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This quantitative research explored behavior and to compare the behavior of
consumers in mobile market places in Chiang Mai municipality. A set of questionnaire was used
for data collection. Obtained data were analyzed by using the Statistical Package for finding
frequency, percentage, mean, standard deviation, t-test, one-way analysis of variance, and the test
for finding difference was done in pair of LSD Method.

It was found that factors effecting consumer behavior of goods purchasing in
mobile market places at a high level were: product, price, place, and promotion, respectively.

The hypothesis test of the comparison of factors effecting consumer behavior of
goods purchasing in a mobile market place found that the difference in the samples of gender,
marital status, highest educational level, career, time period for goods purchasing, people
involved in the purchasing decision, and people who came along each made a difference in the
consumer behavior of goods purchasing in a mobile market place.

The suggestions were as follows: according to the product factor effecting the
consumer behavior of goods purchasing in a mobile market place, which was at a high level, the
mobile market places should provide various types of products, patterns, sizes, and colors in order
to meet needs of customers and cover all target customers. All stalls there should be convinced on
quality product selling and avoid selling patent infringed products or imitation products. For price
factor, stalls should clearly show product prices and the price should be reasonable. For place
factor, it should have good management and security in the market area and a car park. In

addition, they should set zones for each product, such as a clothing zone and an accessory zone.

They should extend closing time in order to have more customers. They should provide staff to
assist customers while shopping in the market and to provide security for customers. For
promotion factor, they should seek cooperation from other stalls to join promotion activities such
as are activities serving the different festivals by offering the products at reduced prices, to
redeem special offers, to distribute and to give as a present. It should have organized events
“within each activity in order to attract more people to the market, for example set displays on the

shelf. In addition, the market should be advertised via the media continually and consistently.





