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ABSTRACT TE139213

In community area of all cities including Bangkok, fresh market is an important
component which follows the role of central place. Fresh markets are everywhere especially in
the suburb area where development continues to grow. In any case the lack of good planning of
fresh market in suburb creates many problem, some areas have too many fresh markets that bring
about high competion among traders but some area there is no market to serve the people. From
these problems, studying of fresh market catchment area and factors that influence the fresh
market catchments area is necessary for direct the way of planning fresh market in suburb.

From theory of threshold and range of good, the study sorts out catchment area in
distance from home to fresh market and frequency of using service in fresh market, studying in
eastemn suburb of Bangkok Thailand, a comparative case studies between big fresh market
(Minburi fresh market in Minburi districts) and small fresh market (Nongjok fresh market in
Nongjok districts) to understand the similar and different factors that influence the catchment
areas. Sampling population of this research is accidental convenience sampling, getting data by
questionnaire with demographic variable, travel to fresh market behavior variable, consumer
buying behavior and consumer’s opinion variable. The data are analysed by SPSS for Windows
program.

Form the study fresh market has large distance service but has primary service catchment
only around main service area. Big fresh market has distance service area or radius of 9 km.
While small fresh market has around 3 km. By the reason big fresh market have an advantage

over in location and accessibility that attract more than people, and this has made big fresh market
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grow up and have service area more than small fresh market. Studying factor with influential to
distance from home to fresh market, the same factor in both fresh markets are transportation and
accessibility, the factors that influence only small fresh market are marital status, occupation and
prices.

Studying factor influenceing frequency of using fresh market, it is found that those using
near the market will come to the fresh market more often. Demographic variable namely
occupation has relationship with ﬁe;]uency of using service in big and small fresh market, marital
status has relationship with frequency of using service only in small fresh market. Travel to fresh
market behavior variable namely vehicle, using fresh market to joint the public transportation and
regularly travel pass fresh market have relation with frequency of using service fresh market in
the big and small fresh market, it shows that the established public transportation and the
traveling of people regularly pass fresh market can make people have higher frequency of buying
goods in fresh market. Studying in consumer buying behavior, objective of buying and cost of
buying goods have relation with frequency using service in the big and small fresh market, the
consumer that buy goods for eat or use by family have using service of fresh market higher
frequency than consumer that buy goods for eat or use by personal and consumer that buy to sell.
Consumer who have less expenditure in buying goods often use service fresh market higher
frequency than consumer who have more expense per trip. Study about consumer’s opinion
variable, the satisfied of distance and accessibility have relation _with frequency using service in
small and big fresh market, consumer that satisfied in these item have higher frequency using
service than consumer that not satisfied. The satisfaction of fresh market’s size, the varied of
goods and quality of goods have only relation with frequency using service in big fresh market
and satisfied of price of goods have only relation with frequency using service in small fresh
market, buy these variable are invert relationship, consumer who have high frequency using
scrwce often not satisfied of fresh market’s size, the varied of goods quality of goods and price of
goods. So that developing in these items can not increase frequency using service fresh market of
consurner.

This study supports the existance of fresh market in any urban community.



