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Factors of Marketing Mix Influencing the Purchasing Behavior

of Consumers at Ladmayom Floating Market
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Factors of Marketing Mix Influencing the Purchasing Behavior

of Consumers at Ladmayom Floating Market

Chompoo Saisama '

Abstract

The purpose of this research was to study the influence of the attitude of marketing mix
towards the purchasing behavior of consumers at Ladmayom floating market. The sample group includ-
ed all consumers who regularly purchased at Ladmayom floating market. A questionnaire was developed
for data collection. Statistical analysis included frequency, percentage, standard deviation, and multiple

regression technique.

The findings revealed that the majority of respondents were female with the age between 25-34
years old, single, undergraduate degree, and working for private company. The average income of the
respondents was 10,001-20,000 baht per month. The overall attitude of marketing mix was rated as high
level. For the hypothesis, it revealed that the attitude of marketing mix in terms of location and price
determined the behavior of consumers in term of frequency. Moreover, the attitude of marketing mix in

term of price determined the behavior of consumers in term of value.
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