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ABSTRACT

The objective of this independent study was to examine consumer attitude towards
marketing of convenience Stores in Khet Lat Phrao, Bangkok. The study population was 400
customers of convenience stores namely 7-Eleven, 108 Shop, Family Mart, and Tesco Express in
Ladprao, Bangkok. The data collection was conducted through questionnaires and analyzed by
using descriptive statistic which consisted of frequency, percentage and mean. The research
outcomes were as follow: Most respondents were female, aged 15 - 24 years old. They were
private company officers with 10,001 - 20,000 Baht average income per month. Their educational
level was Bachelor’s Degree.

In term of their behavior aspects, most respondents tended to purchase commodities
from convenience stores. They visited convenience stores 4-6 times a week. In each visit, they
spent approximately 101 — 150 Baht. The period of time they visited convenience stores was
during 12.01 pm — 6 pm. Their preferred convenience stores were 7-Elevens. The commodities
they purchased from convenience stores most often were beverages. They tended to v;sit
convenience stores by themselves. The main reason they use services of convenience stores was
because of the accessibility of convenience stores to their residences. They tended to come back
to use services of convenience stores because of the accessibility of convenience stores to their
residences. Their tendency to purchase extra commodities other than their regular purchases was
determined by their perceptions of necessity. Their tendency to recommend their preferred

convenience stores to other people was determined by their impulsive notion.
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In term of their cognitive aspects, most respondents were aware of convenience stores’
existence in their neighborhoods. They assumed that products sold in convenience stores were
priced higher than those in traditional grocery stores. Their perception of staple products sold in
convenience stores were snacks i.e. potato chips and bubble gums. Their principal perception
towards convenience stores’ marketing strategy was printed advertisements. They believed that
purchasing products from convenience stores could enhance their consumer images as tasteful
individuals. They believed in the superior quality of products available in convenience stores
because they believed in superior management of inventory system.

In term of their affective aspects, the respondents rated their satisfaction to the marketing
mix factors of convenience stores at medium level were as follows; process, people, place, price,

physical evidence, product, and promotion, respectively.





