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ABSTRACT

Title : Correlation between Marketing Mix and Customer Selective Behavior of

Convenience Store in Phasi Charoen, Bangkok

.....2.k..r

This study aimed to marketing factors that affect service behavior at convenience store of

consumers in Phasicharoen District, Bangkok. From a sample of 400 people using the tool to

collect data, questionnaires and collected data were analyzed using statistical frequency

(Frequencf the percentage (Percentage) Average (Mean), standard deviation (Standard

deviation). Statistic used One Way ANOVA (F - tes| to test the hypothesis.

The results showed that the respondents were female, age less than 25 years old, single

status, bachelors education, staff/employee of private organizations and average income is less

than 10,000 baht per month. Behavior for a convenience store found that most buy the products

sold in convenience stores. Because facilities / services respond quickly / easily accessible. The

decisiori to use self-service. The frequency of use is less than 10 times / month, period of service

between 09:01 to 12:00 hrs., And consumers often purchase goods and services at neaxby shelters.

For the mix, found that opinions about the marketing mix of products and services sold

and the price the most, followed by the distribution.

The hypothesis testing found that overall, demographic factors, and the marketing mix

affects the service behavior of consumer at convenience store. The difference was statistically

significant at the 0.05 level.
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