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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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