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Abstract

 The objective of this independent study was to study consumer behavior on buying

fresh food in Amphoe Muaeng Samut Sakhon.  The population was 420 customers who had

bought fresh food in the past 3 months from 12 open markets, supermarkets and hypermarkets in

Amphoe Muaeng Samut Sakhon, by selecting the equal amount of samples from each place.  The

selection of samples was multi-stage sampling so that the samples represented the target 

population and the selection of samples from each place was convenience sampling.  The data

was collected from questionnaire and analyzed by descriptive statistics.

 It was found from the study that most questionnaire respondents were female, 26-35

years old, with Bachelor’s degree.  They were company employees with average salary of 5,001-

20,000 baht/month.

 The most bought fresh food was meat, and other products were plant products, sea

food and animal products, respectively.  The most bought fresh food per month was plant 

products, other products were meant, sea food and animal products, respectively.  The time of day

they bought meant and sea food the most was in the morning between 8:00-12:00, while the time

of day they bought animal products and plant products the most was from 15:01-22:00.  Their 

regular place of purchase was open market because it was near their home or work, and because 

of the wide variety of products.  Each purchase was 100-600 baht. 
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 For marketing mix factors affecting buying of fresh food, the respondents ranked 

product, price, and place at the high level, and ranked marketing promotion at the medium level.


