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Traditional retail stores have been previous Thai Business. At present, economic
situation is growing up and the foreigner’s retail business has more advantage cost and
administrative system then the consumers give more attention to the large retail stores.
The thesis study on the aspect of behavior and attitude of consumers in Bangkok for buying
goods from the traditional retail stores, grouped by sex, age, education and.revenue. This
study was concerned with 400 sampling size which chose from the population of Bangkok
in 2002, with a senses of research questionnaire as a tool for an informational gathering,
and analyzed by statistic percentage, frequency, weighted average (X ), standard deviation
(SD.), X2 , ttest, Anova, differentiate analysis by Scheffe analysis, information analysis
toward SPSS program.

Consumer behavior aspect, the thesis indicated that the most motivation in buying the
consumers' goods is sudden demand and for own specific using. The frequency is 2-3
times a week. The quartity is only piece of goods. The price is not more than the
convenience store's price. The location is nearby their houses or workplaces within 50
meters. The main cause of no buying is the bad quality and the expensive price more than
the convenience store's price, about the Marketing Mix, it has no selecting, about the
promotion, it cannot refund the poor quality or damage goods.

Consumer attitude aspect, the thesis indicated that the most motive for buying goods
is the location. The less distance is the more motivation.

The study finds that the behavior depands on sex, age education and revenue. The
location depends on sex. The selecting goods depends on age and revenue. The product

quality depends on education. The significant statistic is at .05 level.

In comparison, the research indicated that there is different in the sex aspect, it has
refund and change. In the age aspect, there are the needed goods and for selling
coninuously of various brands. In the education, there are various in brands, price and the
bargain. In the revenue aspect, there are various in brands, services of ownership. The

significant statistic is at .05 level.





