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Abstract

The purposes of this research were 1) to study the behavior of foreign tourists visiting
Taling Chan Floating Market, Bangkok 2) to study the level of foreign tourists’ satisfaction
towards Taling Chan Floating Market, Bangkok. This research was a quantitative research.
The sample were tourists of 400 people. The research tool was a questionnaire which used
convenience sampling method. The results of the study revealed that most foreign tourists
were female, aged between 30 - 39 years old, graduated with bachelor’s degree, worked for
private companies, the purpose of traveling for leisure, new experiences, shopping, cultural
learning and education trip. Mostly traveled with friends and visited Taling Chan Floating Market
on Saturday, Sunday and Thai holidays respectively. It was found that most of them had the
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highest level of satisfaction per price and products and services. There was a high level of

satisfaction of distribution channels and sales promotion.
Keywords: floating Market, Satisfaction, Behavior
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