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Abstract.

Research on “ Behavior of Undergraduate student in the Faculty of Humanities and Social
Sciences.Thaksin University, Songkhla Camplus for use 7-11 Convenience store at the camplus. ”
This research The objective is to develop a research concept framework. Behavior in choosing to use
the convenience store 7-11 Thaksin University branch of undergraduate students in the Faculty of
Humanities and Social Sciences. Thaksin University, Songkhla Campus The researcher reviewed the
literature related to factors affecting behavior in choosing to use 7-11 convenience stores in order to
formulate a conceptual framework consisting of primary variables: 1). Individual factors include
gender, curriculum, year of study. study Income (per month) and living in a dormitory within the
university. 2). 7P's marketing factors include product, price, marketing promotion, Place, People,
processes, and physical environment. The dependent variable is the behavior of choosing to use 7-11
services, including the purchase period. Cost of each purchase and frequency of using the service.
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