
 

 

 

 

 

 

 

 

 



 

 

 

Abstract

 The purpose of this research were to 

study personal characteristics that affects 

behavior and marketing factor and to study 

relationships between marketing factors that 

were product, price, place and location, 

personnel, marketing promotion, service 

process and physical environment with  

visit behavior. The samples were 400  

 

 

Descriptive statistics used for data analysis 

 The results were as follows:

 Most of participants who answered 

questionnaire were female at age of 21-30 

years, level of education was bachelor degree. 

Most of them did trading or owned business 

and their marital status was single. 

 Consumer behavior who visited  

community malls mainly for shopping.  

The main reason to visit was it’s near  

to home. They mainly decided themselves 

to choose service. Average expense for  

buying product and service per visit was 
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500-1,000 Baht. Frequency of visits was 1-2 

times per month and they mostly visited on 

 The attitudes toward marketing factors 

affecting visit behavior were generally in 

consumers had attitudes in high level toward 

marketing factors affecting buying behavior 

included personnel, service process, physical 

environment, marketing promotion and price 

respectively and they had their attitudes in 

middle level towards place and location. 

Comparison of personal characteristics  

gender, age, occupation, education, marital 

at level of 0.05 and consideration of  

relationships between personal characteristics 

by age, occupation, education, marital status. 

factors and consumer behavior in statistic at 

level of 0.05 consisted of product factor 

related with purpose of visit, price factor 

related with time of visit, place and location 

factor related with frequency of visit,  

marketing promotion factor related with day 

and purpose of visit and personnel and 

physical environment factors related to  

person involved in choosing service.

Marketing factor Community 

Mall and Behavior of customers
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