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Abstract

The purpose of this study were (1) to study on decision to product purchasing decision
Behavior at convenience store of generation Y and generation Z consumers, and (2) to study on
decision to product purchasing decision Behavior at convenience store of generation Y and
generation Z consumers classified by population factors (3) to study the marketing mix factors (7P’s)
that affect to decision to product purchasing decision Behavior at convenience store of generation Y and
generation Z consumers. The sample of 400 generation Y and generation Z consumers, who used
to purchase products at convenience store in Bangkok metropolitan area were selected by multi- stage
random sampling. Questionnaires were used as a tool for data collection. Data analysis used the
descriptive statistics, including frequency, percentage, mean, and standard deviation, and the
inferential statistics, including independent sample t-test, F-test and stepwise multiple regression
analysis. The result revealed that overall, the decision to product purchasing decision behavior at
convenience store of generation Y and generation Z consumers is high. Age and salary which are
demographic factors affect decision to product purchasing decision behavior at convenience store
of generation Y and generation Z consumers in Bangkok Metropolitan Area at the significant level of .05.
Marketing mix factors that are the promotion, the price, and the Physical Evidence and Presentation
affect decision to product purchasing decision behavior at convenience store of generation Y and
generation Z consumers and generation Y consumers in Bangkok metropolitan area. Lastly, marketing
mix factors that are the physical evidence and presentation affect decision to product purchasing

decision behavior at convenience store of generation Z consumers at the significant level of .05.

Keywords: marketing mix factors, decision to product purchasing decision behavior, generation Y

and generation Z consumer
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iy nwsammginssunisindulatodudluduasandooglusedugs (Mean = 4.19; SD. = 0.63)
idleduunsiediy wuindunisiusfanusiesnis (Mean = 4.38; SD. = 0.66) waznisuarmdaya
(Mean = 4.37; S.D. = 0.67) agluszAugeunn diumun1suseiiiuniadon (Mean = 4.07; S.D. = 0.91)
Frunseindulade (Mean = 4.17; S.D. = 0.87) uazdungAnssundan15ge (Mean = 4.09; S.D. = 0.75)
agluszAvas

2. dwisunan1ifeadeiinudn 01y uarmeldiadedeiiou fnasonginssunmadnauladodudly
$ruazantovesdiuslnaiuiueistu Y uaziouueistu Z luwanganmamues og1edideddynsadan
seu 05 Tneamsaumginssumsinauleteduiluiuasmntovesiuilnaisumeisiu Z egflussiuun
(Mean = 4.11; S.. = 0.59) Hesniramsrunginssunisdnduladodudluduazaintovesiuilaa
uelstu ¥ fegluszduinniian (Mean = 4.27; SD. = 0.65) uazamsmmginssumindulatodudly
$ruazmnderuilaniiiseldioud 50,000 vmdulueglussdutiunas (Mean = 3.37; S.D. = 0.29) §adl
wqaﬂiiuﬂ’]iﬁﬂauiﬁ]%aﬁuﬁwiu'%']uasmﬂ%@ﬂaaﬂdﬂﬂduguq fiamsamginssunmsiaduledodudilu
$Suazmndesglussiuanniianniign (Mean = 4.19-432; SD. = 0.36-0.76)

3. {AdeldvhmainTedt annosmyamuuuLluiy (Stepwise Multiple Regression) favinuetlad
dulszaumneanmmadunginssunmaindulatedudluduaznindevesiuilng Tneidesiu Jinszsim

ANMUFUNUTTEMINILUSNANEAIT

[
A ¥

(1) anuduiusseninamginssunisnisdndulavedualusuazaindevesfuilaaiu
favinutetadediulszaunianisaain wuin Jadedriudszaunisnisaaindninudunusnisuiniu
ngAnssunsinduladedudluduazainde Tnedaanduiusszning 0.48 83 0.73 Falitod Ay 19adad

1% 1%

seau .01 neduUsnianuduiusiunginssunisdndulatedudiluiuazandeuniian loun nafnssy
nsdndulagedunidunisdaaiunisnann aduyszansandunudiiesdu 1indu .70 drudaudsni

ANuFuusiutesngn Ao woAnssunisdndulaedudrludiuasandeiunszuiunisliuinig dan

duUszAnSanduiusiiesdu wiiiu 0.53 Usnguansiaseninmse 1

A15197 1 ANduUSEANSANAUNUSTEMINELUSNAN®N

fiauus 1 2 3 4 5 6 7 8

1. woAnssunsindula | 1.00

Fodum
2. uAnsia 0.64* | 1.00
3. 311 0.66** 0.73%* 1.00
4. 99N INITINTWUIE | 0.61% | 0.69 0.65* 1.00
5. NFALETUNITNAIN 0.70** 0.66 0.60%* 0.58** 1.00
6. UAAINT 0.62%* 0.65 0.56* 0.62%* 0.6 1.00

7. ASEUIUANSIHIUSANS 0.53** 0.58 0.55% | 0.64** 0.4 0.72%*
8. ASTUIUNSIPUSANS 0.68%* 0.67 0.57* | 0.69%* 0.6 0.73** | 0.68** 1.00
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(2) §idelsvaaeudennandasiu (Assumption) ¥8an153LATIZROANBENAMLUUTUTY
wuindunudennandesdiunnusznis lneen Tolerance fingnegil .33 wazA VIF uanfignagi 3.00

v 6 ! U

FeasUlrhldifadmanuduiusseninediuds (Multi collinearity) (Wanichbuncha and Wanichbuncha,

v 1%
a |

2015) warldvihnsiinneitadeifiavinasenginssunisdndulatedudluiuasninde wui fviune
nAnssunsiaduladedudluiuazaintevosfuiloaauiuelsty ¥ uay wuweisdu z luin
NTUNNUMIUAT fiddySeannuinlutes Ao nsduaSunisnain (B =.47) uazsian (B =.38) lagains
wensniveswgAnssunafnaulatedudluuaznintovesuslnanuiueisdu Y uay luweistu z lu

WUANTIVNLVNUAT WUEAWINTY 58 % (R”=.58, Adjust R*=.58 , p(.05) Fap157991 2

M13°99 2 Hansvihunenginssunsdadulatedumluiuazaindevesiuslnalauiuasty Y uay

LRULUBLTTU Z IuL‘U@ﬂEQLVlWNVI’]‘Uﬂi

., Uadbdaudszaunianisnain

Huslaa T .

¢ AINTUNY A1 b ANUEI B SE t p
AuslnauslnAlRuuasty Y uay Z 4,2 46, 38| .47, .38 04,04 | 11.58,9.45 | .00
AustnAlRuUBISTY Y 4,2 44, 46| .46, .45 05,05 | 9.10,881 | .00
AustnaluuaLsty Z 7 82 78 05 17.47 .00%

a v o

* fidAgneanfngeau .05

AlD YDINNITININNUNY

2
3

Wwnedi 4 fie nsdaasunisnann
5 Al YAAINg
6 A NITUIUNTIAUTNINS
.

A9 NNENBAILALNITUNLEUD

=
GHIERETT
1. mylangrdadeiulssnnsmansveuslnaiineaiungAnssunisdnduladedunluiu
avnINTonudn 01y way eld Nuandeiulinasenginssunisindulatedudluiuazmnie lngguslan

Ut Y wavduslnaniiseladaus 50,000 vinduld dwwsliuveanginssunisdndulatoduanly

aad

$uazandetosninguduslnafiisglaous egediduddgmneadiansedu .05 eaenndasiuruileves
Netkamyuang and Limpiangkanun (2016) wui1833ea1uussinsaansvesduiing laud tne o1

a01unIn szAuN1sAne 913w s1ele wasdeiaunuanAiy Snginssunisinduladedudinsousnis

a |

wazdldnsnadenisiiendevesiuslaauand ey Faaenndesiu Sereerat, Laksitanon and Sereerat (2009)
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= 1 a U =1

fnanrirdadediuyena laun o1y Tunewindng TInaseuasd a1l len1aniuAsugia seaunis Anw

1%
o £

SURUUNNSANSITIN YAnAmiaziulnuAndIuyAnalanSnadongAinssuvewuslna dsdumnguilam

VY

fselaunnansiuagyinliguilnaingAnssuunnaneiy

Y

[ |

2. MU ITeEenunAnwilunuidetnudt dudsnginssunisdndulagedudluiuazain

ForosruslaAluaLITY Y wag uwesty Z Tulwansevmumnuasuuulivenngs wasuslnaauues

Y

FU Y JuanebasudnSnaniansamiauInanniiwlstadudiulseaun1anisnatn sunSaLEsSINSHaALAL
AusIan auau ngludiuvemgnssunisindularedumluiuazaintevesuilnalauiuelsiu Z ay

ﬁﬂ’}’]ﬂJLL@ﬂﬁ]‘Naaﬂ‘lﬂ Iﬂ819?1/%11.1a%%wa%qﬂ@iQW’NU’Jﬂﬂﬁﬂﬁ’lLLﬂiﬂﬁ]ﬁH%‘i’Ju‘Ui%ﬁiJVl’Nﬂ’]ima’]ﬂLﬁENﬁ’JLL‘U?

(%

Weafe Arunwanwallarn1Tiaue ag1elidedAynsadanszau .05 asnsaeiusena fal

(1) Munsduasunna1n dewanenginssunisinduladedumluiuasaindevesuilan

£

AUSLaARuILeLIU Y wag ety Z wuulduenngy wazduslaanuuesdu Y luansammumuns

Y

radunsriuazaindednisdnthelavaninduedredaian dn1sdnlusludulszsnneunney

1AgN15aASIANEUANNS V8 FUAIUSIARLAY NHANNUNEUTIvRIdUAINTINIansIAT TNNSlawawaY

'
o a

Ussduiusednsadnase waziinsdafanssufivavluloniasingg wu wanallval wanianguiu Wusiu
Fevliguslnadnauladedudluiuasaandeldundedu aeandesfusuisevss Tassanakullawong
(2012) Anwiladefifinadengfinssunistedudnuaiuuanmaen wuidadedudulszaumsnisean
IFun fusian Funisduasunisnain danuduiuddenginssunistedudiueiuwanaiden
Feaonadoatu Yaowarat (2019) Anwn Yaduduvszaumisnismanaiidmanssnusongfnssunstodud

luSrumvangluuuluidsumsavesiusiaalunsaunnumuas wudn Yadediudssaunianisnaineiy

1%
a S

N13duasuNIIIaIn a1u1saviuengAnssunisdedusluiumuingluuuliisunsaveguilaaly

'
aaa [y

NIUNNUMIUAT agldedrfyniaiAnseau .05 aennaeeiu Kotler and Keller (2012) na131

'
= o

Anudsansvesguilanianuaduiuteu deaudnduresuywdozifudsinszduisai ilan
ANNFDINT Wazadurgoonunlugvesdsesiitnaussanusnduliildsuanunels Tastnasaaind
wiihfinsefunudesnisdendnfasinne vesuTsniiauededuilon Wunufiesdnisgsasidusediu
tianudeanisndnfust 1ilen1sussginguszasdfuUsmenisnaiaiiinisaiuauls fsg3iaanansa

anldiieaussnnuiianalavesfuslaanguidivang dsiueranaiiladinisduasunisnainiinase

1%
v o

nsdinaulauaznginssunistedudesiuilan uenanidwhliuslnraianisinauladeiisibeiu

(2) Frusran dawadenginssunsindulatedudluiuazaindevesfuilnmauueisdu Y
waz Z wuuldusnngu uwazduslaaauuasdu Y lwwangammaviues oradunszdudnfisnalnden
vannaaNsEFuAANMAUR TInfenmduiadliivdsundases ftheuansnadufogisiaoy
warmevesduiniiledsutiuamninviouiinadldsudiaumngan Suilifusinedadulatodudily
Suavnindelddnedilu donndesiuauiseuns Hoang Tuan and Wisitnitikija (2018) fnwiilade
dauusraunanismaniidvinadenginssunisidenteduimiuiuasmndeluaniuuinisiifi wu

v @ o

Taduausian Ldnswasengfnssunisidendedunniuiuazaindelugaiuuinisuidu Aszautiod)
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e
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a1 Inseusuusemuluiuazainte wuiinquitegralvanudrdAgyiudadesiuaiuquaiuiniae

(7

sosasunfedadeniusinn wazdsasnndesiuuwuiAnnisdndulavesduilanves Hawkins and
Mothersbaugh (2013) fina1ninguilanazindulaidenduduiouinisiianansoneuaussanudesisogs
wingamelddunuiiifian

(3) Frunmdnualkarnsiiaue dwarenginssunisdndulateduiluiuasaindoves
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a
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Y
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