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ABSTRACT “145101

The purpose of this independent study was to study the customer attitude
towards retail stores in  Mueang District, Samut Sakhon Province. The subjects of this study
were 399 people who lived in Mueang District. Questionnaires were used in data collection.

The study revealed that most of respondents were female, 31-40 years old and
single. Their highest education level was diploma. They were private company employees and
had salary of 10,000-20,000 baht a month.

The cognitive clement of ‘attitudc, it was found that all of the respondents knew
that there were retail stores in Mueang District. Most of them thinked that product sold in retail
stores were daily consumer product. They knew retail stores from stores sign boards. They had
opinions that retail stores did not differ from convenience stores, with the perception of lower
price in retail stores. However, the product quality in the retail stores were perceived as same as
in the convenience stores.

The effective element, the respondents satisfied retail mix with the average
scores as follows : promotion , place, product and price respectively. For the sub factor that the

respondents gave at the first priority was as follows : Product factor was quality of product, price

factor was bargaining on price, place factor was store closing time and promotion factor was
public relation.

The behavior element, the respondents were interested in discount. They were
also interested in clock as premium. If the retail stores had sales promotion such as discount and
premium, most of respondents would visit the stores again. Most of the respondents came to the
retail store 2-3 times per week. The products mostly bought were instant noodles, rice, soap,
coffee and detergent. Neamness to houses or offices was an important reason that make them visit
the retail stores. The respondents went to the retail stores located in the fresh market area. The
time period for shopping were 17.00-20.00 hrs. They spent 160-500 baht with the frequency of
one time per week.

The respondents faced the problem regarding the retail mix on average as
follows : product, promotion, place and price respectively. The sub problems which they faced at
the first priority were as follows : product factor was no return or exchange of goods,
promotion factor was uninteresting sales promotion, place factor was no parking lot and price

factor was unclear price label.





