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The purpose of this reseafch is to study the factor that related to the shopping
behavior of the i_vclzu.stomer at Thonburi weékend market (Sanamlaung 2). Customer
shopping behavio'r;'fhave been vcategobriz_ed by gender, age, status, academic level,
occeupation, ‘salé&' "and type of ‘cUstom'er.’ And. also, the combination factors on the
market such as the product itself, the pricéb, the way of selling, the promotion and the
physical of the product which related to the behavior.

This research is based on the questionnaire filed by 400 customers at
the market. Statistical analysis. chh ‘as percentile, means and standard deviation
has been used in this study, »including the Independent t-test and the One - way
Anova of data by using SPSS for Windowé version 11.5.
| 1. Most of shoppers are single females of the age between 23 -28 with
bachelor degree:v They work in a private company with the salary between 10,000
—-18,000 Baht. Mofeoifer, they are OCcasional shoppers.

2. The related factor on shopping behavior rated by the shopper as
“Very -suitable” ié “the way of sénin'g" with an average point of 3.36, “the price”
with ah average‘pokint of 3.36, "P’Ivace" with an average of 3.24, “the promotion”
‘with an average of 3‘.03 and “the utility” with an average of 3.02.

3. The data of “How often the customer come to shop at this mérket
during a period of month”, the most frequent shopping ins three times comparing to
the less is 0.5 time. Therefore, the average is 1.93 times with the standard deviation of
1.08., The customers are wiling to Come back to shop at this market in a high level
with an avenge of 3.83, with standard vdeviation of 1.00 Moreover, the customer are
willing pass over-all information about this  market to the others in a high level with an
average of 3.73,/ witﬁ standard deviation of 1.00.

4, Both thé difference in academic level and the difference .in occupation
affect to the: shopping behavior with a statistical level and of 0.05. Moreover,
combination factors on the market are affected to the retuming back of the customer

and a'ls"o the passing over all information about this market to the others.





