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ABSTRACT

The purpose of this independent study was to study consumer behavior on using

service in shops at Bangkok Mass Transit System (BTS) stations. Data collection was conducted 

by using questionnaire from BTS’s customers. The multistage-sampling was firstly applied by

specific selection of 8 BTS stations, then conveniently selected respondents at each station using

total 400 questionaires.  Then , the given data was analyzed and evaluated by using  descriptive

statistics; frequency, percentage, arithmetic mean and standard  deviation.

 The results showed that most respondents  were female, single, aged between 21-

30 years, held bachelor degree, had total average monthly income between 10,001-20,000 baht.

Most of them were employed in private companies.

 Most respondents took BTS’s train 1-2  trip(s) a week in average.The outward 

trip was between 06.01-09.00 hrs and the return trip was between 18.01-21.00 hrs. The frequent

outward and return trips of the respondents were taken place at the Siam station. Most respondents

did not occupy the station for other purposes besides transporting service and observation of the

shops in the BTS train stations because they wanted to know the products and service types

offered.

 Most respondents said they ever received services from shops in the BTS train 

stations and the shop type which they mostly got service was the bakery shops. The most frequent 

period which they bought products or received service in the BTS train stations was the return 

trips back home. The important reason which encouraged the respondents to receive services from 
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shops in the BTS train stations was convenience as it was their frequent routes travelled. Most 

respondents got in the shops 1-2 times a week and they spent less than 100 baht each time and 

mostly paid in cash.

The respondents never received services from shops in BTS train stations 

because they had no need of any product or service. The reason they would receive services from

shops in the BTS train station was due to spontanouesly ran out of goods they usually used and 

had no time to find another place to buy.

 The retail marketing mix factors affecting consumer’s behavior towards shops in 

the BTS train stations were studied. It was found that the respondents weighed the importance

towards general retail marketing mix factors averaged in high level, and ranked from the highest 

to the lowest as follow; People, product / selling  plan, price, and physical facilities, respectively.

In addition, promotion and services respectively were rated as modulate important.

   The people factor was average highly important and the most important sub-

factor was the good  hospitality of the service personnel.

   The product selling plan factor was average highly important and the most

important sub-factor was  the variety of products/ services.

   The price factor was average highly important level and the most important sub-

factor was the value-perceived price of goods and services. 

   The physical facilities factor was average highly important and the most

important sub-factor was the shops location  in the BTS train stations. 

   The promotion factor was average important and the most important sub-factor 

was that there was promotional discount.

   The services factor was in average important and the most important sub-factor 

was the product/ service warranty.
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