aqu

(Store Image)
(Store Satisfaction)

(Store Loyalty)
! (Davies & Brooks, 1989)

(Store Image) (Satisfaction)
(Store Loyalty)
(Discount Store)
(Convenience Store)

403
21 (563 6 ( 437)
! - 20-25 B 325
o1 (474

61 (649
5,001 -10,000 4 (289



9%

(Modem Retail store)

(Discount Store) (Tesco Lotus) (Big-C)
(Convenience Store) (7-eleven)
(Family Mart)
(Store
Image) 5 (Discount Store)
(Convenience store)
! (Discount Store) (Tesco Lotus)
(4.28)
(4.23)
(4.15) (Big-C)
(3.97)
(3.94)
(3.84)
(3.82) (3.60)
(Convenience store) '
(7-eleven) (Familiy Mart)
(
4.10 3.1 (
3.86 3.68)
( 3.85 3.64)
(3.56) (3.38)

(3.7) (3.47) 359



(Satisfaction) 5 (Discount store)
(Convenience Store)
(Discount Store) (Tesco Lotus)
(4.07)
(4.02)
(3.94) (Big-C)
(3.70)
(3.68) (3.65)
1
(3.69) (3.45)
(Convenience Store)
(3.92)
(3.65) (3.61)
(3.48) (3.44)
(3.36)
(3.56)
(3.38)
(3.43) (3.21)
345
(Brand Satisfaction) (Brand Commitment)
5 (Discount
Store) (Convenience store)
(Discount Store)
(Tesco Lotus) (Big-C)

( 389 350)

97



( 382
(
3.36)
(3.70)
(322)
(3.13)
307
(67)
(:30)

3.46)
362
(3.65)
(3.43)
(334)
(3.29)
(3.00)
(.68)
(:24)
(49)

9%



(Discount Store) (Tesco Lotus) (Big-C)
(Convenience Store) (7-eleven) (Family Mart)

(Martineau, cited in Amirani & Gates, 1993)

Lindquist (Berkman et al., 1996)

( 2542)

Brennan  Lundsten (2000)

Morganosky
(1997)

(Grocery Retailing)

9
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V (
5 " 2543:1)

(Traditional Retall store)

.. 2543 59 .. 2544 ( - ) 79
33.8 (Jitpleecheep, 2001 36)

24
.. 2544 ( - ) 5,750
(Jitpleecheep, 2001 36)

(Uncontrollable)

Yankelovich (1997)



(Controllable)

Communications)
(Schiffman & Kanuk, 2000)

(Berkman et al., 1996) Oliver (1980)

Garton (1995)

1 2542)

(Marketing

(Repurchase Intention)
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( 2541
| 2542)

Brown (1978)

(Siam Future Development, 2002)

(Cognition) (Affection)
(Conation)

(Assael, 1998)

(Existing User)

(Exising User)

(Store Positioning)



‘

» 2543 1)

" 2544: 2)

Berkman

Commitment)

(1996)

Assael (1998)
(Brand Satisfaction)

103

P 5431

‘

(Brand



104

(Siam Future Development, 2002) Baldinger
Rubinson (1996)

(Brand Satisfaction)
(Brand Commitment)

(Motive) Stone (1954, cited in Foxall & Goldsmith,
1997) (Motive)
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Dholakia (1999) (Shopping Context)
(Motive)
(Self-Image)
(Self Service)
?
Williams
(1997)

Johnson (2000)



5.1

10
66"
A1
60

0.05

52

60
62"
68"
66"

51

31*
27
35
24
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5.2

68" 49" 24
B7" 45 30"
0.05

Johnson  Gustafsson (2000)

Sivadas  Baker-Prewitt (2000)

51



5.1

ANanEal

(Store Differentiation)

(Foxall & Goldsmith, 1997)

(Value Oriented)

108
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(Cook & Walters, 1939)

(Kotler, 1997;
Foxall and Goldsmith, 1997)

(Integrated Marketing Communications)  IMC

Rotheschild (1987, cited in Mowen &
Minor, 2000)

(Brand)
(Brand Knowledge)
(Brand Awareness) (Brand Image)
(Keller, 1998)
(Retail Mix)

(Value) (Attribute)
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(Integrated Marketing Communications)

(Brand Equity)

(Single Voice)

(Questionnaire)



(Level of Involvement)
(Level of Perceived Risk)w

2.
(Qualitative Research) (Dept Interview)
(Focus Group Discussion) (Quantitative Research)
(Questionnaire)
3



(Retail Mix)
(Everyday Low
Pricing “ edlp” Strategy)



113

4, (Differentiate)

5.
(Integrated Marketing Communications)
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