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Marketing Mix Rendering Customer’s Satisfaction Obtained from Purchasing Goods at

Takientia Fresh-food Community Market, Banglamung District , Chonburi Province
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Abstract

The objectives of this research were to study 1) personal factors of consumers shopping

goods at Takientia fresh-food community market who were target population under study 2)
supporting factors influencing their purchasing decision 3) their satisfaction 4) and compare their
satisfaction based upon their personal factors 5) the relationship between their satisfaction and
supporting factors (knowledge about the products and food standard, label certifying safe product
issued by the responsible government agency shown on the stand). Samples included 400
consumers in Banglamung District, Chonburi Province. Questionnaire was used as a tool to collect
the data. Statistics used in this study included both descriptive Statistics (frequency, percentage,
mean, standard deviation) and inferential statistics (t-test, F-test or one-way ANOVA together with
multiple comparison test using Scheffe’, Pearson correlation). Level of Significance used was 0.05.
Outcome of the study revealed that the scores on satisfaction related to their decision to shop at
the market were highest in every aspect. Study of supporting factors indicated that the scores on
knowledge of the product and food standard, label certifying product safety at the stand were
highest. Consumers with different marital status, age, occupation, average monthly income did
differ in their satisfaction while consumers with different sexes, education did not differ in their
satisfaction. The research also indicated that consumers’satisfaction was positively correlated to
knowledge of the product and food standard (r=.521) although the relationship was moderate while
consumers' satisfaction was positively correlated to the label certifying food safety shown at the

stand (r=.440), although the relationship was poor.



