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ABSTRACT 214 1584 0

This research aims to 1) study the shopping behavior of people patronizing
CHAISAENG department store in Mueang District, Sing Buri Province, and 2) compare
the shopping behavior of the people patronizing CHAISAENG department store in
Mueang District, Sing Buri Province as classified by sex, age, marital status, level of
education, career, and monthly income. The samples used were 385 people who
patronized CHAISAENG department store in Mueang District, Sing Buri Province. The
instrument used to collect data was a questionnaire with a reliability value of 0.98. The
data was analyzed by a ready-made program to calculate percentage, mean (i),
standard deviation (S.D.), t-test, F-test, and Fisher’s Least-Significant Difference: LSD.

The findings of the research indicated that:

1. the shopping behavior at CHAISAENG department store: most consumers
went there by private cars, spending 30 minutes to 1 hour in the department store.
Their reason for shopping at the aforementioned store were the inexpensive goods
available. They shopped for 30 minutes to 1 hour there once a week, usually on the
weekend from 1 p.m.-5 p.m. and spent 500-1,000 baht on average per visit. They
bought goods at the supermarket department and also utilized the furniture service
division there. Their perceived information about the department store came from the
cutout advertisement in front of the store. Most shoppers paid using cash.

2. the level of shopping behavior of people patronizing CHAISAENG
department store in Mueang District, Sing Buri Province was rated at a high level, when
considering each individual aspect of the behavior, five aspects were rated at a high
level and one was rated at the highest. The three behavior ranging in descending order
were product quantity, product choices, and logo choices.

3. regarding the comparison of the shopping behavior at the aforementioned
store as classified by personal factors, the consumers of different sex, age, marital
states, level of education, career, number of family members, and monthly income
overall had different shopping behavior at the store with a statistically significant

difference at a level of .001.





