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Students’ Satisfaction and Their Behavior in the Use of Services Provided by Minimart
Stores: The Case of Rattanabundit University’s Students.

Abstract

The objectives of this survey research were to study 1) fundamental factors of
Rattanabundit University’s students who used services provided by minimart-stores 2) their
behavior in the use of services provided by these stores 3) satisfaction obtained from the use of
services 4) the relationship between students’ satisfaction and their fundamental factors. Statistics
used included both descriptive statistics ( frequency , percentage , mean , standard deviation) and
inferential statistics( independent-sample t-test , one-way Analysis of variance , Scheffe’s multiple
comparison test). Questionnaire was used to collect the data. Samples included 385 Rattanabundit
University’s students.

Outcome of the research revealed that fhe majority of respondents were female , less
than 20 years of age , single , studying bachelor-degree program with monthly stipends between
10,000-20,000 baht. Study of their shopping behavior indicated that they normally visited the
shops alone. Their frequency of visit was 1-2 times weekly and the expenditure made was 51-100 baht
per visit .Household items were the most popular items purchased.Study of satisfaction on
marketing mix showed that product (product’s brand influential to the purchasing decision) scored
highest on a given rating scale while price (product’s quality commensurate with the price or
reasonable price) scored high on the scale. Channel of distribution( availability of stores nearby)
scored high while marketing promotion (marketing activity aimed at dissipating information on
products offered)scored highest.Hypothesis tests , on the other hand , showed that students with
different fundamental factors (sex, marital status , age, education , occupation , monthly income)

did not differ in their satisfaction of services at 0.05 level of significance.



