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Attitude On Service Marketing Mix Affecting Customers’ Using
Service Behavior, Brand Equity Perception And Total Satisfaction At
Convenience Store In Bangkok Metropolitan Area.

ABSTRACT

The objectives of this research was to study the Attitude on service marketing mix
affecting customers’ using service behavior, brand equity perception and total satisfaction at
convenience store in Bangkok Metropolitan Area. The sample was 384 customers
convenience store in Bangkok Metropolitan Area. The instrument used in the research is a 5-
level estimation scale questionnaire. The statistics of research were Percentage, mean,
standard deviation, and stepwise multiple regression analysis.

Research findings were as follows : Most of the samples were female, 21-30 years
old, single status, bachelor degree level or more. Have a career in a private company Most
income levels 10,000-20,000 baht and the most convenient store that chooses to use the
service is the 7-Eleven store. The mixed marketing attitude of product service influences
service usage behavior in terms of number of service use from 5 times per week. With
statistical significance at the level of 0.05 Product And staff or personnel There is a
relationship with the perception of customer brand value. With statistical significance at the
level of 0.01. Mixed marketing attitude, service, product, price, and physical Is related to the
recognition of brand value In terms of brand loyalty With statistical significance at the level
of 0.01 Overall brand value awareness The relationship between brand and perceived value
correlated with service usage behavior. The number of times that the service is used from 5
times per week And the average cost of using the service per time With statistical significance
at the level of 0.05, with a low correlation in the same direction. In addition, the overall
brand value recognition And brand loyalty in relation to service usage behavior The average
cost of buying products With statistical significance at the level of 0.05 with the low level
correlations in the same direction And the recognition of brand values Regarding brand
awareness, it was statistically significant at the 0.01 level, with a low level of correlation in

the same direction.

Keywords: Attitude, Marketing Mix, Perceived , Satisfaction and Convenience Store.
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