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Abstract

This research has an objective (1) to study the opinion of decision makers using traditional trade in Bangkok
and its perimeter and (2) to study factors influencing decision making to use traditional trade in Bangkok and perimeter.
The research tools are questionnaires. The sampling size is 400 people who live in Bangkok and its perimeter.
Research analyzed data by using percentage, frequency, mean, standard deviation, independent sample t-test, One
way ANOVA and multiple regression. Data was processed by using SPSS. The research result found that population
factors don’t have an influence in decision making to use traditional trade in Bangkok and perimeter. However, 7P

marketing mixed model has an influence for using traditional trade in Bangkok and perimeter.

Keywords: marketing mix tradition trade, demographic, tradition trade and consumer behavior tradition trade
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