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Abstract

The objectives of this study are 1) to examine the relationship between personal factors
and consumer behaviors at the Ortorkor floating market in Bangkok, Thailand. 2) to investigate the
relationship between personal factors and attributes of the Ortorkor floating market that consumers
decide to use service. 3) to analyze and compare consumer attitude toward different market
attributes. The results from this research can be used to develop and enhance efficiency of
Ortorkor floating market management. This quantitative study was conducted by questionnaire
survey of 400 samples in Bangkok. Statistics used for data analysis comprising frequency
distribution, percentage, mean, Chi-square test, T-test and One-Way ANOVA at the statistical
significant level of 0.05.

The results revealed that 1) personal factors of gender, age, marital status, education,
occupation and monthly income affected consumer behaviors at Ortorkor floating market. Most
respondents were women in the age range of 31-40 years old, single status, the highest
academic degree as bachelor. They are working as private company officers with average monthly
income of 20,001-30,000 THB. The major purpose to visit Ortorkor floating market is to purchase
variety of agricultural products. Most respondents travel to market by car with 2-3 family
members. They average expense is 1,001-2,000 THB per time. 2) the survey revealed that
personal factors of gender, age, and education was found to associate with every product
attributes and influence decision making to use service. 3) comparing overall consumer attitudes
toward local floating markets in Bangkok, the study found that consumer has highest positive
attitudes toward Klong Lad Mayom, Kwan Riam, and Ortorkor floating market, respectively.

Keywords: Product Attributes; Ortorkor Floating Market; Decision Making
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