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ABSTRACT

This study aimed to examine factors and behavior associated with consumers’ purchase
of goods and services from convenience store as well as The expense per Shopping of buyers in
different socioeconomic categories and to assess consumers’ satisfaction with their purchase of
good from convenience stores in Saraphi District area of Chiang Mai Province. Information was
collected by questionnaire survey applied to 200 samples each of buyers from 7-elevent store and
those from Tesco Lotus express store making. A total too samples, Analysis was based on
descriptive statistics , weighted scores of factors affecting consumers’ purchase, the results of
Likert scale rating of consumers’ satisfaction and One Way ANOVA to verify the difference in
the expense level per shopping.

The study found the customers of 7-elevent store were generally characterized as single
female, 26 years old on the average, bachelor’s degree student/graduate, private business
employee/student, and with 11,000 baht average monthly income. The most important factor
inducing consumers to buy goods from 7-elevent store appeared to be marketing promotion such
as price reduction and gift offer, followed by the factors of price for the clear price level, and the

corporate image for it’s being known among the general public. Most sampled buyers purchased



snack and beverage for 83 baht/person on the average per visit to the 7-elevent store, during
14.01-18.00 p.m., and shopped once a week. They learned about the store’s information from
television and advertisement signs within the store. They rated their satisfaction with the store
services at moderate level and primarily with the marketing and price factors.

The sampled customers of Tesco Lotus express store were largely represented by single
female, 25 years old with bachelor’s degree education, private company employee/ student and
with 10,525 bath average monthly income. Factors leading there to purchase goods at this store
were exactly the same things as in the case of customers of 7-eleven store, Here at Tesco Lotus
express store, most buyers purchased shack and beverage at 73 bath/person on the average per
store visit which was generally during 14.01-18.00 p.m., and they did the buying here once a
week on the average. They learned of the store information from television and in-house
advertisement. The majority of the samples expressed their satisfaction with the store services as
moderate and mostly with the marketing and price factors.

The total express per shopping was different statistically significant between shoppers at
7-eleven and these at Tesco Lotus express, 83 bath versus 73 bath per person per store visit. The
total expense per shopping of customers classified by gender, education occupation and income
alse appeared different at statistically significant level between the two stores under study.
Specifically, people characterized as female with bachelor’s degree education, having fixed
income in the range of 15,000-30,000 bath per month would have the tendency to spend more

where shopping at 7-eleven compared to the purchase at Tesco Lotus express.



