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ABSTRACT

This independent study aimed at examining behavior of Bangkok consumers
towards purchasing lady shoes from hypermarkets. Sample of this study were specified to 400
lady consumers in Bangkok. Questionnaires were used as a tool to collect data. Data analysis was
completed by using descriptive statistics, consisting of frequency, percentage and mean.

The findings presented that most respondents were single in the age of 23-30 years
old. They graduated in high school level of education, worked as company employee and earned
monthly income at less than 10,000 Baht.

The results showed that most respondents purchased lady shoes from hypermarkets
at once in the last 3 months. In each time of purchase, they got a pair of fashioned shoes. Reasons
of purchasing lady shoes from hypermarkets were given to consumer preference and appreciation
on the product as well as low product cost/discount campaign, respectively. The person
influencing their decision to purchase the lady shoes from hypermarket was the respondent
herself. Most of them usually spent about 30-60 minutes for choosing lady shoes at hypermarkets
alone on Saturday — Sunday of the beginning of month during 17.01-21.00 hrs. The most favorite
hypermarkets where they mostly purchased the lady shoes were Tesco and Big-C, especially at
the Sukhabhibal and Rama II, accordingly. Most of them got to know about the lady shoes sold at
a hypermarket by passing by. The most preferable distribution style was to demonstrate new and

various styles of product. Most of them did not set a plan to purchase the shoes in advance, but



did it immediately when there was the satisfied one. In a month, they spent about 201-400 Baht
for shoes from hypermarkets. After purchasing and wearing a pair of shoes, the majority
satisfied/liked it.

The results of the study on marketing mix factors indicated that in an overall view,
the respondents ranked the following factors at high level of importance: place, price, product and
promotion, respectively.

Hereafter were shown elements of each factor that affected to respondents’
purchasing decision at high level. For product factor, the importance was given to product quality
and durability, various sizes of product, beautiful and classic patterns, beautiful colors and various
styles of products. In each time, they purchased a pair of shoes in categories of fashioned, casual
and court shoes. For price factor, the importance was given to clear price tag, reasonable price
comparing to its quality, varied price rates and cheap price. In a month, they averagely spent
about 201-400 Baht for shoes from hypermarkets. For place factor, the importance was given to
convenient location near home/workplace, sufficient and safe parking space, convenient location
for traveling, and convenient location near community. They frequently purchased lady shoes
from Sukhabhibal branch of Tesco and Big-C hypermarkets. For promotion factor, the importance
was given to product discount campaign, giveaway campaign like Buy-1-Get-1-Free, media
advertisement such as pamphlet, magazine, television, radio, Internet and signboard. Reasons of
purchasing lady shoes from hypermarkets were given to consumer preference and appreciation on
the product as well as low product cost/discount campaign, and consumer’s need to have a pair of

new shoes.



