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ABSTRACT TE133788
This study aimed at examining “factors affecting the choice of convenience
stores in Chiang Rai province with emphasis on the consumer behavior in selecting
convenience stores in Esso service stations and others in Chiang Rai province. By
interviewing 300 customers who used the services of the convenience stores located in
and out of petroleum service stations. The data then were analyzed by using

percentages, frequencies and chi-square test.

The result of the study indicated that consumers were female more than male .
single status more than marriage, age between 21 — 30 years old. For educational status
majority were Bachelor degree holders. Regarding occupation majority of the

respondents worked with private firm and earning average income between 3,000 —

7,000 bath/month.

Most consumers were more satisfy with Esso convenience stores than others in
several aspects as follows: quality of product, new, fresh and not expired, proximity to
their work place and their residence, on the way to their work place, more spatious
parking lot, convenient entrance and exit ,attractive decoration and display and
atmosphere, knowledgeable and understanding staff, fast problem solving,
understanding of customers' need and courtesy . But others aspects such as pricing ,

advertising , cleanliness and services the consumers were more satisfy in other brands
than Esso Tigermart . When compare with ali aspects, Esso  convenience stores
dealers and franchise owner of Esso Tigermart had to improve in many aspects in order
to compete with competitors and survive in the situation of economic recession and
kmited consumer expenditure. Especially, Esso convenience stores dealers should pay
more attention to this business as much as the petroleum product. At the same time,
franchise owner should reduce franchise fee and share more cost of promotion than the
past in order to assist Esso convenience stores owners to maintain their business in the

long run.





