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The purpose of this research was to study attitudes and buying behaviors of
consumers at Thevarat Market, Dusit District, Bangkok Metropolis. A questionnaire was
employed as the instrument to collect research data from the sample of 400 people who
bought or used to buy food items at Thevarat Market, Dusit District, Bangkok Metropolis.
The study covered demographic factors of the consumers, their attitudes toward
marketing mix factors of the price, personnel (male and female vendors), place, and
products; buying behaviors of consumers; and buying tendency of consumers at
Thevarat Market. Statistics employed for data analysis were the percentage, mean,
standard deviation, t-test, one-way analysis of variance, and Pearson product moment
correlation.

Research findings were as follows:

1. The majority of consumers were femalés, aged 31 - 40 years, with single
status, with bachelor's degree educational level, with occupation as government
ofﬁoialé/state enterprise employees, with monthly income of 5,501 — 15,000 baht, with
3 — 4 members in the family, with traveling time of 8 — 15 minutes, and traveling to and
from the market by walking.

2. The sample had overall attitudes toward the marketing mix aspects of the
price, personnel (male and female vendors), place, and products at the moderate level.

3. Regarding buying behaviors of consumers, their averaged frequency of

coming to buy food items was 1.95 times per week. Their averaged total amount of
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buying was 189.45 baht per week, with 73.28 baht per week for vegetables, 72.45 baht
per week for fruits, 68.35 baht per week for fresh food, 61.23 baht per week for dried
food, 65.47 baht per week for instant food, and 68.85 baht per week for desserts. The
most important motive for coming to buy food items at the market was traveling
convenience. The time interval for buying food items most frequently was during day
time (11.01 am — 1.00 pm). The buying purpose was for self consumption.

4. Regarding the buying tendency of consumers, the tendency aspects of
coming to buy food items regularly, telling others to come and buy, and coming to buy
more often if having more income were rated at the uncertain level.

5. Consumers with different educational levels differed significantly in their total
amount of buying food items per week at the .01 level.

6. Consumers with different travel distances differed significantly in their total
amount of buying food items per week at the .05 level.

7. Consumers with different modes of traveling differed significantly in their total
amount of buying food items per week at the .01 level. |

8. The overall attitude téward the place correlated significantly, at the .05 level,
with the total amount of buying food items per week. The correlation was positive and at
the low level.

9. The buying behavior aspect of buying frequency (times per week) correlated
significantly, at the .01 level, with the buying tendency aspect of coming to buy food
items regularly. The correlation was positive and at the low level.

10. The buying behavior aspect of buying frequency (time per week) correlated
significantly, at the .01 level, with the buying tendency aspect of telling others to come
and buy. The correlation was positive and at the low level.

11. The buying behavior aspect of the total amount of buying food items per
week correlated significantly, at the .01 level, with the buying tendency aspect of

coming to buy food items regularly. The correlation Wasvpositive and at the low level.





