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Suphansa Karnsomthorn. (2013). The Significant Factors Associated With Consumer
Behavior of Traditional Grocery Stores in Phranakhon Si Ayutthaya.
An Independent Study for Master of Business Administration. (Business
Administration). Phranakhon Si Ayutthaya : Phranakhon Si Ayutthaya Rajabhat

University. Advisor : Dr.Santi Lekmanee.

ABSTRACT

The research are as follow : 1) Personal study of consumers in traditional retail in
Phranakhon Si Ayutthaya. 2) Study of factors influencing the purchasing behavior of consumers
3)the relationship between the market behavior of consumers. The sample consisted of people
living in Phranakhon Si Ayutthaya percentage, 400 people used the queries, statistical data
analysis were percentage, mean, standard deviation, t-test and F-test has different satisfaction
level at a significant level was set at 0.05.

The results showed that : 1) most consumers are males aged between 41-50 years in
Vocation Education./Diploma or equivalent. Career civil servants / state enterprise. Have a
monthly income of 25,001 baht married. And up to five family member. Have access to the
retailer 3-4 times / week. Reasons to buy the house at the time of purchase is located at 16.01 am-
19.00 pm amount of each purchase is 51-100 baht and the purchase of products from the grocery
stores on regular basis. beverage / snack type 2) factors that influence the purchasing behavior of
consumers. Can replace any product on non-standard or defective. Statistical significance levels
are 0.014 and sorting goods to the level of statistical significance 0.043 to influence the
purchasing behavior of consumers. 3) The relationship between the marketing of consumer
behavior in traditional retail stores. By reason of shopping associated with the product. Products
purchased from a retail store associated with the product, price, distribution channels and
marketing. Factors associated with the product price. The distribution channels and marketing.
Factors. The price associated with the product. The distribution channels and marketing. Factors
on the distribution channels associated with the products, pricing, and promotion. Factors

associated with the marketing of the product, pricing and promotion.
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