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ABSTRACT

The objective of this independent study was to determine people attitudes towards
periodic markets in Mueang District, Lamphun Province. The data were collected via
questionaires distributed to 382 people using quota sampling. It was analyzed using descriptive
statistics, frequency, percentage, and means.

The results indicated that most respondents were female, 26-35 years of age with
secondary education. They were mostly privaté company employees and had income 5,001-
10,000 baht per month.

The cognitive element of attitude, it was found that most of respondents known the exist
of periodic market by themselves. They thought that the major product sold in periodic market
were clothes. The quality of goods in periodic market was perceived as same as hypermarket,
however they were not sure where were charged lower price.

The affective element, regarding to retailing mix factors, the respondents were satisfied
as follow. The most satisfied to the following factors : personality, price, product, promotion and
place respectively.

- The product factor that had strongest influence to the respondents was product variety.

- The price factor that had strongest influence to the respondents was price variety.

- The place factor that had strongest influence to the respondents was open time.



- The promotion factor that had strongest influence to the respondents was the intimately
acquainted of merchant.

- The personality factor that had strongest influence to the respondents was gather
variety product to service near the residence.

The behavior element, the results showed that respondents would visit periodic market
1-2 times a month and had spend about 101-500 baht each time, regular bought fresh food and
clothing. The main reason that the respondents bought from periodic market because of the goods
had lower price. They would go to periodic market on Sunday by motorcycle in the distance
about 0-5 kilometers.

The retailing mix problems that most to the repondents were faced as follow;. The most
problem to the following factors : place, personality, product, promotion and price respectively.

- The product problem factor that had strongest influence to the respondents was no
product warrantee.

- The price problem factor that had strongest influence to the respondents was no price
display.

- The place problem factor that had strongest influence to the respondents was crowed
people.

- The promotion problem factor that had strongest influence to the respondents was no
promotion such as discount and premium gift.

- The personality problem factor that had strongest influence to the respondents was

modern trade had more trust than periodic market.



