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Abstract
The purposes of this study the opinions of
customers concerning factors in decision to buy

products from Ja-Tah Nayaiarm flea market Ampho
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Yai Arm, Changwat Chanthaburi. The purposes
to study the opinions of customers concerning
factors in decision to buy products and to compare
the opinions of customers concerning factors
in decision to buy products in Ja-Tah Nayaiarm
flea market toward product, price, place and
promotion, factors separate by occupation.
The sample groups were customers concerning
factors in decision to buy products in Ja-Tah
Nayaiarm flea market 384 persons. The research
instrument was questionnaire that own researcher,
reliability was 0.90. The statistics used in data
analysis ware frequency, percentage, mean and
standard deviation and hypothesis test by analyzing
the data to compare between dependent and inde-
pendent variables, One-Way ANOVA were used.
The significant difference was set at 0.05.

The results showed that:

1. The opinions of customers concerning
factors in decision to buy products in Ja-Tah
Nayaiarm flea market was the high level. The each
aspect found that the opinions to factors in decision
to buy products ware place, promotion, price
and product in serially.

2.When compared the opinions of
customers concerning factors in decision to
buy products, separate by occupation found that
the customers who have different occupation
have not different opinion toward price factor.
The customers who have different occupations have
different opinion toward product, place and promo-

tion factors, significant difference was set at 0.05.

Keywords : The Opinions of Customers, Factors

in Decision, Ja-Tah Nayaiarm Flea Market
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