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Behavior in choosing to use the services of 7-11 Soi 19 branch of undergraduate students
Thaksin University Songkhla Campus
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Abstract

This research aimed to study factors affecting the behavior of undergraduate students at Thaksin
University, Songkhla Campus, at the 7-Eleven Soi 19 branch. The study examined personal factors and the
marketing mix (4Ps): product, price, distribution channel, and promotion. A sample of 400 students was
collected using a questionnaire and analyzed using sociometric statistics. The results revealed that personal
factors, such as age, gender, and income, influenced their behavior to some extent. Most students chose 7-
Eleven due to its convenience, proximity to their school, and comprehensive product offering. Product and
price factors had the greatest influence on their decision, followed by distribution channel and promotion.
Furthermore, most students frequented the store, particularly during the morning and evening hours, reflecting
the importance of 7-Eleven as an important part of their daily lives.
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