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This independent study aimed to study the attitude of consumer towards retail
stores in Photharam District, Ratchaburi Province. Questionnaires were used to collect data from
400 people, who lived in 18 sub-districts and used the retail stores. The data were analyzed by
using descriptive statistic, i.e. frequency, percentage and mean

From the study, it was found that the majority of respondents was female, age
between 21-30, married, with bachelor degree or equivalent, government employees, and had
monthly income between 5,001-10,000 baht.

The cognitive element, it revealed that the respondents had known the existence
of retail stores in Photharam District. They had known that personal consumer products were sold
such as soaps, toothpastes, shampoos, detergents, cleaning products, etc. The media that most
influenced their awareness was the stores’ sign board. In comparison between retail stores and
discount stores, they believed that both price and quality were at the same level.

The affective element, regarding the satisfaction towards retail marketing mix, it
revealed that the respondents were satisfied in order by Personality factor, Product factor, Place

factor, Promotion factor and Price factor

Product factor — the respondents rated their satisfactions at a high level of
average score. The most satisfied sub factor was the product quality.

Price factor — the respondents rated their satisfactions at a high level of average
score. The most satisfied sub factor was the reasonable price.

Place factor — the respondents rated their satisfactions at a high level of average
score. The most satisfied sub factor was the retail stores’ location that are near to home or office

Promotion factor — the respondents rated their satisfactions at a high level of
average scorc. The most satisfied sub factor was the service of sales staffs.

Personality factor — the respondents rated their satisfactions at a high level of
average score. The most satisfied sub factor was the stores’ friendliness and close-tie to local
neighborhood.

On the behavior element, the study showed that the frequency of visiting the
retail stores was uncertain. The most visited stores by respondents were Photharam Store and its
branches, with reasons of lower price. The majority of products bought from retail stores were
personal products (such as soaps, toothpaste, shampoos, lotion, powder, etc.) with reason of
closed location to home and office. The most visited time frame was 5.01 pm to 9.00 pm.
Average spending amount each time was 100-500 baht. The respondents would return to retail
stores once a week. The most effective promotion was price discount and they were willing to
buy more if there were such promotion. The respondents gave more weigh to price than service.
Regarding the future of retail stores in Photharam District, they believed that there would be

slight decline.





