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ABSTRACT

This study has three objectives : 1) to study buying and consumption behavior of
consumers in Lamphun Chatuchak Market ; 2) to identify factors influencing consumers’ choice
in buying in Lamphun Chatuchak Market; and 3) to explore consumers’ satisfaction in buying at
Lamphun Chatuchak Market.

Primary data were used in this study. An accidental sample of 300 buyers in Lamphun
Chatuchak Market were interviewed using questionnaires. Descriptive statistics were used in
analyzing the data.

The results of the study showed that the majority of buyers in the sample were females,
in the age range of 20-39 years, single, company employees, with high school or bachelor’s
degree of education., average monthly income of 7,501-12,500 baht, and were Pa Sak residents.
The results of the study also showed that the majority of buyers were irregular customers of the
market. Cooked food was the most bought goods at this market for the sample. Most buyers in
the sample visited the market in the evening. Cars were the most used mode of transportation to
and from the market. Besides Lamphun Chatuchak Market, Nong Dok Market in down town
Lamphun was also another market used by the majority of the sample .

On the study of factors influencing consumer’s choice of buying in Lamphun Chatuchak

Market, it was found that social factors were the most important. While factors relating to price



and to incentive/market promotion , and factors relating to product were found to be next
important, respectively.

On the study of consumers’ satisfaction, it was found that consumers were very satisfied
with the services of the market. The first three aspects, which consumers expressed most

satisfaction were those relating to sellers/vendors, price, and place,



