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ABSTRACT TE1“819

This independent study aimed to study the attitude of consumer towards retail stores
in Ban Phaeo District, Samut Sakhon Province. Questionnaires were used to collect data from 399
people in Ban Phaeo district The data were analyzed by using descriptive statistics, i.e. frequency,
percentage and mean.

From the study, it was found out that the majority of respondents were female, less
than 20 year-of-age, single with secondary school education level. They were school or university
students and had income less than 5,000 baht per month.

The cognitive element of attitude, it revealed that most of respondents had already
known the exist of retail stores in Ban Phaeo District. The media influenced their awareness was
store signboard. They had opinion that retail stores were distinct from convenience stores. They
believed that the retail stores charged lower prices than the convenience stores. However, the
product quality was perceived the same.

The affective element regarding the satisfaction towards retail marketing mix, the
respondents satisfied on average at a moderate level towards the following factors: product, place,
price and promotion respectively.

The behavior element, it was found out that the most effective sales promotion tool
was discount and premium gift. From this study, respondents revealed that a clock was the most
favorite onc. The respondents would return to the stores if there were sales promotion such as
discount and premium gift. Moreover, they would visit the retail stores 2-3 times per week and
regularly bought instant food Such as noodles, canned fish and canned vegetables from the
retail stores. The main reason that the respondents bought from the retail stores was that the
stores were located close to their home or office. The most frequently store visited was
located around a fresh market arca. The most frequently shopping time was during
17.01 - 20.00 o’clock. They would spend at about 51 - 100 baht each time. They would
return to retail stores 2 -3 time per week. They believed that popularity of retail stores in

Ban Phaeo District would gradually increase in the future.





