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ABSTRACT

The purposes of this research were to: 1) study the level of strategies on service mix affecting
the market share of convenient store, 2) study the market share of convenient siore, 3) study the
strategies on service mix affecting the market share of convenient store, 4) study problems and
suggestions related to service mix affecting the market share of convenient store in Maha
Sarakham province. The subjects used in the research were 115 entrepreneurs who had worked in
the convenient store. The instruments used for analyzing the data consisted of open-ended
questionnaire, a five rating scale questionnaire with 0.94 of reliability. The statistics used in the
research were mean, standard deviation, percentage, multiple regression analysis, and Pearson
Product Moment Correlation Coefficient Analysis.

The results of the research were as follows:

The overall of entrepreneurs of convenient store in Maha Sarakham province was ratfed at a
high Jevel (p=3.70, o =0.86). Considering each aspect, it was shown that six aspects were rated
at a high level, one aspect was rated at moderate lovel difference from high to low: product

(u=3.87, o =0.62) market promotion (= 3.86,6° = 0.68) process (1=3.81, o =0.56) price
(p=3.73, ¢ =0.46), place (n=3.64, & = 0.56), people (4= 3.51, & =0.50), and facilitators in
the office (u=3.49, o = 0.43) respectively.

The components of market share of convenient store difference from high to low: placs,
market share, target market respectively.

There were seven variables: product, price, place, market production, people, service process
and 7, facilitators in the office. This was shown multiple correlations co-efficient with R = 0.729,

decision correlations R* = 0.532 and decision correlations adjusting Adj. R’=0.505 with different




significance at .05 level. These can be shown by equation in the form of raw score and standard

score as follows:
Regression equation in the form of raw score:
Y =1.719 + (+-.024) X+ .062 X, + (-0.066) X, + (. 064) X, + (-.009) X, + (-.130) X+
037X,
Regression equation in the form of standard score:

7 7=(052) Z,+-.016 Z, + (- .039) Z, H-.037) Z,+ (. 175) Z, + (-.030)Z;+.309Z,
The subjects proposed the problems and suggestions difference from high to low as follows:

product, service system, price, market promotion, place, people and facilitators in the office,

respectively,




