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Section I: Introduction

As the lifestyle has changed in modern life, one of the key success of operating business
is to provide convenience to customers. 7-eleven one of the success chain convenient stores that
has long been provided convenient to customers by allowing buyers access to the shop a few
steps away from their place. The stores do not only provide convenience by building appropriate
locations but also the innovation in products and services which shorten customers' time in doing
certain activities. The store's main revenue comes from food products, consuming 70% of total
revenue. Ready-to-eat food has become more popular with the present active lifestyle. Currently,
7-eleven have over 10,000 branches in Thailand which there are approximately 11 million people
using the service each day. This statistics alone can show us that 7-eleven has been very
successful for over decades.

However, the convenient concept of 7-eleven has been challenged recently with the
growing trend of food delivery service. As technology disrupts such as Grab and GET, the
application provides multi-service including transportation and food delivery allowing users to
get service within one click from home. Since it is offered to the market, it develops customers'
level of convenience from “a few steps from home” to “order from home”. There is no need for
customers to step out from their place to get any kind of service they want. This expands the
choice of service and saves customers time at the same time.

In this paper, the central question is: Does online food delivery service affect the chain
convenience store? Our study will analyze the impact of food delivery service to chain
convenience stores (7-eleven) focusing on food products which is the main revenue stream of

7-eleven stores.



Section II: Review of Literature
Thailand internet usage & online spending

Thailand is the world leader for time spent on the internet and mobile internet per day due
to a higher use of social media and the popularity of online video consumption. The internet user
growth is 24% year on year. According to the ‘Digital Global overview’, Thais spend the most
time on mobile internet at 4.56 hours, followed by Brazil, Indonesia, the Philippines and Nigeria
at 4.21, 4.17, 4.13 and 4.05 hours respectively. The higher use of the internet can indicate the
changing in living way and behavior (Leesa-Nguansuk,2018).

From the total annual amount globally spent on consumer e-commerce by categories,
the biggest amount belongs to Fashion & Beauty followed by Electronics& Physical media and
Food& Personal care. Nevertheless, a study of IGD Research tells an even more bullish story,
with the company forecasting compound annual growth rates (CAGR) of more than 50 percent in
Thailand’s online grocery sector over the coming years. Online shopping in Thailand will

account for close to 2 percent of Thailand’s total retail market by 2022 (Simon & Sarah,2019).

The coming of food delivery business

At the present time, the food delivery business has gained its popularity in the light of
convenience. It does not only provide absolute convenience for time-poor consumers but also
enlarge its opportunities for entrepreneurs. The industry has been evolving respectively to the
development of technology together with the change in Thai consumers' behavior on mobile
internet. Before online food delivery has arrived, traditional food delivery service is done by
phone calls giving consumer enjoyment of reducing his traveling cost. Thanks to technology
disruption, online food delivery was introduced to the market in the form of a website or mobile
application, such platform provides consumers more than just a decrease in transportation cost
but also a variety of choices.(Kittanadeachakorn, 2017)

According to the survey conducted by K-Research, the result shows that 63 percent of the
surveyees agree on the arrival of food ordering application has shaped consumer behavior.
Consumers dine out at restaurants less but order food through online application progressively.

Although some restaurants might have fewer guest visits by the effect of online application but it


https://asia.igd.com/Portals/4/Asia-online-forecasts-free-download.pdf

does not necessarily mean that those restaurants will stop operating. As they also gain
opportunities from the positive effect of the boom of online food delivery, restaurants become

visible and interact more to consumers. (kasikorn research.com, 2019)

Convenient store

Among all types of modern retail stores, convenience stores are becoming the king in
modern trade channels. This includes 7-eleven, Family Mart, Max Value etc. There are a total
15,300 convenient stores in Thailand which the largest players in the market are 7-eleven
(10,268 outlets) followed by Family Mart (1,138 outlets ). The reason for growth is due to the
falling in country's’ average household size causing lower volume in daily consumption
necessities. Another reason is traveling cost, even if the price of products in convenient stores are
competitive, compared to large stores but after adding traveling cost into consideration, the
overall cost may be higher. (DKSH, 2018)

Additionally, the competition with convenience stores is expanding. They not only
compete among convenient stores like it used to but they are also challenged by quick-serve
restaurants, drug stores and small grocery stores. Development of technology and an increase in
customers’ desires are what shape industry toward technology adoption. The quality and variety
of prepared food are top tier attributors that drives brand equity. The innovation on product
especially food to match on-the-go consumers lifestyle and connect the need on personal level

are consider necessary for business sustainability (Refrigerated&Frozenfoods, 2019)

Change in consumers purchasing behavior

Consumers purchasing decisions occur where commodity and convenience costs are at
minimum. For retailers to be successful, One important factor has mentioned is place
convenience which if the sellers can maximized place convenience advantages by locating close
to consumers and able to reduce buyers convenient cost, buyers will be more impressed with the
brand even more than the well-known brand with dislocating according to Eugene J. Kelly. This

makes retailers with good location become more popular among customers.



However, Online platforms have changed consumer behavior significantly toward
purchasing behavior. It helped customers to enhance their purchasing experience through a more
convenient process. There is no need to reach particular retailers to get product/services. The
problem of the difficulty in getting products/services depends on where they live and the scarcity
of time in fast pace society has been solved. The more benefits they get by using the platform has
changed consumers' perception about the purchasing process. (Kittanadeachakorn , 2017).

In Thailand, the most participation on E-commerce falls in Gen Y(17-36 years old) ,
followed by Gen X (37-50 years old) and Baby boomers (51-71 years old) respectively which
different segments are looking for different benefits.Therefore, Thai people have a positive
attitude towards online platforms in a way that they believe it provides opportunities rather than
harm but there are still largely concerned about fraud activities (commonwealth of Australia,

2018)



Section III: Methodology

1) Data collection
1.1 Primary Data
The data will be collected from the sampling group through an online
questionnaire.
1.2 Secondary Data
The data will be collected from the existing paper, research and information on
the internet which is able to use as reference for analyzing the outcomes.
2) Research Variables
2.1) Dependent variable (Y)
2.1.1) Spending amount at 7-11 store
2.2) Independent variables (X)
2.2.1) Time
2.2.2) Price
2.2.3) Promotion
2.2.4) Age
2.2.5) Income
2.2.6) Frequency of using food delivery service
2.2.7) Location
2.2.8) Place
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