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ABSTRACT

This study aims to samples used in this study were 1. to study the behavior of
consumer products. Of retail, 2. to study on the marketing mix. Consumer with the retailer,
3. to examine the relationship between marketing mix and behaviors in order to include retailers,
consumers who buy goods in retail stores in the city. Province was 288 students using a
questionnaire. 0.91 with a confidence by the data obtained were analyzed by statistical basis for
calculating the percentage standard deviation. And test the relationships were analyzed by using
chi - square ( y* test for Independent) with The cocfficient of contingency tables (Contingency

Coefficient: C), which has a vatue 0 <c<l1
The results showed that :

1. Most consumers are female. Aged between 25-35 years of private business.
Monthly income. 10,000 to 20,000 and less than 3 members of the family purchasing behavior of
consumers, Purchases from retail stores were 1-2 times the time it takes approximately {5
minutes from 16.31 to 19.30 at the time of purchase, frequency of purchase per day 1-2 times the
average amount of purchase less than 200 times. Bath reason for buying a home because of its
proximity. Product to buy a drink and the factors affecting the decision to buy the brand.

2. Marketing mix of retail stores. The product. A product with quality standards.
Arrangement classified products into categories. Type and product.There are only certain
products. And volume. Production volume as needed. That price. Prices of retail stores of general
superstore, Pricing is the price tag. And a new warranty. The channel that, The nearest

accommodation is available. The car park has parking facilities. The stores are organized into



product categories. Are equipped with air conditioning. And duration of the service is available
24 hours.The marketing campaign. That provides a collection of coupons. The membership card.
Purchase and collection. The loyalty card. The service provider should have a special bag to a
customer. To reduce global warming. And knowledgeable sales staff can recommend the product
to the consumer.

3. The relationship between the behavior of consumers to buy products. The
marketing mix. Of retail customers. The product. Opinion on the marketing mix is related to the
behavior of consumers in the purchase of a significant level of 0.05 the quality retailers.
Arrangement. Type and product. And volume pricing is on the marketing mix is related to the
behavior of consumers in the purchase of a significant level of .05 as the price of the product.
Shop online superstore, Pricing of products. And warranty. The channel. Opinion on the
marketing mix is related to the behavior of consumers in the purchase of a significant level of .05
as a reason to use the service, The car park. Arrangement. Installation of air conditioning. And
duration of the service. And the promotion of market opinion on the marketing mix is related to
the behavior of consumers in the purchase of a significant level of .05 as the discount or coupon
to a card. Purchase and collection. The service is a special case. And knowledge of the

salesperson,




