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ABSTRACT 

Every organization as well as New Marine Market Center needs to anticipate and 

satisfy customer needs if the organization wants to remain on the top in terms of making 

profit. Marketing is about ensuring that whatever the firm does is done with the 

customer in mind. NMMC is a new marine market in Samutsakhon province. Therefore, 

the study of customer attitude is essential to improve performance. This is in order to 

increase awareness of NMMC and services. This research is an exploratory one 

concerned about customer attitude towards NMMC. It aims at gathering information 

concerning the nature of customer behavior and attitude towards NMMC. In this 

research, information regarding purchasing behavior is gathered as much as possible in 

order to develop and improve NMMC performance to meet customer's satisfaction 

when they take NMMC's services. 

From the results of research, most people come to buy marine products for self­

consumption. However, there are some people who come to buy marine products for 

distribution. Most end consumers are irregular customers and they use cash to buy the 

products while wholesalers buy on account. Advantages of existing marine market are 

price of goods, convenience of transportation and quality of goods. Disadvantages are 

disorderly layout of market, inadequate parking lots, safety, impolite sellers and traffic 

jams. And most respondents acknowledged the project but they disagreed to move the 

existing marine market to NMMC completely. Since there are presently insufficient 

advertisements, television and radio are presently selected to carry out NMMC 

advertisement so as to generate people's awareness. 
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I. INTRODUCTION 

1.1 Significance of study 

The New Marine Market Center (NMMC) in Samutsakhon is situated on 

Thonburi-Paktho Road and it is planned to open trading around March 2546. Our target 

markets of this project are end consumers and wholesalers who have traded marine 

products in the existing marine market in Samutsakhon for a long time. So, to induce 

them from the old place is the main problem although some groups of wholesaler are 

already interested to join the project. However, there have never been studies on 

purchasing behavior, distribution of marine products and acceptance of marine market 

center by purchasing group. 

This research studies the purchasing behavior, the distribution of marine products 

and the acceptance of marine market center in order to collect meaningful information 

for developing the project that will be opened in the near future in a correct way. 

1.2 Research Objectives 

The general objectives are to study customer attitude and their acceptance of 

NMMC and to recommend ways to improve NMMC. Specific objectives of the study 

are: 

(1) To study purchasing behavior 

(2) To analyze product distribution 

(3) To identify the previous problems 

(4) To study customer's attitude and what they want to improve regarding 

NMMC 

(5) To test acceptance of existing marine market movement to NMMC 

(6) To investigate services of media which customers frequently use 

1 



1.3 Limitations of the Study 

The researcher sets the limit of the study as follows: 

( 1) This study focuses on end customers and wholesalers at the existing marine 

market. 

(2) Some respondents are not willing to answer the questionnaires. 

(3) There is time limitation. 

( 4) Some NMMC internal data is confidential. 

2 



II. LITERATURE REVIEW 

1. Background 

In 1997, Thais faced a severe economic recession and in 1999, the economy 

gradually improved due to inflation and extending of export. However, it cannot indicate 

that all problems of Thai economy will be solved. To solve the problems, Thais have to 

concentrate on the basic economy, which must be stable; especially, ports for exporting 

goods should stably support the growing economy. 

Thailand is accepted worldwide as a major producer of agricultural and marine 

products. Concerning the neighboring countries in Asia, especially, China have many 

industries in this field and this makes Thai necessary to develop the industries in order to 

be able to compete with them. 

NMMC is one of the projects that can develop Thai agricultural and marine industry 

to rival with other countries. Particularly, most people in Samutsakhon province have 

done this business for a long time and they have most experience in this field, especially, 

marine processing. Both govemment and industrial estate have asked the local private 

sectors to submit this project in 1999; however, many lack the basic factors at that time 

and they were unable to do it. It needed high capital investment. Finally, probability of 

NMMC should be studied in order to have the same understanding by both govemment 

and private sectors to do this project. 

Regarding the fishery industry in Thailand, Samutsakhon with its marine processing 

industry has a high importance in Thai economy. Since 1980, this kind of industry in 

Thailand has gradually grown. In 1990, the know-how about marine processing products 

was revealed. Marine products, which are processed, could immediately be served for a 
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meal. Its value would be higher and most of them are demanded by Japan, America and 

many countries in EU. 

Nowadays, raw materials are caught in Indian Ocean, Pacific Ocean and North 

Ocean for processing of Thailand. 

However, the leader status in marine production should be maintained stably in 

order to attract foreign investments. Therefore, concentrating on quality control and 

developing the products would be necessary. 

Presently, Samutsakhon still lack a modem port for supporting export and import. 

Most manufacturers have no choice but to use the one and only port in Bangkok, wasting 

around 3 - 4 hours per truck for transporting raw materials from Bangkok to their factories 

at Samutsakhon. Apart :from the time wasted, the quality of raw material will be hard to 

control since they are carried by truck with no freezers for saving costs. But if they use 

container cars to carry, it will not be worthwhile for them. 

Most marine processing products are in cans, such as canned tuna and fishmeal. The 

biggest manufacturer of canned tuna in the world is Thai Union Manufacturing Co.,Ltd, 

which is also located in Samutsakhon. Ninety percent of their raw materials or about 

400,000 metric tons are needed to be transported :from the port in Bangkok to their factory 

in Samutsakhon and about 40 reefer ships (2,000 metric tons or more) will berth at private 

ports. However, many entrepreneurs still face lack of port to discharge their cargoes. 

Concerning this matter, fishery companies, marine processing industries and local 

government have the same idea to construct a new modem port in Samutsakhon urgently 

in order to support both import and export. 

Thailand has many fish markets and each one has a different management. Most 

fish markets in Thailand firstly sell to brokers since fishermen have previously been 

financed by brokers providing for fishing equipment. After that they have to sell the catch 
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brokers at prior and unreasonable price. This is not a complete auction channel except for 

some kinds of fish which are in limited amounts will be done on a complete auction basis. 

Public fish markets are located around the coasts of Thailand but the biggest fish 

markets are located only in Samutsakhon and Bangkok. Beside the fish markets of 

government, there are private sector markets also. 

When the modern fish auction market is constructed completely, fishermen who sell 

their fish in the market will become independent from brokers. They can sell their fish at 

reasonable prices to their satisfaction. It will enable them to have more purchasing power 

to buy fishing equipment and operate their fishery without depending on brokers. So, 

constructing a fish auction market in Thailand is urgently needed, especially, in 

Sarnutsakhon. 

Samutsakhon province is only 30 - 40 kilometers far from Bangkok or around 1 

hour drive. Most industries in the province are fishery and marine processing industries. 

Moreover, textile industries and electric appliance industries are of substantial growth in 

this province too. The target markets of such industries are Bangkok and overseas. 

In 1979, the population in province was 258,633 and rapidly grew to be 421,738 in 

1999 or 63 percent growth or 2.5 percent per year. There were 3,079 factories in 1998. 

The advantage of Samutsakhon is it is closely located to Bangkok. Nevertheless it still 

lacks a planned port in order to support the growing economy. Most of existing ports are 

located on Tachin River and they have limitations concerning the size of ship and control 

of water pollution. It needs high attention because many small processing factories still 

lack attention in curing the used water before releasing it into the river. So, pollution 

control in an industrial area should be urgently done in an effective way. 

Agriculture products and processed products of Samutsakhon province are well 

known, including non-food factories such as textile industries and assembly factories. If 
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there is a modem port, it will support cargo export to worldwide markets and it will be 

able to attract new investors to the province inducing development at the same time. 

New Marine Market Center (NMMC) is very important for raising the quality of 

raw materials, which will be sent to the processing industries and also for decreasing 

transportation costs. At present, the existing fish market in the province is rather narrow 

and needs to move to another location. Eventhough, the private sector has intention to 

cooperate in the new port (fish pier) construction, if the management system is still the 

same as the existing market, the brokers will continue receiving the most benefits. For this 

reason, setting policies for the new port management should be carefully done and both 

sectors have to understand the same objectives, which would generate most benefits to 

fishermen and fishery association. 

Most container movements is from the port in Bangkok to Learn Chabang port in 

order to arrange for exporting to Singapore and then to other destinations. Thus, 

constructing a new port in NMMC will support container transportation direct from 

Samutsakhon to abroad. 

Moreover, NMMC considers the develop of the province and it has a plan to 

integrate many kinds of industry together reducing the traffic jam in Bangkok reduced 

and also stimulating the development of agriculture industries in the province. 

NMMC operations have been done step by step and the first development step 

(basic development) is now done consisting of processing manufactures, fish market and 

all convenient equipments for the fish market. For the first development step, land 

requirement is around 875 rais or 140 hectares. For the second development step, 

agricultural industries are the target, for which land requirement is around 200 hectares 

and then followed by the third step, for which land requirement is around 500 hectares. 
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2.2 Area Development ofNMMC Plan 

At present, there are more than 20 fishery ports on both Tachin River coasts and all 

of them belong to the private sector, especially, the biggest port is Thai Union port which 

is able to receive reefer ships, of 2,500 gross tons. However, both Tachin River coasts 

have been mostly used for private ports so there is no sufficient area to support NMMC 

plan. 

Tachin River is under the responsibility of Habour Department. In the past, its depth 

was 3 meters and can receive big fishing ships. When the channel was dredged in 1998 -

1999, it had more than 5 meters depth and the width was 60 meters. The total dredged 

depth was 2.4 square meters. 

From the past experience, trash including mud would be released into the Tachin 

River and waves moved it to pile up at its channel making Tachin Channel become 

shallow. To protect the channel, it is necessary to dredge the channel every 2 years. For 

the above mentioned factor, the construction plan of NMMC and retainability of the 

channel have important relationships, 

The modem port will be able to receive reefer ships of 5,000 gross tons and the 

river channel should have a depth of 6 meters. The industrial area requires about 13 7 

hectares of land for the first step and 500 hectares for the final step. The land which is 

required to construct the industrial area, should connect to the public highway. 

To attain the aim, the area is divided into 3 as 1) A area - East, 2) B area (East) and 

3) C area (West). First area (A area) is on the East of the whole area. There is an irrigation 

canal on the North of the area, which is better than the South of the area. Both coasts have 

scattered houses and most local people do livestock. The existing irrigation canal is about 
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40 meters wide and about 2 - 3 meters deep which is not sufficient to receive big fishing 

ships. Therefore, it is necessary to dredge the existing canal. Developing the areas will be 

done from West to East. Regarding the mangrove forest in front of the area, it should be 

preserved; therefore, there is no plan to develop this area. Second area (B area) is also on 

the East of the whole area. TI1is area is for livestock and salt farms, which would be 

located on the West of Tachin Estuary. The front of the coast would be mangrove forest, 

which is different from A area (East) because there is no irrigation canal. Therefore, if the 

port is constructed, it is necessary to dredge the channel from the ocean into the plan and 

dredging will not be done in the mangrove forest area in order to preserve the 

environment. The area is around 700 hectares and that is sufficient to support NMMC 

plan. Nevertheless, there is no reservation or development in this area and since the 

government plans to develop this area as a park, so NMMC plan should be projected and 

accepted by the government. Third area (C area) is on the West of Tachin River which 

has a mangrove forest along the coast and the undersea land pitches down off-coast 

around 1.5 - 2 kilometers. Most undersea land is mud that is moved to pile up from 

Tachin River and Mae Klong River by waves. To construct the port in NMMC plan, it is 

necessary to construct dikes because South West wind and South East wind will have 

direct effect to the port. Three options are compared in the following table; 

Table 2.1. Comparison of Three Areas. 

~ 
East East West 

Aarea B area C area p 

1) Area Sufficient Sufficient Sufficient 

requirement (700 hectare) (700 hectare) (Biggest) 
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Table 2.1. Comparison of Three Areas (Continued). 

~ 
East East West 

Aarea B area C area p 

2) Kinds of - Fish/shrimp farms - Fish/shrimp farms - Salt farms 

existing area - needs soil - needs soil covering - needs soil 

covermg covenng 

3) Mangrove - Front of area - Front of area - Front of area 

forest area - no need to - no need to - no need to 

destroy destroy destroy 

4) Entrance - The existing canal - Needs to dredge - Needs to dredge the 

way to ocean has enough width the channel new channel and 

and length. - Use the existing constructed the dike 

- Use the existing channel but needs - Needs to dredge 

channel but needs development existing channel 

development 

5) Entrance - The road in existing - Have to construct - Have to construct 

way to area must be both road and both road and bridge 

project improved and a bridge 

bridge built. 

6) Owner Private Private Private 

7) Prices 0.3 - 0.5 million baht 0.5 - 0.8 million baht 0.25 - 0.3 million baht 

I I 
per rai 

I 
per rai per ra1 

All optional locations for NMMC construction plan have to improve the surface of 

soil. 
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A area (East) is the best concerning environmental preservation so that the existing 

mangrove forest would not be destroyed if NMMC construction plan was possible. 

However, ifB area (East) was selected, the mangrove forest on the West of area should be 

destroyed. 

The existing channel, Mahachai Channel, which is under the responsibility of 

Habour Department, can be still used in case A area (East) or B area is selected. Beside if 

C area is selected, much budgets will be required for dredging the new channel and 

constructing the dike in order to protect the port from waves. 

Further, as entranceway to the project, B area (East) and the West area require new 

roads while A area does not need one. 

The price of land is an important reason for consideration. The price of West area is 

the lowest. However, land price is always variable. Thus, A area (East) will be the best 

choice for NMMC plan. 

2.3 Development Procedures 

To accomplish fish industry development, the plan will be practically done step by 

step. To raise market potential and to gain competitor advantage in marine processing 

industries, a modern port construction consisting of cold storage port, berthage and 

complete cold storage are first requirements. 

Second step, will be done in the North area, which has around 97 hectares and close 

to the edge of river where there is a navigation channel and the South area which has 

around 40 hectares will be developed as industrial estates. 

The area, which is close to the edge of river, will be developed as first and second 

steps as follows: 

(1) Discharge Port for Refrigerated Marine Products (Cold Storage Ports) 
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(2) Cold Storages 
•J (: ' '', 
I} ' - '; 

I\ 
:} ' ! 

(3) Basic Marine Processing Industries 

(4) Port for Marine Processing Products (Container Ports I General Warehouse) 

(5) House for Curing Used Water 

( 6) Container Yard and Berthage 

The discharge port in NMMC plan will be able to receive 5,000 gross tons ofreefer 

ship, with length and draft of 110 meters and 7 - 10 meters respectively. 

However, NMMC plan will have 5 - 6 discharge ports for refrigerated fish but 3 

ports will be done as a first step in order to receive the total products, which are around 

300,000 metric tons a year. 

The cold storages that will be built in NMMC plan have to be able to receive 30,000 

metric tons of products. 

Because processing marine products generated severally polluted water and bad 

smell trashes, the plan should have restrictions to control the water quality before it is 

released from industries into the river and in order to follow ISO regulations. To build 

basic marine processing industries, the requirement of areas will be 30,000 square meters. 

The processed products can be exported directly to overseas from NMMC port 

without transporting via the port in Bangkok. Therefore, entrepreneur's expenditures will 

be saved much. 

For the yard, the requirement of area will be around 10,000 square meters for 

building parking lots and around 60,000 square meters for a forklift truck yard. 

To cope with the problems of the small size of mlisting fish market, the government 

ha's also planne<,1, to COO&tN~i ij flew fish market. This needs to have a fish pier, berthage, 
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marketing office, ice making factory I ice storage I ice grinder, operation building and 

building for various uses. 

The area for construction located on the front of river's edge will have a total area of 

around 350 meters in order to berth small fishing boats. 

Fish market will have an area around 20,000 square meters and can receive around 

20,000 - 300,000 metric tons of fish a year. 

To support market extension, ice-making factory can produce 50 - 100 metric tons 

daily and ice storage is able to keep 200 metric tons, 

To construct operation building including parking lots and green area, about 10,000 

square meters of land is required. 

The purposes of constructing the building for various uses are for accommodating 

the fish market, practical building, fishing equipment storage and canteen. The area that 

will be used for this purpose is approximately 10,000 square meters. 

The construction plan for the first and second steps is shown as follows: 

Table 2.2. Construction Stages. 

1st Year 280 Year 

11. Facilities 

I 1.1 Navigation channel and channel 

dredging for building dockyard and I 
improving land surface. 

1.2 Cold Storage Ports I Container Port I 

Ports for Small Fishing Boats 

1.3 Dikes and Accessory Yard Pavement 

12 
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Ta1'le 2.2. Construction Stages (Continued). 

1st Year 2"d Year 

, 2. Public Utilities for Industrial Estate 

I 
2.1 Area Arrangement 

2.2 Area Improvement 

2.3 Streets 

2.4 Public Utilities 

3. Processing Procedures 

3.1 Cold Storage 

3.2 Basic Processing Factory 

3.3 Equipment for Controlling 

Polluted Water 

4. Fish Market 

4.1 Marketing Office 

4.2 Ice Making Factory 

4.3 Practical Building 

4.4 Building for Various Uses 

NMMC plan is operated by private sector. In practice, it will be cooperated by both 

private sector and government to let it be possible. This plan does not cover only port 

construction but also a complete marine center, which consists of fish auction market, 

basic processing factory and industrial estate. Hence, Industrial Estate Association 

Thailand is willing to cooperate in this plan too. 

If there is substantial private investment, government investment will be used less 

in plan development. 
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Due to restrictions of government that allow to have only one fish market in a 

province, government should help to promote the plan in order to make the local people 

aware of its benefits and also to accommodate the area for development. 

The following table shows the divided responsibility between government and 

private sector in order to develop and operate the plan. 

Table 2.3. Responsibilities of Government and Private Sector, 

I 
Port area 

I 
Complete Marine 

I 
Industrial estate 

I 
Center 

I I 
Development Government 

l Government Government 

Operation/Execution Government and Private Sector Private Sector 

private Sector 

2.4 NMMC's Budget Calculation 

The first step of project construction will be started in 2003 and the facilities 

construction will be started in 2004. Land requirement is approximately 137 hectares for 

the first step of project construction. It can be divided into 2 periods. First period will 

construct ports, complete fish market and industrial estate. Second period will undertake 

the port expansion, 

Costs of movement to a new location; 

Total land requirement 13 7 hectares 

Or about 856 rais 

Average price 1,000,000 bWit I rai 

Costs of total land requirement 856 million baht 
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Use of land is classified as follows: 

Port 

Berthage 

Container Warehouse 

Bunker Stowage 

Modem Marine Market Center 

Dockyard 

Parking Lot for Trucks 

Fish Market 

Cold Storage 

House for Curing Polluted Water 

Green Areas 

Fish Park and Restaurants 

Industrial Estate (including Public 

Utilities and Operation Building) 

Public Utilities and Others 

Roads 

Others 

Total 

22 hectares 

4 hectares 

12 hectares 

6 hectares 

24 hectares 

7 hectares 

2 hectares 

6 hectares 

3 hectares 

3 hectares 

3 hectares 

15 hectares 

44 hectares 

32 hectares 

21 hectares 

11 hectares 

13 7 hectares 

Budget for port development in the first period is approximately 928 million baht 

and all budgets needed both in first and second period are 1,304 million baht. 

Budget for building cold storage consisting of labour costs, machine and electric 

appliances is approximately 500 million baht 

Budget for construction, which consists of executive building, is approximately 300 

million baht. Basic processing facilities budget is around 10 million baht. 
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The budget for area development will include public utilities construction. The 

budget is classified below; 

First period 360 million baht 

Second period 172 million baht 

Total 532 million baht 

Budget for setting the drain piping system and house to eliminate trash is shown 

below; 

First period 48 million baht 

Second period 11 million baht 

Total 59 million baht 

Total budget for development is 4,070 million baht as shown in the table below; 

Table 2.4. Total Development Budget. 

Total 1sr period 2°0 period 

1. Land 856 856 -

2. Port Development 
I 

1,304 928 376 

J 3. Complete Marine Center I 810 I 810 -

Cold Storage 500 - -I 
Fish Auction Market 300 - -

Basic Processing Facilities 10 - -

4. Budget for Area Development 532 360 172 

5. Public Utilities (Drain Piping System 

I 
and House to Eliminate Trash) 59 59 0 
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Table 2.4. Total Development Budget (Continued). 

Total 1st period 2na period 

16. Engineering Costs 216 216 -I 
17. Tax 293 238 55 

Total (in million baht) 4,070 3,467 603 

The warehouse for receiving 300,000 metric tons and 500,000 metric tons of 

refrigerated fish will be completed in the first and second period, respectively. 

The warehouses for 200,000 metric tons of containers and 400,000 metric tons of 

dried products will be built in the first and second period, respectively. 

Discharging fee is 80 baht per ton for cargo vessels and 40 baht per ton for fishing 

vessels. Estimated total quantity is 80,000 metric tons per year or 40 percent of all fish 

amount. Loading fee is 150 baht per ton for dried goods and 250 baht per ton for 

contain@:\ 

Port operation expenses 

Officers lOOpersons 

Average salary 20,000 baht per month 

General fees 0 .5 times (compared to salary) 

Annual operation expenses 100 * 20,000 + ((100 * 20,000) * 0.5] 

36 million baht 

The expenses for dredging river will be decreased due to the responsibility of 

Habour Department. The expenses for managing container business will be approximately 

4 million baht per year. 
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The revenues from this area expansion will not be calculated although th~ 

expansion will be done. 

Cold storage rent is 1,000 baht I metric ton I month, so the annual revenue will oo 

12,000 baht per ton. Capacity of cold storage is 30,000 metric tons and percentage of 

using cold storage is 60 percent, 

Revenue is approximately 1 percent of fish trading value in fish market. The 

estimated trade quantity and value are similar to those of the existing fish market as 

200,000 metric tons and 4.5 million baht, respectively. 

For revenue from ice products, ice-using ratio is a ton of fish per ton of ice. The 

price of one ton of ice is about 50 baht. 

Revenue from fish processing is approximately 30 percent of all fish quantity in the 

market or 60,000 metric tons, which will generate revenue from fish processing around 

US$40 per ton and 10 percent of such revenue will be paid to the manufacturer. The 

estimated revenue from this process will be armmd 9 .1 million baht. 

Fish processing expenses are as shown below; 

Officers 

Average salary 

General fees 

Annual operation expenses 

300 persons 

15,000 baht per month 

0. 4 times (compared to hire costs) 

(300 * 15,000 + ((300 * 15,000) * 0.4]) * 12 

== 75.6 million baht 

The areas of fish park and food center will be sold to private sector. The selling 

prices of these areas will be higher around 1.5 times than the industrial areas. 
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Regarding revenues and expenses in industrial area management, since the locati9n 

is located close to the port, the estimated selling price is rather higher than the industrial 

area, which is far from the port, 

Land price 

Land price 

Annual operation expenses 

5,000,000 baht per rai 

3,125 baht per square meter 

12 million baht 

Total industrial area is 44 hectares, which includes industrial estate and the total 

area for sale is around 21 hectares. Estimated expenses of industrial area management are 

as shown below~ 

Officers 

Average salary 

General fees 

Annual operation expenses 

20 persons 

2-0,-000 baht per month 

0.5 times (compared to hire costs) 

= 7 .2 million baht 

Referring to costs of public utilities, reverse calculation is used in each business by 

dividing fish processing business and industrial estate in half. The total cost that is derived 

from land sale is around 259 million bath and this will be divided and allocated in half for 

the two businessc;~, 

Financial analysis of the project will be used by return calculation of the project. 

This calculation method will be different from investment return calculation and the 

interests that are expenses will not be calculated. 

Referring to the above hypothesis, the return of project is 9. 7 percent that identifies 

as being minimum for private investments because the bank interest is 9 percent more 

than in Thailand. However, the project will possibly be in progress if the interest loaned 

for the project is low. 
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Foreign Investment Return Rate (FIRR) will be separately calculated by busimi!S 

types that are port, and fish processing and industrial estate (including fish park and food 

center). Fish park and food center areas have to be included in industrial estate because 

these areas will be absolutely sold to private sector such as industrial area. It can be 

distinguished as shown below~ 

Entire Project 

Port Element 

Fish Processing Element 

Industrial Element 

1st Period (Port and Fish Complex) 

9.7 percent 

5.6 percent 

10.5 percent 

12.9 percent 

8.3 percent 

The said FIRR is rather low rate and that will be a barrier for private investments. 

The return of fish complex (10.5 percent) is neither low nor high for private investment. If 

the loan is not used too much in the first step, the project can possibly have profits. To 

operate an industrial estate by private sector will be possible if there is high return rate. 

NMMC has high importance to Samutsakhon province and Thai economy because 

the fish processing industry is a major industry of Thai export and has potential to expand 

Thai economy in the futu~, 

Most economies in Samutsakhon province are related to fish products. To improve 

fish quality and to decrease costs of product in processing procedure are purposes why the 

new port should be built in Samutsakhon. However, the project does not have only the 

said purposes but also intends to attract private investments, to generate jobs, to promote 

cost of living and to develop the locality. 

When the project is completed, 500 hectares of industrial estate will be able t(} 

generate 100,000 jobs or 200 jobs per hectare and 100,000 of indirect jobs approximately. 

Two thousand jobs will be totally generated. Gross Domestic Product (GDP) is US$2,000 
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per head and Gross Domestic of agricultural product is US$5,000 per head. Finally, Gross 

Domestic of non-agricultural product is US$60,000 per head. The value added that will be 

derived from the project is US$30,000 per head. Consequently, the project can generate 

around six thousand million value added per year or around 5 percent of GDP. 

The cost of transportation from port to factories can be reduced and domestic traffic 

jam can also be reduced. Benefits can be derived from reduced transportation cost 

because the transportation cost of one truck (loaded 11 metric tons per truck) from port in 

Bangkok to factory in Samutsakhon province is 1,350 baht per time. However, it will be 

reduced to 700 baht per time from the new port (NMMC) to factory. Hence, the benefit 

that will be derived from reduction of transportation costs is totally around forty eight 

million baht. 

Constructing the basic processing factory and controlling polluted water can 

substantially decrease the environmental problems in Samutsakhon province. Having 

better environment management in NMMC will affect other factories to do the same. 
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III. DATA ANALYSIS AND DISCUSSION OF RESULTS 

3.1 Sample Design 

The project covers customer attitude towards the new marine market center in 

Samutsakhon province. The necessary data will be gathered by using questionnaire 

through a series of personal interviews with a random sampling of 400 respondents. 

3.2 Sample Siz~ 

Under the infinite population of the total number of sellers and buyers expected to 

trade at existing marine market around 10,000 persons per day, the statistical formula to 

be used to determine the sample size is: 

where, s = Required sample size 

X2 
= The table value of chi-square for 1 degree of freedom at the 

desired confidence level (3.841) 

N = The population size 

P = The population proportion (assumed to be 0.05 since this will 

provide the maximum sample size) 

d = The degree of accuracy expressed as a proportion (0.05) 

The relationship between sample size and total population is as the population 

increases, the sample size increases at a diminishing rate and remains relatively constant 

at slightly more than 380 cases. 
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The size of the population and amount of error determines the size of a randomly 

selected sample. This research determined the certainty at 95 percent of what the results 

would have been if the entire population had been surveyed. 

3.3 Data from New Marine Market Center Management 

For the new marine market center (NMMC), it is expected that there will be 

l 00,000 - 300,000 customers per month including both wholesalers and end consumers. 

Strength of NMMC is it is a modem, and complete market, convenient, safe, stress free 

and especially supported by both private sector and government. Its weakness is 

insufficient public transportation services. 

Target group : End consumers and wholesalers in the local and nearby provinces. 

The leader of management team said that the strengths of NMMC can encourage 

customers to use the market services. Furthermore, NMMC provides a variety of marine 

products such as shrimp, octopus, and fish at reasonable prices. NMMC has more 

choices of stores for customer selection and many problems caused by traffic jam at the 

existing marine market with no parking lots will not happen at NMMC. 

NMMC public relations use television, radio, poster and billboard as media for 

advertisement. 

3.4 Data Analysis 

Sample Characteristics 

Customers are the sole judges of attitudes and services provided. Kinds of 

customer, purchasing behavior, product distribution and their behavior of information 

acceptance affect the way people choose to use the market services. Therefore, the 

discussion of customer satisfaction is considered to be relevant in this study. 
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The output of the questionnaire for customer attitude towards NMMC in 

Samutsakhon province for Social Science (SPSS) Software is analyzed by using 

statistical package. 

3.5 Discussion 

After 400 questionnaires were filled m by respondents, the results of each 

question were found as follows; 

Valid Cumulative 
Frequency Percent Percent Percent 

fValid end consumer 311 77.8 77.8 77.8 
wholesaler 89 22.3 22.3 

I 
100.0 

Total 400 100.0 100.0 

D end consume1 

22.3% • wholesaler 

77.8% 
-- -~ -----------------~- ---·-·----------- ---------

Figure 3 .1. Kinds of Respondent. 

From the result, it shows that people who come to buy marine products at the 

existing marine market are more end consumers (311 people or 77.8 percent) than 

wholesalers (89 people or 22.3 percent) who come to buy the products for distribution. 
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Valid Cumulative 
Frequency Percent Percent Percent 

Walid less than or 4 times/week 175 43.8 43.8 43.8 
5-7 times/week 165 41.3 41.3 85 
8-10 times/week 37 9.3 9.3 94.3 
More than 10 times/week 23 5,8 5.8 100,0 

Total 400 100.0 100.0 

less than or 4 5-7 times/week 8-10 times/week More than 10 

times/week times/week 

Figure 3.2. Buying Frequency. 

From the result, it shows that most people (175 people or 43.8 percents) come less 

than or 4 times per week to buy marine products at the existing marine market. Out of 

the remaining 165 people or equal to 41.3 percent come 5-7 times per week, 3 7 people 

or equal to 9.3 percent come 8-10 times per week and 23 people or equal to 5.8 percent 

come more than 10 times per week respectiveiy. 
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l Valid Cumulative 
Frecmency Percent Percent Percent 

Walid less than 10 kg/time 264 66.0 66.0 66.0 
1 I 1 

j 11-20 kg/time 31 7.8 7.8 73.8 
21-30 kg/time 8 2.0 2.0 75.8 

More than 30 kg/time 97 24.3 24.3 100.0 

Total 400 100.0 100.0 

less than 10 11-20 21-30 More 

kg/time kg/time kg/time than 30 kg/time 

Figure 3 .3. Buying Quantities. 

From the result, it shows that most people (264 people or 66 percent) buy marine 

products less than or 10 kilograms per time. Out of the remaining 97 people or equal to 

24.3 percent buy more than 30 kilograms per time, 31 people or equal to 7 .8 percent buy 

11-20 kilograms per time and & people or equal to 2 percent buy 21-30 kilograms per 

time respectively. 
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I Valid Cumulative 
Frequency Percent Percent Percent 

Ki'alid less than 1000 baht/time 213 53.3 53.3 53.3 
1001-2000 baht/time 50 12.5 12.5 65.8 I 
2001-3000 baht/time 19 4.8 4.8 70.5 

I More than 3000 baht/time 118 29.5 29.5 100.0 

Total 400 100.0 100.0 

less than 1000 1001- 2001- More 

bahVtime 2000 bahVtime 3000 bahVtime than 3000 I 

l 
I I 

I ---- - --------------------------------~- _____ j 

Figure 3.4. Buying Budgets. 

From the result, it shows that most people (213 people or 53.3 percent) have 

buying budget less than 1,000 baht per time to buy marine products. Out of the 

remaining 118 people or equal to 29.5 percent have buying budget more than 3,000 baht 

per time, 50 people (12.5%) have buying budget between 1,001-2,000 baht and 19 

people (4.8%) have buying budget 2,001-3,000 baht at a time. 
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Valid Cumulative 
Frequency Percent Percent Percent 

Valid cash 326 81.5 81.5 81.5 

credit term 74 18.5 18.5 100.0 

Total 400 100.0 100.0 

D cash 
19% 

D credit terrn 

81% 

Figure 3.5. Kinds of Payment. 

From the result, it shows that most people (326 people or equal to 81.5 percent) 

buy marine products at the existing marine market in cash whilst some people (7 4 

people or equal to 18.5 percent) pay on account 
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Valid Cumulative 
Frequency Percent Percent Percent 

Valid regular customer 156 39.0 39.0 39.0 
irregular customer 244 61.0 61.0 

I 
100.0 

I Total 400 100.0 100.0 

r-----~--
, 

ltJ- --re~ul:;-:ustomer 

I • irregular customer 

I 
------- J 

Figure 3.6. Buying Characters. 

From the result, it shows that most people who come to buy marine products at 

the existing marine market 244 people or equal to 61 percent are irregular customers 

and remaining 156 people or equal to 39 percent are regular customers. 
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Group FACTORS Factors that make respondents come tu buy 

(Value tabulated = 1) 

Pct of Pct of 

Dichotomy label Name Count Responses Cases 

convenient transport CONVENIENT 299 24.3 74.8 
pnce PRICE 328 26.7 82.0 
quality of goods QUALITY 298 24.3 74.5 
safety SAFETY 133 10.8 33.3 
market layout LAYOUT 75 6.1 18.8 
parking lot services PARKING 95 7.7 23.8 

--
Total responses 1228 100.0 307.0 

0 missing cases; 400 valid cases 

400 

convenient price quality of goods safety market layout parking lot 

service:s 

Figure 3. 7. Factors for Buying Marine Product1' at Existing Market. 

From the result, it shows that price of goods (26.7 percent) is the highest 

important factor, which can attract most people to buy marine products at existing 

marine market. Convenience of transportation (24.3 percent) and quality of goods (24.3 

percent) are important respectively, while parking lots (7.7 percent) and market layout 

(6.1 percent) of existing marine market are not the main factors, which attract people to 

buy marine products here. 
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Valid Cumulative 
Frequency Percent Percent Percent 

!Valid less than or 5 days/time 47 52.8 52.8 52.8 
6-10 days/time 23 25.8 25.8 78.7 
11-15 days/time 9 10.1 10.1 88.8 
More than 15 days/time 10 1L2 1L2 100.0 

Total 400 100.0 100.0 

·~~----------····--------------·-·----·---·-·--··--····-- ----1 

I 

40 

20 

I 

I 

0 
Valid less than or 5 6-10 days/time 11-15 More than 15 

days/time days/time days/time 

--- ·-~~----~----~--

Figure 3.8. Periods of Time for Product Distribution. 

From the results, it shows that most wholesalers {47 people or equal to 52.8 

percent) do not take more than 5 days to distribute their marine products but some 

wholesalers 23 people or equal to 25.8 percent take 6-1{) days per time, 10 people or 

equal to 11.2 percent take more than 15 days and 9 people or equal to l 0.1 percent take 

11-15 days per time to distribute their marine products. 
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' 
Valid Cumulative 

Frequency Percent Percent Percent 
Valid own storage 73 82.0 82.0 82.0 

Rent others· cold storage 16 18.0 18.0 100.0 

Total 89 100.0 100.0 

,---~--, 
I Ell own storage I 

i D rant others cold storage i 
L_ _ j 

18% 

82% 

---- -------···- - -·~------ ---------- -- ------- --·-- ---------------

Figure 3.9. Stock Keeping Characteristics. 

From the result, it shows that most wholesalers {73 people or 82 percent) have 

their own storage to keep their marine products for distribution and some of them do not 

have own storage and have to rent cold storage from others. 
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Group PROBLEM Problems that respondents face 

(Value tabulated = l) 

Dichotomy label Name Count 

Rotten ROTTEN 39 
Higher price HIGHPRICE 146 
Disordered Layout DISORDER 314 
Undersized UNDERSIZ 101 
Traffic jams TRAFFIC 68 
Impolite sellers IMPOSELL 138 
Others OTHERS 27 

Total responses 833 

18 missing cases; 382 valid cases 

400 

300 

200 

100 

0 

Pct of 

Responses 

4.7 
17.5 
37.7 
12.1 
8.2 

16.6 
3.2 

100.0 

rotten higher price disordered undersized traffic jams lrnpolite others 

layout sellers 

Pct of 

Cases 

10.2 
38.2 
82.2 
26.4 
17.8 
36.1 

7.1 

~. ~ .. ~ .. 

218.1 

l I 
\_---~-----~-~------~---·--------------- --~-----~ 

Figure 3.10. Problems in Buying. 

From the result, it shows that the main problem for customers when they come to 

buy marine products at existing marine market is the disordered layout of the market 

(37.7 petcent). However, price of goods (17.5 percent) and impolite sellers {16.6 

percent) are also important problems. Undersized goods (12.1 percent) and other 

problems (parking lot services equal to 3.2 percent) are problems in buying too, 
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j Cumulative 
Frequency Percent Valid Percent Percent 

rvalid Yes 338 84.5 84.5 84.5 

l 
No 62 15.5 15.5 100.0 

Total 400 100.0 100.Q 

D I 
i Yes I 

16% I I 
I ml No I 
I - J ] ___ 

84% 

I L____ ___ _ 

Figure 3.11. Project Acknowledgement. 

From the result, it shows that most people (338 people) acknowledged the New 

Marine Market Center. However, there are some people (62 people) who did not 

acknowledge the proj eet. 
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Group IMPROVE Requirements for NMMC Improvement 

(Value tabulated = l) 

Pct of Pct of 

Dichotomy label Name Count Responses Cases 

Convenient transport CONTRAN 166 11.1 41.9 
Market layout LAYOUTS 294 19.7 74.2 
Clean market CLEAN 25-0 16.8 63.1 
Good quality GQUALITY 142 9.5 35.9 
Goud price GPRICE 173 11.6 43.7 
Sellers manner sGSELLERS 185 12.4 46.7 
Parking lots PARK 231 15.5 58.3 
Others OTH 49 3.3 12.4 

--
Total responses 1490 100.0 376.3 

4 missing cases; 396 valid cases 

rotten higher price disordered undersized traffic jams impolite others 

layout sellers 

Figure 3.12. Requirements fur NMMC Improvement. 

From the result, it shows that most people require NMMC to improve market 

layout (19.7 percent), cleanliness of market (16.8 percent) and parking lots (15.5 

percent) to be better than existing marine market.12.4 percent, 11.6 percent, l l.l 

percent, 9.5 percent and 3.3 percent require improvements on sellers' manner, price, 

transportation, quality of goods and others (safety of market) respectively. 
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Cumulative 
Frequency Percent Valid Percent Percent 

Valid Agree 86 21.5 21.5 21.5 
Disagree 181 45.3 45.3 66.8 

Nu Comment 133 33.2 33.2 100.0 

Total 400 100.0 100.0 

21.5% Id Agree 

r---- \ • Disagree 

I 
L~ No Comm_:i~t_j 

45.3% 

Figure 3 .13. Attitudes to\Vmd Existing Marine Market Moving to NMMC. 

From the result, it shmvs that most people (18 l people) disagree to move the 

existing marine market to NMMC completely. For people who have no comment is 

equivalent to 133 people or 33.2 percent and last group is 86 people or equivalent to 

21.5 percent who agree. 
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j 
)Frequency 

Cumulative 
r Percent Valid Percent Percent 
!Valid Channel 3 83 20.8 20.8 20.8 

Channel 5 38 9.5 9.5 30.3 

Channel 7 1-04 26.0 26.0 56.3 
Channel 9 60 15.0 15.0 71.3 
Channel 11 21 5.3 5.3 76.5 

ITV 94 23.5 23.5 rno.o 
Total 400 100.0 100.0 

150 

100 

I 

50 / I 

Channel 3 Channel 5 Channel 7 Channel 9 Channel 11 IN 

- - -

Hgure 3.14. Frequency ofTV C1nmnel Watching. 

From the result, it shows that channel 7 {2u percent) has the highest frequency of 

customer watching. There are 94 people or equivalent to 23 .5 percent vvilo watch 

channel ITV. And there are 2D.8 percent, 15 percent and 9.5 percent of people who 

watch channel 3, channel 9 and channel 5 respectively. 
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j j Frequency 
Cumulative 

Percent Valid Percent Percent 
Valid 00.01 - 06.00 hours 21 53 5.3 5.3 

06.01 - 12.00 hours l 
114 28.5 28.5 33.8 

12.01 - 18.00 hours 139 34.8 34.8 68.5 
l 8.01 - 24.00 hours 126 31.5 31.5 100.-0 

Total 400 100.0 100.0 

00.01 - 06.01 - 12.01 - 18.01 -

06.00 hours 12.00 hours 18.00 hours 24.00 hours 

Figure 3.15. Frequency ofTime Period for Watching TV. 

From the result, it shows that the highest frequency of time period that 

respondents watch TV is 12.-01-18:00 hours with 139 people or equivalent to 34.87 

percent. Second is 18.01-24.00 hours, with 126 people or 31.5 percent. Third is 06.01-

12.-00 hours, with 114 people or 28.5 percent. Last is 00.01--06.00 hours, with 21 people 

or 5.3 p"rcent. 
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' 
Cumulative 

Frequency Percent Valid Percent Percent 
tvalid AM 159 39.8 39.8 39.8 

FM 241 60.3 60.3 100.0 

Total 400 100.0 100.0 

- ·-------- - ------------·· ------ -------- -------- - ---- ----~-1 

Figure 3.16. Frequency of Radio Wave Listening. 

Frequency Modulation {FM) has the highest customer's interest to listen. There 

are 241 people or equivalent to 60 .3 percent from a total of 400 respondents. Remaining 

people who do not listen to FM are interested to listen to AM {Amplitude Modulation) 

with 159 people or equivalent to 39 .8 percent. 
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l 
Valid 00.01 - 06.00 hours 

06.01 - 12.00 hours 

12.01 - 18.00 hours 

lS.-Ol -24.00 hours 

Total 

Frequency Percent 

32 8.0 
118 29.5 

130 32.5 

120 30.0 
400 100.0 

8% 

32% 

Valid Percent 

8.0 
29.5 

32.5 

30.0 
100.0 

l:D 00.01~06.00 hours! I: 

ID 06.01 - 12.00 hours[ 
lo 12.01 -18.oo hours\ I 
I 111 s.01 - 24.00 hod I 
-- ---------- ----- I 

30% 

~~~~~~~~~~~~ I 

.CumulativeJ 
Percent 

8.0 
37.5 

70.0 

100.Q 

Figure 3.17. Frequency of Time Period fur Listening Radio. 

From the result, it shows that most respondents frequently listen to the radio at 

12.01-18.00 hours with 130 people or equivalent to 32.5 percent. Second is 18.01-

24.00 hours, with 120 people or 30 percent. Third is 06.01-12.00 hours, with 118 

people or equivalent to 29.5 percent. Last is 00.01-06.00 hours, with 32 people or 

equivalent to 8 percent. 
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less than or 4 

times/week 

Interviewer end consumer 130 

wholesaler 45 

Total 175 

~18 
' 

More than 1 O times/week 

5-7 times/week 

•s 
129 

I 31 

8-1 O times/week 

I 
less than or 4 timeslweek 45 

-1 

0 50 

Buying Times/Week 

5-7 8-10 

times/week times/week 

134 29 

31 8 

165 37 

l 134 

I 
I 

1130 

I 

100 

More than IO 

times/week 

150 

18 

5 

23 

--i 
r···--~-11 

1 •wholesaler 1 i 

lo eod '°"~"m.J ! 

I 

I 

Total 

311 

89 

400 

Figure 3 .18 Relationship between Kinds of Respondent and Buying Time per Week 

Most end consumers come 5-7 times per week to buy marine products at existing 

marine market. There are 134 people from a total of 311 end consumers. And there are 

130 people, 29 people and 18 people who come less than or 4 times per week, 8-10 

times per week, and more than 1 Q times per week, respectively, 

For wholesalers, 45 people from 89 people come less than or 4 times per week to 

buy marine products. And there are 31 people, 8 people and 5 people who come 5-7 

times per week, 8-10 times per week and more than l 0 times per week, respectively. 
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Buying Quantitiesffime 

Less than or 11-20 21-30 more than 30 Total 

10 kg/time kg/time kg/time kg/time 

Interviewer end consumer 263 30 8 10 

wholesaler l 88 

Total 264 30 8 98 

1-, --------

1
11 

0 less than or 10 kg/time I I 
• 11-20 kg/time '[ I 

1_

1

, 021-30 kg/time j I 

D more than 30 kg/time 1 

! 

300 

200 / 

100 

end consumer wholesaler 

Figure 3.19. Relationship betV\reen Kinds of Respondent and 
Buying Quantities per Time. 

311 

89 

400 

From the result, it shows that most end consumers {2~3 people) buy less than or 

rn kilograms of marine products per time whilst wholesalers {88 people) buy more than 

3{) kilograms per time and there is only one wholesaler this research who buys less than 

10 kilogram per time. For buying l l-20 kilograms, more than 30 kilograms and 21-31) 

kilograms per time, there are 30 people, IQ people and 8 people respectively. 

42 

I 



1 

l 
J 

Interviewer 

Total 

end consumer 

wholesaler 

250 

200 /, 
I 

~ ' 150 / i 

100 

5o / I 

0 

Less than or 

1000 

baht/time 

213 

I 213 

Less than or 1001-2000 

1000 bahtltirne baht/tirne 

Buying Budgets/Time ' 

lOOl-2000 2001-3000 more than Total 

baht/time baht/time 3000 

baht/time 

50 19 29 311 

I 
89 89 

50 19 118 400 

[ 0 ~~d-;onsu~J l 
I I I 
I •wholesaler I 
L ... _______ J I 

I 
I 

I 

2001-3000 more than 3000 

bahtltirne bahtltirne 

---- ---- ~----,----~--~- --··--··---- --·----·-·~! 

Figure 3.2D. Relationship behveen Kinds of Respondent and 
Buying Budgets per Time. 

.. 

From ihe result, it shows ihat most end consumers {2 l 3 people) have buying 

budgets less than or 1,000 baht per time ·whilst all wholesalers {89 people) have buying 

budgets more than 3,000 baht at a time. For end consumers who have bU)'ing budgets at 

1,001 - 2,000 baht, more than 3,000 baht and 2,001 - 3,000 baht per time, are 50 

people, 29 people and 19 people, respectively. 
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Kinds of Payment f i 

Cash Credit Term Total 

interviewer end consumer 311 311 

wholesaler 15 1 74 89 

Total 326 74 400 

;----1 

400 
iocash 1 I 
l ii 
111 Credit Term i I 
L ___ . ________ j I 

200 

I 
I 

I 0 

I end consumer wholesaler 
' 

L~~ 

Figure 3.21. Relationship between Kinds of Respondent and Kinds of Payment. 

From the result, all end consumers {311 people) buy marine products by cash; 

however, 15 wholesalers buy marine products by cash and 74 wholesalers buy it on 

credit, 
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Suying Characteristics 
r 
I 

regular l irregular l Total 

customer I customer 
J 

j interviewer end consumer 71 J 240 J 311 

l 
Total 

wholesaler 85 
j 

4 89 
I 

156 l 244 400 

300 

200 

100 

0 

end consumer wholesaler 

Figure 3.22. Relationship between Kinds of Respondent and Buying 
Characteristics. 

from the results, most wholesalers (85 people from 89 people) are regular 

customers but there are only 4 people being irregular customers. And for end 

consmners, most of them are irregular customers (240 people from 311 people) and 

only 71 people are regular customers, 
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Acknowledgement 

) Yes No Total 

interviewer end consumer 270 41 311 

wholesaler 68 21 89 

] Total 338 <52 I 400 

end consumer wholesaler 

Figure 3.23. Relationship between Kinds of Respondents and 
Acknowledgement of NMMC. 

From the result, it shows that most end consumers {27-0 people) and wholesalers 

(68 people) acknowledge New Marine Market Center Construction. There are 41 end 

consumers and 21 wholesalers ·who do not acknowledge the project 
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1 
JvlarketJ\.1.overnent 

Agree Disagree No Cotntnent Total 

interviewer end consumer 58 154 99 311 
l 

wholesaler 28 27 j 34 89 

I 
) Total 86 181 133 400 

end consumer wholesaler 

0Agree 

•Disagree 

DNo Comment 

Figure 3.24. Relationship between Kinds of Respondent and Acceptance of 
Market Movement. 

From the result, it shows that most end consumers (154 people) disagree to move 

the existing marine market to N}.,1MC completely. However, most wholesalers \34 

people) have no comment about the existing marine market. Nevertheless, there are 28 

wholesalers, who agree and 27 Vvilolesalers, who disagree. 
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j 

l 

J 

l 

l Buying Quantities/Time 
J 

less than 11-20 21-30 more Total 

or 10 kg/time kg/time than 30 

kg/time kg/time 

Buying Times/Week less than or 4 times/week 101 18 7 49 175 

Total 

5-7 times/week l 118 11 1 35 165 

8-10 times/week 29 l 8 37 

more than 10 times/week 16 

I 
l 6 

I 
23 

264 30 8 98 400 

---------------------------------------------- ------- . ====:l 

[CJ less than or 4 times/weeki I 
I fl 
I. 5-7 times/week I I 
I II 
I D 8-10 times/week j ! 
I Ii 
ll::J more than 10 time~/weekj I 

150 

I 

50 

less than 11-20 21-30 more than 

or 1 O kg/time kg/time 30 kg/time 

Figure 3 .25. Relationship between Buying Time per Week and Buying 
Quantities per Time. 

From the result, it shows that most customers (118 people) buy less than or 10 

kilograms of marine products per time and come 5-7 times per w--eek to buy at the 

existing market. Secondly, 101 people come to buy less than or 4 times per week at the 

same buying quantity (less than or 10 kilograms per time). Thirdly, 49 people come to 

buy less than or 4 times per week with more than 30 kilograms of buying quantity per 

time. 
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l Buying Budgetsfrime r 

tcssthan lOOl· 2001- more than 

-Of 1000 2000 3000 lOOO T-Otal 

baht/time baht/time bahtltime baht/time 

Buying Times/Week less than or 4 times/week 92 12 15 56 175 

Total 

5-7 times/week 85 28 

8-10 times/week 1 23 6 

more than l 0 times/week 13 4 
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Figure 3 .26. Relationship between Buying Time per Week and Buying Budgets 
per Tim_~, 

From the result, it shows that most customers (92 people) come to buy marine 

products less than or 4 times per week at the existing marine market with their buying 

budgets less than or 1,000 baht per time. Secondly, 85 people come 5-7 times per week 

at the same buying budgets (less than or l,000 baht per time). Thirdly, 56 people come 

less than or 4 times per week with their buying budgets more than 3,000 baht per time. 
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l Buying Budgetsffime 

less than iOOi· 200i- more than 

-Of 1000 woo 3000 3000 T-Otat 

baht/time baht/time baht/time baht/time 

Buying Times/Week less than or 10 kg/week 206 50 7 1 264 

11-20 kg/week 6 10 l 14 30 

21-30 kg/week l ] 

I 
2 l 6 8 

more than 30 kg/week I 1 97 98 l l Total I 213 50 l 19 118 400 

less than or 11-20 21-30 more than 
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Figure 3.27. Relationship between Buying Quantities per Time and Buying 
l3udgets per Time. 

From the result, it shows that most customers (206 people) buy marine products 

less than or IO kilograms with their buying budgets less than or 1,000 baht at a time. 

Secondly, 97 people buy the products more than 30 kilograms with their buying budgets 

more than 3,000 baht per time. Thirdly, 50 people buy the products less than or JO 

kilograms vvith their buying budgets 1,001-2,000 baht at a time. 
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TV Time 

00.01 - 06.01- 12.01 - 18.01 - Total 

06.00 hr. 12.00 hr. 18.00 hr. 24.00 hr. 

interviewer end consumer 13 112 136 50 311 

Total 

wholesaler 8 2 

21 114 

end consumer wholesaler 

3 

139 

76 

126 

j600.01 ~ 06.00 ~l 
I I!! 06.01 - 12.00 hr. 

D 12.01 - 1a.oo hr. 

89 

400 

Figure 3.28. Relationship between Kinds of Respondent and Frequency of Time 
Period for Television. 

From the result, it shows that most end consumers favor to watch television at 

12.01-18.00 hours, with 136 people from 311 people. For 06.01-12.00 hours, 18.01-

24.00 hours, and 00.01-06.00 hours there are 112 people, 50 people and 13 people, 

respectively. And most wholesalers favor to watch television at 18.01-24.00 hours, with 

76 people from 89 people. For 00.01-06.00 hours, 12.01-18.00 hours and 06.01-12.00 

hours there are 8 people, 3 people and 2 people, respectively. 
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Radio Time 

00.01- 06.01- 12.01 - 18.01 - Total 

06.00 hr. 12.00 hr. 18.00 hr. 24.00 hr. 

interviewer end consumer 14 116 126 55 311 

Total 

wholesaler 18 2 4 65 89 

32 118 130 120 400 

D 00.01 - 06.00 hr. 
150 

Do6.01 -12.00 hr. 

100 D 12.01 - 18.00 hr. 

D 18.01 - 24.oo hr. 

I 50 

I 
0 ~1::e~nd·c-on~su-me~r..J1111..Jw1ho1leseale~ra..1,, 

L______ -----~----- -·-----~--~- ---- -------- ---- -----------
Figure 3.29. Relationship between Kinds of Respondent and Frequency of 

Time Period for Radio. 

From the result, it shows that most end consumers frequently listen to the radio at 

12.01-18.00 hours, with 126 people from 311 people. For 06.01-12.00 hours, 18.01-

24.00 hours, and 00.01-06.00 hours there are 116 people, 55 people and 14 people, 

respectively. And most wholesalers frequently listen to the radio at 18.01-24.00 hours. 

There are 65 people from 89 people. For 00.01--06.00 hours, 12.01-18.00 hours, and 

06.01-12.00 hours there are 18 people, 4 people and 2 people, respectively. 
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3.6 Reliability 

The following figure shows alpha coefficient value. 

****** Method 1 (space saver) will be used for this analysis 

RELIABILITY ANALYSIS - SCALE (ALPHA) 

****** 

N of Cases= 400.0 

Alpha = .5468 

N ofltems = 32 

From the above, alpha coefficient equals to 0.5468. 

Figure 3.30. Reliability Analysis. 

The confidence level is greater than five percent because it was caused by 

administrative errors. Sample selection error might be the cause of research bias 

because interviewers might interview the persons who were not target groups of the 

research. Secondly, data processing error might happen because too much data was 

keyed into the computer and there is possibility of pressing the wrong key. Finally, 

interviewer cheating might also be the cause of research bias because interviewers 

might fill up the questionnaires by themselves. 

From the above result, the statistics will become more similar if interviewer has 

basic conversation with respondents before let them do questionnaires in order to ensure 

that target groups of research are selected. Secondly, researcher should have time to 

review total data keyed before printing the result out in order to avoid pressing the 

wrong key. Especially, researcher should have more concentration on distribution of 

questionnaire and having awareness about the failure or research from interviewer 

cheating. 
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IV. CONCLUSIONS AND RECOMMENDATIONS 

4.1 Conclusions 

The size of population totals 400 respondents. They are separated into end 

consumers, totaling 311 respondents and wholesalers totaling 89 respondents who come 

to buy marine products at existing marine market. 

Nowadays, most people come to existing marme market for buying manne 

products less than or 4 times per week using a budget of less than or equal to 1,000 baht 

to buy marine products of 10 kilograms or less at a time. Most of them are irregular 

customers and use cash to buy the products. However, when respondents were separated 

in 2 groups of end consumers and wholesalers and brought them to relate with buying 

quantities, it is found that only end consumers mostly bought marine products 10 

kilograms or less per time whilst most wholesalers bought more than 30 kilograms per 

time. As for the payment method of respondents, it is found that all end consumers who 

were our respondents in this research bought the products by cash and most wholesalers 

bought on credit. Moreover, it is found that most end consumers were irregular 

customers while wholesalers were mostly regular customers. 

The important factors, which attract them to buy marine products at the existing 

market, are prices of goods, convenience of transportation and quality of goods. 

To keep their marine products, most wholesalers have their own storage and try to 

distribute their products 5 days or less per time. And the problems that are often faced 

by the respondents are disorderly layout of market, high price of goods and traffic jam. 

For project acknowledgement, most end consumers and wholesalers acknowledge 

the project construction and they would like the project to have improvement on market 

layout, cleanliness of market and parking lot service, respectively. Although they 
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mostly acknowledged the project construction, they disagreed to move the entire 

existing marine market to New Marine market Center (NMMC). When respondents 

were asked relating to acknowledgement of project construction and the acceptance of 

market movement, it is found that most end consumers acknowledged project 

construction. But they mostly disagreed to move the market whilst most wholesalers 

acknowledged project construction but they had no comment about market movement. 

It may be caused by weaknesses of NMMC' s advertisement, as it cannot sufficiently 

transfer the information about NMMC to the general audience. Therefore, the 

weaknesses of advertisement cause people not to know the real objectives of NMMC 

and may bring failure to the business. 

As for television channel, channel 7 was most frequently watched by respondents 

between 12.01-18.00 hours and for radio waves, the most popular wave that most 

respondents frequently listened to was FM (Frequency Modulation) between 12.01-

18.00 hours. When respondents were asked relating to the time of television and radio, 

we found that most end consumers watched television at 12.01-18.00 hours and listened 

to radio at 12.01-18.00 hours while most wholesalers watched television at 18.01-24.00 

hours and listened to radio at 18.01-24.00 hours. 

4.2 Recommendations 

From buying behavior studied, most people came to buy marine products for self­

consumption. However, there were some people who came to buy marine products for 

distribution. Most end consumers who came to existing marine market around 4 times 

with their buying budgets less than 1,000 baht and buying marine products not more 

than 10 kilograms at a time were irregular customers and used cash to buy the products. 
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The results can be a guideline for NMMC management to set a promotional plan in 

order to attract people to buy marine products at NMMC more easily. Therefore, cutting 

price off promotion will be an appropriate promotion for attracting people. Because the 

results of research show that most people did not have too much buying budget. So, if 

they were able to buy more products from NMMC than existing marine market with the 

same buying budget, they would be satisfied to buy at NMMC more than buying at 

existing marine market. According to the wholesalers, they came to buy marine 

products more than 30 kilograms at a time for distribution. So, using discount price 

should be applied too. Nevertheless, they cannot buy marine products with credit at 

NMMC like buying at existing marine market but they can make higher profits with the 

same buying budget. Especially, offering NMMC's cold storage for rent to keep their 

marine products at reasonable rates, it will be the best proposal to the wholesalers 

because they do not want to waste time looking for rentable cold storage which is 

difficult to look for, especially at peak time when the rent rates are too high. 

Consequently, the quality of their marine products will go down because of time wasted 

looking for renting cold storage. This causes low selling price and then low profits 

received. Within 5 days at a time for distribution, NMMC management should be able 

to estimate the vacant time of cold storage so that they can previously estimate 

consecutive offering to their customers. 

And the results of research shows that advantages of existing marine market are 

price of goods, convenience of transportation and quality of goods and disadvantages 

are disorderly layout of market, inadequate parking lots, safety, impolite sellers and 

traffic jams. For market layout, the project should have a layout plan of each area for 

the customers. Because end consumers who prefer to look for their goods by continuous 

walking or wholesalers who prefer to buy from accustomed sellers have to face the 
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disorderly market layout at the existing market. Hence, a layout plan for each area can 

offer more convenience and attract customers to buy the marine products at NMMC. 

About the impolite manner of sellers, undersized product, unreasonable prices and 

product quality, the top management of the project should not overlook these problems. 

They should have opinion boxes in order to receive customer's opinions and should 

appoint a surveyor team to operate continuous survey in each area in order to be in 

charge of market discipline. Training sellers is very important in order to correct their 

manner and it should be set in the plan schedule also. Because NMMC is located around 

5 kilometers far from town, convenience of transportation for customers is an important 

factor that top management cannot disregard. Both government and private investments 

have the same thinking to move the local bus station to NMMC because the existing bus 

station is too old and narrow with many problems regarding the location whilst NMMC 

has sufficient area to receive more than 200 buses. With the wide area of NMMC and 

good traffic system set, the customers will not have parking lot problems and traffic 

stress. 

For New Marine Market Center (NMMC), we found that most respondents 

acknowledged the project but they disagreed to move the existing marine market to 

NMMC completely. Therefore, NMMC management should always remember that 

failure of advertisement can bring about business failure. They should have more 

advertisement plan about the project in order to make the people aware about the 

project's information and news, especially, the objectives of the project, which will 

have most benefits to them directly. Nowadays, only locating billboards in front of the 

project and distributing handbills in Samutsak:hon province have been done for 

advertisement. This is not sufficient to advertise the project in order to create the 

project's awareness to people. Television and radio are presently the most effective 

57 



media, which people frequently use to receive daily news and enterta,inment. Therefore, 

television and radio are presently selected to carry out NMMC advFrtisement. TV 

channel and radio wave, which are selected to do advertisement, are channel 7 at 12.01-

18.00 hours and FM wave at 12.01-18.00 hours because from the results of research, 

we found that channel 7 and FM wave were mostly used at the said time. 
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APPENDIX A 

QUESTIONNAIRE FOR NMMC RESEARCH 



Questionnaire 

1. Are you? 

Wholesaler End consumer ---- ----

2. Purchasing Behaviors 

2.1 How often do you come to buy marine products at this market ? 

____ Less than/or 4 times per week 

____ 5 - 7 times per week 

____ 8 - 10 times per week 

____ More than 10 times per week 

2.2 How much quantity do you purchase per time ? 

___ Less than/or 10 kilogram 

___ 10 - 20 kilogram 

___ 21 - 30 kilogram 

____ More than 30 kilogram 

2.3 How much budget do you have per time ? 

----Less than/or 1,000 baht 

___ 1,001 - 2,000 baht 

----2,001 - 3,000 baht 

----More than 3,000 baht 
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2.4 What is your kind of payment ? 

Cash ----

2.5 What is your purchasing character ? 

____ Regular customer 

Credit Term ----

____ Irregular customer 

2.6 What are the factors that make you to come and buy marine products at the 

existing market ? (can select more than 1 choice) 

____ Convenient transportation 

Price ----

____ Safety 

____ Market Layout 

____ Parking lot services 

____ Others (please specify)----------

(For end consumers skip to question 4) 

3. Product Distribution 

3.1 After how long do you distribute the products in each time ? 

----Less than/or 5 days 

----6- 10 days 

___ 11-15 days 

___ More than 15 days 

3 .2 Where do you keep your stock ? 

----Your own storage 

____ Renting other cold storage 
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4. What problems have you ever faced? (can select more than 1 choice) 

Rotten goods ---- Undersized ----

----Higher prices ----Traffic jams 

____ Disorderly Layout ____ Impolite sellers 

___ Others (please specify) ______ _ 

5. Concept tests of New Marine Market Center 

5.1 Have you ever learnt about the Newly opened Marine Market Center in 

Mahachai? 

Yes No ---- ----

5 .2 What do you want the New Marine Market Center to do to have better 

improvement than the existing marine market ? 

(can select more than 1 choice) 

____ Convenient transport 

____ Market layout 

Cleanliness ----

----Goods quality 

Prices ----

Sellers manner ----

___ Parking lots 

___ Others (please specify) ______ _ 

5.3 Do you agree if this market is completely moved to the new market? 

____ Agree 

No comment ----

----Disagree 
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6. Information acceptance behavior from media 

6.1 What is the TV channel that you frequently watch ? 

Channel 3 Channel 5 ---- ---

Channel 7 Channel 9 ---- ---

Channel 11 Channel ITV ---- ---

6.2 What is the time that you frequently watch television? 

00.01 - 06.00 hours ---

12.01 - 18.00 hours ---

6.3 What is the radio wave that you often listen to ? 

AM FM ---- ----

___ 06.01 - 12.00 hours 

___ 18.01 -24.00 hours 

6.4 What is the time that you frequently listen to the radio ? 

00.01-06.00 hours 06.01 -12.00 hours --- ---

12.01- 18.00 hours 18.01 -24.00 hours --- ---

Thank you very much for your valuable time for completing this questionnaire. 

-------- End of interview --------
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