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Abstract

This research aims to study the factors influencing consumers’ decisions to use the
services of convenience stores in Chiang Mai City Municipality area. The sample group consisted
of 400 randomly selected participants. A questionnaire was used as a tool for data collection.
A computer software package was utilized for data analysis. The statistical methods employed
for data analysis included the percentage, mean, standard deviation, t-test, one-way ANOVA,
and multiple regression analysis using the Enter method.

The research findings are as follows: 1. The decision to use the services of convenience
stores in the Chiang Mai City Municipality area is influenced by demosgraphic factors, such as
marital status, occupation, and income level, with significant differences at the .05 level. 2. The
decision to use the services of convenience stores in the Chiang Mai City Municipality area is
also influenced by the consumers’ behavioral factors including the source of goods purchased
from convenience stores, the time of purchasing goods from convenience stores, and the
receiving of media information about convenience stores, with significant differences at the .05
level. 3. The marketing mix factors including the product and the marketing promotion, which
are predictive variables for consumers’ decisions to use the services of convenience stores in

Chiang Mai City Municipality area.

Keywords: Decision, Marketing Mix Factor, Use the Services of Convenience Store, Chiang Mai

City Municipality
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