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ABSTRACT

This study on factors influencing the choice for convenient store of consumers in the city
area of Chiang Mai Province was based on information from questionnaire interview of 200 and
300 randomly sampled customers of 7-Eleven and Lotus Express store, respectively. The analysis
was performed upon the results of Logit Model application using Maximum Likelihood
Estimation: MLE technique. The most common characteristics of the respondents were female
(66%), under 20 years old (48.4%), with educational attainment higher than bachelor’s degree
level (69.6%), single (81.6%), having more than 35,000 baht average monthly family income
(39.2%) with family size larger than 4 persons (58.4%), visiting the store located less than 500
metres away from residence (29.4%), spending more than 15 minutes for each visit to the stores
(44.4%), spending 51-100 baht per shopping (38.2%) and visiting the stores more than five times
per weeks (54.2%).

The study finding indicated the most influential factor for customers choice to visit a

particular convenient stores was the store workers’ uniform, followed by the shelf arrangement



into category of goods making easy the selection of products, and parking area, respectively. The
presence of all these true factors will improve the likelihood by more than 50% of customers to
visit that particular store. The factors which contribute to 21-49 % increase in likelihood of
customers to visit a particular store include organization image, contribution to society and
community, total payment per shopping, samples for tasting, product brand and standard, distance
from home, service hours, and sale promotion. Meanwhile the factors of age, family size, and
education will improve no more than 20% of the likelihood for customers under this study to visit

a particular convenient store.



