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The purposes of this study were to investigate factors affecting consumers’ demand
for hypermarket goods, and to examine hypermarket consumers’ behavior in Mueang District,
Chiang Mai Province. In this study, the descriptive statistics, the Likert scale and the
Chi — Square Test (x2 — test ) were employed for the analysis by using 500 observations, which
were collected by questionnaires from the consumers of : (1) the Tesco Lotus, Chiang Mai
branch, (2) the Tesco Lotus, Kad Kham Tiang branch, (3) the Carrefour, and (4) the Big C
Supercenter hypermakets.

The results revealed that most of consumers of those hypermarkets were female,
student, single, 21 — 30 years old, graduated bachelor degree, 4 — 5 members of family size, and
lower income than 5,000 Baht per month. Most of them took the services from those
hypermarkets around 4.00 — 12.00 p.m., more than 4 times per month, and less than 1 hour for
each time with an average expense between 500 to 1,000 Baht per time, particular spending on
food and beverage.

The main factors to purchase products from those hypermakets were several products
for choosing, high quality of products, lowered prices, new arrival products, distance from
customers’ accommodations, several types of store in the same area, and store’s appearances
(decoration, song and announcement), respectively. The major medias that consumers recognized
about hypermarkets were brochure, television advertisement and billboard, respectively. In
addition, the most pleasure of the consumers from the hypermarkets were clean store,
convenience, fresh and clean products, easy to find products, quality of products, safety, neat and
accurate price, respectively.

Moreover, the results also found that age, marital status, occupation, income per
month of consumers, average time for purchasing and favored shopping day had significant

relationship with consumers’ demand for hypermarket goods at the 1% level (0L =.01).



