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