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ABSTRACT

The objectives of the research is to study product and service purchasing
behavior in a convenient store located in a gas station in Muang district, Chiang Mai
province in order to explore that what factors that influence on their decision making and
to learn that who are the majority of the consumers. The information will enable the
business owners to develop and improve their production and merchandises in
convenient stores to respond the needs of their customers.

The data was gathered from guestionnaires and by interviewing the consumers
who came to convenient stores. The total number of the sample is 300.

The findings found that the majority of the sampie group is male, between 26-35
years old, bacheior degree graduated, a stafffemployee in private sector,has an income
more than 10,001 ba’gh/month and lives in Muang district, Chiang Mai. The further study
also indicated that gender,age,education,and income had no impact on their behavior.

The only factor that had an impact on their behavior was occupation. &



The behavior of the consumers in convenient storés iocated in gas stations was
that they tended to fill up their tanks and purchased scme goods. The frequency of their
visits was more than 7 times per month. The customers usually drove in and came
during 12:00p.m.- 18:00p.m. The average time that they spent was 10-20 minutes. These
consumers spent 51-100 bath per 1 purchase. The most selected item was carbonated
drinking water.

The opinions and attitudes on the location of the consumers were that convenient
stores should be located around suburban area. Prices and quality of the products are
as resonable as regular stores. These consumers also need service staff who is polite

and friendly. In addition, opening 24 hours a day would facilitate consumers in their visits.



