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ABSTRACT

This research aimed to 1) study marketing factors affecting customer's
decision on using services at 7-Eleven Convenient Stores in Sing Buri Province and
2) compare the marketing factors when the sample was classified by gender, age,
education, occupation and monthly salary. The sample drawn using convenience
sampling was 400 customers of 7-Eleven Convenient Stores in Sung Buri Province. The
instrument used in this research was a questionnaire to a reliability of 0.96, approved by
3 experts. The data were analyzed in terms of percentage, mean, and standard
deviation. Besides, t-test was used for comparing 2 variables and One-way ANOVA was
used for comparing more than 2 variables. For pairwise comparison, Fisher's Least-

~ Significant Difference was employed.

The results of this research indicated that:

1. overall, marketing factors had much effect on customers' decision.
Considered individually, each factor was ranged in mean value from the highest to the
lowest namely: 1) place, 2) product, 3) promotion and 4) price.

2. the result of comparison showed that customers had, overall, no
differences in decision when they were classified by gender, age, education, occupation
and monthly salary at a significance level of .05. Nevertheless, when the researcher
compared in 2 variables-age and occupation, it showed a difference in customer
decisions at a significance level of .001. The other difference was found in the

comparison of these 2 variables-education and monthly salary-at a significance level of
01.





