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ABSTRACT

This study aims to study about customer behavior to purchase the product
following the promotion and analyze the promotion effectiveness. In this research, the
researcher use quantitative research to descriptive and evaluate the satisfaction of 7-
eleven’s customer. Descriptive research help researcher understand characteristic of
customer such as what customer wants and needs, age of customer, and also their
lifestyle. If the researcher know the basic information of customer it’s easier than
other technique to reach the customer’s mind.

The researcher use survey technique by create the questionnaire to customer
who buy the product at 7-eleven or interested in 7-eleven’s promotion. This method
will help researcher to measure the demand of customer who will come to buy the
product at 7-eleven by promotion in the future. The questionnaire was employed to
survey 400 respondents who shopped at convenience store, this sample not select base
on gender but include customer of both male and female who purchase product at 7-
eleven more than one time.

The finding showed that the majority were female 291 persons or 72.8% were
male with a total of 109 people, representing 27.3% with the age between 25-34 years
221 persons representing 55.3%.The study found that the majority of the bachelor
degree maximum of 293 persons representing 73.3% and the majority of monthly
income at 5,000-15,000 of 125 persons representing by 31.3%. The majority of people
in this case focusing on place and their characteristics first so the researcher can
explain that customer behavior and marketing mix are influences to customer
purchasing.
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CHAPTER1

INTRODUCTION

1.1 Background

From the topic “How promotion at 7-Eleven influences to customer
purchasing” should start by the history of 7-Eleven (convenience store). Seven Eleven
is the largest convenience store chain in the world it has more than 54,200 branches in
16 countries. The company’s first convenience store also known as Tote stores since
customers "toted" away their purchases and some even sported genuine Alaskan totem
poles in front.

In 1946, 7-Eleven open 7 a.m. until 11 p.m., 7 days a week and in 1999 the
company has changed the name from The The Southland Corporation to 7-Eleven,
Inc. In Thailand, Seven Eleven is a new retail shop open 24 hours under CP All Public
Company Limited. Seven Eleven in Thailand located on Patpong Road in 1989 and
nowadays seven eleven has more than 8,000 branches in Thailand, and more than
4,000 branches only in Bangkok. Seven Eleven has many services such as Counter
Service for pay bill, and top up money for mobile phone.

Nowadays, there are many competition of every convenience store in Thailand
and strategies of each brand are promotions especially 7-eleven they create new
promotion every month. There are examples of promotion of 7-eleven are following:

Buy coffee or tea in the morning with full price and if you buy again in

afternoon you will get discount 50% of price.

Figurel.l: Promotion get 50% discount



Buy 1 get 1 free
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Figurel.2: Buy 1get 1free

If customers buy the product at 7-eleven every 40 baht, pay bill at counter
service, buy beverage, buy steamed stuff bun and dimtum, and buy sausages you will
get a discount to buy some product at 7-eleven as picture below:

Ty

= peie

Figurel.3: Get the discount from the bill



Use stamp instead money: Seven eleven giving customer a card for keep the
stamp if the card is full customer can change it to the product they want and also use it

instant the money such as one stamp per one baht.
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Figurel.4: Use stamp instead money

Win the prize: if customer buy twisties or some product with the same
manufacture you can bring your bill for play game on facebook page “Twisties

Thailand” you may get the reward from here.
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Figurel.5: Win the prize



1.2 Problem

For the problem of this research, some promotion that 7-eleven they created
have to pay a lot of money in each activities. They cannot know which promotion will
increase sales volume, reach goal, and persuade customer come to our shop. So, the
researcher focusing on the measurement of promotion effectiveness and customer
behavior for find the marketing’s factor of 7-eleven which factor is the best and which

factor is not good.

1.3 Research Obijectives
To understand customer behavior
To analyze the promotion effectiveness

1.4 Limitation
To study of customer behavior focusing on decision making when they

purchase the product at 7-eleven.

1.5 Definition of Terms

Sales Promotion

- Something that marketer has to do for increase sell volume by create
promotion and set the discount by focusing on 3 group are customer,
retailer, and seller.

Promotion Strategy

- Plan the marketer has to do for increase sell volume by create the new
thing for persuade customer.

Consumer Behavior

- What customer wants, think, buy the product

Marketing Mix

- Marketing Mix or 4Ps are product, price, place, and promotion use for

business to achieve the purpose.



CHAPTER 2

LITERATURE REVIEW

2.1 Theoretical
This research study about how promotion at seven eleven influence to
customer purchasing which researcher study about theory and document to related

this research are following;
Concept of promotion strategy and marketing mix
Concept of consumer behavior

2.2 Sales Promotion
Sales Promotion use for promote, organize, and increase in sale volume. Sales

promotion has many ways to do are following:

Free gifts e.g. Seven eleven giving customer a card for keep the stamp if the
card is full customer can change it to the product they want and also use it instant the
money such as one stamp per one baht.

Discounted prices e.g. Seven eleven promote the discount price to customers
by TV advertisement and also sign board front of the shop.

Joint promotions between brands owned by a company, or with another
company’s brands. For example seven eleven joint with CP for increase sell volume.

Vouchers and coupons, often seen in bill and after purchase some drinks.

But in this case seven-eleven often uses the first choice that is free gifts.
Seven-eleven always create the promotion to persuade the customer come to buy
product at seven-eleven again and again by giving customer a card for keep the stamp
if the card is full customer can change it to the product they want and also use it
instant the money such as one stamp per one baht follow by the topic “Promotion

Strategy” below.

Promotion



Promotion is one important key elements of the marketing mix to deal about

the product and the price with the consumer.

Deciding on a marketing communications strategy is one of the primary roles
of the marketing manager and this process involves some key decisions about who the
customer is, how to contact them, and what the message should be.
(http://www.marketing-made-simple.com/articles/promotional-strategy.htm)

We choose the theory of marketing mix or 4Ps to describe the about the

promotion strategy as the picture below:

Marketing
Mix

Figure 2.1: Marketing Mix
Marketing Mix or 4Ps

Marketing Mix or 4Ps is a simple word to describe the difference kind of
choice that organization have to use for business to achieve the purpose. The 4Ps are

following:

Product: how to analyze and determine about the products and services.

Price: how to set the price suit to the product that customer satisfy and the
company also get the profit.

Place: how to set the place and distribute the product that reach the customer.



Promotion: how to persuade the customer come to buy our products and

services.

2.3. Promotion Factors
1. Cash & Non Cash

Pattnaree (2014) from the research title Advertising Perception and Sales
Promotion Relating to Customer’s Buying Behavior in 7-Eleven Stores in Bangkok
Metropolis said promotion at convenience store such as 7-eleven influence to
customer purchasing. For example, if customer buy some product that can collect the
stamp customer can use stamp instant cash and if they don’t want to use instant the
cash they also get a card for keep the stamp and when the card was full customer can

exchange it to the gift they want.

2. Store Promotion Vs Corporates

Suporn Serirat (1997) said about store location. We have to focus on the
convenience of customer, when customer wants to buy something they will buy from
the shop nearly their home, the shop has to located on the nice place and they focus on
store design because it can persuade customer come to our shop. We have to set up the
promotion front of the shop and inside our shop because when customer comes to buy
something in our shop they will see all of promotion we have and after see that

customer may buy many product because of promotion.

2.4 Consumer Behavior

The first thing that we have to know before doing the marketing is customer
behavior. The study of consumers helps firms and organizations improve their
marketing strategies by understanding issues following:

The psychology of how consumers think and feel

The psychology of how the consumer is influenced by their environment
The behavior of consumers while shopping

The behavior of consumers while making other marketing decisions

How consumer motivation and decision strategies



How marketers can adapt and improve their marketing campaigns and
marketing strategies to more effectively reach the consumer.

(http://Iwww.consumerpsychologist.com/)

Schiffman and Kanuk (1994, p.5) the definition of consumer behavior are
select the product, use the product, and determine products, services, experiences, or

ideas to satisfy needs that these processes have on the consumer and society."
Characteristic Influence Consumer Behavior

The Characteristic Influence Consumer Behavior defining by cultural factors,

social factors, personal factors, and psychological factors.

Cultural
Social
s Personal
Reference groups Age and life Teoiogion i
cycle stage Motivation |
- Occupation Perception \ Buyer
Subculture amhy Economic situation Learning
Lifestyle Beliefs and
Personality and attitudes
Roles and status se|f.contg’ept
Social class

Figure 2.2: The Characteristic Influence Consumer Behavior
Source: Kotler, P. & Armstrong, L. (2012). The Characteristic Influence
Consumer Behavior. Sweden: Halmstad University.

Cultural Factor

Cultural is simply all that exists in the social functioning of a particular group.
Cultural refers to characteristics that individuals in the group have in common such as
language, norms, values, religious, beliefs, preference, and other feelings people have
about interpersonal relationships. (Douglas, 1983) Cultural is what defines a human

community, its individuals and social organization. (Marieke, 2011)



Cultural influences have many significant effect on consumer buying behavior
because it touches so many events that makeup our daily life. And since culture has an
effect on what kinds of products and services are purchased and used, culture affects
the development of the marketing mix that is products, pricing, distribution, and
promotion. (Douglas, 1983)

Kotler & Amstrong (2004) defined cultural is the most basic at influence to
customer purchasing because it shows what person’s want and show their behavior
such as children learn from their family, when their family buy the product and use it

when their children grow up they will buy the same product again and again.

. Social Factor

Social factor separate into 2 parts are following;
Group

Groups are of particular interest to consumer scientist and other applied
researcher, and to marketing managers because behavior in groups is usually more
readily predictable than that of individuals. (Foxall, of Goldsmith, 1994). Social factor
influence to customer’s lifestyle and also decision purchasing of customer.

(http://sevenelevenssm.blogspot.com/p/2_15.html)

Gianie Abdu, Purwanto (2013) study an Analysis of Consumer Behavior
Affecting Consumer Willingness to buy in 7-Eleven Convenience Store. Social group
is a direct influence group to persuade other people to buy product follow them and
people often are influenced by reference group expose a person new behaviors and
lifestyles, influence the person’s attitude and self-concept, and it may influence the

person’s product and brand choice.
Family

Families exercise some of the most important social or group influences on
individual consumption decisions. (Foxall, G., Goldsmith, R. & Brown, S.) (2002)
(2ed.)
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The family is the most factor that influence for individual, attitudes, and
opinion on various subject are social relation, society, habits, and perception of brand
and product they buy. For some products and brands, the same buying habit and
consumption patterns that the ones we had known in our family.

(http://theconsumerfactor.com/en/4-factors-influencing-consumer-behavior/)

Gianie Abdu, Purwanto (2013) study an Analysis of Consumer Behavior
Affecting Consumer Willingness to buy in 7-Eleven Convenience Store. Family is
most consumer buying organization in society because husband and wife involve
varies widely by product category and by stage in buying process. Children will get a
strong influence on family buying decision they may come to buy the product at seven

eleven by themselves not by their family.

Personal Factor

Personality describes a person’s characteristics, it’s show why people is
different, and show what people think and feel. The “Big Five” personality traits that
psychologists discuss frequently are following

Openness or how open you are in new experiences or new situation
Conscientiousness or how to know the new things

Extraversion or how feeling you are

Agreeableness or how easy you are to get along with

Neuroticism or how physical you are

The link between people’s personalities and their buying behavior is somewhat
unclear. Some research studies have shown that “sensation seekers,” or people who
exhibit extremely high levels of openness, are more likely to respond well to
advertising that’s violent and graphic. The problem for firms is figuring out “who’s

who” in terms of their personalities.

(http://2012books.lardbucket.orag/books/marketing-principles-v2.0/s06-01-factors-that-

influence-consume.html)

Decision of customer purchasing are including:


http://2012books.lardbucket.org/books/marketing-principles-v2.0/s06-01-factors-that-influence-consume.html
http://2012books.lardbucket.org/books/marketing-principles-v2.0/s06-01-factors-that-influence-consume.html
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Age and Life-Cycle Stage
The age of customer shows what style of customer, what they feel, and what they
want.
Occupation
Occupation of customer shows income of customer and how to buy the product.
Economic Situation
Economic is the most effectiveness to influence customer to buy the product and
influence to brand of product choice.
Lifestyle
Lifestyle of customer shows which product suit to their customer and why they buy

the product.

Chawannut Boonpakdee (2012) study the Demand for Product Under the
Promotional Campaign by 7-11 Convenience Stores of student in Chiang Mai
University shows that average income per month is the most effectiveness of customer
because in university life every student have more expense especially some people
who has to rent a dormitory, these group of people have more expense than other
student group in university. When these group of people have to purchase something
in Seven Eleven they will choose the product that give them many stamp or product on

sale because it can save their money.

Psychological Factor

Psychoanalytic Theories of Sigmund Freud, He believe that decision of human
comes from motivation. When human want to buy or use something it’s from
motivation. Sometime they don’t understand why they love or like it they know only
when the need is satisfied, they will do it follow the motivation, beliefs, and their

attitudes.

2.5 Related Research

Sopida Kesornbua (2010) study the Demographic Factors and Elements of the
Retail Marketing Mix that Most Influence Consumers to Shop at Mom and Pop shop
or 7-Eleven Outlets in the Radburana District of Bangkok. From the survey of this

research who purchase the product at 7-eleven and Mom&Pop shop focus on five
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demographic factors are gender, age, education, occupation, and income. The result
that customer come to the shop because of store location, price, promotions, term of
payment, store personnel, store appearance, and atmosphere that is an elements of the
marketing mix. The finding showed that an elements of marketing mix positively

influenced to customer purchasing at convenience store.

Chotithummaporn and Bowomchokchai (2005) study The Attitudes and
Behaviors of People to Use the Convenience Store Service at Din-Dang Area. Total
400 questionnaires were used in collect data. The result of this research found place
and promotion are the most important factor influenced to customer purchasing at

convenience store.

Kasemkosin (2002) study the Location Impact of Modern Convenience Store
in Small Grocery Stores. Total 300 questionnaires were used in collect data. The result
show that location or place is the most important factor attracting customers. Income,
occupation, and education also important because customer who get a good
occupation with high income and also good education preferred to purchase the

product at great convenience store with good quality product.

Pattnaree (2014) study Advertising Perception and Sales Promotion Relating to
Customer’s Buying Behavior in 7-Eleven Stores in Bangkok Metropolis. The results
show that the most customer are female age 30-39 years old and single with bachelor
degree and income about 10,000-20,000 baht per months. They are interested in stamp
promotion at 7eleven because mostly they will buy the product 5 times a week in cash
and they can use stamp instead money so they will buy the product at 7-eleven more
than other convenience stores. In other case such as male and female age around 15-
30 years old their characteristic are not the same they will buy the product 1 time a
week and purchase below 80 baht in one time. Positively, promotions are influenced to

customer purchasing at 7-eleven more than other factors.
2.6 Hypothesis
H1o : Bproductl , Bproduct2, Bproduct3, Bproduct4 =0

Hla: at least one of Bproductl , Bproduct2, Bproduct3, Bproduct4 # 0



H2o:

H2a:

H3o:

H3a:

H4o :

H4a :

H50

Hba :

Hé6o :

Hé6a :

13

Bpricel, Bprice2, Pprice3 =0

at least one of Bpricel, Bprice2, Bprice3 # 0

Bplacel, Bplace2, Bplace3 =0

at least one of Bplacel, Pplace2, Bplace3 # 0

Bpromotionl, Bpromotion2, fpromotion3, fpromotion4 = 0

at least one of Bpromotionl, fpromotion2, fpromotion3, fpromotion4 #

: Bprofacl, Pprofac2, Bprofac3, Bprofacd =0

at least one of Bprofacl, Bprofac2, Bprofac3, Pprofac4 # 0

Beusl, Becus2, Beus3, Beusd, PeusS, Peus6, PeusT, Peuss, Peus9, PBeuslO =

at least one of Bcusl, Bcus2, Beus3, Pcusd, PeusS, Peus6, PeusT, Peuss,

Beus9, Pcus10 # 0



CHAPTER 3

METHODOLOGY

3.1 Research Strategy
This research study about how promotion at 7-eleven influence to customer

purchasing by this study the research was including:
Method of research used
Respondents and sampling procedure
Research questionnaire
Data collection
The variables
Frame work

3.2 Method of research used

In this research, the researcher use descriptive to evaluate the satisfaction of 7-
eleven’s customer. Descriptive research help researcher understand characteristic of
customer such as what customer wants and needs, age of customer, and also their
lifestyle. If the researcher know the basic information of customer it’s easier than

other technique to reach the customer’s mind.

For the research style, the researcher use survey technique by create the
questionnaire to customer who buy the product at 7-eleven or interested in 7-eleven’s
promotion. This method will help researcher to measure the demand of customer who

will come to buy the product at 7-eleven by promotion in the future.

3.3 Respondents and sampling procedure

Target population
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In this research, the researcher study about how promotion at 7-eleven
influences to customer purchasing which is one of convenience store that have many
promotion to persuade customer. The target population of this research is Thai and

Foreigner who loves the promotion and always buy product at 7-eleven.
Sample size

In this study, this sample not select base on gender but include customer of both
male and female who purchase product at 7-eleven more than one time. For the total

of sample size of this research the researcher focusing in 400.

3.4 Research questionnaire
For part 1, in this research the researcher create the questionnaire started by the

question related to Demographics by using multiple choice questions including:
Gender
Ages
Monthly income

There are 2 parts in the topic of Marketing Mix in part 2, in this research the
researcher also create the questionnaire by the question related to satisfaction of

customer by using multiple choice questions including:
Which convenience store you will choose?
According previous question, why do you choose this convenience store?
How often do you purchase product at Seven Eleven?

In part 2 | separate the questionnaire in 2 parts, the researcher created the
questionnaire related to decision of customer by using Likert Scale question divided 5

levels as below:
Level 5 means Very Important

Level 4 means Neutral
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Level 3 means Slightly Important
Level 2 means Fairly Important
Levels 1 means Not Important

In the topic of promotion factor in part 3, the researcher created the
questionnaire by the question related to decision of customer by using Likert Scale

divided 5 level as below:

Level 5 means Strongly Agree
Level 4 means Agree

Level 3 means Neutral

Level 2 means Disagree

Levels 1 means Strongly Disagree

In the topic of customer behavior in part 4, the researcher created the
questionnaire related to decision of customer by using Likert Scale question divided 5

levels as below:

Level 5 means Strongly Agree
Level 4 means Agree

Level 3 means Neutral

Level 2 means Disagree

Levels 1 means Strongly Disagree

3.5 Data Collection

In this study, the researcher collected data by giving a questionnaire in online
website and also separate the survey on many places such as in Bangkok University’s

campus, Silom road, and front of Central ramaz2.
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3.6 Analysis and Data Processing

In this study the researcher used SPSS program for processing and statistical
analysis. The statistics used to analyze the data in this study are prescriptive statistics
to show the results by use the percentage to analyze the data sample and which factor

is effected to promotion effectiveness at 7-eleven.

Frequency: The table that show the percentage and frequency for the
qualitative variables are including gender, age, education, income, and marketing mix.

Multinomial logistic: Used to test the variable that influence to customer
purchasing.

Factor Analysis (Total Variance Explained): Analysis the factor by percentage
that related with the topic

Regression Analysis (Coefficient): Used to test the hypothesis of the research

3.7 The Variables
In this case, the topic is “how promotion at 7-eleven influence to customer
purchasing” we separate the variables in 2 groups are Independent Variables and

Dependence Variables are following:
Independent Variables

Demographic are included gender, age, status, and income.

Marketing Mix are included product, price, place, and promotion.

Promotion Factors are included cash & non cash and store promotion.
Consumer Behavior are included cultural factor, social factor, personal factor,

and psychological factor.
Dependent Variables

Study to figure out the promotion effectiveness at Seven Eleven.



3.8 Framework

Independent Variables

-

Demographic
Gender
Age
Status

Income

~

\_
-

-

J
N

Promotion Factors

Cash & Non Cash

Store Promotion

/

/ Marketing Mix (4Ps) \

Product
Price

Place

k Promotion /
/ Consumer Behavior \

Cultural Factor

Social Factor

Personal Factor

Psychological Factor

Dependent Variables

Study to figure out the promotion effectiveness
at Seven Eleven
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CHAPTER 4

RESEARCH FINDING AND DATA ANALYSIS

In this chapter we analyze the data that we can do the hypotheses test including

each variable and the data that we collected from 400 questionnaires as following:

4.1 Analysis of Frequency
Table 4.1.1: Gender

Valid | Cumulative

Frequency | Percent| Percent| Percent

\Valid Male 109 27.3 27.3 27.3
Female 291 72.8 72.8 100
Total 400 100 100

The majority of 7-eleven’s customers are female which equal to 291
respondents by 72.8% and male which equal to 109 respondents by 27.3%
respectively.

Table 4.1.2: Age

Frequency | Percent Valid Percent Cumulative Percent
Valid 15-24 96 24 24 24
25-34 221 55.3 55.3 79.3
35-44 41 10.3 10.3 89.5
Above4d4 42 10.5 10.5 100
Total 400 100 100
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The majority of 7-eleven’s customer age are 25-34 years old which equal to
221 respondents by 55.3%, age 15-24 years old which equal to 96 respondents by
24%, age above 44 years old which equal to 42 respondents by 10.5%, and the
minority age of 7-eleven customer age are 35-44 years old which equal to 41
respondents by 10.3% respectively.
Table 4.1.3: Education

Frequenc Percent Valid | Cumulativ
y % e %
Below
Valid  bachelor 43 10.8 10.8 10.8

degree
Bachelo o, 733 | 733 84
r degree
Above
bachelor 64 16 16 100
degree
Total 400 100 100

The majority of 7-eleven’s customer education are graduated in bachelor
degree which equal to 293 respondents by 73.3%, graduated in above bachelor degree
which equal to 64 respondents by 16%, and below bachelor degree which equal to 43

respondents by 10.8% respectively.

Table 4.1.4: Income

Frequenc | Percen | Vali | Cumulativ
y t d% e %
(\j’a" 5.000-15000 | 125 313 | 313 | 313
15,001
20000 121 303 | 303 | 615
20,001-
30000 83 208 | 208 | 823
Qboveso,oo 71 178 | 17.8 100
Total 400 100 | 100




The majority of 7-eleven’s customer income are 5,000-15,000 baht which
equal to 125 respondents by 31.3 %, income 15,001-20,000 baht which equal to 121
respondents by 30.3%, income 20,001-30,000 baht which equal to 83 respondents by
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20.8%, and above 30,000 baht which equal to 71 respondents by 17.8% respectively.

Table 4.1.5: Marketing Mix (Convenience Store)

Valid Cumulative
Frequency Percent | Percent Percent
\Valid  7-eleven 372 93 93 93
Family Mart 13 3.3 3.3 96.3
Lotus Express 13 3.3 3.3 99.5
Mini BigC 2 0.5 0.5 100
Total 400 100 100

Most respondent convenience store are 7-eleven which equal to 372

respondents by 93%, family mart and lotus which equal to 13 respondents by 3.3%,

and the last one is mini bigc which equal to 2 respondents by 0.5% respectively.

Table 4.1.6: Marketing Mix (4Ps)

Frequency | Percent Valid Cumulative
Percent Percent
Valid  Product 71 17.8 17.8 17.8
Price 42 10.5 10.5 28.3
Promotion 90 22.5 22.5 50.8
Place 197 49.3 49.3 100
Total 400 100 100
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The majority of 7-eleven’s customer focusing on place which equal to 197
respondents by 49.3%, promotion which equal to 90 respondents by 22.5%, product
which equal to 71 respondents by 17.8%, and price which equal to 42 respondents by
10.5% respectively.

Table 4.1.7: Marketing Mix (How often to purchase product)

Frequency | Percent | Valid Percent Cumulative Percent
Valid Everyday 73 18.3 18.3 18.3
1-3 per week 234 58.5 58.5 76.8
1-3 per month 92 23.0 23.0 99.8
Others 1 3 3 100.0
Total 400 100.0 100.0

The majority of customer purchasing product at 7-eleven 1-3 per week which
equal to 234 respondents by 58.5%, 1-3 per month which equal to 92 respondents by
23%, purchasing product at 7-eleven everyday which equal to 73 respondents by

18.3%, and others which equal to 1 respondents by 0.3% respectively.

Table 4.1.8: Marketing Mix (Purchase product in one time)

Frequency | Percent | Valid Percent Cumulative Percent
Valid 10-100 baht 247 61.8 61.8 61.8
101-200 baht 120 30.0 30.0 91.8
201-300 baht 28 7.0 7.0 98.8
Above 300 baht 5 1.3 1.3 100.0
Total 400 100.0 100.0

The majority of respondent expense to purchase the product at 7-eleven are 10-
100 baht which equal to 247 respondents by 61.8%, purchase 101-200 baht which
equal to 120 respondents by 30%, purchase 201-300 baht which equal to 28
respondents by 7%, and above 300 baht which equal to 5 respondents by 1.3 %

respectively.
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Table 4.1.9: Marketing Mix (Promotion)

Frequency | Percent | Valid Percent Cumulative Percent
Valid Use stamp

) 139 34.8 34.8 34.8
instead money
Get a gift 102 255 25.5 60.3
Buy 1 getl

157 39.3 39.3 99.5
free
Others 2 5 5 100.0
Total 400 100.0 100.0

The majority of respondent promotion of 7-eleven are buy 1 get 1 free which
equal to 157 respondents by 39.3%, use stamp instead money which equal to 139
respondents by 34.8%, get a gift which equal to 102 respondents by 25.5%, and other

promotion which equal to 2 respondents by 0.5% respectively.

4.2 Multinomial Logistic

Table 4.2: Multinomial Logistic

Mix1 Std. |Wal |d | .. 95% Confidence
a) ( B Error | d f Sig. | Exp(B) Interval for Exp(B)
Low | Upp | Low Low | Upp
er er er Upper Lower | Upper |[er er
Bou |[Bou |[Bou |Bound |Bound |[Bound |[Bou | Bou
nd nd nd nd nd
7- Interce 522 1.00| 27.1 1 0
eleven | pt 6 3 6
[Mix2= 17 0.77 | 478. 1 0 241469 | 526354 | 110775964.
1] 7 4 28 4 8
[Mix2= [ 16.9 0.93 333. 1 0 237769 | 384132 | 147173920.
2] 8 ' 5 43 6 5
g;/nxz_ -0.81| 1.42 °'3§ 1|057| 0446| 0028 7.221
[Mix2=
4] 0(b) |. . 0

(Continued)



Table 4.2 (Continued) : Multinomial Logistic
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Famil

y Interce 194 | 1.06| 3.31 1 0.06

Yt | Pt 6 9 3 9
Mix2= | oo| 110 230.[ || [ 197421 | 225334 | 172965132,
1] : 7 1 04 8 3
[Mix2= [ 173] 121 203.| || [ 332519 | 307340 | 359761838,
2] 2 5 2 65 3 3
[Mix2= | _ 162 | 059 0.44
3 1.25 ” 2| 1] 7| o288 o012 6.914
[Mix2=
2 0(b) 0

'é?(t“rz Interce | 1.09 | 1.15 | 0.90 | , | 0.34

Ssp pt 9| 5| 5 1
[Mix2= | 18.3 . ] 921298 | 921298 | 921298175
1] 4 18 18 4
[Mix2= | 18.1 ; ) 775879 | 775879 | 775879183
2] 7 18 18 2
[Mix2= | 0.28| 1.60| 0.03 0.85
3 5 ; S| 1] % | 1333| o057 31.121
[Mix2=
2 0(b) 0

Parameter Estimates

a The reference category is: Mini Bigc.

b This parameter is set to zero because it is redundant.

According from multinomial logistic results, 7-eleven and family mart

comparing with mini bigc. The respondents of customer choose to buy product at 7-

eleven have significant by .000 which is less than 0.5. Moreover, customer choose to

buy product at family mart have significant by .000 which is less than 0.5 also.

For the customer who goes to purchase product at 7-eleven focusing on

product and price. They choose to buy the product on promotion and focusing on

price, the price has to suit the product. From the survey, the researcher compare 2

convenience stores between 7-

Eleven and Mini BigC and the result showed that price and product are influenced to

customer purchasing at convenience store.




4.3 Factor Analysis (Total Variance Explained)

Table 4.3: Factor Analysis (Total Variance Explained)
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Compon Initial Eigervalues Extraction Sums of Rotation Sums of
ent Squared Loadings Squared Loadings
Total %_of Cumulative Total z//oa(r)i; C_umulat Total %_of
Variance % nce ve % Variance
1f 5.678 20.28 20.28 5.678| 20| 20.28 3.168 11.313
2| 2847 10.17 30.45 2.847 10| 30.449 2.666 9.52
3 1.736 6.199 36.65 1.736|] 6.2 36.648 241 8.606
4 1.351 4.825 41.47 1.351| 4.8| 41.473 2.234 7.98
5 1.307 4.667 46.14 1.307| 4.7 46.14 1.557 5.562
6 1.073 3.834 49.97 1.073| 3.8| 49.974 1.554 5.549
7 1.066 3.807 53.78 1.066| 3.8| 53.781 1.47 5.251
8 0.95 3.393 57.17
9 0.94 3.357 60.53
10| 0.859 3.068 63.6
11| 0.814 2.909 66.51
12 0.77 2.751 69.26
13| 0.762 2.722 71.98
14| 0.726 2.592 74.57
15| 0.711 2.54 77.11
16| 0.652 2.329 79.44
17| 0.612 2.186 81.63
18| 0.599 2.139 83.77
19| 0.581 2.075 85.84
20| 0.531 1.895 87.74
21| 0,512 1.829 89.57
22| 0.493 1.762 91.33
23| 0.452 1.615 92.94
24| 0.425 1.516 94.46
25| 0.414 1.477 95.94
26| 0.403 1.438 97.37
27|  0.379 1.353 98.73
28| 0.356 1.272 100

Extraction Method: Principal Component Analysis.

Total Variance Explained

Extraction Method: Principal Component Analysis.

Promotion effectiveness at 7-eleven from 28 factors are including (1) Quality

of the product (2) Detail of product on packaging (3) Brand of product (4) Type of

product (5) Price suits the product (6) Not expensive than other convenience store (7)
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Reducing the price and promotion (8) Easy to find the store (9) The shop open 24
hours (10) Many branches in the same location (11) The promotion is interesting (12)
Promotion persuade to customer purchasing (13) Giving gift to customer (14)
Advertise the promotion on social media (15) Promotion at 7-eleven persuade
customer come to the shop (16) If 7-eleven create new promotion, we still support this
convenience store (17) If 7-eleven doesn’t has a promotion we won’t support this
convenience store (18) Possibility, I want to see the new promotion at 7-eleven in the
future (19) I think 7-eleven is the first convenience store in my mind (20) I think the
best decision purchasing to buying something at 7-eleven is family (21) | buy many
products at 7-eleven because of trend and promotion (22) I will buy the product at 7-
eleven because | want to buy not because of promotion (23) I think age is the one
factor that effected to customer purchasing (24) According from previous question, |
think income also an important factor that effected to customer purchasing (25) I think
lifestyle of customer effected to purchase decision (26) I think occupation of customer
affected to customer purchasing (27) | purchase the product at 7-eleven because of
friend (28) I won’t buy the product at 7-eleven when economic situation goes down.
From factor analysis 28 factors can be reduced to 7 factors explaining 54% of total
variance. These are included factor 1 explaining by 11.31%, factor 2 explaining by
9.52%, factor 3 explaining by 8.60%, factor 4 explaining by 7.98%, factor 5
explaining by 5.56%, factor 6 explaining by 5.55%, and factor 7 explaining by 5.25%.
These are the factor that explain the percentage of variance and which factor is the

most important factor effected to promotion effectiveness at 7-eleven.

4.4 Rotated Component Matrix (a)
Table 4.4: Rotated Component Matrix (a)

Component
1 2 3 4 5 6 7
Productl .041 .039 -.043 141 .136 .815 .014
Product2 .296 196 159 .058 -.044 482 -.315
Product3 514 .261 242 -.009 120 -.019 -.219

(Continued)




Table 4.4 (Continued): Rotated Component Matrix (a)
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Product4 0.77 0.172 0.01 0.076 | 0.03 | -0.021 | -0.079
Pricel 0.233 0.063 0.091| -0.129| 0.13| 0.479 0.366
Price2 0.527 0.071 0.029| -0.076| 0.11| 0.387 0.182
Price3 0.621 0.088 0.085| -0.082 | 0.19 | 0.079 0.231
Placel 0.439 0.023 0.135| -0.221| 0.47| 0.162 0.309
Place2 0.273 0.036 0.168 | -0.155| 0.56 | 0.215 0.218
Place3 0.044 0.176 0.073 0.289 | 0.64 | 0.093 | -0.091
Promotionl | 0.554 0.344 0.122 0.039 o.oi 0.151 0.092
Promotion2 | 0.568 0.297 | -0.101 0.144 | 0.02 | 0.157 | -0.084
Promotion3 0.3 0.455 0.108 0.108 | 0.11 | 0.026 -0.42
Promotion4 | 0.368 0.584 0.166 | -0.019 0.14 0.187 -0.06
Profacl 0.202 0.672 0.127 | -0.178 o.oi 0.208 0.047
Profac2 0.126 0.676 | -0.124 0.277 | 0.17 | -0.055 0.077
Profac3 0.228 0.469 0.221 0.064 | 0.42 | -0.086 0.046
Profac4 0.326 0.551 0.076 | -0.083 | 0.18 | 0.018 0.133
Cusl 0.071 0.093| -0.071 0.216 | 0.07 | 0.06 0.701
Cus2 0.069 0.263 0.488 0.097 | 0.03 | -0.094 0.424
Cus3 0.054 0.124 0.66 0.182| -0| 0.059| -0.005
Cus4 0.187 | -0.354 0.133 0.594 0.0?', -0.014 | -0.049
Cus5 -0.078 0.079 0.207 0.717 0.0?', 0.084 0.009
Cus6 0.071 0.003 0.158 0.692 | 0.16 | -0.074 0.177
Cus7 0.269 0.078 0.397 0.268 | -0.4 | 0.008 0.06
Cus8 -0.162 0.222 0.319 0.544 0_15' 0.149 0.032
Cus9 0.07 | -0.089 0.766 0.078 | 0.15 | 0.039| -0.101
Cus10 0.046 0.063 0.704 0.24 | 0.11| 0.026 | -0.017

Extraction Method: Principal Component Analysis.

Rotation Method: VVarimax with Kaiser Normalization.

a Rotation converged in 20 iterations.
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From the rotated component table can separate the factor of promotion at 7-

eleven effectiveness to customer purchasing into 7 factors as following:

Factorl (Product Factor) including from (3) Brand of product by 0.51%, (4)
Type of product 0.77%, (6) Not expensive than other convenience store by 0.53%, (7)
Reducing the price and promotion by 0.62%, (11) The promotion is interesting by
0.55% and (12) Promotion persuade to customer purchasing by 0.57%.

Factor 2 (Promotion Factor) including from (13) Giving gift to customer by
0.46%, (14) Advertise the promotion on social media by 0.58%, (15) Promotion at 7-
eleven persuade customer come to the shop by 0.67%, (16) If 7-eleven create new
promotion, we still support this convenience store by 0.68%, (17) If 7-eleven doesn’t
has a promotion we won’t support this convenience store by 0.47%, and (18)

Customer wants to see the new promotion at 7-eleven in the future by 0.55%.

Factor 3 (Customer Purchasing Factor) including from (20) I think the best
decision purchasing to buying something at 7-eleven is family by 0.49%, (21) | buy
many products at 7-eleven because of trend and promotion by 0.66%, (27) | purchase
the product at 7-eleven because of friend by 0.77%, and (28) I won’t buy the product

at 7-eleven when economic situation goes down by 0.70%.

Factor 4 (Customer Decision Factor) including from (22) 1 will buy the product
at 7-eleven because | want to buy not because of promotion by 0.59%, (23) I think age
is the one factor that effected to customer purchasing by 0.72%, (24) I think income
also an important factor that effected to customer purchasing by 0.69%, and (26) |

think occupation of customer affected to customer purchasing by 0.54%.

Factor 5 (Location Factor) including from (8) Easy to find the store by 0.47%,
(9) The shop open 24 hours by 0.56%, (10) Many branches in the same location by
0.64%, and (25) I think lifestyle of customer effected to purchase decision by 0.40%.

Factor 6 (Detail of Product Factor) including from (1) Quality of the product
by 0.82%, (2) Detail of product on packaging by 0.48%, and (5) Price suits the product
by 0.48%.
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Factor7 (First of Mind Factor) are (19) I think 7-eleven is the first convenience

store in my mind by 0.70%.

4.5 Multiple Linear Regression

Table 4.5: Multiple Linear Regression

Coefficients(a)

Unstandardized

Standardized

Unstandardized

Coefficients Coefficients t SIg. Coefficients
Model
Std. Error Beta B Std. Error
(Constant) 0.527 0.356 1.479 0.14
Productl 0.065 0.049 | 0.074| 1.33 0.18
Product2 0.005 0.041 | 0.006 | 0.113 0.91
Product3 0.101 0.042 | 0.145 | 2.395 0.02
Product4 0.055 0.049 [ 0.073 [ 1.131 0.26
Pricel 0.03 0.047 | 0.037 | 0.647 0.52
Price2 0.042 0.049 [ 0.052 | 0.861 0.39
Price3 -0.028 0.043 0.041 | 0.662 0.51
Placel 0.016 0.042 | 0.025 | 0.383 0.7
Place?2 0.013 0.047 | 0.017 | 0.279 0.78
Place3 0.029 0.037 [ 0.042 | 0.773 0.44
Promotionl -0.017 0.052 0.021 | 0.325 0.75
Promotion2 -0.06 0.047 0078 | 1.279 0.2
Promotion3 -0.079 0.042 0.114 | 1.867 0.06
Promotion4 0.013 0.038 | 0.023 | 0.353 0.72
Profacl -0.03 0.046 0.042 | 0655 0.51
Profac2 0.054 0.049 | 0.068 | 1.106 0.27
Profac3 0.008 0.04 | 0.012 | 0.204 0.84
Profac4 - -
-0.014 0.048 0.018 | 0.289 0.77

(Continued)



Table 4.5 (Continued): Multiple Linear Regression

Cusl 0.036 0.038 [ 0.052 | 0.95 0.34
Cus2 0.08 0.036 [ 0.127 | 2.211 0.03
Cus3 0.033 0.043 [ 0.046 | 0.755 0.45
Cus4 0.01 0.039 [ 0.015 | 0.258 0.8
Cus5 -0.008 0.039 0013 | 0213 0.83
Cus6b -0.033 0.037 0.053 | 0.884 0.38
Cus7 -0.006 0.04 0.009 | 0151 0.88
Cus8 -0.036 0.037 0.059 | 0938 0.32
Cus9 0.029 0.04 [ 0.045 | 0.738 0.46
Cusl10 -0.066 0.043 0.099 | 1.555 0.12

Part3. The Analytical Results of Logistics Regression

To testing hypothesis, the researcher uses multiple regressions of all
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independent variables associated with all hypothesis and Marketing Mix3 ( How often

do you purchase product at 7-eleven) as dependent variable.

Table 4.6: The Analytical Results of Logistics Regression

Unstandardized | Standardized t si
Coefficients Coefficients g
Model
Std. Std.
B Error Beta B Error
) .04 .074 1. 184
ProductL 0.065 0.049 0.0 3 0.18
Product? 0.005 0.041 0.006 0.1 0.91
Product3 0.101 0.042 0.145 2.4 0.017
Productd 0.055 0.049 0.073 1.1 0.259
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Hypothesis: Product has significant factor influence on Marketing Mix
H1o: Marketing Mix has no affected to promotion effectiveness at 7-eleven.
H1a: Marketing Mix has an effect on promotion effectiveness at 7-eleven.
The result from analyze product is significant at level 0.017
H1o : Bproductl , Bproduct2, Bproduct3, Bproductd =0
Hla: at least one of Bproductl , Bproduct2, Bproduct3, Bproduct4 # 0

The information that support from previous research in chapter2 are marketing
mix has affected to promotion effectiveness at 7-eleven is statistically indication

showed product

p-value = .017. Therefore, we can reject H10 and the result from this research

can confirm this statement with mean score on standard test at 0 .05 significance level.

Table 4.7: Coefficients

Model Unstandardized Standardize _
Coefficients d . t Sig.
Coefficients
B Std. Error Beta B Std. Error

Cusl 0.036 0.038 0.052 0.95 0.343
Cus2 0.08 0.036 0.127 2.211 0.028
Cus3 0.033 0.043 0.046 0.755 0.451
Cus4d 0.01 0.039 0.015 0.258 0.797
Cusb -0.008 0.039 -0.013 -0.213 0.832
Cusb -0.033 0.037 -0.053 -0.884 0.377
Cus7 -0.006 0.04 -0.009 -0.151 0.88
Cus8 -0.036 0.037 -0.059 -0.988 0.324
Cus9 0.029 0.04 0.045 0.738 0.461
Cus10 -0.066 0.043 -0.099 -1.555 0.121
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Hypothesis: Customer Behavior has significant factor influence on Marketing Mix

H50: Customer behavior has no affected to promotion effectiveness at 7-

eleven.

H5a: Customer behavior has an effected on promotion effectiveness at 7-

eleven.
The result from analyze customer behavior is significant at level 0.028

H50 : Beusl, Beus2, Beus3, Pecus4, PecusS, Peus6, Peus7, Peuss, Peus9, Peusl0 =

HS5a : at least one of Bcusl, Bcus2, Bcus3, Pcus4, PeusS, Peuso, BeusT, Peuss,
Beus9, Bcus10 £ 0

The information that support from previous research in chapter2 are customer
behavior has affected to promotion effectiveness at 7-eleven is statistically indication

showed product.

p-value =.028. Therefore, we can reject H50 and the result from this research

can confirm this statement with mean score on standard test at 0.05 significance level.



CHAPTER 5

DISCUSSION AND CONCLUSION

5.1 Conclusion

From this research is how promotion at 7-eleven influences to customer
purchasing by the purpose of study is the researcher wants to analyze the promotion
effectiveness and understand customer behavior by collecting the data from
questionnaire that the researcher separated total 400 questionnaires at Bangkok
University’s Campus, Silom Road, and front of Central Rama II which can be

summarize as following:

The result of gender showed that the majority were female 291 persons or

72.8% were male with a total of 109 people, representing 27.3%

The age of the sample group were aged between 25-34 years 221 persons or
55.3%, followed by the age between 15-24 years 96 persons representing 24% were
aged between above 44 years 42 persons or 10.3%, and age between 35-44 years 41

persons, representing by 10.3% respectively.

The education level, the study found that the majority of the bachelor degree
maximum of 293 persons or 73.3%, followed by above bachelor degree 64 person or
16%, and the last is below bachelor degree 43 persons representing by 10.8%

respectively.

The result of income showed that the majority of monthly income at 5,000-
15,000 of 125 persons or 31.3% followed by income at 15,001-20,000 of 121 persons
or 30.3%, income at 20,001-30,000 of 83 persons or 20.8% for the last at above
30,000 baht of 71 persons, representing by 17.8% respectively.

From marketing mix part, the most respondent convenience store are 7-eleven
which equal 372 respondents by 93% of all convenience store including family mart,

mini bigc, and lotus express.



34

The majority of 7-eleven’s customer focusing on place which equal to 197

respondents by 49.3% of all promotion mix are product, price, place, and promotion.

The majority of customer purchasing product at 7-eleven 1-3 per week which

equal to 234 respondents by 58.5% from 400 respondents.

The majority of respondent expense to purchase the product at 7-eleven are
10-100 baht which equal to 247 respondents by 61.8% from 400 respondents.

The majority of respondent promotion of 7-eleven are buy 1 get 1 free which
equal to 157 respondents by 39.3% of all promotion are use stamp instead money, get

a gift, other promotions.

According from multinomial logistic results, 7-eleven and family mart
comparing with mini bigc. The respondents of customer choose to buy product at 7-
eleven have significant by .000 which is less than 0.5. Moreover, customer choose to
buy product at family mart have significant by .000 which is less than 0.5 also.

For the customer who goes to purchase product at 7-eleven focusing on
product and price. They choose to buy the product on promotion and focusing on
price, the price has to suit the product. From the survey, the researcher compare 2

convenience stores between 7-

Eleven and Mini BigC and the result showed that price and product are

influenced to customer purchasing at convenience store.

From total variance explained, factor analysis 28 factors can be reduced to 7
factors explaining 54% of total variance. These are included factor 1 explaining by
11.31%, factor 2 explaining by 9.52%, factor 3 explaining by 8.60%, factor 4
explaining by 7.98%, factor 5 explaining by 5.56%, factor 6 explaining by 5.55%, and
factor 7 explaining by 5.25%. These are the factor that explain the percentage of
variance and which factor is the most important factor effected to promotion

effectiveness at 7-eleven.

From the rotated component table can separate the factor of promotion at 7-

eleven effectiveness to customer purchasing into 7 factors as following:
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Factorl (Product Factor) including from (3) Brand of product by 0.51%, (4)
Type of product 0.77%, (6) Not expensive than other convenience store by 0.53%, (7)
Reducing the price and promotion by 0.62%, (11) The promotion is interesting by
0.55% and (12) Promotion persuade to customer purchasing by 0.57%.

Factor 2 (Promotion Factor) including from (13) Giving gift to customer by
0.46%, (14) Advertise the promotion on social media by 0.58%, (15) Promotion at 7-
eleven persuade customer come to the shop by 0.67%, (16) If 7-eleven create new
promotion, we still support this convenience store by 0.68%, (17) If 7-eleven doesn’t
has a promotion we won’t support this convenience store by 0.47%, and (18)

Customer wants to see the new promotion at 7-eleven in the future by 0.55%.

Factor 3 (Customer Purchasing Factor) including from (20) I think the best
decision purchasing to buying something at 7-eleven is family by 0.49%, (21) | buy
many products at 7-eleven because of trend and promotion by 0.66%, (27) | purchase
the product at 7-eleven because of friend by 0.77%, and (28) I won’t buy the product
at 7-eleven when economic situation goes down by 0.70%.

Factor 4 (Customer Decision Factor) including from (22) I will buy the
product at 7-eleven because | want to buy not because of promotion by 0.59%, (23) |
think age is the one factor that effected to customer purchasing by 0.72%, (24) | think
income also an important factor that effected to customer purchasing by 0.69%, and
(26) 1 think occupation of customer affected to customer purchasing by 0.54%.

Factor 5 (Location Factor) including from (8) Easy to find the store by
0.47%, (9) The shop open 24 hours by 0.56%, (10) Many branches in the same
location by 0.64%, and (25) | think lifestyle of customer effected to purchase decision
by 0.40%.

Factor 6 (Detail of Product Factor) including from (1) Quality of the product
by 0.82%, (2) Detail of product on packaging by 0.48%, and (5) Price suits the product
by 0.48%.

Factor7 (First of Mind Factor) are (19) I think 7-eleven is the first

convenience store in my mind by 0.70%.
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From the linear regression analysis, the researcher found the results of

hypothesis as following:

H1o: Marketing Mix has no affected to promotion effectiveness at 7-eleven.

H1a: Marketing Mix has an effected on promotion effectiveness at 7-eleven.

The information that support from previous research in chapter2 are
marketing mix has affected to promotion effectiveness at 7-eleven is statistically
indication showed product pre-value = .017. Therefore, we can reject H1o and the
result from this research can confirm this statement with mean score on standard test

at 0.05 significance level.

H20: Customer behavior has no affected to promotion effectiveness at 7-
eleven.
H2a: Customer behavior has an effected on promotion effectiveness at 7-

eleven.

The information that support from previous research in chapter2 are customer
behavior has affected to promotion effectiveness at 7-eleven is statistically indication
showed product pre-value =.028. Therefore, we can reject H20 and the result from
this research can confirm this statement with mean score on standard test at 0.05

significance level.

5.2 Discussion

From the related research, Sopida Kesornbua (2010) study the Demographic
Factors and Elements of the Retail Marketing Mix that Most Influence Consumers to
Shop at Mom and Pop shop or 7-Eleven Outlets in the Radburana District of Bangkok.
From the survey of this research who purchase the product at 7-eleven and Mom&Pop
shop focus on five demographic factors are gender, age, education, occupation, and
income. The result that customer come to the shop because of store location, price,
promotions, term of payment, store personnel, store appearance, and atmosphere that
is an elements of the marketing mix. The finding showed that an elements of

marketing mix positively influenced to customer purchasing at convenience store.
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Chotithummaporn and Bowomchokchai (2005) study The Attitudes and
Behaviors of People to Use the Convenience Store Service at Din-Dang Area. Total
400 questionnaires were used in collect data. The result of this research found place
and promotion are the most important factor influenced to customer purchasing at

convenience store.

Kasemkosin (2002) study the Location Impact of Modern Convenience Store
in Small Grocery Stores. Total 300 questionnaires were used in collect data. The result
show that location or place is the most important factor attracting customers. Income,
occupation, and education also important because customer who get a good
occupation with high income and also good education preferred to purchase the

product at great convenience store with good quality product.

Pattnaree (2014) study Advertising Perception and Sales Promotion Relating
to Customer’s Buying Behavior in 7-Eleven Stores in Bangkok Metropolis. The
results show that the most customer are female age 30-39 years old and single with
bachelor degree and income about 10,000-20,000 baht per months. They are interested
in stamp promotion at 7eleven because mostly they will buy the product 5 times a
week in cash and they can use stamp instead money so they will buy the product at 7-
eleven more than other convenience stores. In other case such as male and female age
around 15-30 years old their characteristic are not the same they will buy the product 1
time a week and purchase below 80 baht in one time. Positively, promotions are

influenced to customer purchasing at 7-eleven more than other factors.

5.3 Managerial Implication

The results of this research has a couple of major contribution are following:

First, to allow 7-eleven to better promote their product that fit to customer
expecting this result in higher sales respond to promotion campaign in lower cost to

get better.

Second, becoming more selective of promotion at 7-eleven it would not end
up damaging equity of their product in other word it would rebuild “promotion

inflation” in chain of convenience store these day without necessary.
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From this research, the researcher understand about customer behavior that
before selling the product or create new promotion we have to learn about customer
behavior are included age, gender, education, attitude, psychology, and others. When
we know about customer behavior it is easy to create the promotion and easy to reach

customer.

Nowadays, there are many competitions about convenience store so we have
to do something better than other convenience store such as create new promotion
suits to customer in that situation or find the difference things of other convenience

store and improve our convenience store.

Finally, all of the result of this research showed that when people wants to do
some business they have to focusing on personality of customer, customer behavior,
and also marketing mix for the basic information if the owner of business know about

these information their business will be successfully.

5.4 Recommendation for Future Research

The results of this study can use as a standard, guidelines for create new
promotion following the topic promotion factor and marketing mix including product,
price, place, and promotion. The believe that this research will be advantage for the
owner who wants to invest new business and set up the price. For the recommendation

in the future research are as following:

Future research should extending these study framework to other chain
convenience store to figure out the commonality and distinctive difference at cost
difference retrial chain.

The sample size should be increase for future research to enable researcher to

generalize their finding with most higher confident.

The promotion study should be extended to online promotion and social

media to better understand the promotion effectiveness to the new generation.



BIBLIOGRAPHY

Akarawut, C. (2000). Sales promotion. Retrived from
http://www.marketingteacher.com/sales-promotion/

Assael, H., (1998). Consumer Behavior and Marketing Action. US:
South-Western College Publishing.

Chawannut, B. (2012). Demand for Product Under the Promotional

Campaign by 7-11 Convenience Stores of student in Chiang Mai University.

Chiang Mai: Chiang Mai University.
Chotithummaporn and Bowomchokchai. (2005). Study The Attitudes and Behaviors of

People to Use the Convenience Store Service at Din-Dang Area. Bangkok:

Srinakarinwiroj University.
Douglas, W.M. (1983). Consumer Behavior. US: PennWell Publishing Company.
Mareke,M. (2011) Consumer Behavior and Cultural. US: Sage.
Foxall, G., & Goldsmith, R., & Brown, S. (2002) Consumer Psychology
for Marketing. UK: Thomson Learning.
Foxall, R.G., Goldsmith, E.R. (1994) Consumer Psychology for Marketing.
UK: Routedge.
Kasemkosin. (2002). Study the Location Impact of Modern Convenience Store
in Small Grocery Stores. Pathumtani: Thammasat University.
Lars, P. (2015). Consumer behavior. Retrived from

http://www.consumerpsychologist.com/


http://www.marketingteacher.com/sales-promotion/

40

Pattnaree, A. (2014). Advertising Perception and Sales Promotion Relating to

Customer’s Buying Behavior in 7-Eleven Stores in Bangkok Metropolis.

Bangkok: Srinakarinwiroj University.

Radius Headquarters. (2015). Promotion&advertising strategy. Retrived from
http://www.marketing-made-simple.com/articles/promotional-strategy.htm

Seven-Eleven of Thailand. (2015). Promotion at 7-eleven. Retrived from
http://lwww.7eleven.com.

Seven-Eleven of Thailand. (2015) About 7-eleven. Retrived from
http://corp.7-eleven.com/corp/about

Sopida, K. (2010). Demographic Factors and Elements of the Retail

Marketing Mix that Most Influence Consumers to Shop at Mom and Pop shop
or 7-Eleven Qutlets in the Radburana District of Bangkok. Bangkok:

Srinakarinwiroj University.


http://www.marketing-made-simple.com/articles/promotional-strategy.htm
http://www.7eleven.com/
http://corp.7-eleven.com/corp/about

APPENDIX



Reliability

Scale: ALL VARIABLES

Case Processing Summary
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Appendix
N %
Cases Valid 30 41.7
Exclude 42 58.3
d(a)
Total 72 100.0

a Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's N of
Alpha Items
717 37
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Frequencies

[DataSet1] C:\Users\user\Desktop\spss is.sav

Statistics

Gender | Age | Education | Income | Mix1 | Mix2 | Mix3 | Mix4 | Mix5

N Valid 400 | 400 400 400 | 400| 400, 400| 400| 400
Missing 0 0 0 0 0 0 0 0 0

Mean 1.73| 2.07 2.05 225| 1.11| 3.03| 2.05| 1.48| 2.06
Median 2.00| 2.00 2.00 200| 1.00| 3.00| 2.00| 1.00| 2.00
Mode 2 2 2 1 1 4 2 1 3
Std. Deviation 446 | 871 515 1.082| 4421144 | .649| .682| .871
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Questionnaire (swumeve)

How promotion at 7-eleven influences to customer purchasing

Tslufuiuazanvomriudaniuiinasdislsiumsidenseduivesusinn

In this questionnaire | separate in 4 parts are following:

(lunvuaevawillduvidendnifudidesail)

Part 1: Demographics (foyasialilmalszansmand)
Part 2: Marketing Mix (dauiszaunismsaain)
Part 3: Promotion Factor (asedwiTals Tudu)

Part 4: Customer Behavior (wgdnssuduiian)

Part 1. Demographics (feyaialumalszmnsmans)
o ; A o Q‘ Y lﬂ' = o S
MBuae nyadenmineuiigniesigaiissineied

Gender (i)
Male (¥w)

Female (waj)

Age (o)
15-24
25- 34
35-44
Above 44



o O O O

o O o o

Education (szeunsdnun)
Below Bachelor Degree (sninfsaaes)
Bachelor Degree (15aane3)

Above Bachelor Degree (ganiifSayane3)

Monthly income (swl#indssoiion)

5,000 — 15,000 baht

16,000 — 20,000 baht

21,000 — 30,000 baht

Above 30,000 baht (s 30,000 wm)

Part 2. Marketing Mix (awudszaumanisaan)
o d‘” A o 4‘ Y d‘ =y o =S
MTuve nyadenmineuiigniesigaiissineied

Which convenience store you will choose?

A A Y9 Y a ) X A4 -
(f’]ﬂ!Lﬁ’l’)ﬂ‘ﬂﬂ$L"lﬂll“]f‘uiﬂ1551uﬁ$ﬂ3ﬂmﬂﬂqﬁuu1ﬂﬂqﬂ)

7-Eleven
Family Mart
Lotus Express
Mini Big C

According previous question, why do you choose this convenience
store?

Y o ® A Y a k4 dy k) v '
(3nde5 Mlugadudenlfizmshuazaingeiusinan)

Product (fuf = fidudiivainnais)
Price (syawnungiudidud)

Promotion (fiTys Tuduiiienla)

45
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Place (Store) (azanlumsnuiiuuazlduims)

How often do you purchase product at 7-Eleven?

Y a dy £ "a o '
(ﬂﬂ!GI,GlﬂJﬁfﬂﬁ‘V]5TNﬁgﬂ'Jﬂ“']f'l’]L“‘]ﬂ'}uﬂmwwuﬂﬂﬂuﬂqﬁu)

Everyday (yniu)
1 — 3 per week (1-3 a¥sdodilami)

1 — 3 per months (1-3 a¥wieidon)

How much did you purchase product at 7-eleven?

9 1 ' ' a4 X a g L %
(f’]ﬂ!1"]55]1EJﬂfNa3m1l11’i§1uﬂﬁlﬁ’l’]ﬂ"]fﬂﬁuﬂ1ﬂ@ﬂ“N\iﬂfN)

10 — 100 baht

101 — 200 baht

201 — 300 baht

Above 300 baht (1nn31 300 1)

Which promotion at 7-eleven you will choose?

(W5 Tudumdusiaridud luu lvuigaieile)

Use stamp instant money (vaauilamiulgunuituan)
Get a gift (1uaaniluanvesaunigu)

Buy 1 get 1 free (soluowl)
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10. According from marketing mix topic | separate in 4 parts are product,

price, place, and promotion as below:

(mmirdednlszaumenmsnaia Tdutiweneenilu 4 sirdedessuldun Fud 511 Tus Tuvu

A‘ Y '
ngﬁQTNﬂﬂﬁgﬂﬂﬂﬂ15ﬂ1ﬂﬂ151@ﬂ1uﬁ1@)

o o o a — o o = & Yo w
MInas njandenadwuaNNAaiu 5 = didguniiga wwnsziste 1 = lidgas

Marketing Mix

(@nnlszaumsnann)

Level of Opinion

(szdumnufaiu)

5
Very
Importan
t

(dfqyan)

4
Importan
t

(idiey)

3
Neutral
(1hunaa)

2
Fairly
Importan
t

(wnuliddy)

1
Not
Important

(hidAeyan)

10.1 Product (aus

10.1.1 Quality of the
product

(Runmvesdud)

10.1.2 Detail of product
on packaging

(57wazBoavesdumuunansmat
v '
iy Audidail 1850 Tas Tudu

oy 151114)

10.1.3 Brand of product

(Fudusud lnudalus Tudu

114)

10.1.4 Type of product
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(Jszianvesdudiiisalals Tudn)

10.2 Price (swm)

10.2.1 Price suits the
product

(swmnzauiudud)

10.2.2 Not expensive
than other convenience
store

(5ravesdui liunaiunidu

A g 4
AzaInFeiudu)

10.2.3 Reducing the
price and promotion

(M3aasavesdumstans

sl Tudu)

10.3 Place (aowii)

10.3.1 Easy to find the
store

S < o
(\‘ﬂﬂ@]f’)ﬂﬁW‘Umu Llﬁgﬂﬂﬁﬂﬂﬂl%}

aot)

10.3.2 The shop open
24 hours

k4
(3wazandeitlanaonld

FTa4)

10.3.3 Many branches
in the same location

=5y = [
(Fwaneaunluaziniderdu)




10.4 Promotion
(TWsTain)

10.4.1 The promotion is
interesting

(15 Tuduianuirenle)

10.4.2 Promotion
persuade to customer
purchasing

(msvaTds Turushltgnaiesn

a X a9 2
N1Lﬁ@ﬂm@ﬁuﬂ1ﬂ1ﬂmu)

10.4.3 Giving gift to
customer

(M3l vesaumnugni 1wy

rd Y E '
Ansuanielunase 1)

10.4.4 Advertise the
promotion on social
media

(rsgmwimarsmsdalus Tudu

H ) S ad 1
N']NW'NI“]SHSEJGLUWL'HF]WNG])

Part 3. Promotion Factors (fesedniusTiin)

o 2 A o a — 2 v ' 4 = gy 2 9 '
AU NTUUADNAINAINUAINAAN Y 5 — IHUAYDYNNNUIN IUNTSTNOY 1 = vl.l]!.?iuﬂ'lﬂ@ﬂ']\?ll']ﬂ
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Promotion Factor

(FosudruTisTuiu)

Level of Opinion

(szdumnudaiiv)

5

Strongly
Agree

o Y \
(!‘Yi‘l&ﬂ]ﬂi’)ﬂN

1n)

Agree

(iudoe)

Neutra
|

(&)

2

Disagree

(Taiindoe)

Strongly

Disagree
(iiudeeeng

1n)

11. Promotion at 7-
eleven persuade
customer come to the
shop.

(s Tuduveumiuinar 1w

X~ g4 ' =
@ﬂTﬂ“ﬁ@ﬁuﬂ’]ml“}fnuiﬂﬂ‘Uu)

12. If 7-eleven create
new promotion, we
still support this
convenience store

(Frvnmiudalls Tududely

A < o Y
13989 ﬂi]%ﬁu‘uﬁléluﬁuﬁgﬂﬂﬂ

e

o))

13. If 7-eleven doesn’t
has a promotion we
won’t support this
convenience store

(Fwinanduliti Tas Tudu A




o1

"o ) 2
@1ﬂﬂg‘luﬁuuﬁ1§u§1uﬁ3ﬂ'}ﬂ“ﬁ@

i)

14. Possibility, 1 want
to see the new
promotion at 7-eleven
in the future.

(Frvindlu 1 510019210
i audn 1y Tusueonuidn

3007)

Part 4. Customer Behavior (shwaszvesduilan)

o A o w a _ 3 v 1 & = — 13 9 T
MBI NTUUADNATNATAVANNAALH Y 5 — MUAYDINUIN IUNTSTND 1 - ]liJLWuﬂ’JEJ?JﬂNiﬂﬂ

Customer Behavior

(dnwazvesdusinn)

Level of Opinion

(szdumnufaiu)

5

Strongly
Agree

3 v |
(Winudheedna

nn)

Agree

(Winde)

3 2
Neutra | Disagree
I
(lainviudie)

(1neq)

Strongly

Disagree
(laiviudeedna

nn)
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15. I think 7-eleven is
the first convenience
store in my mind.
(Fudatuiusavidudluiu
susudua lulvvesgndr min

< r
Wt mazaInde)

16. 1 think the best
decision purchasing to
buying something at
7-eleven is family.
(FuRadideondnlummden

A A g4 A '
FagumnIudaiIuLINn

asouniuilundn)

17. 1 buy many
products at 7-eleven
because of trend and
promotion.
(suidengoduiniimiudian
sz T3 Tuduuaza

NILIE)
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18. I will buy the
product at 7-eleven
because | want to buy
not because of
promotion.
(ﬁu;ﬁ@ﬂ%ﬂﬁuﬁ'ﬁmiuﬁmw
Bumsizdesnisae hildmse

TolsTusu)

19. I think age is the
one factor that
effected to customer
purchasing.
(Fudnorgueadi Inndl
Nﬁﬂi&’ﬂu@if)ﬂﬁlﬁ@ﬂ%aauﬁ}’]ﬁ

i Iudiaviiiv)

20. According from
previous question, |
think income also an
important factor that
effected to customer
purchasing.

(mnfawdel9 sudad

o [l {
swldgaudluainlsznoun
o o 1 A X A g4
dAysemsdondoaumig

rudaiiu)
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21. 1 think lifestyle of
customer effected to
purchase decision.
(FudndimganssuduiTnadl
wansznusomsdadulade

Aumiudianiu)

22. | think occupation
of customer affected
to customer
purchasing.
(Fudnherdwvesdus Inani

Y Ay

: £ o
Nﬁﬂ’l’]ﬂﬁla’l’]ﬂ“ﬁﬂﬁuﬂTﬂﬂu

& oA '
azmﬂm@muumamuu)

23. | purchase the
product at 7-eleven
because of friend.
(ﬁmﬁ@ﬂ%ﬂﬁuﬁﬁﬁmiu&aw

' Voo A
numsizngudany i)

24. I won’t buy the
product at 7-eleven
when economic
situation goes down.
(suaz higedudiiamusian

nulugruasbgiodue)
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