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The purpose of this research was to examine the influence of service 
marketing mix on customer buying behavior at flea markets, in Bangkok, 
Thailand. This study was carried out between September and November 
2017. This research was quantitative in nature. The research sample 
consisted of 400 customers who had experiences in purchasing products at 
flea markets in Thailand. They were selected with a use of systematic 
sampling. A questionnaire was used to collect the data. Statistics used for 
the data analysis included frequency, percentage, mean, standard 
deviation, regression and multiple regression analysis. The research results 
showed that based on the perception of the customers, the overall service 
marketing mix was rated at a high level, and when considering each factor, 
it was found that each of the marketing mix including product, price, place, 
promotion, people, physical attributes, and process was also rated as a high 
level. Moreover, the research results also indicated that price and place had 
an effect on the number of times the customers visited the market, whereas 
physical attributes had an effect on the amount of money spent by the 
customers at each time of their visit.  
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1. Research Background and Significances 
 
The everyday life of Thai people at the present time has changed a great deal when 

compared to that in the last two decades. This is a result of a combination of economic, 
social, and environmental factors. One behavior that represents an evident example of 
Thai people’s changing life is their buying behavior of household products such as meats, 
vegetables, fruits, clothes, cooking utensils, home appliances etc. Many Thai people both 
in Bangkok and in the rural areas now seem to buy these products from flea markets 
instead of buying from supermarkets or department stores. In their views, a flea market is 
a center where a wide variety of products with low price can be found. It is also known as 
an enjoyable place where buyers can negotiate the price of the products freely.  A flea 
market attracts a diverse group of buyers ranging from office workers, Thai and migrant 
labors, home makers, factory workers, farmers etc. who seek for cheap products instead 
of quality products. The selling points of the flea market is not only cheap products, but 
also friendliness of sellers. These selling points are to make impression and satisfaction 
on buyers. They also have a role in attracting former and new buyers to the markets.  

 
The flea markets seem to play a more important role in the Thai society as many 

Thai people have been suffering with the situation of economic crisis. These people have 
less income and have to face with higher living expenses therefore they could afford to 
buy only goods that have low price. Although buyers are aware of the problem of the 
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quality of goods offered at the flea markets, they do not seem to pay attention to such 
problem as long as they are satisfied with the products’ price. With this reason, flea 
markets serve as a suitable place for people with low income and/or those with limited 
time (ABAC Poll Research Center, 2014). 

 
The Asian economic crisis not only affect purchasing power of the buyers, it also has 

an effect on the sellers at the flea markets. These sellers have to encounter with the 
problems of higher costs of production and investment. Moreover, there are more and 
more flea markets established in many communities. Therefore, the sellers have to face 
with high competition from both other sellers in the same flea market and those in other 
flea markets. The other problem encountered by the sellers as a result of the economic 
crisis is less purchasing power of the buyers.    

 
With the above reasons, the researcher is interested to conduct a research study on 

the purchasing behavior of the buyers at the flea markets and the significance of the 
marketing tools or service market mix on the buyers’ behavior. The researcher expects 
that the findings gained from this study can provide an understanding on the buyers’ 
behavior for the market owners, sellers, and other related stakeholders. It can also be 
used as guidelines for determining marketing strategies for the flea markets with the aim to 
attract more buyers as well as to satisfy their needs/wants and enable them to achieve 
maximum satisfaction from buying products at the flea markets. 

2. Objective of the Research 

This research primarily aimed to investigate the influence of service marketing mix 
on customer buying behavior at flea markets, in Bangkok, Thailand.  

3. Research Hypothesis 

This study assumes that the service marketing mix, including product, price, place, 
promotion, people, physical attributes, and process, all have an influence on customer 
buying behavior at flea markets, in Bangkok, Thailand. 

4. Review of Literature 

2.1 Concepts of Service Marketing Mix 

 
2.1.1 Definitions of Marketing Mix 
 

To date, there are a number of researchers and scholars in the field of 
marketing have attempted to define the term ‘marketing mix’. In general, the definitions 
given by these researchers and scholars are quite similar. To conclude, the marketing mix 
refers to the marketing tools that can be controlled by the organizations. The organizations 
use the combination of these marketing tools to respond to their target customers’ needs 
and wants as well as to satisfy them. In other words, the marketing mix consists of 
everything that the organizations used to persuade and attract the customers’ needs and 
wants on their products and/or services (Philip Kotler, 2003; Pibool Teepapal, 2008; Seri 
Wongmonta, 1999). 
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2.1.2 Elements of marketing mix 

 

The marketing mix for general or tangible products normally consists of 

four main aspects including product, price, place or distribution channel, and promotion. 

However, these four aspects are not sufficient enough in terms of marketing for the 

organizations that do the business involving services or intangible products. For these 

organizations, three more aspects are added. They are people, physical attributes, and 

process. This means that for the organizations that provide services such as tourism 

businesses, hotel businesses, hospitals, and airline businesses, seven marketing aspects 

are needed. Missing of one of these aspects could affect the success of the organizations. 

In other words, this could lead to the failure of the business (Somyot Ruedeesuksakul, 

2004). 

2.2 Concepts of Customer Behavior  

 
Similar to the definitions of the marketing mix, the meaning of customer behavior 

has also been defined by many researchers and scholars in the field of marketing. Based 
on the literature review, customer behavior can be defined as the decision made by 
individuals in selecting and/or purchasing products and/or services. Their decisions may 
come from different internal factors including needs/wants, motivation, feelings, habits, 
experiences, perception, touching, personality, and self-image. They may be also 
influenced by other external factors including social, economic, and cultural factors. These 
internal and external factors are found to have an influence on the ever changing behavior 
of the customers (Adul Jaturongkakul, 2000; Suporn Serirat, 1998). 

5. Conceptual Framework of the Research 

As this study aimed to examine the influence or the effect of service marketing mix 
on the buyers’ behavior at the flea markets. Independent variables of this study is the 
service marketing mix which include eight factors: product, price, place, promotion, people 
or sellers, physical attributes, and process, whereas the dependent variables are the 
customers’ buying variables. In this study, only two aspects of the customers’ buying 
variables were looked at: the frequency of their visit at the flea markets within three 
months and the average amount of money (in Thai Baht) the buyers spent at the flea 
markets. The relationship of these two groups of variables are shown in figure 1 below. 
  
 Figure 1: Independent variables and dependent variables of the research 

Independent variables Dependent variables 
 
 
 
 
 
 
 
 
 
 
 
 
 

Service marketing mix 
Product 
Price     
Place  
Promotion  
People or sellers  
Physical attributes  
Process 

Customers’ buying behavior 
 

- Frequency of visit at the flea 
market (in three months)  
- Average amount of money 
spent at the flea market (in Thai 
Baht for each visit) 
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6. Research Methodology 

As mentioned earlier that the primary objective of this study was to study the casual 
relationship between service marketing mix and the customers’ buying behavior at the flea 
markets, the quantitative research approach is deemed appropriate and enable the 
researcher to achieve this objective. A quantitative research approach is primarily used 
when the researcher seeks to find casual relationships between variables and expects that 
the results gained from the research can be generalized to the whole population. The 
nature of this study goes well with this assumption. This study was carried out over the 
three months period between September and November 2017.  

 
The population of this research were buyers of flea markets located in Bangkok, 

Thailand. The research sample of 400 buyers were selected with a use of systematic 
sampling. These buyers had to have experiences of purchasing goods at the flea markets. 
The researchers collected the data only on Saturday and Sunday between 10.00 a.m. and 
4.00 p.m. because these days and these period of times were the most visited day of the 
flea markets. Specifically, the researchers selected and collected the data for eight days 
during the study period mentioned above, and on each day, fifty respondents were 
selected for the study. 

 
The rating-scale questionnaire or the Likert scale questionnaire was used as a data 

collection tool in this study. In order to ensure the quality and rigor of the research results, 
the questionnaire was assessed in terms of its validity and reliability by using Cronbach's 
Alpha Coefficient. The results of the assessment showed that in all aspects of the items to 
be measured, the Cronbach’s Alpha Coefficient was higher than 0.7. The details of 
coefficient of each aspect of the service marketing mix are shown in table 1 below. 

 
Table 1: The Cronbach’s Alpha Coefficient of the Items in the Questionnaires 

Service Marketing Mix Aspects the Cronbach’s Alpha Coefficient 
Product .8425 
Price .7410 
Place .8656 
Promotion .7961 
People or sellers .8104 

Physical attributes .8449 
Process .7629 

 
In terms of data analysis, this study used both descriptive statistics and inferential 

statistics. In analyzing the data concerning demographic profile of the respondents 
including their gender, age, marital status, educational background, occupation, and 
average income per month, frequency and percentage were used. Mean and standard 
deviation were used in analyzing the data on service marketing mix.  

 
In analyzing the buyers’ behavior in purchasing goods at the flea markets, mean, 

standard deviation, frequency, and percentage were employed. As for the purpose of 
hypothesis testing on the influence of the service marketing mix on the buyers’ behavior in 
purchasing goods at the flea markets, inferential statistics including regression analysis 
and multiple regression analysis with the statistics significance of .05 were used.   
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7. The Findings of the Research  

The analysis of the data on the respondents’ profile showed that the majority of the 
respondents were male, aged ranging between 25 and 34 years old. The marital status 
included those who were married and still stayed together. In terms of educational 
background, they were generally graduated with bachelor’s degree.  Most of the 
respondents were employees of the private companies with an average income of 
between 10,001 and 20,000 Baht.   

 
In terms of the buyers’ behavior at the flea market, the study revealed that buyers 

generally visited the flea market around five times within three months and each time their 
average spending was 2,307 Baht. 

  
As for the respondents’ view on the significance of the overall service marketing mix, 

and on each aspect of these marketing mix (product, price, place, promotion, people, 
physical attributes, and process), it was found that overall, the respondents rated the 
significance of the marketing mix at a high level. Similarly, each of the aspect of the 
marketing mix was also rated at a high level. 

 
The data analysis gained from the use of the inferential statistics showed that the 

service marketing mix in the aspects of price and physical attributes had an influence on 
the buyers’ behavior in purchasing goods in terms of their frequency of visit at the flea 
markets whereas the physical attributes of the markets had an influence on the amount of 
money spent each time by the buyers.    

8. Conclusion and Discussion  

The results of the research showed that service marketing mix in the aspects of price 
and place had an effect on the buying behaviors of individuals who visited the flea 
markets. This study suggests that the owners of the flea markets, the sellers, and other 
related people should focus on these two aspects and utilize them to attract more buyers 
and encourage them to visit more frequently. This result is consistent with the research 
conducted by Paweena Sribunrueng (2016) and Paweena Sribunrueng, Tanakorn 
Ratchatakulpat, Bandit Pangnirund (2016) on the marketing mix on the buyers’ behavior 
and trends of their behavior in purchasing goods at the Thonburi flea market (Sanam 
Luang 2) which also found that the aspects of place and price served as the significant 
factors determining the buyers’ behavior at the flea market. 

 
Additionally, the study also revealed that the aspect of physical attributes of the flea 

market had an influence on the buyers’ behavior in terms of the average amount of money 
they spend at the market at each time. This results could provide an insight for the 
markets’ owners, sellers, and other stakeholders in design and decoration of the markets 
in order to attract the buyers to visit and spend more money. This finding is conformed 
with the study of Boonyada Pahasing (2012) who investigated the factors affecting the 
behavior and satisfaction of Thai tourists who visit Ko Kret, Nonthaburi province which 
found that the marketing mix in the aspect of physical attributes had an effect on their 
behavior with a statistics significance of .01.  

9. Suggestions and Implications  

The findings on the demographic background of the majority of the buyers of the flea 
markets which showed that the majority was male buyers, graduated with a bachelor’s 
degree, office workers, aged between 25-34 years old, got married, earned around 
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10,001-20,000 Baht, could serve as a useful information for the market’s owners, sellers, 
and other related stakeholders about who were their target markets and which marketing 
strategies should be used to meet these target markets’ needs and wants.  

 
The research findings also showed that the most convenient time for the majority of 

the buyers to visit the flea markets was between 1.01 and 3.00 p.m.  This piece of 
information could help in developing a marketing promotion plan that could effectively 
attract more buyers.  

 
Additionally, the findings provided a prediction on the buyers’ behavior that their visit 

depended on price of the products and physical attributes of the flea markets. Therefore, 
the markets’ owners, sellers, and other related stakeholders should pay attention on price 
of the products. This study suggests that sellers should set the price of the products that 
are appropriate and consistent with their quality, and are good value for money. Moreover, 
they must have clear and correct price tag for each product. They also have to emphasize 
on the location and zoning of the markets. The location of the markets must be convenient 
for the buyers to travel to. Besides, the area of the market must be divided into separate 
zones according to the types of products, for example, a zone for fresh meat, vegetables, 
fruits, home appliances etc. Each stall must be attached with clear fascia board showed its 
name, and it should place and display their products with tidiness. 

10. Expected Outcomes of the Research   

This research is expected to provide a useful insight for the owners of the flea 
markets and sellers in the market in developing their marketing plan and other related 
factors that could truly meet the buyers’ needs and wants and achieve their maximum 
satisfactions. Moreover, it could also serve as guidelines for determining their marketing 
strategies in order to attract new buyers and to retain current buyers. Last but not least, 
the researchers believe that the findings of this study could be useful for the owners of the 
flea markets and sellers in terms that they could use as information for determining or 
improving their marketing mix more appropriately. 
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