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Attitudes towards Marketing Mix and Buying Behavior of
CP Fresh Mart in Bangkok Metropolitan Area

1
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Dr.Bundit Pungnirund 2

Abstract

The purposes of this research are to study attitudes towards marketing mix, and buying
behavior of CP Fresh Mart in Bangkok Metropolitan arca. The sample group used in this
research was customers who have ever bought the products of CP Fresh Mart in Bangkok
Metropolitan area. Questionnaire was used as the tool. Analytical statistics used were frequency,

percentage, mean, standard deviation, and multiple regression analysis.

The results found that the attitudes towards marketing mix in overall and individual
aspects including, product, price, place and promotion were in the good level. The buying
behavior of CP Fresh Mart’s products in the aspect of buying frequency (time per month) had 4
times, in average, and the aspect of expense per time had 159 baht, in average. The hypothesis
testing found that the attitudes towards marketing mix in the aspects of product and place had
statistically significant influence at the 1 percent level with regard to the buying behavior of CP
Fresh Mart’s products in the aspect of expense per time, respectively. Meanwhile, the aspects of
promotion and product had statistically significant influence at the 1 percent level with regard
to the buying behavior of CP Fresh Mart’s products in the aspect of buying frequency (time

per month), respectively.
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