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ABSTRACT

This study aims to investigate demographic factors, behavioral factors, and marketing mix factors affecting
consumer decision making to purchase goods from traditional grocery stores in Phra Nakhon Si Ayutthaya
province. The results indicate the differences in gender, age, generation, education level, and career affect the
purchase decision making. The consumer behavioral factors reveal that the distance between the customer’s
home and the nearest modern convenience store can affect the purchase. The types of goods that the customer
wish to purchase can also affect the purchasing decision. The binary logistic regression shows that the distance,
the monthly income more than 20,000 Bahts, and the consumers’ value as well as a variety of goods
significantly affect the purchasing decision in the traditional grocery stores at 95 percent confidence level. The
generation X prefers well-arranged and clean stores to stimulate their purchasing decision making in the
traditional grocery stores. Therefore, traditional grocery stores must be applying technology, innovation to
manage and choose a variety of products and differentiate the products from modern retail stores can meet
local customer demand
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Dependent Variable: BUY

Method: ML-Binary Logit (Newton-Raphson / Marquardt steps)

Date: 05/31/23 Time: 00: 38

Sample: 1 400

Included observations: 400

Coefficient covariance computed using observed Hessian

Variable Coefficient Marginal Effect Std. Error t-Statistic Prob.

C 6.487144 1.518651 4.271650 0.0000

DISTANCE1 -4.099002 -.1241491 1.043627 -3.927648 0.0001

INCOME3 -1.195337 -.0187385 0.452858 -2.639543 0.0083

GENX 2.425566 .0250977 1.048430 2.313522 0.0207

CONSUMERVALUE5 0.681098 .0114294 0.272990 2.494954 0.0126

CONSUMERVALUE3 -0.716680 -.0120265 0.275632 -2.600134 0.0093

Akaike info criterion = 0.449953, Log likelihood = -82.99061
LR statistic = 66.67031, Prob (LR statistic) = 0.000000
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