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ABSTRACT

The objective of this independent study was to find out the customer attitude
towards Talaythai Market in Samut Sakhon province. A questionnaire was collected from
400 accidental sampling customers who were quota selected during June to August 2003.
The data was processed by the computerize software program and analyzed by using
descriptive statistic such as frequency, percentage, mean and standard deviation. The
information was also described into three scale levels of attitude; positive, neutral and
negative.

The result was found that the sampling customers in general had a neutral
level of attitude towards Talaythai Market. This could be further described into three
types of attitude components. The cognitive and action tendency attitude components had a
positive level but the affective component had a neutral. The result of the detailed
attitude types could be shown as follows.

For the cognitive component, it was found that the customers had positive
attitude that market had many types of marine products with reasonable price and it was

the center of important marine products. As for the products were fresh, the market had



good safety measures and the servicing staffs were skillful, the customers had neutral
attitude.

For the affective component, it was found that the customers had positive
attitude that the product variety and reasonability of price including the cleanliness of the
market area., However, they had a neutral level of attitude that the queuing service for
customers, facility and safety.

For the behavioral component, the customers showed positive attitude. They
had tendency to return and use the services at Talaythai Market when considering overall
products and services, the transparent operation in product bidding and the availability of
product variety. When considering tendency to return and use the services of this market,
travel convenience, would suggest other people to use the service and the services of

staffs, the customers had neutral attitude.



