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The Study of Impulsive Buying Behavior in Convenience Stores
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Abstract
Impulsive buying behavior has been studied for decades. The Western research
has already dedicated their interest to impulsive behavior study while, the topic has not
yet been discussed broadly in Thai context.
The main purpose of this research is to demonstrate how Thai people currently
exercised their impulsive buying behavior in the convenience stores. The research uses
simple random sampling to select 450 customers who shop in convenience store. The

research also applies quantitative research method by using descriptive and inferential
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statistics to investigate buying behavior of the customers. The research found that snacks
are usually purchased impulsively while, drinks and soft drink are bought pre-planned. By
considering impulsive buying behavior, the researchers discovered that there are some
demographical differences, age and income, affecting the level of impulsive buying
behavior.
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