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Abstract

The objective of the research were to study personal demographic factors and marketing mix factors
that influence consumer behavior under the new normal towards purchasing products through online
application from 7-Eleven (7-11) in Mueang District Chonburi Province. The data were collected from a sample
of 400 people using various statistical tools, including frequency, percentage, mean, standard deviation,
Independent-Samples t-test, One-Way ANOVA, and multiple regression analysis. The results showed that there
were 64% female, 36% male, aged between 25 - 35 years, with bachelor's degree level, being an employee of
a private company, average monthly income is 15,001- 25,000 baht, composed of 3 family members, and home
is the location where most products are delivered. The results of the demographic analysis found that only an
income factor influences consumers’ behavior under the new normal of purchasing products through online
application from 7-Eleven convenience stores (7-11) and from the results of the analysis of marketing mix
factors which influence consumer behavior under the new normal towards purchasing products through online
applications from 7-Eleven convenience stores (7-11) in Mueang District Chonburi Province using the multiple

regression method. Statistical significance was set at 0.05. The results of the study found that there are value
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factors that customers receive, followed by convenience, comfort, and satisfaction in responding to customer

needs statically significant.

Keywords: Consumer Behavior, Marketing mix, Online applications, Convenience store
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Table 1 shows the influence of demographic factors on consumer behavior under the
new normal regarding the purchase of products through online applications from
T-Eleven convenience stores in Mueang District, Chonburi Province, and the

differences therein

Demographic Factors t F Sig.
Hypothesis 1.1 Gender -0.846 - 0.408
Hypothesis 1.2 Age 1.142 0.348
Hypothesis 1.3 Education 0.633 0.589
Hypothesis 1.4 Occupation 1.899 0.092
Hypothesis 1.5 Average monthly income 2.502 0.039%
Hypothesis 1.6: Number of Family Members 2557 0.053
Hypothesis 1.7: Delivery Destination 1.131 0.350
*P=0.05
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Table 2 shows the mean, standard deviation, and level of opinion regarding the marketing

mix from the customer’s perspective, in overall

Marketing Mix Elements from the Customer's X S.D. Level of Opinion

Perspective

1. Perceived Customer Value 4.20 0.57 High

2. Cost 3.71 0.67 High

3. Convenience 4.24 0.54 Highest

4. Comfort 4.28 0.54 Highest

5. Communication 3.96 0.65 High

6. Service Process 3.93 0.65 High

7. Customer Satisfaction in Meeting Needs 4.35 0.53 Highest
Overall Mean 4.09 0.51 High
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Table 3: Summary of Hypothesis Testing Results and Multiple Regression Analysis

Factors B Beta t Sig.
Constant 0.296 0.674 0.501
Aspects of Value Received by Customers 0.370 0.288 2.248 0.024*
Aspect of Cost 0.172 0.013 0.117 0.907
Aspect of Convenience 0.387 0.290 2.251 0.022*
Aspect of Comfort 0.390 0.293 2.257 0.020*
Aspect of Communication 0.218 0.166 1.641 0.103
Aspect of Service Delivery Process 0.192 0.143 1.262 0.209
Aspect of Customer Satisfaction with Responsiveness 0.394 0.295 2.255 0.021*

R = 0.616, R? = 0.380, SE = 0.708, F = 12.430, Sig = 0.000, *=P<0.05
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