4 o o [ v o a v a
ﬂ@i’:!‘lﬂﬁﬂ”liﬂi‘uﬁl’JVI’]\?ﬂ’]i@lﬂ’]ﬂﬁﬂ@ﬂﬂ@’ﬂ\‘lﬂUWi]ﬁﬂii&lﬂﬂ%‘iﬂﬂ
¥ 4
ABITIUNEAINTD Gfummﬂqwssmq%
The Marketing Adaptation Strategies Aligned with Consumer Behavior

of Convenience Store in Suphanburi Province

Ut daauysnd, S9895A Bunuaune’ uas A3UNT gnsAe’
Baramee Buasomboon', Rungsun Injun2 and Watcharin Sutthisai®

AMYITFNARTUATITUILANAUAART HY1ANeNRY TN a1TAIN" 2

Faculty of Political Science and Public Administration, Rajabhat Maha Sarakham University™#3

Corresponding Author, E-mail: barameebuasomboon@gmail.com

Retrieved; 11-11-2024; Revised; 24-12-2024; Accepted;11-11-2025

uUNARYa

MeAdaAsaRiidngUsTaeAiie 1) Anwnladanaynsnisuiudamnsnisnanfisanpaedy
woAnssuruilnnaessuazainds Tudamdngnasoins way 2) Anenguiunladunagnsnig
UsugamniananafisanaaasiungAnganyualnauesiuazands Tidmdngnaaniyd e ng
Aduazasit 1 WiunstdeBalsuno nandanene e wuslnafilsuanisannauazninds (7-Eleven)
Tudamingnasnns 1uas 400 e waztruuuaeuansfuedactaluniafurays adnflslnng
?jLﬂ‘.i’]Zﬁ“ﬂyﬂHuﬂ Taun m‘sﬁmm:ﬁmmm@’\iwvg@m dmiuniaidusyasi 2 \IuNTR9IBIA NN
TaedmRDNNANILIIMNIBULLIENZAS 1593 4 NaN 5991981 12 A wasTruuudunuolBefnuay
Uszifnanunnguiineiasdetunisifureya nansidenunn 1) TadunagnsnisUsudantg
nanarafisannsastungAnssanuilne Tansaania 6 Tads Taun nisUsudamenisnana n1g
ANFUIUINRATDIN N1TTATIUHANGHGNANLWNE NITHAUINALNTNITINY N1TDDALLL
Thg9aa1989ANnT wazlasenisinen sunsasdunslnsesay 79.00 auneiiiiAyneaaniissm
01 uaz 2) NagNEnTUsUFIINITRAATiFaRRADITLUNG AnTTUAlnA 99nn1adNnTHOLEIAN
uaznIalazgNngrees WANEN 4 7348 U2naunte ANNMAINMaNEY991993s AamLTies

N1 MusnIg ﬂ’]‘jsfifii_l?jﬂ’]‘jl,%\‘i‘gﬂ LAZNTTAI VIR NAWATLAZLENTS

AENATY: NAYNENTUSURIMINMIRaTR; WeRNTINRLE nA; SmazaanGe



1090 | 1158199%1N15 N1F9ANTITNIASguaianyy 07 7 atui 3

Abstract

This research aims to 1) study the marketing adaptation strategy factors aligned with consumer
behavior of convenience stores in Suphanburi province, and 2) study the model of marketing adaptation
strategy factors aligned with consumer behavior of convenience stores in Suphanburi province. The first
phase of the research is quantitative research. The sample group used in the research were consumers
who frequently used the services of convenience stores (7-Eleven) in Suphanburi province, a total of
400 people. A questionnaire was used as an instrument for data collection. The statistic used for data
analysis was multiple regression analysis by Enter and Stepwise methods. As for the second phase of
the research was qualitative research. The key informants were selected by purposive sampling, with
several 4 groups, a total of 12 people. An in—-depth interview form and focus group topics were used
as instrument for information collection. The research results found that 1) the analysis of the marketing
adaptation strategy factors that were aligned with consumer behavior, with 6 factors, including
Marketing Adaptation, Product Positioning, Target Customer Segmentation, Sales Strategy
Development, Organizational Structural Design, and Education factor. can explain 79.00 percent, which
was statistically significant at the .01 level and 2) the marketing adaptation strategies that were aligned
with consumer behavior, which were obtained from in-depth interviews and focus group discussion,
had an additional 4 factors, including age diversity, service equality, proactive service, and alternative

product and service creation.

Keywords: Marketing Adaptation Strategy; Consumer Behavior; Convenience Store
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