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ABSTRACT

The objectives of this survey research were (1) to study consumer behavior in
choosing product and service of Don Wai floating market. (2) to study marketing mix
factors influencing motivation of tourists. (3) to study development of public utility system
and necessary facilities in order to meet the basic need of tourists. (4) to study the
method of development of Don Wai floating market. Questionnaires and interviews were
used as research tools to collect data. Descriptive statistics, including frequency
distribution, percentage distribution, arithmetic mean and standard deviation were used to
analyze data. The sample is divided into 3 groups which are (1) the head of the
community or the administrator of Don Wai floating market (2) 120 shop owners around
Don Wai floating market and (3) 395 tourists.

The " research = results - showed that ‘Don Wai floating market is an Attractive
cultural place for tourists because there were cooperation and support from all the people
in that community in welcoming the tourists. Moreover, the basic facilities, marketing mix,
and the conservative environment of floating market also attracted those tourists as well as
food, vegetables and fruits. However, there was the limitation in the sense of the
products, and the quality of goods correspond-to the price, including marketing push.
Moreover, some of the facilities must be developed and added for supporting convenience
to the tourists, such as ATM service, the warning sign to beware of the property, public

telephone box, and the first-aid division.



