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ABSTRACT

Research Title :  Consumer Behavior in Purchasing Convenience Stores in

Luang Prabang, Laos People’s Democratic Republic

Researcher :  Mr. SENGPHET DAOVANH
Degree :  Master of Business Administration
Major : International Business and Marketing

Advisor

The objectives of this research are (1) to explore the demographic affecting to purchase
products in convenience stores in Luang Prabang, Laos People’s Democratic Republic (2) to study
Consumer Behavior in convenience store's in Luang Prabang, Laos People’s Democratic Republic
and (3) to study marketing mix in convenience stores in Luang Prabang, Laos People’s Democratic
Republic. The samples of this research are 400 consumers who buying producté in Luang Prabang,

Laos People’s Democratic Republic. Questionnaires were used to collect data.

The statistics was analyzed as percentage, mean, frequency distribution, standard deviation
and one-way analysis of variance. The results of the study showed that most consumers are females,
2ged between 23-34 years, married, hold bachelor’s degree, most are students, earned between

75.001 - 1,500,000 Lao Kip or 3,000 — 6,000 Baht. The consumers buying frequency is 1 - 2 per

wesk Purchasing expense is average 50,001 — 100,000 Lao Kip or 200 — 400 Baht at




1:00 pm — 4:59 pm. In addition, the researcher found that most of the importance of convenience
stores in Luang Prabang, Laos People’s Democratic Republic is moderate. The highest important
was product. Secondly, it was distribution and price. The least important was promotion.
Hypothesis testing revealed that the demographic of gender, age, marital status, educational level,
occupation, and income per month are associated with marketing mix of consumers in

Luang Prabang, Laos People’s Democratic Republic. In addition, the researcher found that
consumer behavior of buying frequency, period of buying, buying distribution and price rate buying
are associated with marketing mix of consumers in Luang Prabang, Laos People’s Democratic

Republic.

For this research, a specific sample survey in Luang Prabang, Laos People’s Democratic
Republic, which behaviors and the importance of marketing mix factors and living in Luang
Prabang, Laos People’s Democratic Republic to indicate behavior and the importance. Particularly
among consumers in Luang Prabang are not be representative of the population of Laos People’s
Democratic Republic. So the researchers should be studied in other large cities, the information

will be used to analyze the investment planning in the business.



