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ABSTRACT

The purposes of this study were 1) to study the factors affecting on
customers’ decision makings to buy goods at convenient stores in Mueang
districts in Lop Buri, Saraburi and Sing Buri provinces 2) to compare the factors
affecting on the customers’ decisions above; these persons were sorted by the
genders, ages, marriage status, educational  degrees, occupations, monthly
income, kinds of stores where they have obtained services. According to the
uncertain amount of the population of customers, the researcher decided to allow
the quota sampling. All samples consisted of 400 customers buying goods at
convenient stores in Mueang districts in Lop Buri, Saraburi and Sing Buri. These
400 subjects were shared into 3 groups as follows: 134 subjects in Lop Buri, 133
subjects in Saraburi and 133 subjects in Sing Buri. The researcher collected the
data from 151 to 15:h August, 2009. The instrument was a questionnaire
constructed by the researcher. Its reliability was 0.75. The data was analyzed by
frequency, percentage, mean, standard deviation, T — Test, one — way ANOVA,
and Fisher's Least Significant Difference (LSD).

The results were as these followings:

1. in the whole picture, the factors affecting on customers’ decision
makings to buy good at the convenient stores in the mentioned areas were
ranked at high level. The factors, rearranged from the higheét to the lowest
means, were 1) products 2) offering services to the customers 3) marketing

promotion 4) prices and 5) store location respectively.
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2. for the comparison between the factors focusing on the customers’
genders and educational degrees, there was no significant difference at the .05
level. However, they were significantly different at the .05 level when this
comparison underlined the customers’ marriage status and kinds of stores where
they have acquired the services. When the aspect of monthly income was
emphasized, it was significantly different at the .01 level as well. They,
moreover, were significantly different at the .001 level for the age and

occupational features.





