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ABSTRACT

The research aims to investigate significant factors that drive decision
making on grocery consumers’ store selection in a specific environment in clustered
areas in Bangkok. This research provides grocery retailers operating in Bangkok with
information about the attributes that consumers consider to be the most important
factors when choosing a store.

Neilsen (2008) found that consumers re-evaluate their criteria for choosing
grocery stores such as location, access and convenient parking. Other attributes such
as product assortment and customer services are also critical in store choice (Arnolds,
1997; Sparks, 1995). There is limited knowledge about local consumer behaviors
because few studies have been recently carried out so expert interviews were
conducted prior to designing questionnaires. Questionnaires were designed and
adapted to local customers based on local retail marketing research and international
academic reviews. 450 respondents participated by completing questionnaires in three
different clustered store areas in Bangkok during various time periods over the course
of many days. Descriptive statistics and factor analysis were used in data evaluation.
Findings indicated store layout, merchandise and promotions were decisive factors that
consumers considered when choosing a store in clustered locations.
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CHAPTER |
INTRODUCTION

This research is to study factors that have influences on consumer store
selection in the context of hypermarkets locating in Bangkok Central Business
District. The study only emphasizes on the hypermarkets which have a feature of
being in a near proximity. Obtained information will enable academic and industry
professionals in the fields to gain insights on influences of store attributes on
consumer decision-making. This chapter will describe retail history, development of

Thai retail business and agglomerated hypermarket in Bangkok.

1.1 Background

Retailing is defined as the activities that involve selling goods or services
directly to final consumers, for personal and non-business use (Kotler and Keller,
2009). In a supply chain of marketing, retailing plays a vital role among
manufacturing, wholesaling, and consumers. With time evolutions, there have been
evidences of retail development altogether with consumer behavior change. One of the
outcomes resulted from these changes was an introduction of one stop service, firstly
taken place in the Western world which later spread to the East.

East Asian markets have become particularly attractive to European
retailers as the economic growth rates and rapid social change in the region have
offered attractive expansion opportunities. In particular the “Asian Tiger” economies,
offered retailers the market opportunities which were underdeveloped in terms of their
retail structures and yet promised the economic basis for sustainable developments. In
Asia, particularly in Japan, hypermarkets are popular where five major chains have
penetrated and present some of the largest retail chains of the world. With
technological advances and an open-door policy, these retail chains have entered in

Thailand and increasingly expanded their presence. Several analyses on Asian markets
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have been conducted in respect to market opportunities, market assessment and
relative advantages. For many European retailers in the early 1990s, East Asian
markets appeared to provide opportunities for future expansion, as the markets
themselves passed through the type of transitional process already experienced by
European markets. Retailers may have competitive advantage by introducing unknown
retail format in the host market, the introduction of technology, and sophisticated
management techniques. On the other side, heterogeneity rather than homogeneity
represent characteristics the markets of East Asia. The main advantages of emerging
markets lie in their potential rather than their current conditions. Measurements of
economic growth, such as rising per capital income, suggest a developing economy,
which in turns link to a development of infrastructure, creating a more attractive
opportunity to modern traders.

In 2010, three of five largest retail chains in the world are classified as
hypermarkets, supercenters and superstores (Retail About, 2011). By definition,
hypermarket is the combination of supermarket and department stores which has at
least 150,000 square feet of floor space, and at least 35% of space is used for non-food
merchandises. In the U.S., Wal-Mart is the dominant hypermarket chain and has no
major international hypermarket competition. Wal-Mart mainly presents in Europe
whereas Carrefour succeeded in expanding internationally especially in developing
countries. By contrast, eleven European hypermarkets/supercenters/store chains are

among the largest retail chains in the world.

1.2 History of Food Retailing Sector in Thailand

Prior approaching food retailing industry in Thailand, it was worth to
distinguish different grocery store format being existed worldwide. Grocery store is a
store that retails food whereas a supermarket, a form of grocery store, a self-service
store offering a wide variety of food and household merchandises, organized into
departments. It is larger in size and a selection of products than a traditional grocery
store. Hypermarket is a superstore combing a supermarket and a department store. It
provides an expansive facility carrying a wide range of products, including full

groceries and general merchandise. In theory, hypermarkets allow customers to satisfy
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all their routine shopping needs in a trip. They are like other big-box stores; have
business models focusing on high volume, lower-margin sales (Wikipedia, 2011).

In Europe, especially in big cities, large supermarkets are often found,
leading to a decline in independent smaller grocery stores and replacements of
supermarkets and hypermarkets. A similar situation was also found in Latin America
(Wikipedia, 2011). In Thailand, modern grocery sector are at present composed
primarily of hypermarkets, cash-and-carry, and convenience store format which
continue to grow (McKinsey, 2010).

Retailers have played a significant role in Thai culture and affected
lifestyle and social community. Thai traditional grocery stores or “Chowhuay”, have
been present in the society for more than decades. The “Chowhuay” is also known as
“mom and pop” shops. From the early 1950s when Thailand experienced its first
wave of industrialization, the structure of retailing was virtually unchanged (Silcock,
1967). The mainstay of the retailing system in Bangkok was the shop-house sold great
merchandise on the ground floor, stored inventory on the second floor and provided
accommodation for its owner on the third floor. These “mom and pop” stores provided
very limited variety of merchandise, although most convenience shopping would be
done there or nearest wet markets. In 1950 the coverage of each general merchandise
shop was 84 persons in Bangkok compared with 74 in Tokyo in the same year. (Dunn,
1964)

In was not until 1964 that there was foreign (Japanese) investment in
department stores, Thai Daimaru. There was food section in Thai Daimaru which
attracted mostly high income earners. Since then it introduced four different food retail
formats which are supermarket, convenient food shopping, hypermarket focusing on
cheaper price, and convenient store for ready to eat meals and beverages. By the end
of 1960s, there were nearly a dozen supermarkets in Bangkok (Wigglesworth et
al.1966). Thai households traditionally bought fresh food daily for their cooking from
nearby Chowhuay and fresh market such as the wet markets. 1980s arrived with a
large proportion of Thai population fully grown and already working in the workforce.
This led to the higher purchasing power. Their preference on modern retail trade was
one of important factors for development in modern food retail sector. Working age

consumers preferred to live in the suburban Bangkok, due to lower housing cost.
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Nevertheless family car became a requirement due to lack of mass public
transportation during that time. Increasing number of cars produced traffic problems
and inadequate parking space.

Department stores reacted by opening branches in suburban in Bangkok
with units of supermarkets. Married women continue to be in the workforce. Limited
time resulted in buying once a week of grocery in a large quantity. By 1990s a
substantial number of Bangkok residents had started to enjoy the advantages of one
stop shopping. Supermarkets were defined as ‘self-service’, complete with basket cart,
plastic packaged meats and vegetables and a wide assortment of imported foods
(Shannon, 2009).

Discount retailers are believed to be so detrimental to the existing retail
environment that many communities have fought their entry through zoning and other
regulations (Miller et al., 1999).As a member of World Trade Organization since 1
January 1995, Thai government could not possibly deny or set strong barriers of entry
by imposing heavy rules and regulations on overseas modern traders. During the
economic boom of 1988 to 1996, Thai Economy has been precipitated by the
strengthening yen, against the dollar to which the Thai currency was tied, a growth
rate of 8-9 percent for nine years during which time Thailand was the fastest growing
economy in the World. The income of the top 10 percent of the Bangkok workface
tripled during this period (Phongpaichit and Baker, 1996). Unfortunately the economy
was to collapse in the following year when the Thai currency was devaluated on July
2" which preceded a worldwide economic crisis. Thailand was one of the worst
impacted economies with respect to the contraction of the retail sector due to sudden
decrease in consumer confidence and purchasing power (French and Crabbe, 1998).

The crisis had lowered considerably disposable income led to development
in hypermarket as an alternative for lower prices. Consumers spent approximately one-
fifth of their food expenses either on dining out or buying ready to cook food for
family meals, with an increasing tendency through the years. Limited time and
convenient service made available by modern retail food sector accommodated their
needs and preferences. Preferences on buying from modern food sectors were a wide

assortment of merchandises with better services at relatively lower prices. Location
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(closer to home) and ample parking space were considered important factors
(Tokrisna, 2005).

Prior to the recess in 1997, the Alien Business and Occupation Law had
restricted ownership of companies, such that Thai shareholdings must account for at
least 51%. Additionally, the number of foreigners allowed employment in a joint
venture company was limited by the one-year residence and work-permit system.
Other informal barriers were seen as restrictive environment that foreign retail
environment being possible in the form of minority role with Thai joint venture
partners. The first European entrant SHV Makro of the Netherlands entered in 1989
taking a 40 percent equity stake with a large Thai poultry farming company, the CP
group. Tesco invested in the Lotus Supermarket chain in 1994, two years before
Carrrefour’s 40 percent joint venture with Central Retail Group.

In 1999 all regulations were abolished to full direct foreign investment
equity ownership. As a result of this abrupt financial crisis, Baht devaluation impaired
debt payment ability. Many businesses were sold to foreign investors. In
hypermarkets, information was available for Tesco Lotus, Big C, Carrefour and
Makro. CP owned 10% of Lotus but after the economic crisis sold 92% to British
Tesco. Big C sold 66% to French Casino. After the crisis Central no longer possessed
share in Carrefour, sold to SSCP Holding while French Carrefour shared 40%. SHV
share in Makro increased from 44% before the crisis to 90% after the crisis.

While the modernization of retailing brings about efficiency gains, there is
a danger when the largest players dominated the market (Fels, 2008). The situation
became difficult as the government encouraged foreign investment. They found
themselves facing demands for regulation due to perceptions of over expansion. In
2001, total retail trade value was 1,194.1 billion Baht of which 53.2% was from
modern retail trade and the other 46% from traditional store. The pattern of retail trade
had switched from mainly traditional trade (74% in 1997) towards modern trade.
While value of modern trade rose by 1.5 times from 1997 to 2001, traditional trade
value decreased by 21.2%. Total retail trade increased by 24.6% during this period.
The increased was from the modern retail trade. Traditional retail trade had lost its

share of 27.2% to the modern trade.
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In 2002 Thailand Development Research Institute (TDRI) conducted a
survey on traditional retail stores and reported that within one kilometer around a
hypermarket, 36% of traditional retail outlets closed while there were 21% newly
opened, thus the net decrease was 15%. On the average number of traditional retail
outlets decreased 7.6% annually while the sale value of the existing one decreased by
8% per year, most of them were grocery stores.The traditional grocery stores are
mostly family-owned, which store management skills and competitive bargaining are
considered poor and inefficient comparing to multinational modern traders.
Consumers preferred buying processed food from hypermarkets and turned to buy
beverages and refreshment from convenience stores.

In relation to fierce competition among multinational companies, many
Thai traditional stores have forced themselves to close down the business due to a
critical loss of competitive edge to convenient and discount stores (Chaisamorn, 2001,
p.64). Discount stores have many advantages over traditional grocery stores. Thanks to
massive foreign investments injecting to the industry. Positioned with management
skills and advanced technology, it is not surprising that they have now become
dominant players in grocery retail business in Thailand. With diminishing number of
traditional grocery stores and the continuous rise of new modern trades, consumers
have shifted their behavior in regards to the change.

The expansion of hypermarkets not only affected traditional food retailers
but also wholesalers. Large wholesalers usually bought from the producers, thus were
not much impacted by hypermarkets. Large wholesalers focused on low price and
customer relation. Customer of small and medium wholesalers could check for
cheaper price from hypermarket, hence bought less from small and medium
wholesaler. In coming year 2015, Thailand’s modern grocery market should
experience growth of 10 percent, while traditional grocery (primarily mom-and-pop
grocers) would shrink as a percentage of the total market, from 60 percent to about 50
percent. The past 10 years have seen tremendous change in Thailand’s modern grocery
landscape. McKinsey (2010) indicated that more or less bypassing the “supermarket
phase,” Thailand has seen the number of hypermarkets jump from 65 to 216 since
1999, and the number of convenience stores has ballooned from about 1,500 to 7,800

over the same period. Thailand’s modern grocery is dominated primarily by foreign
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players (some with local partners); they estimate that the combined revenues of the top
three hypermarket players, Tesco, Big C, and Carrefour, plus the leading cash-and-
carry and convenience players, Makro and 7-Eleven, will reach THB 473 billion
($14.4 billion) in 2010, out of total modern grocery sales of THB 580 billion ($17.6
billion) (McKinsey, 2010).

Despite a larger share in retail food markets, hypermarket was not able to
charge high profit. Competition was present in hypermarkets and traditional retail food
sector in terms of freshness. Thai consumers preferred freshness, and advantage of
fresh markets. The issue of product freshness was a constraint for hypermarkets. In
return, hypermarket had the advantages in economy of scale, namely lower cost, more
product varieties for customers and better information technology. House brand was
developed, attracting for its greater margin and cheaper selling price relatively its
quality.

At present, consumers possess wider alternatives of where to make grocery
purchases. Consumers tailor their shopping habit to reflect both time needs and
mobility. Convenient; Seven — Eleven, and discount stores, Tesco Lotus, Carrefour
and Big C, have expanded their business in big cities, especially in Bangkok
metropolitan. There are three main grocery hypermarkets in Bangkok; Tesco Lotus,

Carrefour and Big C.

1.3 Agglomeration and Bangkok clustered hypermarkets
Agglomeration has become a new trend of retail industry. Over the years,
several explanations of retail agglomeration have been proposed (Brown, 1989; Miller
et al., 1999). Some of these emphasized on the economies of scale that agglomerations
allow. Retailers are able to share costs of facilities or promotion, or being better able
to represent their shared interest. In the eyes of consumers, agglomerations become
interesting as they could make a one-stop service. With reducing cost of time and
travel, shorter and fewer trips are required to make purchases, store in a near
agglomeration have become popular. The presence of several competitors in one
center limits purchase risks such as encountering stock-outs and makes it easier to

compare prices (Oppewal and Holyoake, 2004).
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The theory of cumulative attraction formulated by Nelson (1958)
suggested retailers benefit from agglomeration. Hotelling (1929) supported the
statement by exemplifying the situation of two ice-cream vendors with identical costs
who are originally located at opposite ends of a beach- as they move closer, both their
business volumes increase. Berry and Barnum (1962), Thompson (1964), Bucklin
(1967), as well as Parr and Danike (1970) explain the propensity of consumers to visit
multipurpose shopping centers comprised of dissimilar stores on a large scale more
frequently than small ones. Cowen and Lewis (1967) and Epstein (1971) emphasized
the importance of physical factors and transportation facilities as influential in
shoppers’ preference for one stop shopping centers, which are typically comprised of
dissimilar stores. Reilly’s law of ‘retail gravitation’, based on the Newtonian law of
the same name was believed to explain why consumers trade off the costs of travel
with attractiveness of alternative shopping opportunities. We have witnessed over the
last decades that there has been a strong growth of the one stop shopping format;
department stores, supermarket and hypermarket.

To drive more customers to the grocery stores, retailers seem to adapt
themselves well in terms of more convenient location. Being near the competitor to
achieve higher sales and market share is one way to grow the business and gain
competitive advantage by using broad scale strategies and ignoring geographical
segmentation (Czerniawski, 1986). The one-stop convenience shopping format is
designed by concentrations of dissimilar retail stores outlets in a shared area.
Consumers’ shopping needs can be satistied with a trip to an establishment. This has
been the case of Bangkok. The city is now home to more than 13 million people
(Wikipedia, 2011). It covers an area of 1,569 square kilometers with 50 administrative
districts. With increasing population growth, Bangkok enlarged its city to suburbs. As
mentioned that retailing in Bangkok ranges in type from the traditional through to the
most modern. There are agglomerations of small stores selling similar ranges of goods
there are also some of the most up-to-date large shopping malls in the world (Blois et
al, 2001). He indicated further that there were unique characteristics of Bangkok
development; growing number; there agglomerations, new rang of goods found in
agglomeration and one particular agglomeration dominating Bangkok market for its

range of products. The city unlike other cities does not have distinct areas, for
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instance, no diplomatic area so embassies are located around the city; there is no
financial district as bank headquarters are found in a wide variety of locations. This
means that Bangkok Central Business District could cover an area of approximately 20
square kilometers.

Hypermarkets are now located throughout the city. In some areas they are
positioned themselves in a very near proximity or even opposite to one another. These
classical patterns created the point in creating a shopping center to make more overall
value the individual within it could create for themselves (Howard, 1995). Within
these hypermarkets clustered a number of retail stores offering various services and
merchandises apart from what hypermarkets themselves originally have made
available. These store offering illustrates the synergy of Nelson’s Law of retail
attraction (Nelson, 1958). For instance, if two stores are located side by side and one
customer in 100 makes a purchase in both together than will do 1 percent more
business than if separated (Howard, 1997). It could explain the motives why
hypermarkets have used these strategies in specific areas of Bangkok. This scenario
persists along with city growth, clustering of competing stores or so-called “retail

propinquity” (Anamthawat, 2006).

1.4 Research problem

Choosing a hypermarket locating in a clustered area would have some
factors or reasons why consumers have chosen one over the other. Considering
relatively similar hypermarket features of services and merchandises, it is interesting
to further find out what consumers have valued more and considered important when
selecting a store. Many of the trends research companies have witnessed evidence to
support Thai changing consumer behaviors. They are quite similar to those found in
developed countries. These include more economizing and a greater value, increased
focus on convenience, health, wellness and food safety, demographic shifts, including
income per capita, aging population and smaller household size. Another important
observation was an interest for ready to eat and prepared foods (McKinsey, 2010).
Hypermarket players attempt to leverage consumer insights and data analytics to

ensure the best assortment and price tailored to the most common consumption, the
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best delivery, product placement and promotion. They would be thoughtful to consider
which geographic clusters to win, to ensure network effects associated with
distribution and customer recognition are fully realized. The location of the study was
specific only in Bangkok Central Business District where found two big hypermarkets.
In inner Bangkok land is limited and expensive. With increasing growth and
expansion of Bangkok, land becomes very expensive. Hypermarket industry attempted
to implant at strategic locations to attract customers and offer one-stop service
shopping. In this research, only hypermarkets typed-format would be studied. The
study of influential factors on consumer decision making particularly in hypermarkets
locating in propinquity would provide insight to professional to design marketing

strategies to suit their customers’ needs.
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CHAPTER II
LITERATURE REVIEW

2.1 Introduction

As described in Chapter one, the main objectives of the paper is to study
factors that influence grocery shoppers in decision-making on selected store. The
stores being investigated are particularly located in a near proximity or in an
agglomerated area. The Chapter 2 is divided into three main sections.

1. Consumer behaviors and demographics

2. Retail strategies and store attributes

3. Impact on consumer behaviors and demographics on consumer

decision-making

Figure 2.1 Literature Review’s Formulation

2.2 Consumer behaviors and demographics
Consumer behaviors are impacted by several factors; cultural, social and

personal factors (Kotler, 2009). Culture is the fundamental determinant of a person’s
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behaviors. This set of values, perceptions, preferences throughout a person’s family
and society. Each culture has its own uniqueness and is specific to a group of people.
In most Asian countries where culture strongly exists, people tend to act and behave in
a similar manner. Cultural social factor is one of the important factors. People tend to
have behavior influenced by reference groups, family, social roles and statuses
(Kotler, 2009). A consumer decision making also depends on personal characteristics.
It relates to age and stage in the life cycle; occupation, economic situations,
personality, values and lifestyles. People with different age groups consumer are
attracted by different goods and services. Taste in food and products, for instance, are
often age related. Person in different economic situation tend to act differently towards
retail strategies. They choose products and shops that reflect their role and actual or
desired status in society. For example, a well-to-do family often visits premium
grocery stores provided a wide variety of selected imported products rather than a
hypermarket promoting low price strategy. A blue-collar worker buys work clothes
and lunch boxes whereas a company president buys dress suits and club memberships.
A person’s lifestyle form a person’s preference and pattern of living, exposed to
interests and opinions. Lifestyle could be key whether consumers are money-
constrained or time-constrained (Kotler, 2009). By appealing money-constrained
consumers, stores could create lower cost products and services. Consumers with
time-constrained tend to be multitasking. Most often they are require completing
several tasks within a timeframe. The stores where they could carry out one stop
shopping would be their most preference. Fast service and convenience are ideal. In
some cases, they could pay others to finish off their tasks because time is more
important than money. According to Kotler, consumer decisions are also influenced by
core values, the belief system that underlies consumer attitudes and behaviors. Core
value is rooted more profound than behavior or attitude and determines people’s

choice and desires over the long run.

2.3 Psychological Processes

A set of psychological processes combines with certain consumer

characteristics to result in decision processes and purchase decisions. Motivation has
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been studied by Freud, Maslow and Herzberg. Sigmund Freud assumed that the

psychological forces shaping people’s behavior are largely unconscious.

Consumer Buying hace
P=ychology and Decision I;:;:_ N
Characteristics Process =ian
*Productand * Economic * Cultural = Problem +*Product choice
Services = Technological *Social reSngition *Brand choice
*Price = Political = Personal .I;fmmhatlon * Dealer choice
A garc
= Distribution « Cultural « Evaluation of = Purchase amount
= Communications alternatives = Purchase timing

= Purchase decision *Faymentmethod

= Post-purchase
behavior

Figure 2.2 Model of Consumer Behavior (Kotler, 2009)

Maslow’s Hierarchy theory of needs explains why people are driven by
particular needs at particular times (1970). The answer to this statement is that people
prioritize the importance of their needs. When a level of need is achieved, a
subsequent level will be satisfied. Herzberg’s theory developed a two-factor theory
distinguishing satisfier and dissatisfier. Satisfier is the cause of satisfaction and
dissatisfier is the cause of dissatisfaction. The lack of dissatisfier must be present
largely enough to motivate a purchase to create a satisfier. Herzberg concluded two
implications from his theory; to avoid dissatisfier and identify satisfiers or motivators,

the latter having more impact to general sales.

Self-actualization needs

[self-development needs)

Esteem needs

[self-esteem, recognition, status)

Social needs

({sense of belonging, love)

Safety needs

(security, protector)

Physiological needs

(food, water, shelter)

Figure 2.3 Maslow’s Hierarchy of Needs (1970)
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Other factors that motivate consumers to purchase are perception and learning.
Perception is the process by which an individual selects, organizes and interpret
information to create a meaningful picture of the world (Kotler, 2009). Consumers
who are exposed to situation deviating perceptions could have different behaviors
because of three perceptual processes; selective attention, selective distortion and
selective retention. Selection attention is when a person screen out stimuli messages he
has received. However, the selected message could be eliminated due to sudden offer
or more attractive promotion. Selective distortion is when a consumer distorts some
information of brand to match with his prior belief or image of the brand. Selective
retention is when a person decides to remember the information. It is likely that a
person remembers a good aspect of the product and forgot competing brands. Learning
is also an important indicator of consumer behavior. Through experiences, responses
and reinforcement, consumer behaviors are strongly interrelated to form a person’s

behavior (Kotler, 2009).

2.4 Buying Decision process

Understanding the process of consumer buying decision process is crucial
for marketers. It is the steps which consumers go through when purchasing a product
or a service. Kotler (2009) introduced a five-stage model of the Consumer Buying
Process. It illustrates that consumer have to pass through five stages; problem
recognition, information search, evaluation of alternatives, purchase decision, and
post-purchase behavior. In some cases, it is possible that consumers do skip some

stages or reverse some stages.

Information
search

Figure 2.4 Five-Stage model of Consumer Decision Process (Kotler, 2009)

Purchase Postpurchase
decision behavior
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Levy and Weitz (2009) introduced the steps of Buying process. The
model is very similar to what Kotler’s Five stage theory of Consumer Decision
Behavior. Additionally to Kotler’s thory, Levy and Weitz further included the aspects
that consumers are likely to seek more information on retailers and channels to satisfy
their needs.

STAGES

L 2

MNeed recognition

L 2

Information search

.

Evaluation

. 4
Choice
¥
Wisit
»

Lowyalty

Figure 2.5 Stages in Buying Process (Levy and Weitz, 2009)

At an early stage, a consumer would identify their needs. The needs could
be motivated by either internal or external stimulus. There are two types of needs;
utilitarian and hedonic needs. Utilitarian needs take place when a consumer goes
shopping to accomplish some specific tasks (Levy and Weitz, 2009). In a retail
context, utilitarian shopping value can be related to the consumer’s need to obtain
some utilitarian of functional consequences from visiting a store, for example in terms
of competitive price (Dodds et al., 1991), time and effort expenditure reduction (Baker
et al., 2002), or risk reduction (Chen and Dubinsky, 2003; Sweeney et al., 1999); Teas
and Agarwal, 2000). There are a variety of utilitarian attributes that are in consumer’s
discrimination between retail locations. These include price level, range of goods,
distance from home to store, customer service levels, and accessibility (Bell, 1999;
Louviere, 1996, Oppewal and Koelemeijer, 2005). On the contrary, hedonic needs

occur when consumers go shopping to obtain fun and pleasure. It needs to satisfy
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consumers’ needs for an entertaining, emotional, and recreational experience (Sands et
al., 2009). The retail attributes for hedonic needs include the store exterior, store
interior, store layout and design, the point-of purchase and decoration variables, and
human variables (Turley an Milliman, 2000).

Being aroused by either utilitarian or hedonic needs, the person would
seek for more information where his needs could be satisfied. Most often consumers
seek for information about retailers and product to help them satisfy their needs. How
much consumers need the information? It depends on the cost of information search
comparing with the value of the needs. The information could come from two types of
sources; internal and external. Internal source is from consumers’ memory while
external source is mainly from advertisements and other people The internal source of
information is mostly gained from personal experience. When consumers feel that they
do not have adequate information, they continue to gather information from external
source; friends, family or specialists (Levy and Weitz, 2009).

Having searched for required information from different brands, the
consumer uses his cognitive process to analyze the information using his judgment and
rationale. This is important where product attributes come into play as the consumer
evaluates pros and cons of a product before making a last final decision. The
consumer’s evaluation also depends on his beliefs and attitudes toward the product.
Levy and Weitz have established the Multiattribute Model to identify how consumers
use the information they have collected about alternative products and services,
evaluate the alternative and select the final product that they are best satisfied. They
also referred to the multi attribute attitude model which is based on the notion of
consumers, how they see retailers, a product or a service as a collection of attributes of
characteristics. Attitude is a frame of liking or disliking an object. It is clear that the
attitudes of favorable or unfavorable evaluation influences how a person reacts
consistently towards an object. Emotional feeling also provides a tendency how the
consumer would react. After an evaluation has been made, the consumer creates
preferences among brands and choices. He might form an intention to purchase the
most preferred product. Purchases of daily produces require less decision-making and
less deliberation (Kotler, 2009). After evaluating the retailers’ merchandise,

consumers generally make a purchase or visit other retailer to collect more
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information, depending on how satisfied they are with the information they have
gathered.

Attitudes of others

Evaluation of . Purchase decision

alternatives

Unanticipated
situational factors

Figure 2.6 Steps Between Evaluation of Alternatives and a Purchase Decision
(Kotler and Keller, 2009)

Eventually consumer makes a purchase of merchandise and decides
whether the needs are satisfied by going through post-purchase evaluation stage. After
Consumer evaluate his experience with the product. Post-purchase satisfaction
determines when a consumer is satisfied after having used the product; expectations
and performance of the product are close. When there is a gap between expectation
and performance, it generates a situation where a consumer is either satisfied or
disappointed. If performance is short of expectation, the consumer is dissatisfied and if
the performance exceeds the expectation, the consumer is satisfied. The satisfaction
and dissatisfaction after the purchase influence how the consumer has subsequent
behaviors toward the product. In the case of expectation is met, the consumer forms a
tendency to patronage the brand whereas he might abandon use of the product when
performance of the product is below what he has anticipated. Consumer then evaluates
alternative retailers and existing channels in order to purchase merchandise, such as
stores, catalogs and the Internet, and then choose a store or Internet site to visit or a
catalog to review.

In some situation, it is worth considering types of buying process as one
determinant of consumer decision-making process. It is not always true that consumers
go through different stages of decision process. It all depends on time and efforts
required to make a decision. Very often, decision-making is done automatically with

little thoughts. For instance, consumers tend to give little thoughts when it comes to
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make grocery shopping (Kotler, 2009). There are three types of buying decisions;
extended problem solving, limited problem solving and habitual decision making. In
extended problem solving, a purchase decision is taking considerable time and effort
to analyze existing alternatives. Consumers usually engage in extended problem
solving when they are making decisions relating to satisfy their important needs or
when they have little knowledge about a product or a service (Levy and Weitz, 2009).
Limited problem solving involves a moderate level of time and effort. Generally
consumers have prior experience of a product or a service before making a decision.
Consumers usually decide based on their personal experiences and consider that risk is
moderately acceptable. Habitual decision making happens when consumers choose
based on little or no conscious effort. When needs is identified, consumers may
automatically respond to their needs. It involves familiar merchandise and habitual
decision making. It also relates to brand loyalty that consumers consistently patronage
specific brands in a product category. Some consumers may have store loyalty. They

may like and habitually visit the same store to purchase a type of merchandise.

2.5 Grocery shopping

Grocery shopping is categorized as an ongoing and important activity.
Individual grocery items are generally perceived to be low-involvement. There is
minimal risk that consumers involve in trying a new brand product. Slama and
Taschian (1985) indicated tht individual differences make some people more
interested, concerned, or involved in the decision process, and that consumers’
involvement in purchasing activity influences purchase behavior. Consumer
involvement is recognized as an important influence on the consumer decision process
(Assael, 1984), which drive consumer perceptions, attitudes and behaviors. Houston
and Rothchild (1978) identified three types of involvement; situational involved,
enduring involvement and response involvement. Situational involvement is evoked
by a particular purchase and is influenced by product attributes as well as the situation.
Enduring involvement is the ongoing concern with a product that the individual brings
to a purchase situation. It relates to one’s past experience and the strength of value to

which the product is relevant. Euduring involvement is independent of the purchase
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situation and motivated by the degree to which they relate to the self and to hedonic
pleasure received from the product (Richins and Bloch, 1986). Response involvement
is an extensiveness of consumer decision-making, referring to the conscious of the
inner state of being involved (Houston and Rothschild, 1978). Grocery purchase may
be perceived as low-involvement, products can be assumed situational involved such
as during holidays (Richins and Bloch, 1986). It could sometimes be considered as
enduring involvement when grocery shopping could differ from each individual. To
some extent food and grocery are linked with an individual’s role within a household
and self-concept (Smith and Carsky, 1996). Richins and Bloch (1986) stated that a
risky purchase is the most common source of involvement. A consumer perceives a
financial risk when the purchase price is high relative to disposable income. A
psychological risk would be prominent when a purchase decision is relating to ego.
When a decision could poorly reflect on the decision maker or result in a feeling of
failure, a psychological risk is present. Social risk is seen when a product or a service
is not perceived by significant others’ as being appropriate or it is not achieving
anticipated expectations.

The individual characteristics of consumers influence their purchasing
behaviors. The previous research revealed a connection between demographic
characteristics and choice of retail format. Crask and Reynolds (1978) compared the
demographic characteristics of frequent and non-frequent patterns of department stores
and found that the frequent pattern tended to be younger, more educated and had
higher incomes. It forms an underlying basis for the high degree of correlation
between the increase in per capita Gross Domestic Product and the increase in the
share of market that goes through the Modern Trade (Nielsen, 2008).

A field study conducted in the U.S. to examine the effects of five
demographic variables (gender, female working status, age, income, marital status) on
supermarket shopping variables (i.e. shopping time, number of supermarket visited
weekly, amount of grocery spending) was carried out (Zeithaml, 1985). The study
detected major shifts in demographic characteristics and predicted that changes in

family unit would drive changes in grocery patronage in the U.S.



Payurin Sawasdironabhakdi Literature Review / 20

The rules of retailing game are changing dramatically as consumers re-
evaluate their criteria for choosing the grocery stores they spend their money in
(Nielsen, 2008). The location might not be solely the critical success factor. Recent
research further discovered more than eighty-five percent of the world’s consumers
ranked Good Value for Money the most important consideration when choosing a
grocery store. Consumers ranked the relative importance of store attributes as location,
higher quality brands and products, access and easy parking, respectively. The
findings also reveal the important differences in consumer preferences across the
World are resulted from changing habits and motivations behind grocery store
behaviors.

The shopping trip to the grocery store is one of the most basic elements of
consumer behavior (Bawa and Ghosh, 1999). In deciding where to shop consumers are
faced with trading-off the value offered by alternative destinations. Shopping value is
a multi-dimensional construct and is often described as comprising utilitarian and
hedonic value (Babin et al., 1994; Childers et al, 2001). During a shopping trip,
customers form value perceptions on the basis of their interaction with the products
and various store attributes (e.g. location, staff, environment) (Diep and Sweeney,
2008). The importance of understanding the total value of the shopping trip (e.g.
overall shopping experience) includes evaluations of the product and store during the
shopping trip can increase or decrease utilitarian and hedonic shopping trip value. In
addition, the store features and atmosphere appeared to give different impacts to
different types of consumer purchasing behaviors; hedonic and utilitarian (Gilmore et
al, 2001; Kaltcheva, 2006).

Individual differences make some people more interested, or involved in the
decision process. The consumer’s involvement in purchasing activity therefore
influences purchase behavior. Research found that those who were more involved with
grocery shopping were more likely to shop at different supermarkets for various
categories of grocery items, used newspaper grocery advertisements more frequently
for grocery shopping, and were more likely to plan a trip to supermarkets based on
what grocery advertisements reveal about prices of their most important grocery items

than those who were less involved (Smith et al., 1996).
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Consumer behavior can be influenced by external factors such as economic
factors. In 2008 ACNeilsen had conducted a global study on consumer confidence
index to determine consumer confidence index during gloabal financial crisis in 2006.
Thailand had been impacted by a decline in consumer confidence index. However in
2009 another similar study was conducted and found that consumer confidence in
Thailand was on the rebound. However, Thai consumers have been reprioritizing their
shopping list cutting out less essential items such as frozen foods, non-staple groceries
including alcoholic beverages and cigarettes. ACNeilsen (2009) further pointed that
Thais’ lifestyles have also changed as they tend to spend more time with home-
entertainment. With less going-out they can reduce entertaining expenses. With the
trend to stay at home, Thai consumers shop more frequently. Thais have cut back their
trips to the Traditional trade, convenience stores, wet markets and supermarkets, while
shopping frequency at hypermarkets remained unchanged. The average household
shopping frequency slightly decreased from 70.7 times in 2007 to 79.2 times in 2008,
leading to a higher average spend per trip, increased by 3.9% in 2008 compared to
2007 (ACNeilsen, 2009)

2.6 Retail strategies and store attributes

In the situation where competition has been increasing drastically due to
new emergence of new competitors, marketers spend more time on developing retail
strategies. Many authors have discussed about different store attributes or
characteristics that are part of the overall image towards the store. Lindquist (1974)
combined models from nineteen studies and came up with nine different elements:
merchandise, service, clientele, physical facilities, comfort, promotion, store
atmosphere, institutional and post-transaction satisfaction. Doyle and Fenwick (1974)
distinguished only five elements; product, price, assortment, styling and location.
Bearden (1977) suggested the following characteristics: price, quality of the
merchandise, assortment, atmosphere, location, parking facilities and friendly

personnel. The environment in grocery retailing has evolved drastically. It is
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characterized by increasing competition and more sophisticated and demanding
consumers. Not only should the retailers be concerned with value and quality of
merchandise, but they also have to consider a wide range of other factors such as store
physical environment and other store attributes. These factors are expected to play an
important role in success of failure of stores (Martineau, 1958). As a result, retailers
turn their main focus on a particular aspect of retail mix (e.g. services, prices and store
atmospherics).

The studies have shown that location, pricing, product assortment and
customer services are important factors in determining store choice in the department
store (Arnold, 1997; Sparks, 1995). The store environment and atmosphere are proved
to relate to consumer choice on store format (Baker et al, 1994). The product
assortment, staff availability, convenience and pricing are significant determinants
driving grocery consumers to a particular store.

Location convenience is the most determinant attribute and associate a
given store with evaluative store attributes predicting of primary store choice
(Leszczyc, 2000). From retailing perspective, location is still a critical importance;
however, the recent studies from Nielsen (2008) suggested that theories have changed
as consumers re-evaluate their criteria of choosing the stores they spend their money
in. Good value for money becomes the most important factor in determining where
consumer grocery-shop, with 60% of consumers in the US and 85% globally ranking
good value for money as the most important consideration when choosing a grocery
store. Niel Sangster, Associate Director of ACNielsen Australia stated that customers
show their appreciation on store convenience with more frequent shopping trips and
bigger sales totals (ACNielsen Breaking News, 2006).

Todd Hale, Senior Vice President of Consumer & Shopping Insights,
Nielsen Consumer Panel Services stated that what shoppers demand from grocery
retailers varies significantly across the regions and countries. Due to the increase
consolidation and globalization of the retail industry, it is essential for retailers to
understand how a shopper preference differs across market. For example, Malaysian
shoppers preferred supermarkets with the most convenient / easy parking. South
Koreans, Indonesians and Germans like the supermarket closest to them. Russians and

Indians seek out supermarkets offering a better selection of high quality brands and
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products, while Filipinos and Singaporean top global ranking placed most importance
on getting good value for money.

A marketing researcher on the choice of store in supermarket context
affirmed that not only brand-loyal or effective reward program that make customer
return to the stores, pleasant experiences with stores also increase of loyal customers.
It is reassured that in-store themed events can create unique experiences that will
enhance shopping value and lead to their store choice decision (Sands et al, 2009).

One of the major success factors in the retail industry is store image.
Consumers distinguished acceptable stores from unacceptable stores in the process of
comparing their evaluation standards with perceive image attributes. Store image is
also considered as being an important antecedent of store satisfaction and loyalty.
Store loyalty is built by satisfaction and this satisfaction, in its turn, is build by store
image (Bloemer and Ruyter, 1998). The store satisfaction is a post-consumption
evaluation (Levy and Weitz, 2009)

The Retail strategy is served as a roadmap marketers plan to use to satisfy
their target market’s need as well as building sustainable competitive advantages
(Levy and Weitz, 2009). There are different variables that are related to retail grocery
stores. The concepts of element of retail mix by Levy and Weitz has been well-known
among marketers. Its objective is to satisfy consumers’ needs of its target market more
than of its competitors. Elements in the retail mix include the types of merchandise
and services offered, merchandise pricing, advertising and promotional campaign,
store design and layout, merchandise display, assistant to customer provided by store
staff.

Communication
i

Store design Customer
and layout service

Location

Merchandise

Ericing assortments

Figure 2.7 Element in the Retail Mix (Levy and Weitz, 2009)
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Marketers design each strategy thoroughly to respond to consumers’ needs
and to maintain competitive position. Communication mix involves development of a
communication program to build appealing images and brands to attract customers to a
store. The program is designed to achieve a variety of objectives for instance, building
a brand image of the retailer in the customers’ mind, increasing sales and store traffic,
prOviding information about the retailer’s location and offering and announcing
special in-store activities. It may give impacts on both long and short terms. For a
long-term impact, it could establish image and strong brand awareness, differentiated
image of the retailer and other brands. This brand image in turn results in a brand
loyalty. In a short-term perspective, the aims could be seen as increased sales during
which the merchandises are offered at discount for a certain time. Examples could be
seen in supermarkets and hypermarkets.

Customer satisfaction is essential to marketing concept. It is linked
between satisfaction and overall store services and performance (Truch, 2006) and is
an important theoretical and practical issue for more marketers and consumer
researchers (Goode, 2001). Customer satisfaction remains in the limelight,
(Bartikowski and Llosa, 2004), particularly in the service field. It is defined as an
overall assessment of the performance of various attributes that form a service. It is
well-known that service quality and customer satisfaction are distinct constructs
(Dabholkar, 2000). The service quality was suggested to be antecedent to customer
satisfaction regardless of whether these constructs were measured for a given
experience over time (Oliver, 1993). Spreng and Macoy (1996) find empirical support
which customer satisfaction is a consequence of service quality, and Dabholkar (2000)
proves that customer satisfaction is a consequence of service quality (mediator model
of customer satisfaction). Moreover, Bodet (2006) indicated that the quality of human
factors such as staff behavior and non-tangible factors such as image, are determinant
in the formation of customer satisfaction. Service can only be experienced and the
production of a service takes place at the same time and in the same place as its
consumption (Fonseca, 2009). Retailers use two strategies to provide customer service
both personalized and standardized services. A personalized approach relies on the
assistance provided by sales representatives while a standardized approach is based on

consistent procedures and store designs (Levy and Weitz, 2009).
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Price and sales promotions are one of critical retail mix. Marketers
consider price sensitivity when setting the price of merchandise and service being
offered. Retailers need to consider prices charged by the competitors. Consumers often
actively process price information interpreting prices in terms of knowledge from prior
purchasing experience. A purchase can be based on how consumer perceives an actual
prices and what should have been the current price. Consumers also consider the value
of money comparing to product quality (Kotler, 2009).
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CHAPTER 111
METHODOLOGY

The objective of this chapter is to elaborate how the research and methods
was designed and carried out. The chapter is divided into seven sections. The first and
second section aims to identify research questions and objectives. The third section
briefly explains research scope. The fourth section walks through research design. The
fifth section explains how data characteristics are to be used in the study. The sixth
section illustrates research sampling; population sampling and location sampling. The
last section touches the topic of research tool; measurement and scaling and data

analysis.

3.1 Research questions

The research question probes to determine crucial factors driving
consumer decision-making in store selection locating in clustered areas in Bangkok

Central Business District.

3.2 Research objectives
1. Identify crucial store attributes, influencing consumer decision-making
in clustered grocery retailers in Bangkok Central Business District.
2. Provide a general understanding of grocery consumer’s store choice

and recommendations to practitioners in implementing retail strategies.

3.3 Research scope

This research involves three existing brands of hypermarket; key players

locating in Bangkok Central Business District. A summary of existing branches of



Fac. of Grad. Studies, Mahidol Univ. M.B.A. (Business Modeling and Analysis) / 27

three hypermarkets: Tesco Lotus, Big C and Carrefour, has been established. We have
found two settings which are locations with two and three brands presented. Due to the
locations with all three brands existing in the location, the areas are classified as ‘outer
Bangkok’, therefore it is eliminated from the scope of study as we would emphasize

on ‘Stores locating in Central Business District’.

3.4 Research Process

1. Identify influencing factors on consumer store choice

- L i XN

Consumaer Demagrashics i
Store Attributes

';:"::.' “Frequency of store visit Frcdduact

~Education i

SEmET T Average of basket size “Stare layout
~Communicatian

e Grocery Shopping Behavior ‘ ~Price and Promaotion
=Customer service

M u'tti d shopping tri
sMznthly housahald income e e
“Maonthly househaold size

[ 2. Identify location settings to be included in the- study

Ban #hook Cientral Pk e Fate
Business Disbrict Bocation

[ 3. Design research measurements and tools
[ A, Identify sample size, pre-test and data collection
[ 5. Prepare data and analyze "

Figure 3.1 Research process (Author, 2011)

The author’s interest has always been in retail industry especially
hypermarkets. In the locations found with choices of hypermarkets, it gives consumers
power to select. Selecting one store over the other is a trade off decision. It thus has
become interesting to study what attributes they have used to decide a store to
patronage. More research on retail strategy theories and consumer behaviors is the
next step. Considering locations where we would data would be collected is important.
In Bangkok, there are two scenarios of clustered locations; either location with two or
three hypermarket-brand presented. Narrowing down to focus only in Bangkok central
business districts, we discover only one valid scenario which is a location with two
hypermarket brands; Tesco Lotus and Carrefour (name being referred at the time of
questionnaires launched).

Primary data was selected as information on impacts of store attributes on

consumer decision making was relatively limited. A questionnaire was designed with
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a combination of the attributes from previous research, theories and interviews from
local experts. The questionnaire was pre-tested with 46 grocery shoppers to test
reliability. After the questionnaire was finalized and approved by MU Ethic board,
data collection field work begun. The author provided a briefing to data collection
team; 3 experienced members. The author participated in the first data collection in the
field, observing each team member. A schedule of their field work was set and the
author conducted random observation without notifying them. A meeting was
organized at the end of data collection at each site. Incomplete questionnaires and/or
with strange information were returned for data recollection

Database was constructed in parallel with data collection and screening. It
was a time-consuming period to perform all entries to statistical software and validate
against hard copies of the questionnaires. Incomplete questionnaires were mostly
found in the third site and project had been prolonged to allow adequate time for the
team. Data processing and analysis was conducted in order to obtain research results

before the last research step; recommendation and conclusion.

3.5 Research design

It is crucial to clearly determine research problems at an early stage. It
involves in identifying and clarifying information needs and defining research
problems and questions as well as specifying research objectives and benefits of the
research. The first need is to identify information needed. Competition in hypermarket
industry is increasing to respond to consumer changing needs, it is important that most
current data is obtained. Factors influencing consumer store selections are
consequently to be listed. Step two is to refine research problems and questions. Once
step two is completed, research objectives can then be identified as a study primary
goal.

A research design is the overarching plan for the collection, measurement
and analysis of data (Gray, 2009). Research design can be broadly categorized as
exploratory and conclusive (Malhotra, 2010). Exploratory research is to provide
insights into and an understanding of the problem confronting the researcher.

Exploratory research is used in a study where a problem is designed precisely, relevant
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courses of actions is clarified before an approach is established. The research process
is flexible and unstructured. The sample is small and non-representative. The primary
data is qualitative in nature and are analyzed accordingly.

Conclusive research is more formal and structured than exploratory
research. It is based on large representative samples, and the data obtained are
subjected to quantitative analysis. The findings from the research are considered to be
conclusive in nature in that they are used as input into managerial decision making.
Conclusive design can be either descriptive or causal, and descriptive research design
may be either cross-sectional or longitudinal (Malhotra, 2010).

Cause and effect relations could be developed through a causal research
(Malhotra, 2010). The main purpose of the causal research is to understand which
variables are the cause and which variables are the effects of a phenomenon. It seeks
also to determine the nature of the relationship between the causal variables and the
effect to be predicted. Similar to descriptive research, it requires a planned and
structured design. Independent variables are manipulated in a relatively controlled
environment. It is one in which the other variables that may affect the dependent

variable are controlled or checked as much as possible.

l Research Design |

Exploratory Conclusive
Research Design Research Design

Descriptive Causal
Research Research

Longitudinal Cross-Sectional
Design Design

Multiple Cross- Single Cross-
Sectional Design Sectional Design

Figure 3.2 Classification of Marketing Research Design (Malhotra, 2010)



Payurin Sawasdironabhakdi Methodology / 30

3.6 Data

Qualitative research data are in the form of text or images using open-
ended questions, observations. They seek to understand research respondents rather
than to fit their answers into predetermined categories. Qualitative research methods
do have several advantages. An example of qualitative research method is focus group
which can be completed very quickly due to its small number of participants. Another
advantage is richness of data. The unstructured approach of qualitative techniques
enables researcher to collect more in-depth data about respondents’ attitudes and
perceptions which may link to consumer behaviors.

On the contrary, quantitative research data use structured questions and
predetermined response options in questionnaires administered to large numbers of
respondents. Quantitative research methods are mostly used in descriptive and causal
research designs. Important required skills are interpretation of numerical and statistic
data into a meaningful information. Questionnaire is considered as an important tool to
gain data on consumer behavior. It should be carefully designed and linked to research
objectives, hypothesis and able to collect accurate information.

Deciding whether to conduct cross-sectional or longitudinal researches, it
is best to understand their differences in order to respond to research questions. In a
single cross-sectional design, only one sample of respondents is selected from the
target population, whereas in multiple cross-sectional designs, two or more samples of
respondents and information from each sample are obtained only once. Most often,
information from different samples are drawn at different times over long intervals. In
longitudinal research design, a fixed sample or samples of population is measure
repeatedly on the same variables. Cohort analysis is a multiple cross-sectional design
consisting of a series of surveys conducted at appropriate time intervals. It refers to the
group of respondents who experience the same event within the same time period.

A longitudinal differs from a cross-sectional design in that the sample or
samples remain the same over time. It provides a series of information that give an in-
depth view of the situation and the changes that take place over time. Sometimes the
term ‘panel’ is used with the term ‘longitudinal design’. A panel consists of a sample

of respondents, generally household who have agreed to provide information at
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specified intervals over an extended period. It helps to understand and monitor

changes over the project.

3.7 Sampling

Sampling techniques can be categorized into two methods; nonprobablity
and probability. Non-probablity sampling is based on personal judgment of the
researcher rather than chance to select sample elements. It could yield good estimates
of the population characteristics, however, they do not allow for objective evaluation
of the precision of the sample results. This technique includes convenience sampling,
judgmental sampling, quota sampling and snowball sampling. In probability sampling
are selected by chance. It is possible to determine every potential sample of a given
size that could be drawn from the population as well as the probability of selecting

each sample.

Sampling
techniques
Mon-probability Probability
Convenience Judgmental sample Randomm Syste matic
sampling sampling Sampling 1 | Sampling
Quota S li Snowball Stratified Cluster
UGba e Sampling Sampling 1| Sampling
Cluster Other Sampling
Sampling | Technigques

Figure 3.3 Sampling techniques (Hair, 2010)

Convenience sampling is to obtain a sample of convenient elements. The
selection of subject depends on interviewers. It is the least expensive and least time-
consuming of all sampling techniques. Its main advantage is enabling a large number
of respondents to be interviewed in a relatively short time. It generally involves the
use of construct and scale measurements. Its disadvantage is the argument raised about
the issue of generalizability. This method is perceived as the most appropriate for the

study. Target populations are hypermarket customers and to become the
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generalizability issue, a large number of respondents were anticipated. With
convenience sampling, it allowed trained interviewers to select respondents who have
spare minutes and are comfortable to participate in the questionnaire survey. (Hair,
2010)

Judgmental sampling takes place when respondents are selected because
the researcher believes they meet the requirements of the study. If the judgment of the
researcher is correct, the sample will be better than the one used convenience
sampling. It cannot measure the representativeness of the sample therefore an data
interpretation must be done carefully. (Hair, 2010)

Quota sampling includes the selection of prospective participants
according to prespecified quotas for either demographic, characteristics or specific
behaviors. The objective is to assure that prespecified characteristics subgroups of
respondents are represented. (Hair, 2010)

Snowball sampling identifies a set of respondents who can refer to
subsequent respondents. It is also called referral sampling. It is used to approach
respondents who belong to a unique small group and hard to reach. (Hair, 2010)

Simple random sampling is where every sampling possess equal chance of
being selected. With the use of this technique, the data from questionnaire can be
generalized to the defined target population with an estimated error. The difficulty of
this technique lies in the method to obtain an accurate listing of the target population
elements. (Hair, 2010)

Systematic sampling is similar to simple random sampling but the target
population which are in a certain order. It is commonly used as it is easy to draw a
sample while ensuring randomness. One weakness of this technique is the possibility
of hidden patterns in the list of names that create bias. (Hair, 2010)

Stratified random sampling involves the separation of the target population
into different groups, called Strata, and the selection of samples from each stratrum. It
is similar to segmentation of the defined target population into smaller, more
homogeneous sets of elements. The fact to divide defined target population into
homogeneous groups helps assuring representativeness of the sample and reducing

estimated errors. (Hair, 2010)
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Cluster sampling is similar to stratified random sampling but is different in
that the sampling units are divided into mutually exclusive and collectively exhaustive
subpopulations, called clusters. Each cluster is assumed to represent the heterogeneity
of the target population. It is widely used thanks to its ease to implement and
effectiveness. A disadvantage is that sampling containing in a cluster are
homogeneous. The more homogeneous the cluster, the less precise, the sample
estimates. (Hair, 2010)

3.7.1 Population sampling
Based on Yamane (1967)’s theory of a simplified formula to calculate a

sample size, the researcher has followed below formula with a classic 95% confidence

level.
n= N
1+ N (e?
Where; n = sample size

N = population size

e = level of confidence

Based on the expert interview, we were able to determine the sample size
with a rough estimated target population. Allowing 5% confidence interval and 10%
additional contingency, we decided to conduct 450 questionnaire surveys in the pre-
selected clustered hypermarkets. Time interval was split into three periods per day;
from the opening till the closing of store. In addition, the expert indicated that to
identify the actual number of customers visiting a store per month might be
challenging since a repeated customer would be counted as one single customer. A
transaction is acceptable to be used as a unit of customers.

The key respondents of this research are store customers of the
hypermarkets. A proof of purchase, for instance, a store shopping bag was used as a
proof. All of the customers were post experience because they could only be satisfied
or dissatisfied by the service being provided. Before starting a data collection in real
sites, a pilot study was conducted with 48 respondents. A Cronbach’s alpha was 0.911

on evaluated attributes of the two hypermarkets.
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3.7.2 Location sampling

Successful clustering is depending on having the appropriate mix of
businesses in any cluster that will create market synergies and the uninterrupted
grouping of businesses which draw customers to and through the entire cluster (Day et
al, 1971). Why are stores located together in one area when they are each other’s
competitors? Some of answers focused on the scale of economies that agglomeration
allows, grocery retailers being able to share the customer catchments. Others
explanations are on the increased attractiveness for consumers.

The context of this study is the hypermarkets locating in clustered areas in
Bangkok Central Business District. Prior to a data collection step, a study of
hypermarket settings are carried out. The purpose is to select qualified hypermarket
locations to be studied. At an early stage, the scope of study was extended to cover
Central Bangkok and the outskirt of Bangkok where located residential areas, in order
to cover a broader type of consumers.

Based on information retrieved from the official websites of the three
leading modern grocery trader in Bangkok, fifty four different locations are identified.
The interest of this study is to emphasize on the consumer store choice on clustered
grocery stores in Central Business District of Bangkok. Due to city zoning law, most
clustered target studies are found with two grocery chain stores at maximum, while
three clustered stores are located mainly in outskirt of Bangkok. A further analysis was
conducted to identify the areas where exist more than two grocery chains. The analysis
displays four locations with three grocery chains and twelve locations with two major
grocery store chains.

Due to limited resource, the scope of study was narrowed to only focus in
Central Business District of Bangkok. Out of thirteen locations, three locations,
Ratchadapisek, Rama 4 and On-Nuch, have been selected into the category. Three
locations have identical hypermarket brands which are Tesco Lotus and Carrefour. In
Ratchadapisek area two hypermarkets are located on the same side of the road, only
1.124 kms. between the stores. The location can be accessed by car and a subway;
Tesco Lotus at Rama 9 station and Carrefour Ratchadapisek at Thai Cultural Center.
The second location sampling is Rama 4 which is in Sukhumvit area. It can be

accessed by car and the nearest subway is Queen Sirikit National Convention Center.
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The distance from the subway station to these stores is 1.061 kilometers. One unique
characteristic of this location sampling is that the two stores locating opposite right in
front the other. Customers can use a pedestrian bridge to cross to the other side of the
road. The last selected location is On-Nuch area where found the On-Nuch station as

the nearest skytrain station. The two stores are only 430 metres apart and easily
accessible by car.

(3]
Figure 3.4 Location sampling - Ratchadapisek
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Figure 3.5 Location sampling — Rama 4
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Figure 3.6 Location sampling — On-Nuch

Big C (Carrefour)

Carrefour is a French national hypermarket chain. It is one of the largest
hypermarket chains in the world (1,395 hypermarkets at the end of 2009, the second
largest retail group in the world in terms of revenue and third largest in profit after
Wal-Mart and Tesco) (Wikipedia, May 2011). Carrefour offers a large selection of
meats and produce similarly to a wet market. They distinguished themselves from the
other hypermarkets by providing wide selections of imported goods. During the first
three years, Carrefour expanded rapidly in the number of stores. Their expansion
slowed down, allowing Tesco Lotus and Big C to widen the gap in terms of number of
stores. The Carrefour’s president stated that they were missing investment
opportunities of 5 billion baht to open four or five stores per year (Shannon, 2009).
Until November 2010, Big C announced an acquisition of Carrefour’s operation in
Thailand for a total of 35.5 billion baht. It is the strategic plan to accelerate and
strengthen their market leadership. Carrefour operates with 42 branches nationwide, of
which 34 hypermarkets and 37 shopping centers. Big C and Carrefour present strong
geographical complementarities enabling Big C to double its presence in Greater

Bangkok (www.bigc.co.th, May 2011). In this research, when Carrefour is mentioned,

it is currently acquired by Big C.

Big C itself has been one of the most players in the market, with
aggressive expansion of stores, new formats and private label brands. The company
launched what they call their fourth generation stores, aiming to offer a fun shopping

experience with low prices, which they hope to attract younger consumers. The new


http://www.bigc.co.th/

Fac. of Grad. Studies, Mahidol Univ. M.B.A. (Business Modeling and Analysis) / 37

fourth generation is more like a shopping development than a hypermarket — 78,108
square meters in total, 9.412 for sales area, 3,500 square meters of shopping plaza and
a 1,400 square meter food court (Shannon, 2009). With this trend, Big C seems to
develop to become an entertainment complex and landlord as opposed to pure
hypermarkets. It is interesting to see if Big C would implement its strategies with
Carrefour.

Tesco Lotus

Tesco Lotus has expanded its operation more aggressively in terms of
market expansion, both in fill sized hypermarkets and with discount convenience
stores. It was indicated to have 18% of the modern trade and 6% of the total retail
market share in Thailand (Shannon, 2009). In 2005, Tesco Lotus introduced the
concept of ‘green’ market; environmentally friendly. Existing hypermarkets will
eventually be upgraded to become green stores. Value stores are smaller sized than
hypermarkets, major focusing in upcountry. Tesco continue to expand with 100 Lotus
Express outlets, 20 supermarkets and 12 hypermarkets, six full sized and six smaller
value store format (Bangkok Post, 2008). Tesco Lotus also has its own store card, not
linked to any commercial bank. The hypermarkets have a section of bulk packaged
goods targeted at supplying traditional traders. It is not common to receive products in
a Tesco Lotus bag when purchasing from a mom and pop store.

As earlier mentioned that convenience sampling could cause interviewer
bias, the researcher had further studied the criteria to mitigate this drawback by
allocating an equal number of questionnaires surveys to be spread throughout store

business hours on seven days of the week.

Hypermarkets in Bangkok
Central Business District

On-Nuch
Ratchadapisek Rama 4 Nuch/
Sukhumyit

Tesco Lotus Carrefour Tesco Lotus Carrefour Tesco Lotus Carrefour

(72 samples) (72 =amples) (72 =amples) (72 samples) (72 =amples) (72 samples)

Figure 3.7 Target sample allocation by sites (Author, 2011)
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Though consumer and market surveys have been conducted in Thai
hypermarkets, namely in Bangkok and nationwide, information on consumers remain
undisclosed and limited to the public due its business confidentiality. To replicate
questionnaires that have been used in the Western countries, it would raise an issue of
culture differences, consumer mentality and behaviors. To strictly use a single
research approach might omit some factors being considered important to consumer
decision-making. Hanson et al. (2005) proposes a mixed research approach to fulfill
these criteria. The mixed approach argues a research piece which does not have to be
pure qualitative or quantitative. A good research piece should employ both qualitative
and quantitative data to use against one another. The different nature between
qualitative and quantitative can provide a good cross-analysis of research outcome and
a good argument of research validity. Hair et al (2010) supports that a qualitative
research often is used in exploratory research designs when the research objectives are
to gather background information and clarify the research problems. Quantitative
research may then be used to follow-up and quantify the findings. Having consulted
with the advisor, the researcher decided to use a combination of research methods;
exploratory design (a structured interview with an expert) to identify the number of
entire population and store attributes that they have been providing and descriptive
design to determine store attributes which have influences on their store selection

(questionnaire surveys).

3.8 Research tools

For quantitative research method, the survey methods of collecting
information is based on the questioning regarding respondents’ behavior, intention and
attitudes, awareness, motivations and demographics and lifestyle characteristics. The
questioning is structured. Structure refers to a degree of standardization imposed on
the data collection process. In structured data collection, a formal questionnaire is
prepared and the questions are asked in a prearranged order.

The survey method has several advantages. It is simple to administer. The
data obtained are reliable because the responses are limited to the alternatives stated.

The used of fixed-response questions reduces the variability in the results that may be
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caused by differences in interviewers. Coding, analysis and interpretation of data are
relatively simple. Disadvantages are that respondents may be unable or unwilling to
provide the desired information. Respondents may be unwilling to respond if the
information is perceived sensitive to their personal. Also structured questions and
fixed response alternatives may result in a loss of validity for certain types of beliefs
and feelings. There are a set of survey methods, illustrated in below figure.

Telephone
interviewing
Personal
interviewing

Survey
methods

interviewing
interviewing
Figure 3.8 A classification of Survey Methods (Malhotra, 2010)

Self-administered survey has several advantages and has increasingly
become popular. This method is much less expensive than person-administered survey
as there is no interviewer-related cost. Respondents can advance at their own pace in
completing questionnaires. It eliminates respondent-interviewer bias and maintains
respondents’ anonymity. Nevertheless, this type of survey method is limited to
specific questions and it is not possible to add in-depth questions pre-determined from
the initial questionnaire design. Major drawbacks are high non-response and possible
response errors. Researcher has to bear in mind that the response rate for this type of
survey method is considered low. The researcher would have to use a large sample
size in order to obtain a required amount of information. Below figures illustrate

advantages and disadvantages of both survey methods. With the minimal ability to
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control, there is a high possibility that error occur in data collection process (Hair,

2010)

Figure 3.9 Advantages and disadvantages of Person-Administered
Survey Methods (Hair, 2010)

Figure 3.10 Advantages and disadvantages of
Self-Administered Survey Methods (Hair, 2010)
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The main purpose of the research is to investigate factors that consumers
consider as priorities in choosing a store. Interaction between interviewer and
respondents are important in order to respondents to represent target population. It
helps ensure a correct understanding of questions, especially when the questions are
translated from English to Thai. The study intends to cover all demographic types of
respondents. To minimize response errors possibly during a data collection period,
interviewers can clarify questions and exemplify to give respondents better
understanding prior providing definitive answers. Errors in completing questionnaires
are reduced as interviewers are to ensure completeness of all questions.

It is appropriate to use a person-interviewed method; mall-intercept
interview. In an unfamiliar environment, it is not always easy for respondents to stop
and being interviewed. Experienced interviewers act as the researcher’s representative
to conduct interview survey. The researcher has determined one main criterion of
target population. Respondents must be store customers in that specific day, by being
seen with store shopping bag(s) regardless the value of purchase. This requirement
reinforces that respondents are eligible to represent the population being studied and

could affirm a generalization of the project.

Questionnaire design

Questionnaire is an important tool in quantitative research. It is served as
an equipment to collect data from respondents. Generally, a questionnaire can include
a fieldwork procedure, some reward or gifts and communication aids such as maps or
pictures. Small gift; pens are offered at the end of questionnaire survey, to respondents
who sacrificed their time in completing our questionnaire. The questionnaire is
consisted of two pages of structured questions divided into three sections;
demographic, consumer behaviors and satisfaction of store attributes. These measures
were partially taken from previous research developed by Yavas (2003) on the
importance of fifteen store attributes. They were later adapted to correspond to Thai
local context and the theory of Levy and Weitz on retail strategy management.

The section 1 aims at collecting respondents ’general information.
Questions include gender, age, education, profession, monthly household income,

household size and purpose of grocery shopping.
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The section 2 intends to obtain information on respondents’ grocery
purchase behavior. Respondents are inquired about their most visited grocery store,
the number of visits per month, the distance of their residence and home, the time
spent on commuting, the mode of travel to store, an average grocery budget per
month, single-multiple trip to hypermarket. The respondents are asked to name
hypermarkets locating in their residence. The question ensures respondents’ awareness
of existing stores in an agglomeration. If a respondent is not able to answer the
question, a questionnaire administrator has to exclude the respondent from the survey.

The section 3 focuses on acquiring respondents’ perception on existing
store attributes. Subjects were asked for their willingness to participate in
questionnaire survey. They would be requested to confirm of having made a purchase
at the store. Only those with positive answers would continue with the survey. Trained
interviewer read questions to subjects by section: demographics, consumer behaviors
and evaluation of store attributes. Clarification could be provided in case respondents
showing doubts or uncertainty. Respondents were asked to rank from one (least
satisfied) to seven (most satisfied). Questions on store attributes are categorized into
five groups, accordance to retail strategies; price and promotion, merchandise
assortment, store design and layout, communication and customer service.

The first section of the questionnaire was set to explore respondents’
demographic information. Based on an expert interview conducted at an initial stage,
demographics seemed to have influence on the brand of hypermarket chosen. The
hypermarket which frequently advertised as ‘every day low price’ or ‘the cheapest or
guaranteed money back’ were found to be popular among customers with a certain
level of income. Customers who are less price sensitive and place more importance on
the time value tend to visit the stores which promote a fast check-out and convenient
parking.

The second section of the questionnaire focused on consumer behavior and
an awareness of store in a pre-determined clustered location. The expert indicated that
locating in proximity was a strategy to share consumer catchments where population
was dense. As Bangkok residence tend to have less time in visiting several places to
do their errand, hypermarkets responded to their needs by making available other

shops and services that were not hypermarket core business, in their hypermarket
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store, such as banks, bookstores and restaurants. These shops were considered as
attractive reason for consumers to visit the store. Many ended up making a purchase at
a hypermarket even without their initial intention. As a result, questions listed were to
validate consumers’ awareness of hypermarket brands in the sampling location, their
estimated time and distance travelling, travel means to store, average monthly grocery
budget, intention of a visit; a single or multi-purpose trip.

The third section studied the importance of store attributes influencing
consumer decision-making in selecting a store. The section was developed based on
Retail mix strategy by Levy and Weitz (2009). The store attributes were also found in
the questionnaire launched by Jason Carter (2006). His study involved impacts of
consumer demographics, store attributes on grocery retail format in the U.S market.
The tested store attributes were arranged into five parts; price, promotion, store layout,

communication and customer service.

Measurement and Scaling

Measurement means assigning numbers or other symbols to characteristics
of objects according to certain pre-specified rules whereas scaling involves generation
of a continuum upon which measured objects are located (Malhotra, 2010). Primary
scales of measurement can be classified into four types: nominal, ordinal, interval and
ratio scales.

Nominal scale is a figurative labeling scheme in which the numbers serve
only as labels for identifying and classifying objects. In marketing research, nominal
scales are used for identifying respondents, brands, attributes, stores and other objects.

Ordinal scale is a ranking scale in which are assigned to objects to indicate
the relative extent to which the objects possess some characteristics. It can determine
whether an object has more or less of a characteristic than some other objects. Ordinal
scales are generally used in quality ranking, socioeconomics, and occupational status.

Interval scale is a scale in which the numbers are used to rate objects such
that equal distances on the scale represent equal values in the characteristics being
measured. In marketing research, interval scale involves in attitudinal data obtained

from rating scales.
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Ratio scale is the highest scale. It identifies objects, rank-order the objects
and compare intervals or differences. In marketing, sales, cost, market share, number
of customers are measured on a ratio scale. Figure below summarizes the

characteristics of primary scales of measurement.
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Figure 3.11 Primary Scales of Measurement (Malhotra, 2010)
The researcher decided to employ a combination of different scales in

designing questionnaire. With their different purposes and suitability to various
questions, it is more appropriate to be used in, for instance, demographics and

satisfaction questions.

Data analysis tool

The data was analyzed by the use of SPSS program. Descriptive statistics
and factor analysis were used in data interpretation. A descriptive method was used to
report the characteristics of subjects. Demographic information such as age, gender,
educational level and income are reported with the use of descriptive analysis and
frequency. Means on satisfactions by hypermarkets were reported with paired t-test
results.

Confirmatory factor analysis has been used to test the relationships of
determined store attributes. Factory analysis seeks to identify common factors.
Extraction factor reduces factors which may be originally incorrectly determined at
early stage. With extraction and rotation methods, they improve the interpretation of

factor analysis and eliminate ambiguities (Child, 1990). Reliability was examined by
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confirmatory factor analysis. Factor analysis with varimax rotation was used to assess
dimensionally to determine significance of each store attributes to the consumer store
selection. Paired t-test was used as independent statistics.
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CHAPTER IV
RESULTS

The chapter aims to present quantitative results from 450 collected person-
administered questionnaire surveys being conducted in Bangkok Central Business
District. Participants were identified store customers with a proof of purchase,
regardless of transaction value. The surveys were carried out with 450 participants at
three different locations where found two hypermarkets located in a near proximity.
The data are presented in three sections; demographics, exploratory factor analysis on
store attributes and effects of store attributes on store selection.

4.1 Profile of total population

Gender Male 182 40.4%%
Females 268 59.5%

Total 450 100.0%:

(= 450)

Age Le=ss than 20O 45 10.2%5
21-30 206 45.8%

31-40 1 32.0%

41-50 48 10.7%%

51-60 =] 1.3%%

Total 450 100.0%%

Gender by age (= 500
Male Less than 20 26 14.3%
21-30 g7 47 .8%

31-40 53 29.1%

41-50 14 7.7 %

S51-60 =2 1.1%a

Total 182 100.0%

Female Less than 20 20 7.5%%
21-30 i19 A4 Amn

31-40 91 S34.0%

41-50 34 12.7%a

S51-60 =< 1.5%

Total 268 100.0%:

Education Eelow Bachelor 163 356.2%6
Bachelor or equivalent 252 S58.2%
Higher than Bachelor 2 S.3%%
Others 1 0.2%%
Total 450 100.0%%
Occupation fm = 45a)
Student 7T 17.1%a
Employves 229 S0.9%%:
Sowvernment/State officer 41 Q.1%%
Self-employed profes=sior =P 11.5%%
Housewifs 37 g8.2%%
Retired 1 0.2%%
Others 13 2.9%
Total 450 100.0%:

Figure 4.1 Profile of the total respondents
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Examination of the respondents (N= 450) indicated a majority of 268
females (59.56%) compared to 182 males (40.44%). Ages of the respondents range
from 15 to 60, with a median age of 29. The majority of respondents (45.80%) falling
in the age of 21-30, followed by the range of 31-40, accounted for 32.00%. In gender
categories, male respondents were accounted for 47.80% having the age between 21-
30 and 29.10% in the age between 31-40. Similarly to female respondents, 44.40%
were found between the age of 21-30 and 34.00% in 31-40 respectively.

In other age range, the percentages of male and female participants were
distributed equally. Interestingly that in the range of 41-50 years of age, female
respondents were more than 60% higher than male respondents in the same age range.
More than 58% of the respondents indicated having completed Bachelor degree or
equivalent educational level and 36% had some education below Bachelor degree.
Only 5% of the participants possessed higher post-graduate certificates or equivalent.
Approximate 50% of the respondents had profession as employees, 17% were students
and 11% were self-employed. Other occupation, government officer, housewives,
retired and other occupation which was not pre-determined in the questionnaire was
accounted for 20.44%.
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{m = 450)

Domestic income Le=ss than 10,000 23 5.1%
10,001-20,000 77 17.1%

20,001-30,000 =1} 20.0%

30,001-40,000 80 17.8%

40,001-50,000 65 1d.4%

50,001-60,000 22 4.9%;

650,001-70,000 31 5.9%

70,001-80,000 21 4.7 %

Higher than §0,000 41 5.1%:

Total 450 100.0%

(n = 4502)

Household size Less than 3 289 6d.2%
4-5 150 33.3%

More than 6 11 2.4%

Total 450 100.0%

(n = 450)

Purpose of grocery shopping Fersonal/Family use 440 S7.8%:
Corporate use 7 1.6%

Fezals 3 0.7%

Total 450 100.0%

{n = 450)

Most frequently wvisited store Carrefour 220 45.9%:
Tesco Lotus 230 51.1%

Total 450 100.0%

(n = 450)

Mumber of visits per month Less than 4 315 70.5%:
4-5 101 22.45%

More than & 30 5.7%

Total 450 100.0%

Figure 4.2 Profile of the total respondents (cont.)

Income levels were distributed across the sample with 37.8% claiming to
have an average monthly household income between 20,001-40,000 baht. The income
included all family members living permanently in the same household and at least 4
days per week. 21% reported having an average monthly income of less than 20,000
baht, 14.4% with an average of 40,001-50,000. Merely 9% were identified as high
earners with an average income of more than 80,000 baht per month while the average
income per household was 39,020 baht (National Statistical Office, 2007). In relation
to household size, 64.22% reported having 1 -3 family members, 33.33% with 4-6
members and 2.44% with more than 6 members. The average number of persons in a
family was 3.6 in 2007 (National Statistical Office, 2007).

More than 97% of the respondents answered that their grocery shopping
was mainly for personal and family use whereas less than 2% aimed for corporate use.

Out of 48% responded Carrefour as their most frequently visited store. Slightly more
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than half of the total respondents admitted that they traveled to Lotus more frequently

than to Carrefour. About 70% of the sample visited the stores up to three times in a

month, 22% 6 times and surprisingly almost 6% visited the store in average more than

9 times per month.

fn = 433)
Distance to store Le==s than 1 kilometer 190 43.4%;
1-3 kilometers 145 33.1%:

3.01-6 kilometers 62 14.2%

£5.01-9 kilometers 4 0.5%:

Mare than 10 kilometers 37 5.4%

Total 438 100.0%a

fn = 450)

Time to store Lez= than 20 minutes 361 g82.4%
21-40 &8 15.5%

41-60 g 1.8%

More than 1 hour 1 0.2%

Total 438 100.0%;

(n = 453)

Travel mode to store n walle 58 12.9%:
Car 118 26.25%

Fublic transport 130 28.9%

Motarcycle a7 19.3%

Others of 12.7%

Total 450 100.0%

n = 450)

Grocery budget per month Le=s= than 2,000 baht 325 73.5%
2,001-4,000 baht Fil= 17.2%

4,001-6,000 baht 31 7.0%%

6,001-8,000 baht p. 0.5%

8,001-10,000 baht g 1.8%%

More than 10,000 baht 1] 0.0%

Total 443 100.0%

n = 450)

Single/Multiple intentions of store wisit Single purpoze 235 52.2%
Multiple purposes 215 47.8%

Total 450 100.0%5

Figure 4.3 Profile of the total respondents (cont.)

Approximately 43% traveled less than 1 kilometer to the store, 33% with a

distance between 1 to 3 kilometers and 14% between 3.01 to 6 kilometers. Time spent

on traveling to the store was found with 82% less than 20 minutes, 15% between 21 —

40 minutes. Car and public transport were widely considered as travel mode to store;

26.2% and 28.9% respectively. Motorcycle was used by 19% of the respondents while
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12% preferred to walk. In terms of grocery expenditure, more than 70% spent in
average less than 2,000 baht per month. 17% spent between 2,001-4,000 baht and 7%
between 6,001 — 8,000 baht. The figure from Thai National Statistical Office showed
that in 2010, an average spending per household was 16,819 baht. The figure consisted
of all sorts of household spending. The latest figure on an average food and grocery
expense per household was 19,842 baht comparing to the total expenditure of 22,892
baht (NSO, 2004). NSO revealed further that an average household income was
29,843 baht. When visiting a store, more than half of respondents had one unique
purpose which was grocery purchase. 47% of the respondents were multi-purpose
shoppers. More than 48% chose dining as their first reason, followed by other
shopping than grocery (27%), and banking (25%)

4.1.1 Sample characteristics by store — Tesco Lotus

= 220)

Gender Male =18 40.9%
Female 130 59.1%

Total 220 100.0%

(n = 220)

Age Le=s than 20 13 8.2%
21-30 S99 45.0%

31-40 73 33.2%a

41-50 27 12.3%a

51-60 3 1.4%

Total 220 100.0%a

Gender by age fn = 220)
Male Les=s than 20 11 12.2%
21-30 43 47 .8%a

31-40 25 28.9%%a

41 -50 =] 10.0%a

S1-60 1 1.1%:

Total S0 100.0%%a

Female Less than 20 7 5.4%%5
21-30 56 43.1%a

31-40 47 35.2%a

41-50 18 13.8%

S51-60 2 1.5%

Total 130 100.0%%a

(= 220)

Education Below Bachelor 85 38.6%
Bachelor or eguivalent 128 S58.2%

Higher than Bachelor 7 3.2%%

Others a 0.0%

Total 220 100.0%%a

Occupation = 220)
Student 33 15.0%%a

Emploves 112 S0.9%%:

Gowvernment/State officer 21 9.5%%

Self-employed profes=sicnal 2 10.9%

Houseswife 22 10.0%

Retired g 3.56%%

Others a 0.0%

Total 220 100.0%%a

Figure 4.4 Profile of the respondents — Tesco Lotus
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In relation to the samples selected Tesco Lotus as their first most visited

store, almost 60% were female and 40% were male. The majority of the respondents

were between 21-30 years of age, followed by 33% in between 31-40 years of age.

Considering gender by age, the ratio of male and female did not have a significant

difference in terms of age. Both genders still fell into the 21-30 age range. However,

female tend to have higher ratios in age between 31-40 and 41-50. About 38%

reported having certificates below Bachelor degree. 58% have completed Bachelor

degree or equivalent and only 3% have pursued higher post-graduate education. In

terms of profession, half of the respondents were employees, 15% students, 10% self-

employed and 10% housewives.

{n = 220)

Domestic income Les=s than 10,000 i6 7.3%
10,001-20,000 41 18.6%

20,001-30,000 42 19.1%

30,001-40,000 45 21.8%

40,001-50,000 26 11.8%:

50,001-60,000 7 3.2%

60,001-70,000 = 4.1%

F0,001-30,000 11 5.0%

Higher than 0,000 20 9.1%:

Total 220 100.0%

{n = 220)

Household size Le=s=s than 3 14 £5.5%:
4-5 71 32.3%

More than & 5 2.3%

Total 220 100.0%

{n = 220)

Purpose of grocery shopping Ferzonal/Family use 216 93.2%:
Corporate use 2 0.9%

Fe=zals 2 0.9%:

Total 220 100.0%

{n = 220)

Number of visits per month Le=z=s than 4 155 70.5%
4-5 =1 25.5%

More than & ) 4.1%

Total 220 100.0%

Figure 4.5 Profile of the respondents — Tesco Lotus (cont.)

The figured showed that 21.82% earning between 31,000-40,000 baht per
month in average whereas 19% earned between 20,001-30,000 baht and 18.6% earned
between 10,001-20,001 baht per month. On the other hand, we have found two

extreme ends, 7.27% claimed having earned less than 10,000 baht and 9% earned
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higher than 90,000 baht. In average, a household size was in between 1-3 persons
(65.5%), 4-6 (32.3%) persons were also found and the small fraction of the family size
higher than 6 persons (2.3%). The main purpose of grocery purchase was for family or
personal use, accounted for 98.2% and other purposes such as corporate use and resale
were found with 1.8% only. The respondents stated that they visited 1-3 times in
average per month (70.5%), 4-6 times visit was found with 25.5% and frequent
visitors more than 9 times per month were 4.10 %.

{n = 220)

Distance to store Les= than 1 kilometer 42 19.1%
1-3 kilometers 109 49 5%

3.01-6 kilometers 35 15.9%:

5.01-9 kilometers 3 1.4%

More than 10 kilometers 31 14.1%

Total 220 100.0%

Time to store Les= than 20 minutes 183 23.2%
21-40 30 135.6%

41-50 5 2.7%

More than 1 hour 1 0.5%

Total 220 100.0%

fn = 220)

Travel mode to store an walke 27 12.3%
Car o4 24.5%

Public transport 52 28.2%

Motorcycle 45 20.5%

Others 32 14.5%

Total 220 100.0%

(n = 220)

Grocery budget per month Les=s than 2,000 baht 170 F7.3%
2,001-4,000 baht 31 14.1%%

4. 001-6,000 baht 10 4.5%

6,001-8,000 baht 1 0.5%

8,001-10,000 baht o 0.0%%

More than 10,000 baht g 3.6%

Total 220 100.0%

(n = 220)

Single/ Multiple Zingle purpose 111 50.53%
intentions of store wvisit Multiple purpo=es 109 49.5%
Total 220 100.0%

Figure 4.6 Profile of the respondents — Tesco Lotus (cont.)

Most shoppers tend to travel to the store with the distance between 1-3
kilometers (49.55%), followed by less than 1 kilometers (19.09%). Those traveling
more than 10 kilometers were not to be excluded as they were accounted for 14.09%.
The duration shoppers intended to take varied, 83.2% with less than 20 minutes,

13.64% took between 21-40 minutes to reach the store. The majority of the
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respondents used public transport (28.2%), car (24.5%), and motorcycle (20.5%) as
their vehicle. 77.3% reported having less than 2,000 baht for their average grocery
budget, followed by 14.1% with budget of 2,001-4,000 baht. The customers preferring
Tesco Lotus admitted that they had only one intention to visit the store (50.5%). Those
with more than one trip-purpose answered that they would dine out (47.27%), do other
shopping than grocery (26.36) and complete banking tasks (21.82%).

4.1.2 Sample characteristics by store — Carrefour

(m = 230)

Gender Male =l 40.0%
Female 138 &60.0%

Total 230 100.0%

(m = 230)

Age Le== than 20 23 12.2%
21-30 107 45.5%

31-40 71l 30.9%

41-50 21 9.1%

51-60 3 1.3%

Total 230 100.0%

Gender by age (m = 230)
Male Less than 20 15 16.3%
21-30 dd 47 .8%

31-40 27 29.3%

41-50 5 5.4%

S51-60 1 1.1%

Total 92 100.0%

Females Le=s= than 20 13 g4y
21-30 63 45.7 %

31-40 dd 31.9%

41-50 16 11.6%

51-60 2 1.4%a

Total 138 100.0%

(m = 230)

Education Below Bachelor 78 33.9%
Bachelor or equivalent 134 S8.3%

Higher than Bachelor 17 7.4%

Cthers 1 0.4%

Total 230 100.0%

Occupation (m=230)
Student dd 19.1%

Employee 117 50.9%

Sovernment/State officer 20 8.7%

Self-employved profes=sional 23 12.2%

Hou=sewife 15 5.5%

Fetired 1 0.4%

Others = 2.2%

Total 230 100.0%

Figure 4.7: Profile of the respondents — Carrefour

Consumers participating in the questionnaire survey Carrefour were

divided into 60% female and 40% male. 46.5% were having the age range of 21-30,
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30.9% in 31-40 and 12.2% less than 20 years of age. Looking into the ratio of gender
by age, male respondents represented mostly in the age of 21-30, the second largest
group was in 31-40 years old. Most female representing 45.7% were in the age of 21-
30, followed by 31.9% in the age range of 31-40. 58.3% have completed Bachelor
degree or equivalent, 33.91% reported having education below Bachelor degree and
only 7.4% having post-graduate education level. Half of the respondents were
employees (50.9%), the second largest indicated students (19.1%) and self-employed

professionals represented the third largest group (12.2%).

{n = 230)
Domestic income Le== than 10,000 I 3.0%
10,001-20,000 36 15.7%

20,001-30,000 48 20.9%

30,001-40,000 32 13.9%

40,001-50,000 39 17.0%

50,001-60,000 15 5.5%

50,001-70,000 22 9.6%

70,001-80,000 10 4,3%

Higher than 0,000 21 3.1%

Total 230 100.0%

{m = 230)

Household size Lesz than 2 145 E83.0%:
4-5 79 34.3%

More than 6 6 2.6%

Total 230 100.0%

(n=2302)

Purpose of grocery shopping Ferzcnal/Family use 224 37.4%;
Corporate use ] 2.2%

Fezale 1 0.4%

Total 230 100.0%

{n = 230)

Mumber of visits per month Lesz than 4 164 71.3%
4-5 45 159.6%

More than & 21 g.1%

Total 230 100.0%

Figure 4.8: Profile of the respondents— Carrefour (cont.)

The respondents at Carrefour accounted for 20.87% had an average
income of 20,001-30,000 baht, 16.96% receiving 40,001-50,000 and 15.65% earning
between 10,001 — 20,000 baht. The size of family was found between 1-3 members,

accounted for 63.04% and 3-6 members for 34.35%. The main purpose of grocery
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purchase was for family or personal use (97.39%). Corporate use and resale purpose
were shown as 2.17% and 0.43% respectively. Out of the total respondents, more than
70% visited the store between 1- 3 times, followed by 4-6 times (19.57%).

{n = 225)

Distance to store Lez= than 1 kilometer B 28.3%
1-3 kilometers 120 53.1%:

3.01-6 kilometers 27 11.9%%

5.01-9 kilometers 1 0.4%

More than 10 kilometers 14 5.2%:

Total 226 100.0%

Time to store Les= than 20 minutes 139 82.2%
21-40 25 15.2%

41-60 & 2.6%

More than 1 hour 0 0.0%

Total 230 100.0%

(n = 230)

Travel mode to store Cn walk 31 13.5%
Zar =L 27.8%

Fublic transport 63 29.8%

Motorcycle 4 18.3%%

Cthers 25 10.9%

Total 230 100.0%

(n = 230)

Grocery budget per month Less than 2,000 baht 135 67.4%
2,001-4,000 baht 45 19.6%

4,001-6,000 baht 20 8.7%

65,001-8,000 baht 2 0.9%

3,001-10,000 baht 3 1.53%

More than 10,000 baht 5 2.2%

Total 230 100.0%

(n = 230)

Single/ Multiple Single purpose 106 45.1%
intentions of store visit Multiple purposes 124 53.9%
Total 230 100.0%

Figure 4.9: Profile of the respondents — Carrefour (cont.)

More than half of the respondents showed that an average distance from
home to store was between 1-3 kilometers (53.10%). An average time use to travel
was less than 2 minutes (82.2%), 21-40 minutes (15.2%) and 41-60 minutes (2.6%).
The survey participants reported having use public transport (29.6%), car (27.8%) and
motorcycle (13.5%). The majority answered an average of grocery budget of less than
2,000 baht (67.4%) and 2,001-4,000 baht (19.6%). More than half of the participants

had more than one intention for grocery shopping (53.91%). Their other intentions
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were dining out (48.70%), banking (28.70%), other purchase (27.83%) and other
purpose (1.30%).

4.2 Evaluation of store attributes

To commence analysis of the measured attributes, it was wise to conduct a
reliability analysis. It aims to determine the proportion of systematic variation in a
scale. It is done through determination of the association between scores obtained
from different administration of scales. We were to test the coefficient alpha, or
Cronbach’s alpha. It is the average of all possible split-half coefficients resulting from
different ways of spiltting the scale items. The coefficient varies from 0 to 1, and a
result value of 0.6 or higher is generally satisfactory for internal consistency
reliability. Having the factors being investigated based on the respondents from two
different hypermarket brands, it was wise not to mix the data and report them
altogether. The Cronbach’s alphas were displayed by hypermarket as well as the
sections of questions being asked. The sections were price, promotion, store layout,

communication and customer service.

Cronbach’s alphas

Carrefour Tesco Lotus MNo. of tems
Price 0.910 0.920 3
Promaotion 0.904 0.907 7
Store layout 0.894 0.872 5
Communication 0.818 0.850 3
Customer service 0.886 0.868 11

Table 4.10 Cronbach’s alphas

From the above table, we remarked that the values of Cronbach’s
alphas were greater than the benchmark of 0.6. It could be presumed that the variables
in the factors being tested were valid and consistent. With the initial reliability test
being satisfied, we did not have obligations to revisit the questionnaire and thus
continued with data collection.

A principal component of factor analysis with varimax rotation was

conducted to identify the dimensions of attributes that grocery consumers perceived
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importance in hypermarkets locating in a clustered area or in a near proximity in
Bangkok Central Business District. To begin with, it is important to measure key
statistics associated with factor analysis. There are several key statistics available; we
selected the two well-known ones: Bartlett’s test of sphericity and Kaiser-Meyer-Olkin
(KMO) measure of sampling adequacy. Bartlett’s test of sphericity is a test statistic
used to examine the hypothesis that the variables are uncorrelated in the population.
Each variables correlates perfectly with itself (r = 1) but has no correlation with the
other variables (r = 0). Kaiser-Meyer-Olkin (KMO) is an index used to examine the
appropriateness of factor analysis. High values (Between 0.5 and 1.0) indicate factor
analysis is appropriate. Generally, a value greater than 0.5 is desirable (Malhotra,
2010). To ensure consistency, we decided to process data according to the
hypermarket brands. The value of KMO in regards to Carrefour was 0.947 with
approximate chi-square of 9675.739 while the KMO value of Tesco Lotus was 0.949
with approximate chi-square of 9290.627.

KMO and Bartlett's Test

Carrefour Tesco Lotus
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 847 8449
Bartlett's Test of Sphericity  Approx. Chi-3quare 9675.739 9290.627
df 465 455
3ig. 000 000

Figure 4.11 Results of Bartlett’s Test of Sphericity and KMO

4.2.1 Factor analysis

Factor analysis was performed on the explanatory variables with the
primary goal of data reduction. A principal component of factor analysis with varimax
rotation was conducted to identify the dimensions of grocery shoppers’ perceived
importance of store attributes on hypermarkets locating in a clustered area of Bangkok
Central Business District. The aim was to reduce 31 variables per hypermarket being
asked to six factors, having eigenvalues greater than 1.0, for Carrefour and five factors
for Tesco Lotus. The factors with eigenvalues greater than 1.0 and items with rotated

factor loadings of 0.50 or higher were retained because factors loadings of 0.50 or
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greater are considered statistically and practically significant (Hair et al., 1998). Below
table summarized the communalities of both hypermarkets.

Communalities
Carrefour Teseo Lotus
Inial Extraction Extraction
Satistaction an Price competitiveness 1000 o £
Satisaction on Price promation 1.000 A 782
Satisfaction an Stare campaign 1.000 T4 T8
Satistaction on Campaign frequency 1.000 764 T3
Satizfaction on participated goods in campaign 1.000 Al JeT
Satistaction on variety of merchandize 1000 16 A4
Satistaction on product bundling 1.000 it fiti
Satizfaction on national-branded products available 1000 FES i
Satisfaction on store-branded products available 1.000 BT il
Satisaction on product quality 1.000 T3 R4
Siatiskaction on value for maney 1.000 113 M
Satizfaction on product freshness 1.000 B4 Rl
Satisaction on store accessibility and entrance 1.000 i Fidd
Satiskaction on stare decoration 1.000 T8 £T3
Satistaction on product zearching ime 1000 A1 B3
Satistaction on distance between store and entrance and parking 1000 gl i
Satistaction on place of promational signs 1000 B8 i
Satisfaction on stare reputation 1.000 ji- £a2
Satigkaction on stare brochures, leaflets 1000 740 40
Batistaction on store advertizements [excluding brochures) 1000 136 T4
Satisaction on courtesy of perzonnel 1000 763 B4
Satistaction on helphulness of persannel 1.000 47 B
Satisaction on number of persannel 1.000 700 it
Satistaction on parking Facilities 1.000 A57 A8
Satiskaction on stare cleanliness 1.000 E03 bz
Satigkaction on malls in stare 1000 E49 Fidh
Satiskaction on quarantee and return policy 1000 B3T hil:
Satisfaction on store credit card with commercial banks 1000 163 T3
Satiskaction on stare loyalty card 1000 A1 b1
Satisfaction on opening haurs 1.000 AT A3
Batistaction on store stmasphers 1000 T2 it

Exstraction Method. Principal Companent Analysis.,

Figure 4.12: Communalities (Carrefour and Tesco Lotus)

In addition, since communality of a variable represents the amount of

variance in the factor solution explained by that variable, variables with communalities



Fac. of Grad. Studies, Mahidol Univ.

M.B.A. (Business Modeling and Analysis) / 59

less than 0.40 were deleted for reasons of insufficient contribution to explain the

variance. Variables that did not meet the criteria were eliminated from the analysis.

From the study, the number of factors extracted was determined so that the cumulative

percentage of variance extracted by the factors reaches a satisfactory level. It is

suggested that the factors extracted should account for at least 60 percent of the
variance (Malhotra, 2010).

In regards to Carrefour hypermarket, it was found that all six factors could

explain 68.971% of the total variance whereas five factors were found explainable

accounted for 64.511% of total variance.

Total Variance Explained

Companent Initial Eigenvalues Extraction Sums of SquaredLoadings Rotation Sums of Squared Loadings
Tofal | %ofVariance | Cumulafve% | Total | %ofVariance | Cumulafive® | Total | %ofVariance | Cumulative %
1 13472 43459 43459 13472 43459 43459 6.179 19.9: 1993
2 2893 9333 52792 2893 0333 52792 4053 13073 33004
3 1.668 5373 58.165 1,665 5373 58165 300 12873 45478
4 1.216 391 62.088 1216 3923 62088 2403 8.042 30920
5 1.086 3504 §5.592 1.086 3504 65592 2392 1 61637
i 1.047 3379 fe.971 1.047 337 63971 2214 134 6897
Figure 4.13 Total variance explained factors (Carrefour)
Total Variance Explained

Component Izl Eigenvalues Esraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Total | %ofVariance | Cumulafve® | Total | %ofVariance | Cumuiafve® | Tofal | %ofVariance | Cumulaive %
1 13449 43514 $351) 13489 3514 351 555 17919 17919
, 250 §.368 Ty 2593 8.382 479 5506 17760 38680
] 1480 4709 REABE] 1460 4709 fiage] 436t 14067 49748
! 1211 £099 Goser 1 4099 G0ser) 2680 8648 58301
d 1186 18 6451 1186 15 6dan1] 1897 6120 64511

Figure 4.14 Total variance explained factors (Tesco Lotus)
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Rotated Component Matriz*

Companent

1 2 K] 4 ] ]
Satizfaction on store decoration a23
Satizkaction on store atmosphers a7
Satizkaction on stare cleanliness 47
Satizkaction on store accessibilitg and entrance T2
Satizfaction on distance between shore and entrance and 02
parking
Satistaction on product searching time 0
Satizkaction on malls in store ETh
Satistaction on product freshness E34
Satistaction on place of promational signs K20
Satizkaction on Price promation aaa
Satistaction on Price competitiveness A0
Satizkaction on Campaign frequency e
Satistaction on Store campaign i
Satizkaction on participated goods in campaign E8
Satistaction on product bundling fri1X;
Satistaction on variety of merchandise i)l
Satistaction on product quality el
Satistaction on value for money FE3
Satizfaction on national-branded products available 1
Satistaction on store-branded products available X}
Satizkaction on helpfulness of personnel 5
Satistaction on courtesy of personnel KR
Satizkaction on number of persannel 17
Satistaction on guarantee and returmn policy H4
Satistaction on store advertizements [excluding brochures) .TE1
Satizkaction on store brochures, leatlets i)
Satistaction on store reputation LXK
Satistaction on parking Facilities
Satizkaction on store credit card with commercial banks 83
Satizkaction an stare layalty card KE3
Satistaction on opening hours 440
Extraction Method: Principal Compaonent &nalysiz,

Ratation Metkiod: W arimay with Eaizer Mormalization,

4, Rotation converged in 7 iberations,

Figure 4.15 Rotated component mix (Carrefour)

Taking a close look in the analysis from Carrefour, we obtained six factors
derived from factor analysis. Out of the total explained variance of 68.971%, the first
factor with 19.931% of explained variance consisted of product freshness, store
accessibility and entrance, store decoration, product searching time, distance between
store and parking, place of promotional signs, store cleanliness, malls locating in store

and overall atmosphere of store. Among the variables in the first factor, we identified
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five variables containing loadings greater than 0.7 which are store decoration, store
atmosphere, store cleanliness, accessibility and entrance, distance between store and
parking and product searching time.

The second factor was reported with 13.073% and variables were price
promotion, price competitiveness, frequency of campaign, store campaign and
participated product in a campaign. The variables with loading greater than 0.7 were
price promotion, price competitiveness, frequency of campaign and store campaign.

The third factor was observed with 12.873% explained variance. They
relate mainly to product aspects; product bundling, variety of merchandise, product
quality, product valued for money, availability of national and branded-products.
Only two variables having loading greater than 0.7 were listed; product bundling and
variety of merchandise.

The fourth factor explained 8.042% of total variance. There were four
variables listed mostly relevant to staff and after-sale service. Only one variable
reported with loading higher than 0.7 which was helpfulness of staff. The other three
variables were courtesy of personnel, number of personnel and guarantee and return
policy.

The fifth factor could explain 7.717% of total variance. Three variables
were listed and two out of three had loadings higher than 0.7. These were store
advertisement (excluding brochures) and brochures and leaflets. The last variable with
loadings below 0.7 was store reputation.

The last factor found from the database being collected at Carrefour
hypermarkets contained three variables. One of the three variables possessed loading
higher than 0.7, which was store credit card with commercial banks. The other two

variables were store loyalty card and opening hours.
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Factor interpretation

Factor (>4 variance explanation] Loading Yariables included in the factor
Iterm stare environment and accessibility R-yats Satisfaction on stare decaration
F1 [13.351)
TTE Satizfaction on store atmosphers
7 Satisfaction on store cleanliness
T2 Satizfaction on stone aceessibility and entrance
0z Satizfaction on distance between store and entrance and parking
o Satizfaction on product searching time
ETE Satisfaction on malls in stare
B34 Satisfaction on product freshness
E20 Satisfaction on place of promotional signs
Price and promotional campaign £33 Satisfaction on Price promation
F2 3073
A05 Satisfaction on Price competitiveness
.85 Satisfaction on Campaign frequency
T7h Satisfaction on Store campaign
Ea9 Satisfaction on participated qoods in campaign
Product wariety and brand products 03 Satisfaction an product bundling
F3 2873
T Satisfaction on wariety of merchandize
Ea3 Satistaction on product guality
B3 Satizfaction an value for money
EE1 Satizfaction on national-branded products available
3] Satizfaction on store-branded products available
Store persannel Nk Satizfaction on helpfulness of personnel
Fd  [8.0d42)
EER Satizfaction on courtesy of personnel
14 Satizfaction on number of personnel
b4 Satizfaction on guarantee and return policy
Stare aduerstisement and comunication .TE1 Satisfaction on store advertisements [excluding brochures)
FS  [F.717)
s Satistaction on store brochures, leaflets
B33 Satisfaction on store reputation
Lowalty and store commercial credit cards iat Satisfaction on store credit card with commercial banks
FE  [7.334%)
2 Satisfaction on store loyalty card
430 Satisfaction on opening hours

Figure 4.16 Factors influencing hypermarket selection - Carrefour
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Rotated Component Matriz*

Component

1 2 3 i ]

Satistaction on Price promation A0
Satizfaction on Price competitivenes TI6
Satistaction on Store campaign T34
Satistaction on Campaign frequency a0
Satisfaction an participated goods in campaiqn TEE
Satisfaction on variety of merchandise Abd AT
Satistaction on product bundling hag 438
Satistaction on national-branded products available 455 Fdk
Satizfaction on helpfulness of perzonnel AT
Satistaction on number of personnel it
Satizfaction on malls in store T2
Satizfaction on courtesy of persannel £33
Satisfaction on store cleanliness BT
Satistaction on store atmozphers Kia
Satistaction on guarantee and return palicy Rkl
Satisfaction on store decaration A8 K05 283
Satistaction on store accessibility and entrance Ei2
Satistaction on product searching time Ay
Satisfaction an product quality A4
Satisfaction on walue har money A43
Satistaction on plage of promational signs 53
Satistaction on distance between store and entrance and parking i

Satistaction on shore reputation T3
Satistaction on store advertizements [excluding brochures) 120
Satizfaction on store brochures, leaflets LT
Satisfaction on store loyalty card A 433
Satizfaction on store credit card with commercial banks R
Satizfaction an store-branded products available
Satisfaction on product freshness

Satistaction on parking Facilities

Satistaction on opening hours

Extraction Method: Principal Companent Analysis.
Fiotation Method: ¥ arimas with Kaizer Mormalization.

a, Rotation converged in 1 iterations.

Figure 4.17 Rotated component mix (Tesco Lotus)

The factor analysis on Tesco Lotus has shown that 64.511% could be
explained from the total variance. The first factor listed eight variables. The variables
with factor loading greater than 0.7 were price promotion, price competitiveness, store
campaign, frequency of organized campaign, participated products in a campaign.
Variety of merchandise, product bundling and availability of national branded-product
were also found but with loading value below 0.7. The first factor could explain

17.919% where as the second factor could explain 17.760%. The second factor was
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comprised of helpfulness of personnel, number of personnel, malls in store as loadings
higher than 0.7. The other variables with loading below 0.7 were courtesy of
personnel, store cleanliness, store atmosphere, guarantee and return policy and store
decoration.

Interestingly in the third factor being found with seventeen variables, four
of which were also found in the first and second factors mentioned earlier. The third
factor explained 14.067% of the total variance. The variables being present in the first
factor were variety of merchandise (0.571), product bundling (0.498) and availability
of national-branded product (0.646). A variable being shared in the second factor was
store decoration (0.605). Looking at the third factor itself, it contained six variables,
namely store accessibility and entrance, product searching time, product quality,
product valued for money, place of promotional signs and distance between store,
entrance and parking. None of these six variables were reported with loading greater
than 0.7.

The fourth factor explained 8.645% of the total variance with four
variables. Two variables with loading above 0.7 were store reputation and store
advertisement (excluding brochures and leaflets). The rest were store brochures and
leaflets and store loyalty card. The last factor for Tesco Lotus explained 6.120%. One
reported variable, store decoration, was found being shared in the second and third
factors. However, its loading value in the fifth factor was the highest among its values,
0.853. In addition, two variables in the last factor were store loyalty card and store

credit with commercial banks. Both of these variables had loading value less than 0.7.
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Factor [# variance explanation] Loading Variables included in the factor
Promation and product A0 Satizfaction on Price promation

F1 [17.313]

756 Satiztaction on Price competitiveness
T4 Satiztaction on Store campaign
a0 Satiztaction on Campaign frequency
763 Satiztaction on participated goods in campaign
R4 Satiztaction on wariety of merchandise
528 Satiztaction on product bundling
445 Satiztaction on national-branded products available
Personnel, store ervironment e Satisfaction on helpfulness of perzannel
FZ2  and after-zale service (17, TE0)
T34 Satiztaction on number of personnel
T2 Satisfaction on mallsin stare
E99 Satiztaction on courtesy of personmnel
ET? Satisfaction on store cleanliness
K13 Satiztaction on store atmosphers
585 Satistaction on quarantee and return policy
AN Satizfaction on staore decaration
Brand product, stare lawout F4E Satizfaction on national-branded products available
F3  andproduct variety (14067
=113 Satisfaction on shore decaration
F02 Satiztaction on stare accessibility and entrance
5a7 Satiztaction on product searching time
A4 Satiztaction on product quality
549 Satisfaction on value For money
539 Satizfaction on place of promoticonal zigns
5a Satisfaction on distance between stare and entrance and
parking
5 Satiztaction on wariety of merchandize
L Satiztaction on product bundling
Store communication and lovalty card T3 Satizfaction on store reputation
Fd  [8.645%]
20 Satiztaction on store advertizements [excluding
BT Satisfaction on stare brochures, leaflets
)| Satiztaction on shore loyalty cand
Stare decoration and store credit card 833 Satisfaction on store decaration
F5  (B120%)
3R Satizfaction on store credit card with commercial bank.z
443 Satiztaction on store loyalty card

Figure 4.18 Factors influencing hypermarket selection (Tesco Lotus)
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4.2.2 Means statistics

The means and rankings of each store attributes are presented in below
tables. From the 450 respondents, the most five important attributes were available
national-branded product, product searching time, store accessibility, store decoration
and place of promotional signs. Among the consumers with Carrefour as their first
most frequently visited store, the most five store attributes impacting their decision-
making were store overall atmosphere, cleanliness, available national-branded
product, store decoration and malls. Whilst the consumers who patronage Tesco Lotus
as their preferred hypermarkets found the most five influencing attributes on store
selection were store advertisement, available national branded-product, product
quality, product freshness and product valued for money.

Carrefour Tesco Lotus
Crererall CcCOnsSumers CONSUMmers

Store attribute (N = 450) (N = 220) (N = 230)

Accessibility 4 .96 (3) 476 (11) 461 (12)
Brochures and leaflets 479 (18) 439 (Z25) 274 (9)
Cleanliness 4.87 (12) 4.88 (2) 4.45 (24)
Courteous personnel 468 (Z22) 4 65 (15) 4,44 (25)
Decoration 4 95 (4) 4 23 (4) 480 (14)
Diztance between store and parking 435 (14) 4,68 (14) 450 (15)
Frequency of campaign 472 (19) 455 (21) 4 57 (18)
Guarantee return policy 447 (30} 4.47 (27} 223 (31}
Helpful perzonnel 462 (2T) 4.57 (19) 4.41 (28)
Mall= 4 .86 (13) 4 .81 (5) 4 28 (29)
Mational branded-product 5.01 (1) 4.86 (3) 485 (2)
Number of participated items in campaign 471 (20) 4,58 (18) 480 (18)
Number of personnel 4 53 (29) 4. 51 (24) 438 (27)
Opening hours 4 51 (9) 4.80 (8) 477 (8)
Creerall atmosphere 4.91 (10) 4859 (1) 454 (20}
Parking facilities 464 [25) 4 .55 (23) 4 37 (28)
Place of promotional zigns 4 55 (5) 4 77 (10} 477 (7}
Price competitiveness 455 (28) 4,459 (25) 445 (23)
Price promotion 4 659 (21) 4 56 (20) 461 (13)
Product bundling 47517 4 59 (18) 483 (11}
Product freshness 4.54 (8) 473 (8) 4,80 (4)
Product quality 4.91 (8) 4F2012) 4.86 (3)
Preduct =earching time 4 55 (2} 4TB(7) 476 (3)
Product valued for money 450 (11) 470 (13) 420 (5}
Product variery 4.84 (15) 478 (9) 466 (10}
Store advertizement 4592 (7 4 42 (28} 453 (1)
Store branded-product 4.74 (18) 4.58 (17) 457 (17)
Store campaign 4 67 (23) 455 (22) 456 (19)
Store credit card 428 (31) 4.08 (31) 4 25 (30}
Store fidelity card 467 (24) 4.50 (25) 4.53 (21)
Store reputation 4 64 (286) 4. 359 (30) 4 52 (Z2)

Figure 4.19 Means and ranks of store attributes among studied hypermarkets in Bangkok
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The factor analysis has produced different number of factors dominating
hypermarket store choice as well as the components constituting in each factor. We
computed means and standard deviation on factors under each attribute and

consequently paired t-test method in order to identify whether these differences were

significant.
Std.
CARREFOUR Satisfaction (1 - Least, 7 - Highest) Means Ceviation
PRICE 1 2 3 4 5 6 7 Statistic |Std. error| Statistic
Satisfaction on Price competitiveness 2 4 27 200 151 56 10 4,38 044 928
0.4% 0.9% 6.0% 44.4% 33.6% 12.4% 2.2%
Satisfaction on Price promaotion 2 4 20 151 148 69 16 4,67 046 969
0.4%  0.9% 4.4% 42.4%  32.8%  153%  3.5%
Satisfaction on Store campaign 2 4 22 186 152 71 13 4,66 045 939
0.4% 0.9% 4.9% 41.3% 33.8% 15.8% 2.9%
Satisfaction on Campaign frequency 2 2 26 174 153 74 19 4,72 047 992
0.4% 0.4% 5.8% 38.7% 34.0% 16.4% 4.2%
Satisfaction on participated goods in campaign 2 2 23 197 127 80 i3 4,85 .047 1.003
0.4% 0.4% 5.1% 43.8% 28.2% 17.8% 4.2%
4.66
Std.
TESCO LOTUS Satisfaction (1 - Least, 7 - Highest) Means Deviation
PRICE 1 2 3 4 5 6 7 Statistic | Std. error| Statistic
Satisfaction on Price competitiveness 2 5 B2 187 135 63 22 4.63 049 1.035
20.0% 50.0% 320.0% 1870.0% 1390.0% 630.0% 220.0%
Satisfaction on Price promaotion 2 2 26 174 151 76 i3 4.72 .047 5385
12.5% 12.5% 162.5% 1087.5% 943.8% 475.0% 118.8%
Satisfaction on Store campaign 2 2 18 202 132 77 17 4,69 .046 973
15.4% 15.4% 138.5% 1553.8%  1015.4% 592.3% 130.8%
Satisfaction on Campaign frequency 2 4 24 178 139 83 20 4.73 .048 1.025
10.5% 21.1% 126.3% 936.8% 731.6% 436.8% 105.3%
Satisfaction on participated goods in campaign 2 3 25 179 131 91 19 4,74 048 1.028
10.5% 15.8% 131.6% 942.1% 689.5% 478.9% 100.0%
4.70

Figure 4.20 Means and standard deviation — Price attribute

From the table 4.20 the results have shown that respondents at Carrefour
and Tesco Lotus had been relatively satisfied with price strategies being offered, with
a means value of 4.66 for Carrefour and 4.70 for Tesco Lotus. Taking a look at them
separately, the score for campaign frequency was the highest score given at Carrefour
(4.72), followed by participated goods in campaign (4.69) and price promotion (4.66).
The highest rank at Tesco Lotus was participated goods in campaign (4.74), followed

by campaign frequency (4.73) and price promotion (4.72).
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Std.
CARREFOUR Satisfaction (1 - Least, 7 - Highest) Means Deviation
PRODUCT 1 2 5 4 5 6 7 Statistic |Std. error| Statistic
Satisfaction on variety of merchandise 2 1 16 147 163 37 24 4.80 .047 .850
0.4% 0.2% 3.6% 32.7% 36.2% 21.6% 5.3%
Satisfaction on product bundling 3 2 15 166 167 34 13 4.77 .045 545
0.7% 0.4% 3.3% 36.9% 37.1% 18.7% 2.9%
Satisfaction on national-branded products 1 o 16 115 170 115 29 5.04 .046 578
available
0.2% 0.0% 3.6% 26.4% 37.8% 25.6% 6.4%
Satisfaction on store-branded products 8 4 22 165 134 100 17 4.74 .052 1.110
available
1.8% 0.5% 4.5% 36.7% 29.8% 22.2% 3.8%
Satisfaction on product quality 1 1 16 146 1353 110 23 4.4 .046 .984
0.2% 0.2% 3.6% 32.4% 34.0% 24.4% 5.1%
Satisfaction on value for money 1 2 18 143 145 116 24 4,54 048 1.012
0.2% 0.4% 4.0% 31.8% 32.4% 25.8% 5.3%
Satisfaction on product freshness 2 15 129 145 115 30 5.00 .045 1.049
0.4% 0.4% 4.2% 28.7% 33.1% 26.4% 6.7%
4.90
Std.
TESCO LOTUS Satisfaction (1 - Least, 7 - Highest) Means Deviation
PRODUCT 1 2 3 4 5 6 7 Statistic |Std. error| Statistic
Satisfaction on variety of merchandise 1 3 15 164 171 79 17 4.75 .044 837
0.2% 0.7% 3.3% 36.4% 38.0% 17.6% 3.8%
Satisfaction on product bundling 1 1 20 165 175 31 7 4.74 .042 .B81
0.2% 0.2% 4.4% 36.7% 38.9% 18.0% 1.6%
Satisfaction on national-branded products o o 13 135 166 118 18 4.98 .043 818
available
0.0% 0.0% 2.9% 30.0% 36.9% 26.2% 4.0%
Satisfaction on store-branded products 7 4 24 158 135 100 18 4.75 .052 1.110
available
1.6% 0.9% 5.3% 35.1% 30.9% 22.2% 4.0%
Satisfaction on product quality 1 2 13 150 158 110 16 4.90 .045 851
0.2% 0.4% 2.9% 33.3% 35.1% 24.4% 3.6%
Satisfaction on value for money 1 4 13 153 160 104 15 4.86 045 955
0.2% 0.9% 2.9% 34.0% 35.6% 23.1% 3.3%
Satisfaction on product freshness 1 [ 14 145 159 105 20 4.86 .047 1.002
0.2% 1.3% 3.1% 32.2% 35.3% 23.3% 4.4%
4.84

Figure 4.21: Means and standard deviation — Product attribute

The above table has shown that Carrefour and Tesco Lotus had been
offering merchandises which relatively satisfied customers, with a means value of 4.90
for Carrefour and 4.84 for Tesco Lotus. The availability of national branded-product
was given the highest score given at Carrefour (5.04), followed by an equal score of
4.94 for two product attributes: which were product quality and value for money. The
third highest score was a variety of merchandise (4.90). Whilst Tesco Lotus was found
with an average score of 4.84 for product attributes. The highest score was assigned to
a similar factor as Carrefour which was availability of national branded-product
(4.98). Product quality was placed in the second rank (4.90) and value for money and
product freshness both shared the third rank (4.86).
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CARREFOUR

Satisfaction (1 - Least, 7 - Highest)

STORE LAYQUT

Satisfaction on store accessibility and
entrance

Satisfaction on store decoration
Satisfaction on product searching time

Satisfaction on distance between store and
entrance and parking

Satisfaction on place of prometional signs

0.4%

3 4 5 6
18 108 158 118
4.2% 24.2% 35.1% 26.2%
17 123 126 121
3.8% 27.3% 28.0% 26.9%
11 120 152 134
4% 26.7% 33.8% 29.8%
20 125 158 106
4.4% 27.8% 35.1% 23.6%
18 123 172 110
4.0% 27.3% 38.2% 24.4%

TESCO LOTUS

Satisfaction (1 - Least, 7 - Highest)

STORE LAYQUT

Satisfaction on store accessibility and
entrance

Satisfaction on store decoration
Satizfaction on product searching time

Satisfaction on distance between store and
entrance and parking

Satisfaction on place of promoticnal signs

]

1.3%

0
0.0%

3 4 ) [
21 144 164 k]
4.7% 32.0% 36.4% 22.0%
25 155 151 54
A% 34.4% 33.6% 20.9%
23 123 180 99
5.1% 27.3% 40.0% 22.0%
25 137 182 a9
5.6% 30.4% 40.4% 18.8%
20 126 175 115
4.4% 28.0% 38.9% 25.6%

Std.
Deviation
Std. error| Statistic
051 1.087
034 1.144
048 1.013
.052 1.108
047 542
Std.
Ceviation
Std. error| Statistic
047 883
048 1.008
04s 879
047 1.000
044 825

Figure 4.22 Means and standard deviation — Store layout attribute

The result has shown that respondents at Carrefour and Tesco Lotus had

been somewhat highly satisfied with store layout with a means value of 5.05 for

Carrefour and 4.84 for Tesco Lotus. The store decoration scored highest at Carrefour

(5.15), followed by product searching time sharing the score with store accessibility

and entrance in the second position (5.08). The third-rated attribute was place of

promotional signs (4.97). Tesco Lotus had a lower means of 4.84. Place of

promotional signs was ranked first (4.93), followed by ease of product search (4.91)

and store accessibility and entrance (4.84).

Std.
CARREFOUR Satisfaction (1 - Least, 7 - Highest) Deviation
COMMUNICATICN 1 3 4 5 6 Statistic
Satisfaction on store reputation 5 28 194 114 87 1.088
1.1% 6.2% 43.1% 25.3% 19.3%
Satisfaction on store brochures, leaflets 4 54 136 122 106 1.182
0.8% 12.0% 30.2% 27.1% 23.6%
Satisfaction on store advertisements 3 44 126 141 109 1.134
(excluding brochures) 0.7% 5.8% 28.0% 31.3%  24.2%
Std.
TESCO LOTUS Satisfaction (1 - Least, 7 - Highest) Deviation
COMMUNICATICN 1 2 5 4 5 [ Statistic
Satisfaction on store reputation 4 H 26 184 121 81 1.064
0.8% 1.1% 5.8% 43.1% 26.8% 18.0%
Satisfaction on store brochures, |eaflets 2 3 36 132 127 112 1.172
0.4% 1.8% 8.0% 29.3% 28.2% 24.9%
Satisfaction on store advertisements 1 3 26 128 128 108 1.161
(excluding brochures) 0.2% 0.7% 5.8% 28.4% 28.4%  24.0%

Figure 4.23 Means and standard deviation — Communication attribute
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The results from questionnaire survey reported that customers at both
Carrefour and Tesco Lotus had been somewhat satisfied with store communication
with a means value of 4.72 for Carrefour and 4.86 for Tesco Lotus. Carrefour was
ranked the highest for store advertisements (excluding brochures) (4.79), followed by
store brochures and leaflets (4.72) and store reputation (4.64). Tesco Lotus had a much
higher mean score for the first rank: store advertisement excluding brochures (5.06),
followed by store brochures and leaflets (4.87) and store reputation (4.65).

Std.
CARREFOUR Satisfaction (1 - Least, 7 - Highest) Means Ceviatio
CUSTOMER SERVICE i 2 3 4 5 6 7 Statistic Std. Statistic
Satisfaction on courtesy of personnel 2 = 27 151 167 a3 15 4.74 047 1.001
0.4% 1.1% 6.0% 33.6% 37.1% 18.4% 3.3%
Satisfaction on helpfulness of persocnnel 4 6 23 176 147 78 16 4.68 .049 1.035
0.9% 1.3% 5.1% 39.1% 32.7% 17.3% 3.6%
Satisfaction on number of personnel 7 2 33 176 128 a3 21 4.66 .05z 1.111
1.6% 0.4% 7.3% 39.1% 28.4% 18.4% 4.7%
Satisfaction on parking facilities 12 7 48 133 126 97 25 4.65 061 1.291
2.7% 1.6% 10.2% 29.6% 28.0% 21.6% 5.4%
Satisfaction on store cleanliness 2 3 16 134 115 141 39 5.03 052 1.108
0.4% 0.7% 3.6% 29.8% 25.6% 31.3% 8.7%
Satisfaction on malls in store 3 4 15 136 132 125 35 5.01 052 1.102
0.7% 0.9% 3.3% 30.2% 29.3% 27.8% 7.8%
Satisfaction on guarantee and return policy 10 [ 37 192 116 74 15 4.51 .054 1.137
2.2% 1.3% 8.2% 42.7% 25.8% 16.4% 3.3%
Satisfaction on store credit card with 43 8 33 167 94 79 21 4,29 071 1.505
commercial banks
9.6% 1.8% 8.4% 37.1% 20.9% 17.6% 4.7%
Satisfaction on store loyalty card 14 10 35 1438 127 85 31 4.65 061 1.298
3.1% 2.2% 7.8% 32.9% 28.2% 18.9% 6.9%
Satisfaction on opening hours [ 2 10 130 160 122 20 4.86 049 1.040
1.3% 0.4% 2.2% 28.9% 35.6% 27.1% 4.4%
Satisfaction on store atmosphere = 1 14 136 103 144 45 5.14 .054 1.137
0.7% 0.2% 3.1% 30.2% 22.9% 32.0% 10.9%
4.77
Std.
TESCO LOTUS Satisfaction (1 - Least, 7 - Highest) Means Deviatio
CUSTOMER SERVICE 1 2 3 4 5 =) 7 Statistic Std. Statistic
Satisfaction on courtesy of perzonnel 1 5 24 194 142 74 g 4,62 .045 949
0.2% 1.3% 5.3% 43.1% 31.6% 16.4% 2.0%
Satisfaction on helpfulness of personnel 2 8 22 1586 151 64 7 4.57 044 .940
0.4% 1.8% 4.9% 43.6% 33.6% 14.2% 1.6%
Satisfaction on number of personnel 5 3 34 213 114 74 7 4.51 047 9939
1.1% 0.7% 7.6% 47.3% 25.3% 16.4% 1.6%
Satisfaction on parking facilities 13 7 32 143 154 a3 13 4,61 055 1.169
2.9% 1.6% 7.1% 32.9% 34.2% 18.4% 2.9%
Satisfaction on store cleanliness 0 4 34 183 131 86 12 4,66 047 987
0.0% 0.9% 7.6% 40.7% 29.1% 19.1% 2.7%
Satisfaction on malls in store 1 6 29 166 148 84 16 4.71 048 1.015
0.2% 1.3% 6.4% 36.9% 32.9% 18.7% 3.6%
Satisfaction on guarantee and return policy 7 7 41 159 127 63 [ 4.43 049 1.034
1.6% 1.6% 9.1% 44.2% 28.2% 14.0% 1.3%
Satisfaction on store credit card with 42 8 31 174 107 74 14 4,23 063 1.444
commercial banks
9.3% 1.8% 6.9% 38.7% 23.8% 16.4% 3.1%
Satisfaction on store loyalty card 17 [ 22 154 138 79 34 4.70 061 1.285
3.8% 1.3% 4.5% 34.2% 30.7% 17.6% 7.6%
Satisfaction on ocpening hours 5 2 17 139 139 113 15 4.88 .048 1.024
1.1% 0.4% 3.8% 30.9% 35.3% 25.1% 3.3%
Satisfaction on store atmosphers 1 2 28 1587 115 38 15 4.70 .048 1.018
0.2% 0.4% 6.2% 43.8% 25.6% 19.6% 4.2%

Figure 4.24 Means and standard deviation — Customer service attribute "

Lastly we measured the means and standard deviation of customer service
attribute. Out of 450 respondents, the means value for Carrefour was 4.77 and 4.60 for
Tesco Lotus. At Carrefour, store atmosphere was ranked first (5.14), followed by store

cleanliness ranked the second (5.08) and shopping malls in store ranked the third
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(5.01). Tesco Lotus had store operating hours (4.88) as the first rank, followed by
shopping malls in store (4.71) and store loyalty card and store atmosphere both sharing
the third rank (4.70).

4.2.3 Paired t-test

Having previously mentioned that it would be interesting to see how
significant difference it was in each factors being identified as determinant of
consumer decision making, the paired T-Test was used to investigate whether there
were any significant differences between customer preferences on store attributes. The
means were calculated by each attributes namely price, product, store layout,
communication and customer service. Five pairs of the means of both stores were

processed with 95% confidence interval.

Mean t Sig (2-tailed)

Pair 1 Carrefour 4.6600 -4.118 0.15
Tesco Lotus 4.7020

Pair 2 Carrefour 4.9043 3.36 0.15
Tesco Lotus 4. 8400

Pair 3 Carrefour 5.0480 3.612 0.23
Tesco Lotus 4.8380

Pair 4 Carrefour 4.7167 -1.908 0.197
Tesco Lotus 4.8600

Pair 5 Carrefour 4.7645 3.282 0.008
Tesco Lotus 4.6064

Figure 4.25: Paired Samples Test

From paired t-test analysis, five pairs of attributes of price, promotion,
store layout, communication and customer service were shown in above table. Four
pairs have indicated no significant differences between results of two hypermarkets.
The pair with significant difference higher than 5% was store communication.

The first pair was price. Carrefour was found with a mean of 4.6600 and
4.7020 for Tesco Lotus. The significant value was 0.15. The second pair was
promotion attribute. Carrefour had a higher mean value (4.9043) than Tesco Lotus
(4.8400), with sig. of 0.15. The third pair was store layout. The result was that
Carrefour (5/0480) had a higher mean than Tesco Lotus (4.8600). The fourth pair was
store communication, which had a significant value higher than 5% (sig = 0.197 or

19.70%). The comparison showed that Carrefour (4.7167) had a lower mean than
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Tesco Lotus (4.8600). The last pair with no significant difference was customer
service. The mean at Carrefour (4.7645) was slightly higher than Tesco Lotus
(4.6064).
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CHAPTER V
DISCUSSION

This chapter intends to present a summary of the findings, discussion of
the findings, conclusion and recommendation for hypermarket professionals, focusing
in clustered locations in Bangkok metropolitan. A recommendation for future research

work is also being discussed.

5.1 Recap of the study

Based on the theory of the element of retail mix (Levy and Weitz, 2009),
in accordance with marketing strategies (Kotler and Keller, 2009), person-
administered questionnaire surveys were conducted with 450 participants at three
locations where situated hypermarkets in Bangkok Central Business District to obtain
consumers’ information on a pre-determine questionnaire. A consumer report
conducted by AcNielsen in 2008 concluded that grocery customers voted for values
for money more the first influencer of hypermarket store choice, higher than product
range and location. Not only to examine store attributes that dominate consumer
decision-making in selecting a store located in an agglomeration, the major objective
of the paper was to provide knowledge from the consumers’ perspective the factors
they intended to place importance when choosing a store.

Prior the process of questionnaire design, interviews were conducted with
experts in the field in the search for current situation, competition and store attributes
that were considered dominating in the eyes of business operators. The focus was
uniquely on the hypermarkets in Bangkok Central Business District which were
situated in a near agglomeration, or called a clustered area. The analysis of location
was carried out at an initial stage to identify the hypermarkets which were eligible to
participate in the study. From several locations in Bangkok, three locations were
selected; Ratchadapisek, Rama 4 and On-Nuch. The communalities of these three sites

were that the tested hypermarkets could be accessed by public transport either skytrain
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or subway or both and a distance between the two hypermarkets being tested less than
1.00 kilometer.

The opinions from the expert on the store were used to formulate the
questionnaire for quantitative measurement. The non-probability was used with a
convenience sampling and with voluntary respondents. The respondents were
identified as consumers having purchased at a specific store on a particular day. To
determine the total population at a hypermarket was very difficult to obtain an
accurate figure due to business confidentiality. Thus an estimated number of
populations were calculated before determining a sample size. Thanks to the
information received from the expert interview, a number of purchase transactions per
day at a selected location was given and enabled the author to calculate an
approximate sample size, allowing 5% confidence interval and 10% additional
contingency, ending with 450 respondents.

5.2 Research findings

5.2.1 Demographics and consumer behaviors

Demographics and grocery shopping behaviors were measured by a series
of questions concerning the respondents’ profile. The majority of the respondents were
between 21-40 years of age and higher female ratio than male. Most of the
respondents have completed Bachelor degree or equivalent. However, it is not to omit
the groups with education below Bachelor degree level as it counted for 36%. Most of
survey participants (69.33%) were employees and the household income was between
10,001 — 50,000 baht. An average of monthly income was 46,093.91 baht. From the
survey, most respondents of both genders are between 21-40 years old, accounted for
77%, 10% with less than 20 years old and 1% above 60 years of age. An average
household size of the analysis was 3.1

From the questionnaire survey, 48% of the respondents had chosen
Carrefour as their preferred hypermarket whereas 51% chose to patronage Tesco

Lotus. Female respondents at both Tesco Lotus and Carrefour represented
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approximately 60%. At both hypermarkets, there were similarities in participants’
profile.

The approximate 76% of the respondents contributed to the questionnaire
surveys; aged between 21-40 years old at both hypermarkets. The majority of
participants had completed Bachelor or equivalent degree. Interestingly more than
30% of the respondents were below Bachelor degree. The majority had declared
themselves as employees in a private sector.

The majority patronizing Carrefour and Tesco Lotus earned between
10,000 to 50,000 baht. The family size was between 1 to 3 persons, responded from
participants at both stores. The main purpose of grocery purchase was family or
personal use. The number of visit was found between 1-3 times per month.

More than half of respondents indicated an average of traveling time no
longer than 20 minutes with the distance between 1-3 kilometers. This was aligned
with the information on traveling mode; car and public transport were most selected.
With the contrast of typical Thai habit, approximately 13% preferred to walk to store.
An average of grocery budget was in the range of 1 to 2,000 baht. The majority stated
that they visited the store with more than one purposes. Other purposes claimed at
Carrefour were dining and banking respectively while at Tesco Lotus dining was the

first choice followed by other purchase intention.

5.2.2 Summary of findings on store attributes
Considering the determinant based on percentage of variance, the
numbers of factors extracted were determined so that the cumulative percentage of
variance extracted by the factors reached a satisfactory level. Hair (2010)
recommended that the factors extracted should account for at least of 60 percent of the
total variance. The variances of Carrefour and Tesco Lotus were qualified with these
criteria, 68.971% and 64.511%.
For the purpose of interpretation, we had set two criterions as followings:
1. Only factors with Eigenvalue greater than 1.0 were retained; the other
factors were not included in the model. An Eigenvalue representing the
amount of variance associated with the factor. Hair (2010) indicated

that factors with variance less than 1.0 were no better than a single
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variable, because of standardization, each individual variable has a
variance of 1.0. The cutoff level for factor loading varies from
different authors.

2. Factor loadings greater than 0.7 were often considered indications of a
close observation between a factor and an observed item. However, in
some research practically accepted the factor loading value less than
0.4. In this study, we decided to include factor loading greater than 0.5.

5.2.3 Influential factor on store decision
Referring to 4.12 in Chapter four, six factors were identified for Carrefour.
Below table summarizes the six factors with the highest variance explained to the

lowest and five factors at Tesco Lotus.

CARREFOUR

TESCO LOTUS

Factor interpretation
(% variance explanation)

Variables included in the factor

Factor interpretation
(% variance explanation)

Variables included in the factor

Store layout
(19.931%)

Satisfaction on store decoration

Satisfaction on store atmosphere

Satisfaction on store cleanliness

Satisfaction on store accessibility and entrance
Satisfaction on distance between store and enirance and
parking

Satisfaction on product searching time

Satisfaction on malls in store

Satisfaction on productfreshness

Satisfaction on place of promotional signs

Promation and product
(17.919%)

Satisfaction on Price promotion

Satisfaction on Price competitiveness
Satisfaction on Store campaign

Satisfaction on Campaign frequency
Satisfaction on participated goods in campaign

Satisfaction on variety of merchandise
Satisfaction on product bundling
Satisfaction on national-branded products available

Price
(13.073%)

Satisfaction on Price promotion

Satisfaction on Price competitiveness
Satisfaction on Campaign frequency
Satisfaction on Store campaign

Satisfaction on participated goods in campaign

Personnel, store environment
and after-sale senvice (17.760%)

Satisfaction on helpfulness of personnel

Satisfaction on number of personnel
Satisfaction on malls in store

Satisfaction on courtesy of personnel
Batisfaction on store cleanliness
Satisfaction on store atmosphere
Satisfaction on guarantee and return policy
Salisfaction on store decoration

Product variety

Satisfaction on product bundling

Brand product, store layout

Satisfaction on national-branded products available

Satisfaction on courtesy of personnel
Satisfaction on number of personnel
Satisfaction on guarantee and return policy

(12.873%) and product variety (14.067%)
Satisfaction on variety of merchandise Satisfaction on store decoration
Satisfaction on product quality Satisfaction on store accessibility and enfrance
Satisfaction on value for money Satisfaction on product searching time
Satisfaction on national-branded products available Satisfaction on product quality
Satisfaction on store-branded products available Satisfaction on value for money
Satisfaction on place of promotional signs
Satisfaction on distance between store and enfrance and
parking
Satisfaction on variety of merchandise
Satisfaction on product bundling
Customer semice Satisfaction on helpfulness of personnel Store communication and Satisfaction on store reputation
(8.042%) loyalty card (5.645%)

Satisfaction on store advertisements (excluding brochures)
Satisfaction on store brochures, leaflets
Satisfaction on store loyalty card

Store adverstisement and
comunication
(7.717%)

Satisfaction on store advertisements (excluding brochures)

Satisfaction on store brochures, leaflets
Satisfaction on store reputation

Store decaration and store credit
card
(6.120%)

Satisfaction on store decoration

Satisfaction on store credit card with commercial banks
Satisfaction on store loyalty card

Loyalty and extra financial seric
(7.334%)

Satisfaction on store credit card with commercial banks

Satisfaction on store loyalty card

Figure 5.1: Comparison of dominating factors on consumer hypermarket choice




Fac. of Grad. Studies, Mahidol Univ. M.B.A. (Business Modeling and Analysis) /77

In relation to literature review, there was an alignment in the surfacing
factors with the contemporary theories on store attributes. In general traditional five
elements were said to be significant to retail marketing theories. They are price,
production, assortment, atmosphere and location (Lindquist, 1974; Doyle and
Fenwick, 1974; Martineau, 1958; Arnold, 1997; Sparks, 1995 and Baker et al., 1994).
While ACNeilsen suggested the value for money was most valued by grocery
shoppers in their research in 2008. This is true with findings at Tesco Lotus where the
results at Carrefour indicated the contrary. With Carrefour, the store layout was found
as the primary first factor influencing customer store choice to shop at Carrefour in
Thailand. Its finding seemed to agree with Martineau (1958) that the store layout and
other attributes besides price would become influential to the success of the store. In
addition, the number of factors of store attributes differs for Carrefour and Tesco
Lotus. At a closer look, it can be discerned that Tesco Lotus’ respondents broke up the
variables and regrouped them into five factors whereas six factors were for Carrefour.

At Carrefour, store layout had the highest variance explained of 19.931%
in which contained store decoration, atmosphere, cleanliness, accessibility and
entrance, distance between store entrance and parking, product searching time, other
non-grocery shops locating in store, product freshness and place of promotional signs.
On the contrary at Tesco Lotus, the first factor with the highest variance explained of
17.919% was comprised of price promotion, price competitiveness, store campaign,
campaign frequency, participated goods in promotional campaign, product assortment
and bundling and availability of national branded-products.

Pricing was ranked as the second most important factor for Carrefour. The
components were price promotion, price competitiveness, campaign frequency, types
of store campaign and participating products in the campaign. It could not be said that
pricing was not one of the concern for Carrefour shoppers. Customer at Tesco Lotus
placed higher importance on customer service perspective as the second rank.
However, the customers still validated other aspects, namely in-store atmosphere and
cleanliness as part of the customer service as well. The second important factor at
Tesco Lotus was a combination of customer service, personnel and in-store

environment, with variance explained of 17.760%.
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The third factor at both Carrefour (variance explained of 12.873%) and
Tesco Lotus (variance explained of 14.067%) was found having shared similarities;
product variety, quality and range. These were product bundling, product quality,
value for money and national and store branded-product. Nonetheless, the respondents
shopping at Tesco Lotus considered a combination of some product element, store
layout and communication as one influencing factor. Unlike Carrefour, the third factor
demonstrated clearly a product-related element.

In the fourth rank, Customer service was assigned at Carrefour with
variance explained of 8.042%. It consisted of aspects relating to personnel (number,
courtesy, helpfulness) and guarantee and return policy. Whilst marketing
communication came fourth at Tesco Lotus with variance explained of 8.645%. The
last factor found item related to store credit and loyalty card for both hypermarkets.

Even though factor analysis have provided different influential factors on
consumer decision making at both hypermarkets, t-test values derived from means of
five attributes (price, product, store layout, communication and customer service) has
revealed merely one attribute having significant difference which was communication
(sig. = 0.197). The other four attributes; price product, store layout and customer

service did not display any significant differences on preference means on attributes.

5.3 Conclusion

When approaching Carrefour shoppers in regards to their preferences of
store attributes, each store factor was clearly evaluated by the respondents. The
evaluations corresponded typically well with the theory of retail of element mix. On
the other hand, Tesco Lotus’ respondents seemed to have unique characteristic of their
preferences which hypermarket industry professionals need to pay more attention. For
instance, Tesco Lotus’ respondents did prioritize the price factor yet within that need
were found other elements of store layout, product assortment and store
communication.

Similar to what have been mentioned the same phenomenon was found
throughout the findings at Tesco Lotus. Interestingly their view on customer service
extended to store decorations, store layout and other non-grocery shops selling in the

hypermarket complex. A fact that may need further research.
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In regards to Carrefour, to encourage store patronage, improving store
atmosphere and in-store cleanliness seemed to be the key, followed by maintaining
convenience parking lot and store format in order to minimize product searching time.
And while Carrefour shoppers seemed to be less price conscious than Tesco Lotus,
continued work on price promotion was expected to best work to attract loyal

customers.

5.4 Limitations and further research

The data collection was carried at a specific point in time. Rapid change of
retail environments and marketing strategies might have influenced and contributed
significant impacts on consumers’ perception and consumer store choice. An
acquisition of Carrefour taken by Big C took place in November 2010. It thus reduced
the number of players to two major ones: Big C and Tesco Lotus in Thailand.
Rebranding activities by Big C that have transformed Carrefour to become Big C

Extra might have impacts on consumer decision-making when choosing a store.
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APPENDIX A
QUESTIONNAIRE IN ENGLISH

CONSUMER CHOICE ON GROCERY STORE IN CLUSTERED AREA

Dear Respordent,

The questionnare  desgnad to complets a2 MEA in Busness Modeling and Analyss &t Mahidal Unersty

It & primardly to collect information in order to analyze corsumes store dhoice on dustersd grooery Stores in
clusterad Bangkok and surmrounding ansss.

Your provded infarmation will be strictly processad with high confidentiality and for the mentionsad thegs only. The
estimated time to complete the guestionnaire & no longer than 15 minutes

Thark you very much for your particpation in answering this questionnare.

Sincerely yours,
Payurin Sawasdironabhakdi

PERSOMNAL INFORMATION

1) Gender [ wee i1y O ressem
2) Age years
3) Educaton O secw sectei 1)

[ T pep—
O retgretees et g ()

4) Profiession

) O suere i3 O recsews )
O ety ) O nesres e
O Govererart, 2ute ocar (3) O cerems (71, preese spmsy
O serempopmt profesional (<)

5) Morehly housshold income Baht

6) Housshold sz (no. of people living at home)

7) Purpase of Grocery purchass O sescrnl | rersty e (1)
0O corperes w2
O mese )

INFORMATION ON GROCERY SHOPPING BEHAVIOUR

8) During the past ane month, which store do you most visted?

D Tox Lotaa (1)
0 cometar iz)
0O =g apercater (5)
S) How many are hypermarkets locating near you?
O we 2ezem (1) please indicate...._ ... .
[ 3 s et st 2} plisiases indicate... o .

10) How often do you visit the hypermarket during the past one month?
tirmes

11) How fiar & the distance from home to the most visted hypermarket?
kilometers

12) How long do you take o traved from home to the mast visited hypermarkst?

minutes
13) How do you travel from home o the most visted hypermarket?
O on w3 O setroyce )
O [ oter (2], o ey 4

O muese trarspe= (1)

14) What is your budget on grocery purchase per month?
Baht
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15] Single § Multiple trip to the most visted Frvparnakoes?

[ v O ua 1z, consum .08
167 Muli-prurposs trg
Hore than one choice acreghd [ asing i1}
D Cining {2}
[ sneemrg i3
Citfwars (9]
¥ RIBUTES INFLUENCING DECISION MAKING

S L o ieiel freguent sl stere ((H), phaxee Inadicate how sasiarieny each of e folosing (e 5 B you sy seheriing &
grialedy Slone. 1 e lead B 10 Bes eosl

Hypermarked L. Hypermarket 2...........

™ T

'TICE AND PROMOTIO

L=t codizfimd E- DT T ikoert oaicfaal |Laact rms e o bl cptirtimd Mioet ezt
Pirici: oo e 1 2 3 4 3 [ kil L 2 3 [ 3 B f
Frice: promation 1 2 3 4 5 = T 2 3 4 5 -] T
Spescial campaion 1 2 3 4 5 B Tn 2 3 4 ] ] T
Frequend sinne promotions 1 2 3 4 5 g Tn i 3 4 ] ] T
s it v 1 2 3 4 5 6 T 2z 3 4 5 & 7

Lzt ootz fimd £ g T ] et caicfeal | Lsach oo e et bl cpticTind Mioct nebictad
Wariety of merchandise 1 2 3 4 5 [ Rl | Z E [ | 3 [ 7
Different product bundling || b 3 4 3 [ T T 2 k1 | 3 [ '
Maiwy werd |-k e Banids 1 2 3 4 H [ L L 2z E] [ 3 [:] i
Seoer b merchandse 1 2 3 4 5 5 Tn 2 3 L 3 ] 7
High cranlity product 1 2 3 4 5 B i || i 3 4 5 ] T
High walue four money 1 2 3 4 5 B TN i 3 4 5 ] T
Fresh products 1 2 3 4 5 g L 2 3 4 3 ] 7

Billbcrds

L=t cudifind Fead P ] i ilori aaticfiaal |Laast oo e o il ooticTing Moot o fed
Exse of micring theosagh stoes |1 2 3 4 5 B TN i 3 4 ] ] T
T cherrrabnn 1 2 L] 4 5 [ Ky 1 s 3 [ J =] i
Ease of product seserhing 1 2 3 4 3 [ kil L 2 3 [ 3 B f
Distancy buteews store ad | Z 3 A 5 : 7 2 3 4 5 & 7
entrance | parking
:‘“:?“""""“' o promotionst 1y 2 3 4 5 & T 2 3 4 5 & 7
COMMUNICATION

L=t cedizfimd e w1 e ikort oaicfaal |Laact rms = ot bl cptictimd Mioet ezt
Shore requtARon
& danation programs, |1 2 3 4 5 & rn 2 3 4 5 [ r
[
fidracsive brochiurss 1 2 3 4 5 3 TN 2 3 [ 5 [ 7
Store advertissments on
televisions, newsnapers, |1 2 3 4 5 B T 3 4 3 & T

L=t zedirfima Lol L St ahort s faal Laact res =Tl st b oot [ ]
Courteows personnel 1?7 35 4 5 & 7 =z 3 4 5 ® 7
Helfd personnd 1?2 3 4 5 & 71 =z 3 4 § ® 7T
Adequstenumberef 1, 3 3 4 5 8 7|1 2z 3 4 5 § 7
a4
Parkineg faclities 1 b 3 4 3 [ il £ 3 E] 3 [ !
Claanlinees 1 2 3 4 5 & TN 2 3 2 5 & 7
Attractive muls 1?2 3 4 5 & 71 7 3 4 § F 7T
RO Tt 1 2z 3 4 5 & 71z 3 4 5 & 7
guarantes policy
Stoecedtowdwth ), 5, 3 4 5 8 71 2z 3 4 5 § 7
commersal banks
Store kyaity caro 1?7 35 4 5 & 7 = 3 4 5 ® 7
Dpering hours 12 3 4 5 & 71 =z 3 4 5 & 7T
Chowre Ftmaspierics 1 2 L] 4 5 [ f | 2 3 [ ] [] f
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APPENDIX B
RESULTS OF PILOT STUDY (DEMOGRAPHICS)

Descriptive Statistics

I Minimum | Maximum Mean Std. Deviation
What sex is the respondent? 48 1 2 1.79 410
Howe ald iz the respondent? 48 M T 34.00 12473
‘What is your educational lewal? 48 1 3 2.1 748
What is wour occupation? 4R 1 g 2.61 1.468
What (Syour sre@geitomests 46 | 10000.00 [200000.00 | 127673.9 |140590.50830
income?
How many memhbers are there in
your house? 48 1 7 333 1.602
Which is your most frequent
visited stare? ‘5 1 : 1.44 A
| lowe rmany visits do you make per
. 48 1] 12 167 2177
Howe far is the store fram your
nlace? 47 A0 15.00 346310 348787
What s Your average budget on 43 | 30000 | 2000000 |4189.5833 | 3925.38057
arocery?
Yalid M {listwise) 43
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APPENDIX C
RESULTS OF RELIABILITY ANALYSIS OF PILOT STUDY
(CARREFOUR)

Case Processing Sumianany

Il 0
Cazses walid 46 95.8
Excludeda 2 4.2
Total 48 100.0

a. Listwise deletion based on all
wvariables in the procedure.

Reliability Statistics

Zronbach's
Alpha I+ of tems
BT 4 5
hem-Total Statistics
Scale Corrected Cronbach's
Scale Mean it ariance it Iterm-Total Alpha iriterm
Iterm Deleted It Deleted Zarrelation Deleted
Satistaction on Price
cormpetitiveness 19.15 12176 2TT B0
Satisfaction on Price
promotion 1913 10,605 397 N=rcir
Satistaction on Store
carmpaign 19.46 9.409 498 aaa
Satisfaction on
Campaign frequency 19.33 10136 A1 R=1=]5]
Satistaction on
participated goods in 19.54 10120 AaT BOg9
cAampaign

Reliability Statistics

Zronbach's
Alpha M oof lterms
B3 7
Item-Total Statistics
Scale Zorrected Zronbach's
Scale Mean ir ariance it Iterm-Total Alpha it item
Iterm Deleted Iterm Deleted Zorrelation Deleted
Satistaction on variety
of rmerchandise 3019 24.070 L3T2 Fas5
Satistaction on product
bundling 30.90 20.223 B34 o1
Satistaction an
national-branded 30.27 23436 pciats] =11

products available
Satisfaction an

store-hranded 31.25 201491 L3EZ =i
products available

Satistfaction on product

quality 20.60 21.266 jsiuin] 12
Satistaction on value

for Froney 30.60 21.053 TE3 B90
Satistaction on product

freshness 30.596 20,975 457 a4

Scale Statistics

Mean wariance Std. Dewviation oorltems
35.732 28.287 5.2149 7




Reliability Statistics
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Cronbach's

Alpha I of term

=]

847

a
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hem-Total Statistics

Scale Corrected Cronbach's
Scale Mean if “ariance if ltern-Total Alpha if ltem
Iterm Deleted Ilterm Deleted Correlation Deleted
Satisfaction on store
accessibility and entrance 20.56 o938 -BEg 812
Satisfaction on store
decoration 20.94 12.400 BA5 B0a
Satistaction on product
searching tirme 20.81 11.815 TB2 786
Satisfaction on distance
between stare and 20.56 11.868 B56E B186
entrance and parking
Satisfaction on place of
promational signs 20.96 14126 A03 B52
Scale Statistics
WMean Variance Std. Deviation I of ltems
25.96 18.722 4.327 =1
Feliability Statistics
Cronbach's
Alpha M oof tems
26 3
Hem-Total Statistics
Scale Corrected Cronbach's
Scale Mean if “ariance it Iterm-Total Alpha it tem

Iterm Deleted

Iterm Deleted Correlation Deleted
Satisfaction on store
reputation 9149 7.68T BEYT 8T7
Satisfaction on store
brochures, leaflets 9.13 ¥.E44 824 A5
Satistaction on store
advertisements 9.02 S.404 (861 887

fexcluding brochures)

Scale Statistics
Mean Yariance Std. Deviation I of ltems
13.67 17163 4.143 3
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Reliability Statistics

Cronbach’s
Alpha

M oof itemnms

Xi-r
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tem-Total Statistics

Scale Corrected Cronbach's
Scale Mean if Yariance if tem-Total Alpha if Item
Item Deleted Item Deleted Correlation Deleted
Satisfaction on courtesy of
personnel 49.60 50.942 511 740
Satisfaction on
helpfulness of personnel 4955 53.905 275 785
Satisfaction on number of
personnel 49.66 52.360 461 746
Satisfaction on parking
facilities 49.09 52.949 .355 756
Satistaction on store
cleanliness 4915 51.782 455 746
Satisfaction on malls in
- 49.32 52.135 .356 756
Satisfaction on guarantee
and return policy 49.81 S0.028 474 T4z
Satisfaction on store
credit card with S0.21 43.041 .390 ST
commercial banks
Satisfaction on store o 8260
lovalty card 5015 43, 41T 751
Satisfaction on opening
houre 48.94 50.800 .388 753
Satisfaction on store
atmosphers 49.00 48.913 603 728
Scale Statistics
I rmean | wariance Std. Deviation | M of items
1 54.45 | 60.209 7.759 11
Feliability Statistics
Cronbach's
Alpha M oof ltems
F1T 3
mem-Total Statistics
Scale Coarrected Cronbach's
Scale Mean if “Wariance if Iterm-Total Alpha it temn
Iterm Deleted ltem Deleted Carrelation Deleted
Satistaction on store
reputation 2.92 F.853 A0z Fra
Satisfaction an store
brochures, leaflet=s g9.15 5.108 B73 440
Satistaction an store
adwvertisements g2.88 E.7O7 a53 B11
fexcluding brochures)

Scale Statistics

Mean Yariance

Std. Dewviation

M oaf ltems

13.50 12723

3.867

]
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Raliahilitu Ktatictire
kem-Total Statistics

Scale Corrected Cronbach's

Scale Mean if Wariance if ltern-Total Alpha if term

Iterm Dieleted Iterm Deleted Correlation Deleted
Satisfaction on courtesy of
personnel 48 87 51.209 3ET 739
Satisfaction an
helpfulness of personnel A8 51.598 40 148
Satisfaction on number of
personnel 48.78 a0.495 383 ik
Satisfaction an parking
facilities 48.71 47 483 492 T2z
Satisfaction on stare
cleanliness 48 62 52.059 343 42
Satisfaction on malls in
store 48.76 48.8259 533 20
Satisfaction on guarantee
and return policy 49210 47027 4518 19
Satisfaction on stare
credit card with 49 62 44922 469 T26
cammercial banks
Satisfaction on stare
lovalty card 459249 44119 473 26
Satisfaction an opening
I 4822 54.404 04 T72
Satisfaction on stare
atmosphere 48.51 50.028 509 T2

Scale Statistics
Mean Yariance | Std. Deviation | M ofltems
5373 A8.200 7629 11
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RESULTS OF RELIABILITY ANALYSIS OF PILOT STUDY

(TESCO LOTUS)

Reliability Statistics

Zronbach's

Alpha M of ltems
810 5
hem-Total Statistics
Scale Carrected Cronbach's
Scale mMean if Wariance it Iterm-Total Alpha it ltemn
Iterm Deleted Item Deleted Correlation Deleted
Satisfaction on Price
competitiveness 19.95 20.446 .Fa9 854
Satistaction on Price
promaotion 20149 20.241 801 e84
Satistaction on Stare
campaign 2060 20.755 TEE .2a1
Satistaction on
Carmpaion frequency 2010 19.968 834 arr
Satistaction on
participated goods in 20,04 21.658 BE3 912
carmpaign

Scale Statistics

Mean wariance Std. Dewviatiaon I of tems
25.23 31.500 5.612 5

Feliability Statistics

Cronbach's

Alpha M af tems
B35 T-'
hem-Total Statistics
Scale Corrected Zronbach's

Scale Mean if “ariance it Iltem-Total Alpha it tem

Iterm Deleted Iterm Deleted Zoarrelation Deleted
Satistaction an variety
of merchandise 20.37 33 346 443 833
Satistaction on product
bundling 20.71 31.488 533 a2z
Satistaction on
national-branded 20.23 30478 BTG .Boz
products available
Satistaction on
store-branded 20.90 259.414 BS7T .Bos
products available
Satistaction on product
cquality 20.79 2T B58 849 FT2
Satistaction on value
far money 30.52 29.787 TTZ2 790
Satistaction on product
freshness 20.48 233021 3149 .8av

Scale Statistics
ean ariance Std. Dewviation roof ltems

3567 39.972 65.2322 7
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Cronbach's
Alpha

M of tems

823

5
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hem-Total Statistics

Scale Corrected Cronbach's
Scale Mean ir Wariance ir Iterm-Total Alpha it ltem
Iterm Deleted Iterm Deleted Zorrelation Deletad
Satistaction on stare
accessikbility and entrance 20.65 14.319 638 -TE1
Satistaction on store
decoration 2077 14.861 F26 .ras
Satisfaction on product
searching time 2063 13,8539 681 B8
Satistaction on distance
between store and 20.56 13.996 B53 TIT
entrance and parking
Satisfaction on place of
promotional signs 2073 18542 406 838
Scale Statistics
hMean Wariance Std. Deviation M oof ltermns
25.83 22525 4.T46 5
Reliability Statistics
Cronbach's
Alpha N oorltems
17T =2
hem-Total Statistics
Scale Corrected Zronbach's

Scale Mean if
Iterm Deleted

Wariance if

tem-Total

Alpha it ltemn

Iterm Deleted Zorrelation Deleted
Satistaction on store
reputation g8.93 T.8593 40s8 FT0
Satisfaction on store
brochures, leaflets &5 5 T8 - 440
Satisfaction on store
advedisements 8.8 6707 553 B11

fexcluding brochures)

Scale Statistics

Mean [ wariance |

Std. Deviation

[ 14 oritemns |

13.50 | 12.723 |

28967

3
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Reliability Statistics

Cronbach's
Alpha M of ltems
7483 11

em-Total Statistics

Scale Zorrected Zronbach's

Scale Mean it wariance ir Iterm-Total Alpha if ltem

lterm Deleted lterm Deleted Correlation Deleted
Satistaction on courtesy of
personnel 48.87 51 . 2049 3BT F3ag
Satistaction an
helpfulness of personnel +8.FE ~ o -301 -Fas
Satisftaction on nurmber of
pErsORRel 48.78 S50.495 pci=jel TaT
Satistaction on parking a8 71 4T 483 ] oo
Satistaction on stare
cleanliness 48 62 520549 343 T4z
Satistaction on malls in
stare 4276 42.225 S22 2o
Satistaction on guarantee
and return policy 49,20 47.027 s R =]
Satistaction on store
credit card with 49 62 44 922 ey =g=] TZE
cormmercial banks
Satistaction on store
oAty card 49 .29 44119 4T3 T26E
Satistaction on opening
hours 48.22 S4.404 10 T2
Satisftaction on stare
atrmosphere 458 51 S0.028 S09 FZa

Scale Statistics

| Std._Deviation
Sg.200 |

l Mean | ariance

|N|:|T'Iter‘ns I
1 S3.73 |

7529 | 11
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