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Marketing strategies on consumer’s perspectives and attitude on consumers
buying decision behavior from convenience store in Nakhonratchasima city

municipality.
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Abstract

The Purpose of this study aimed to study marketing strategies on consumer’s perspectives
and attitude on consumers buying decision behavior from convenience store in Nakhonratchasima
city municipality. Questionnaires were used with 400 consumers from convenience store. After
sending were return 328 questionnaires, 82% respond rate. Data was analyzing by frequency,
percentage, mean and standard deviation. The Hypothesis was tested by Multiple Regression
Analysis.

The result of study showed that the dimension of Marketing strategies, Consumers need,
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Cost to buy, Convenience to buy and Communication were rated in a high level, another more the
overall consumers attitude and consumers buying decision behavior were rate in the highest level.
The hypothesis testing found that marketing strategies and consumer’s attitude, influences to
consumers from buying decision behavior from convenience store in Nakhonratchasima city
municipality. However, the Marketing strategies, the Consumers need and the Communication are

not statistically significant.
Keywords: Marketing strategies, Attitude, Buying decision behavior, Consumers.
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