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ABSTRACT

This study has three objectives: (1) to study convenience store business of non-franchise
type, using Rakbankerd store as case study, (2) to analyze financial returns of this business using
cost-benefit analysis, (3) to study purchasing behavior, factors affecting decisions to purchase,
and consumers’ satisfaction in buying from the store.

Data used in the study were primary and secondary. Primary data were obtained from
interviewing a sample of 200 customers of Rakbankerd store in Ban Tawai of Hang Dong
District, Chiang Mai Province, using accidental random sampling. Descriptive statistics, SWOT,
and financial rates of returns were used to analyze the data.

The results of the study showed that the non-franchise convenience store business, in the
case of Rakbankerd, had some strength in comparison to the franchise business with respect to
operation costs as no franchise fee had to be paid and no royalty fee. No enforcement that certain
types of goods have to be sold in the store. Better customer services were also found due to
personal relationship between store owner and customers with strong community sense. The

owner of the store is free in managing and in decision making of his own business.



As for the weakness of non-franchised convenience store business of the Rakbankerd
case study, this included the store administration and management system was not that efficient,
less uniform standard of services, the business was less competitive, and less bargaining power
with suppliers which had resulted in higher costs of goods bought from them.

On the financial analysis, it was found at 7 percent of discount rate the net present value
of the business was 208,549.56 baht. The internal rate of return of the business was calculated to
be 20.85 percent. The B/C ratio was estimated to be 1.10. The pay back period was calculated to
be 2.87 years.

On the study of consumer behavior, it was found that most customers were females, were
in the age group of 21-30 years old, singles, vocational diploma holders, general employees, and
were in the 5,000 — 10,000 baht income range. The most bought items were drinks. The amount
of money spent per each purchase was lower that 50 baht. The number of purchases made were
4-5 times per week. The most frequent time of purchase was found to be between 12.01- 17.00
p-m.

As for factors affecting the purchases of customers from the store, it was found that for
place related factors, convenient location was cited as the most important. For price related
factors, reasonable prices were cited as most important. For product related factors, clean and
freshness of products were found to be most important. Discount was found to be most important
sales promotion measures. Customer services from the store owner and staff were also cited to be
important.

On customer satisfaction, it was found that most customers expressed that they were
highly satisfied with the store services given. They were moderately satisfied with regards place
factors such as location of store, good display, cleanliness of place. They were moderately
satisfied regarding to products and prices available. They were less satisfied with sales promotion

of the store.



