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ABSTRACT

The objectives of this research were 1) to compare repurchase intention and willingness to
pay of convenience store customers classified by personal factors, and 2) to study the effect of
marketing strategies convenience store on consumer behavior in terms of repurchase intention and
willingness to pay. Samples of this research were 398 consumers who purchased product from
convenience stores in Chonburi province. The number of sample was calculated by Taro Yamane
formula. Statistics for data analysis included frequency distribution, percentage, means, standard
deviation, T-test, F-test, LSD, and Multiple regression analysis. The results of the study showed
that 1) personal factors including gender, age, education level, marital status, occupation and
average monthly income did not influence behavioral intentions of shoppers in terms of repurchase
intentions and willingness to pay, and 2) marketing strategy factors affecting repurchase intention
were physical environment, sales promotion, staff service, location, and online communication
whereas factors affecting willingness to pay were staff service online communication, and price

appropriateness.





