1 (Retailing and Retail Store)
2.

(Decision Making Process of Consumer from Retail store)

3. (Store Choice and store
Factors)
4. (Consumer’s

Purchasing Behavior from Retail store)

5. (Stimuli from Retail Store)
1 (Retailing and Retalil store)
(Retailing) (Retailing Task and
Retailing Process) (Types of
Retailing)
(Retailing)
(Context) (Time)

(Purpose) Levy Weitz (1996) Morgenstein strongin (1992)



(Ultimate Consumer or End Users)

Burstiner (1991, as cited in Peterson & Balasubramanian, 2002)

Cross (1995, as cited in
Peterson & Balasubramanian, 2002) '
(Store
Promotions)
(Fri, 1925, as cited in

Peterson & Balasubramanian, 2002) Berman Evans (2006), Boone Kurtz

(1998) Levy  Weitz (1996)

(Store)
(Nonstore Selling)
Lewison (1997)
(Retailing)
(End User)

Wingate (1931, as cited in Peterson & Balasubramanian, 2002)

(Wholesaler)

(Potential Customers) (Peterson &

Balasubramanian, 2002)
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Kotler (1997) (Retailer)

(Retail Store)

James,
Walker Etzel (1981, as cited in Peterson & Balasubramanian, 2002)

(Retailers) ,

(Lewison, 1997)

(Right Goods)
(Right Time)
(Right Place)

(Right Price)

(Retailing Task and Retailing

Process)

(Bennett, 1995, as cited in Peterson & Balasubramanian, 2002)
(Direct Mail or Catalog) (Automatic Selling)

(Direct Selling)

(Internet Marketing) (Wingate, 1931, as cited in Peterson &
Balasubramanian, 2002) Levy Weitz (1996)
(Distribution Channel) (Manufacturers)
(Consumers) (Retailers)

(Wholesalers)
Morgenstein strongin
(1992) 3
(Manufacturers) (Wholesalers) (Middleman)

(Retailers)
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(Channel of

Distribution)

2.1
2.1: (Channels of distribution)
Manufacturer > Wholesaler Retailer
A
Manufacturer B Retailer —> Consumer
A
Manufacturer

Morgenstein, M. & strongin, H. (1992). Modem retailing: Management principle and

practices (3rd ed.). Engelwood Cliffs, NJ: Regents/ Prentice hall, p. 6.

(2008) Levy  Weitz (1996)

(Right Time & Right Place)



(2546)

- (Providing Display and Additional

Service)

- (Increasing the Value of Products and

Services) (Private Label)

- (Convenience of Timing)

24

- (Marketing Information)

- (Lifestyle Support)
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Baker (1998, as cited in Peterson & Balasubramanian, 2002)

7 1) 2)
3) 4)
5)
6) 7)
(Buying to
Merchandising) (Packing and Delivery)
(Employee Training) (Inventory Control and
Logistics) (Accounting and Credit Collection) (Wingate,

1931, as cited in Peterson & Balasubramanian, 2002)

(Types of Retailing)

Kotler (1997) 2
(Store Retailing) (Nonstore
Retailing)
1 (Store Retailing) 8
(Specialty Store) (Department store)
(Supermarket) (Convenience store) (Discount store)
(Off-price Retailers) (Superstores)

(Catalog Showroom) (Kotler, 1997; Stanton, Etzel & Walker, 1994)
2 (Non-store Retailing)

(Stanton et al., 1994)

(Kotler, 1997) (Direct Selling)
(Catalog Retailing) (Direct Marketing)
(Automatic Vending Machine) (Buying Services)

(Kotler, 1997; Stanton et al., 1994)
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Stanton (1994) 1

(Retail Organization)

(Corporate Chain
Store) (Voluntary Chain store)
(Retailer-cooperative Chain Store)
(Consumer-Cooperative Chain store) (Franchise
Organization) (Merchandising Conglomerate) (Stanton et ai.,

1994)

Levy Weitz (1996)
(Ownership) 3 1)
(Independent, Single-store Establishment)
2) (Corporate
Chain Store)

3) ' (Franchises)

(Food Retailers)
(Conventional Supermarket) (Supercenters) (Convenience
Stores) (Warehouse Clubs) 2) (General
Merchandise Retailers) (Department Stores)
(Specialty Store) (Discount store) 3)

(Nonstore Retailers) (Levy & Weitz, 2009)

Boone Kurtz (1998) 4

1 (By Product Line Carried) 1
(General Merchandise store) (Department store)
(Variety store) 2) (Limited Line store)

3) (Specialty store)



2. (By Services Provided) 1)
(Self-service Retailers) 2)

(Self-selecting Retailing)

3)
(Full-service Retailers)

3. (By the Locations of Transactions) 1)

(Direct Selling) 2)
(Direct-response Retailing)
3) (Internet Retailing) 4)
(Automatic Merchandising)

(Automatic Vending Machine)

4, " (By Form of Ownership) 1
(Chain Store)

2) (Independent
Retailers)
Morgenstein Strongin (1992)
(General-merchandise Stores)
(Limited-line Stores: Specialty Stores)
1 (General-merchandise Stores)
11 (Department Stores)
1)
2)

3)

(One-stop Shopping)

1.2 (Discount Department store)

15
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1.3 (Catalog Showroom)

4 (Convenience Stores)

(Food Products) m
(Health and Beauty Aids) (Aspirin)
(Tobacco Products)
(Printed Materials)

(Small Housewares)

1.5 Variety Stores
(Department Store)

(Specialty Store)

1.6 Flea Markets

1.7 Barn Stores

1.8 (New Types of General-merchandise

Stores) 4 1) Box Stores

Warehouse Stores and Limited-item Stores 2) Combination Stores (Combostores)
Box Store

3) Superstores Combination Stores



(Inventory)

Stores)

17

4) Hypermarkets

(Limited-line Stores: Specialty

1)

(Personalized Service)

2)

(Wide Assortment of Specific Categories

of Merchandise) 3)

(Product Expertise)

21 (Supermarkets)

2.2 (Warehouse Outlets)

(2542) (2551)

(Traditional Trade)

(Modern Trade)
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1 (Traditional Trade) '

( , 2542)
(General Store) (Grocery store Mom & Pop
Store Provincial Store) 1-2
“ " 2551)
( ' , 2551)
2.2
AWan/An MUY > Anan > gni
' . (2551). . : . 11.
2. (Modern Trade)
( [ 1 )
( , 2551)
7
21 (Cash and Carry)
( [ 1 )

(Brand)



(Macro) (Savco) ( , 2542)

2.2 ? (Supermarket)
“ . 2546)
(Foodland) (Tops)
(
, 2542)
2.3 (Department Store)

(One Stop Shopping) (*

,” 2546)
( , 2545))
3
( , 2542)
(2543)
(Shopping Center)
2.4 (Convenience store) (Mini Mart)

(Grocery store)

19



51
(Counter Service)

(Catalog Order)

[ ..

24

(Family Mart)

( , 2544)

(One Stop Shopping)

(2544)

20

49
ATM
7.00-22.00
(7-eleven) (AM-PM)
Tesco Lotus Express Seven-Eleven
( , 2551)

(Discount store)

, 2542)
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(Point-of-purchase Materials)

¢ " 2546) 1 2
2.5.1 (Supercenter) (Superstore)
' ¢ " 2546; “Instore Media
Return: ,” 2551)

One Stop Shopping

80 20

(Big C) (Tesco Lotus) “ ," 2546)

(Morganosky, 1997)

25.2 (Hypermarket) (Warehouse)
(“Instore Media Return: ,” 2551)
“ . 2546)
( [ 1 )
(Brennan &
Lundsten, 2000)
1) (Variety Items)
2) (Low Cost)

3) (Operational Expense)



(
, 2542)
2.6 ' (Category Killer)
(Product Line) (Product Types)
(Product Items)
( ,2551)
(Power Buy) (Super Sports) (Home Pro) (Office
Depot) ( , 2545)
2.7 (Specialty store)
( , 2545) Marks & Spencer, Watson, Boots
( , 2551)
(Off-price Retalil) (2551)
3
1 (Factory Outlet)

Flynow Factory Outlet, Premium Outlet

2. (Independent Off-price Retailer)

(Brand Name)

22



(2542)

(Warehouse Club)

(Traditional Trade)

(Supermarket)

(2551)

(Discount Store)

(Discount Store)

23

(Wholesale Club)

(Modern Retail store)

21

(Convenience Store)

(

(Supermarket)



2.1

) Discount Store Specialty store
Department Convenience .
Supermarket Specialty Category
Store Store Super Center Cash & Carry
Store Killer
(Product
Assortment)
(Target
Customer)
2-3 10-15 15-20 30-45 1 1 7 7
(Inventory
Management)
1
(Pricing) (Price mix)
1 1
( 1,000-3,000 16-100 10,000-20,000 10,000-20,000 800-2,000 1,000-2,000
)
(Space area)
[ 1. .. q . 4 2552,

http://cms.sme.go.th/cms/c/portal/layout?p_|_id=25.711


http://cms.sme

25

(Decision Making Process of Consumer from Retail store)

(Levy & Weitz, 1996; Morgenstern

& strongin, 1992)

EKB (Engel - Kollat - Blackwell Model) ( 2.3)
(Stimuli)

(Information Processing) (Decision Making Process)
6 (Need Recognition)
(Search for Information) (Pre-purchase Evaluation of
Alternatives) (Purchase) (Consumption) (Post-
purchase Evaluation of Alternatives) (Environmental
Influences) (Individual Differences)

(Engel, Blackwell & Miniard, 1995; Blackwell, Miniard &

Engel, 2006)



2.3 (Consumer Decision Process Model: EKB Model)

Information Input Information Processing Decision Process Stages Variables Influencing Decision Process
Stimuli »  Exposure Need Environmental Influences
I g T
® Marketer- T Recognition E ® Culture
A ' ! '
minated . ! : | o s
Romitel Attention 4————\: M E v E Social Class
® Other : E Search 4 ® Personal Influences
1
\ 4 : E : '
! | ¢ : ® Family
. Comprehension [¢——— M | I
! a N . 3
io ! Pre-purchase [ ¢ Situation
1 ]
v 1 NS !
IR ! Alternative [ __J
Acceptance |[¢———— 1 : :
Y ' Evaluation !
| W - Individual Differences
\ 4 ; v
Retenti ' i ® Consumer Resources
etention ! Purchase [%
: ® \otivation and
Internal - | i v Involvement
o ' .
Search ! Consumption [« ® Knowledge
| v ® Attitudes
|
'
prrssmensrasmssnasransnnnr] ! Post-purchase ® Personality, Values, and
E Alternative Lifestyle
\ 4 femmer Satisfaction < .
i Evaluation/
External '
— L o Outcomes
Search < Dissatisfaction |«

Engel, J. F, Blackwell, R D. & Miniard, p. (1995). Consumer Behavior {8th ed.). United States: The Dryden Press, p. 263; Blackwell, R D.

Miniard, p. . & Engel, J. F. (2006). Consumer Behavior (10th ed.). Canada: Thomson South-Western, p.85.
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Levy
Weitz (2009) 6
1 (Need Recognition) 2)
(Information Search) 3) (Alternative Evaluation) 4)
(Purchase Decision or Choice) 5) (Visit or Purchase
Merchandise) 6) (Loyalty) (Postpurchase
Evaluation) 6
(Pre-store Visit or Selecting a Retailer and Channel)
(In-store Visit or Selecting Merchandise) 2.4
2.4: (Stages in the Buying Process)
Stages in Buying Pre-store Visit or Selecting a In-store Visit or Selecting
Process Retailer and Channel Merchandise
Need Recognition Need Recognition Need Recognition
1L v
Search for Information Search for Information
Information Search D> (SR <-
about Retailers about Merchandise
<4--4-1
. Evaluate Retailers and :
Evaluation i ;
i Evaluate Merchandise
Channels ;
y E A
. Select a Retailers and y Select Merchandise
Choice :
Channels :
: A4
v ! Purchase Merchandise
Visit Visit Store :
E v
Loyalty Repeat Patronage of i Postpurchase L
Retailer Evaluation

Levy, M. & Weitz, B. A. (2009). Retailing Management (7th ed.). NY: McGraw-Hill,

p. 99.
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1 (Need Recognition)

(Goals)
(Peter & Olson, 2008;

, 2552)

Levy Weitz (1996) Levy Weitz (2009).
(Need) (Motivation)
(Type of Needs) 2 1)
(Functional Needs or utilitarian Needs)

(Rational Needs)

2)
(Psychological Needs) (Emotional Needs

or Hedonic Needs)

(Levy & Weitz, 2009)
(Commercial
Cue)

(Berman & Evans, 2006; Gilbert, 1999)

(Levy & Weitz, 2009)

(Conflicting Needs)



29

(Stimulating Need Recognition)

(Levy & Weitz,
1996; Levy & Weitz, 2009)

(Dunne & Lusch, 2008)

(Blackwell et al., 2006)
(Gilbert, 1999)
(Environmental
Influences) (Individual Differences)

(Engel et al., 1995)

2. (Information Search)

(Internal Sources)

(External Source)

(Blackwell et al., 2006; Engel et al., 1995; Levy & Weitz, 2009)
(Marketer-dominated
Stimuli) (Other Stimuli) (Information
Processing) 5 (Engel et al.,1995; Blackwell et al., 2006)
1 (Exposure)
Shimp (2007)

(Exposure)



(Signs)
(Point-of-purchase Displays) (Advertisement)

(Information on Packages)

(Peter & Olson, 2008)

2. (Attention)

(Memory)

(Peter & Olson, 2008; Shimp, 2007)

(Involvement)
(Peter & Olson, 2008)

3. (Comprehension)

30
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(Peter & Olson, 2008)

4, (Acceptance)
(Agreeing)
(Credible)
(Endorsers)
(Trustworthy)
(Shimp, 2007)
5. (Retention)
(Perception) (Learning)
(Retrieving)

(Engel et al.,1995)

(Shimp, 2007)
2 1)
(Search for Information about Retailers)
2)
(Search for Information about Merchandise)
(Levy & Weitz, 1996; Levy & Weitz,
2009)
(Pre-purchase Alternative Evaluation) (Blackwell et

al., 2006; Engel et al., 1995; Levy & Weitz, 2009) Lyer (1989)

(Beatty &
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Ferrell, 1998) (Environmental

Influences) (Individual Differences) (Engel étal., 1995)

(Solomon, 2007)

(Active Information Gathering) (Dunne & Lusch, 2008)

(Blackwell et al., 2006)

3. (Alternative Evaluation)
(Blackwell et

ai., 2006; Engel et al., 1995)

(Gilbert,
1999)
2 1)
(Evaluate Retailers and Channels)
2) (Evaluate Merchandise)
(Levy & Weitz, 1996; Levy & Weitz, 2009)
(Evaluative
Criteria) 4

4, (Choice)

(Gilbert, 1999)
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(Select a Retailers and Channels)

2) (Select Merchandise)
(Levy &
Weitz, 1996; Levy & Weitz, 2009)
(Unanticipated Circumstances) (Engel et al., 1995)
(Blackwell étal., 2006) (Transaction)
(Gilbert, 1999)
(Cox & Brittain, 2000)
(Dunne & Lusch, 2008)
Berman Evans (2006) 3
1) (Place of Purchase)
(Store Location)
(Store Layout) (Service) (Sale Help)
(Store Image) (Price) 2) (Purchase Terms)

(Methods of Payment)

3) (Availability)



34

(Stock)

5. (Visit) 2 1)
(Visit Store)
2)

(Purchase Merchandise) (Levy & Weitz, 1996; Levy & Weitz, 2009)

6. (Loyalty)
(Repeat Patronage of Retailer)

(Postpurchase Evaluation)

(Levy & Weitz, 1996; Levy & Weitz, 2009)
(Peter &

Olson, 2008; , 2552) (Guarantee)

(Cox & Brittain, 2000)
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(Brochures)

(Limited Problem Solving)

(Impulse Purchases)

(Levy &
Weitz, 1996)
(Stimuli)
(Internal to the Individual) (Drive)
(Motivating Force)
(External to the Individual) (Cue)
(Word of Mouth) ,
(Passive Information)
(Dunne & Lusch, 2008)
Peter Olson (2008)
3 1) (Prepurchase)
(Information Contact)
(Funds Access) 2) (Purchase® (store Contact)
(Product Contact) (Transaction)

T 0 dixt/AC
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3) (Postpurchase)

(Consumption and Disposition) (Communication)

2.5

2.5:
(A Common Behavior Sequence for a Retail store Consumer Goods

Purchase)

Consumption stage Types of Behavior

Prepurchase Information Contact

'

Funds Access

v

Purchase Store Contact

v

Product Contact

v

Transaction

!

Postpurchase Consumption and

Disposition

Peter, J. p. & Olson, J. c. (2008). Consumer behavior & Marketing strategy (8th ed.).

North America: MaGraw-Hill, p. 196.

1 (Prepurchase)

(Motivation)
(Levy & Weitz, 1996) Peter Olson (2008)
2 (Information

Contact) (Funds Access)



11 (Information Contact)

(Peter & Olson, 2008)

(Sources of Information)

2 1 (Internal Source of Information)

2) (External Source of Information)

(Levy & Weitz, 1996)

1.2 (Funds Access)

(Peter & Olson, 2008)

2. (Purchase)

37
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( , 2552)
1)
(Unexpected Information)
2) (Prominent Environmental stimuli)
3) (Affective States)
4) (Conflicts)
(Peter &
Olson, 2008) (2552)
3 1) (Attitudes of Others) 2)
(Anticipated Situation Factors) 3)
(Unanticipated Situation Factors)
(Habitual Decision-making Process)
(Brand Loyalty) (Store

Loyalty)

2-3
(Levy & Weitz, 1996)
Peter Olson (2008) 3
(Store Contact) (Product Contact)

(Transaction)
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2.2

(Push Strategies)

(Store Contact)

(Peter & Olson, 2008)
(Product Contact)

2

(Pull Strategies)

39
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(Peter & Olson, 2008)

2,3 ?  (Transaction)

(Peter & Olson, 2008)

3. (Postpurchase) 2
(Consumption and Disposition) (Communication)
31 (Consumption and Disposition)

(Peter & Olson, 2008)

3.2 (Communication)

' (Peter & Olson, 2008)



2 1)
(Environmental Influences) (Blackwell et al., 2006; Engel et al., 1995)
(External Variables) (Cox & Brittain, 2000)
(Macro Social Environment) (Peter & Olson, 2008) 2)
(Individual Differences) (Blackwell et al., 2006; Engel et al., 1995)
(Internal Variables) (Cox & Brittain, 2000)

(Micro-environment) (Peter &Olson, 2008)

1 (Environmental Influences)
(External Variables) (Macro Social
Environment) Cox Brittain (2000)

(Demographic Factors)

(Economic Factors)
(Culture and Social Factors)

(Political Factors)

(Legal
Factors)
(Technological Factors)

(Electronic Point-of-purchase)

(Natural Factors)

Blackwell (2006) Engel (1995)

5 1.1) (Culture) 1.2)

41
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(Social Class) 1.3) (Personal Influences) 1.4) (Family)
1.5) (Situations)
11 (Culture) (Values)
(Ideas) (Other Meaning Symbols)
(Evaluate as Members of Society) (Cox & Brittain, 2000; Blackwell et
al., 2006; Engel et al., 1995; Levy & Weitz, 1996) (Beliefs)

(Morals) (Levy & Weitz, 2009)

(Subcultures)

(Levy & Weitz, 1996)

(Peter & Olson, 2008)

1.2 (Social Class)

(Blackwell et al-, 2006; Engel et al., 1995)
(Cox & Brittain, 2000)

1.3 (Personal Influences)

(Blackwell étal., 2006; Engel étal., 1995)
14 (Family)
(Engel étal., 1995)
(Levy & Weitz 12009)

(Levy & Weitz,

1996)
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(Peter & Olson,2008)
(Engel et al., 1995) Sheth

(1974, as cited in Gilbert, 1999)

(Joint Decisions) (Autonomous Decisions)

15 (Situations)

(Physical stimuli)

(Engel et al., 1995)

Cox Brittain (2000)

(Competition)
(Retail Mix)
2. (Individual Differences)
(Internal Variables)
(Micro Social Environment)
5 2.1)
(Consumer Resources) 2.2) (Motivation and Involvement)
2.3) (Knowledge) 2.4) (Attitudes) 2.5)

(Demographics, Personality, Values, and Lifestyle)
(Blackwell et al., 2006; Engel et al., 1995)

21 (Consumer Resources)

(Blackwell et al., 2006; Engel et al., 1995)
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2.2 (Motivation and Involvement)
(Blackwell et

al., 2006; Solomon, 2007) '

' (
12546)
(Gilbert, 1999)
2.3 I (Knowledge)
(Blackwell et al., 2006) !
(Learning) ! (Rewards)
(Punishment)
! (Cox & Brittain, 2000)
2.4 (Attitudes)
(Blackwell et al., 2006; Engel et al., 1995)
2.5
(Demographics. Personality. Values and Lifestyle)
(Engel et
al., 1995) (Self Concept)
(Blackwell et al., 2006)
2 Peter Olson (2008)

(The Physical Environment)
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3. (Store Choice

and Store Factors)

(Sinha & Banerjee, 2004)

(Levy & Weitz,
2009) (Solgaard & Hansen,

2003) Spiggle Sewall (1987)

3 1) (Consumer
Characteristics) (Shopping Orientation)
(Demographic Characteristics) (Lifestyle) 2)
(Consumer Psychological States) (Attitudes)
(Perceptions) (Image) (Attribute
Weights)
3)
(Retail Outlet Features) (Location) (Distance)
(Assortment) (Travel Time)
(Stores, Shopping
Area or District Choice) (Store, store Type or
Shopping Area Patronage) (Store or store Type

Preference) 2.6



2.6:

(General Model of Previous Retail Selection Research)

CONSUMER PSYCHOLOGICAL STATES
Attitudes
Parceptiona
ihage
Attribule weights
T RETAIL SELECTION
CONSUMER CHARACTERISTICS S1ore, shopping ;‘:"
orentat or districl cholce
Shopping o p————————33  Store, store type, Of
charactaristics SHARGIEG MIS8 patranage
Stors or store type
Lileatyle preferance
RETAIL OUTLET FEATURES
Distancs
Assortment
Travel time

Spiggle, . & Sewall, M. A. (1987). A choice sets model of retail selection.

Journal of Marketing, s1c2). p. 9s.

(Spiggle & Sewall,

1987)
(Demographic Characteristics)
“Consumer demographics, store attributes, and retail format choice in the
US grocery market" Carpenter Moore (2006)

454

46
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(Retail Format Choice) 5 (Specialty
Grocers) (Traditional Supermarkets) (Supercenters)
(Warehouse Club) (Internet Grocers)

(Store Attribute)
3 1)
(Frequent Shoppers) 2) (Occasional Shoppers)

3) R (Infrequent Shoppers) 1 2

(Specialty Grocers)

(Supermarkets)

(Supercenters)

(Carpenter, 2008)

Crask Raynolds (1978, as cited in Pan & Zinkhan, 2006)

(Ray, 1994, as cited in Pan &

Zinkhan, 2006) Solgaard Hansen (2003)

(2545,
- 2546)
30-34



11,000-15,000

(2549)

2006)

(2545)

(2542)

, 2541)

250

420

48

400

Tokrisna (2005-

(2537,
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Evaluative Criteria

1. Location (Distance)

2. Assortment Breadth and
Depth

3. Price

4. Advertising and Sales
Promotion

5. Store Personnel

6. Services

7. Other

4 1)
(Evaluative Criteria)
2) (Perceived Characteristics of Stores)
(Store Image)
3)
(Comparison Processes) 4) (Acceptable
and Unacceptable Stores) (Engel et al., 1995) 27
2.7: (The store-choice Decision
Process)

Perceived Characteristics of

Stores
1. Location

2. Assortment

3. Price
4, Advertising and Store
Sales Promotion Image

5. Store Personnel

6. Services

Comparison Processes

Accaptable Store

P

Unaccaptable Store |

Engel, J. F, Kollat, . J. &Blackwell, R . (1968). Consumer Behavior. New York:

Holt, Rinehart and Winston, p. 846.
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Saridakis (2009)

Louvier (1988)

(Store Image)

(Martineau, 1958, as cited in Morschett, Swoboda & Foscht, 2005)

(Samli,
1989, as cited in Smith & Burns, 1996) Peter Olson (2008)
5
(Merchandise) (Service) (Clientele)
(Physical Facilities) (Promotion)
(Convenience) (Store Atmosphere)
(Price) (Service) (Quality) (Style/
Fashion) (Advertising) (Shopping
Environment) (Region) (Presentation) (Colborne, 1996) Fisk
(1961-1962, as cited in Morschett et al.,, 2005)
1) (Locational Convenience) 2)
(Merchandise Suitability) 3) (Value for Price) 4)
(Sales Effort and store Services) 5)
(Congeniality of store) 6) (Post Transaction Satisfaction)
Lindquist (1974-1975) 9
1) (Merchandise) 2) (Service)
3) (Clientele) 4) (Physical Facilities) 5)

(Convenience) 6)
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(Promotion) 7)
(Store Atmosphere) 8) (Institutional Factors) ( )
9) (Post-transaction Satisfaction)
Hansen Deutscher (1977-1978) 9

Lindquist (1974-1975)

9 20 1)
(Merchandise Quality) 2) (Merchandise Selection) 3)
(Merchandise Style) 4) (Merchandise Price) 5) (Lay-
away Available) 6) (Sales Personnel) 7) (Ease of Return)
8) (Service-credit) 9) (Service-
delivery) 10) (Clientele) 11)
(Physical Facilities-cleanliness) 12) (Store Layout) 13)
(Shopping Ease) 14) (Attractiveness) 15) (Locational
Convenience) 16) (Parking) 17) (Advertising) 18)
(Corigeniality) 19) (Store Reputation) 20)

(Post-transaction Satisfaction)

Doyle & Fenwick (1974-1975, as cited in Morschettet al., 2005)

1) (Quality) 2) (Price) 3)
(Variety) Mazurshk Jacoby (1986, as cited in Morschett et al., 2005)
1) (Merchandise Quality) 2)
(Merchandise Pricing) 3) (Merchandise

Assortment) 4) (Locational Convenience) 5)

(Sales Clerk Service) 6) (General Service)
Barich Srinivasan (1993, as cited in Morschett et al.,, 2005)

1) (Product Variety) 2)

(Product Quality) 3) (store Attractiveness) 4)
(Reasonable Prices) 5) (Convenience) 6) (Customer
Service) Martineau (1958) W illiams Burns (2001)

2 (Functional)
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(Psychological or Emotional)

(Davies & Brooks,

989)

(Arnold, Ma & Tigert, 1978; Baltas &
Papastathopoulou, 2003; Carpenter & Moore, 2006; Hansen & Deutscher, 1977-1978;
Kim & Jin, 2001; Lumpkin et al-, 1985; Malia & Pitsuwan, 2002; McDonald, 1991;
Morschett et al.,, 2005; Pan & Zinkhan, 2006; Reutterer & Teller, 2009; Saridakis, 2009;
Sinha & Banerjee, 2004; Skallerud, Korneliussen & Olsen, 2009; Solgaard & Hansen,

2003; Tang, Bell & Ho, 2001 ; Teller, Reutterer & Schnedlitz, 2008; Thelen & Woodside,

1997; Williams, Absher & Hoffman, 1997) 7
1. (Product or Merchandise)
(Product Selection or Assortment) (Variety of
Product)

(Product Quality)

2. (Price)
(Low Price) (
(Value of Money or Reasonable Price) (Everyday Low

Price) (Hi-low Pricing)
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3. ' (Place or Location)

(Ease to Access or Reach)

(Parking)
(Distance) (Convenience) (Facilities)
(Time to
Reach store)
4. (Promotion)

(Special Event)
(Sales Promotion or Special Offers)

(Advertising)

(Product Display) (Product Sampling)
5. { (Store Atmosphere and
Environment) Baker, Grewal Parasuraman (1994)

(Donovan, Rossiter, Marcoolyn &

Nesdale, 1994)

(Cleanliness and Neat) (Atmosphere)
(Odor) (Air) (Temperature) (Noise Level)
(Lighting) (Crowding)
(Readable Labels/ Tags on Products)
6. (Store Layout and Design)

(Architecture)

(Decorate) (Design) (Easy Move)
(Store Layout) (Easy to Find) (Store
Size)
7. (Service and Personal Selling)
(Courtesy of Personnel) (Hours of
Operation) (Friendliness of Salesperson)
(Checkout Time) (After Sale Service)
(Clerks are Available and Helpful) (Good Service)

(Credit Card) (Return Policy)



2.2
1)
2)

3)

4)

5)

6)

FWIANINSAUNIINYIE 8
CHuLALONGKORN UNIVERSITY
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Carpenter Skallerud Thelen 6 Saridaki Teller Vakefild Solgaard Pan6:
jraMBSHTW (Store FeatureslAttributes) &Moore  etal.  Woodside etal. 6Baker 8iHansen Zinkhan

(2006) (20091 (19971  (2009) (20081 (1998)  (2003) (20061
(Product or M.erchandise)
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. 9N » ;1 (Fresh Product) v
secr o« . Welhjﬁo nBrand
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(2001) (1973) (20091  (2004) (1977-1978) (2001) (2003)  (2005)
sium (Product or Merchandise)

itmira ; (Product Assortment) v « v v
! (Product Quality) v v ¢ Y
I (Fresh Product)
« . » « 1 (Veil Known Brand) \
' m I (Fully Strocked) \
(Price)
! » (Price Low or Discount) v Vv
n ‘% , ' » (Resonable Price or Value for Money) % " % v
H ! (Special Price or Price Deall
« »» « ;(Place or Location)
o] » (Easy to Access or Convenience) Y A
» no (Parking) » » : » v v X v (;
(Closer to Home or Office/ Distance) A
! (Promaotion)
! 1) (Advertisement for Information) \
! b (Sale Promotion or Special Offers) v
» : (Opportunity to Taste/ Try)
N (Store Atmosphere and Environment)
« - » (Atmosphere) » [ * . v Y X
Ty (Cleanliness and Meat) v
m »' . (Crowdingl X
« ! (Store Layout and Designs) \
» mobho (Sise of Store SAisles) |
l
(Easy to Find Items) V ,
. * Aly (Architecture SDecorationl X
! » 1 « (Service and Personal Selling) ¥
b (Friendly SCourtesy of Personnel) v X X
. ! (Time to Checkout) ki \ X v X X
! o« ! (Suficience iCHelpful Personnel) v V \ X
oy (Hours of Operation) V
1o » (Credit Card for Payment) Y



MDorald Lumpin Milliars  Baltas : MHlia etarag

@) etd etd Pa?astatms)ﬂ(ts.lv\an

19 1127 (Store Features LAttributes)

(Product ar Merch
0,{!. :llw \Sortment) y !1V % Vv
' V
: (Price)« £ 0 'y Y Voo
1 1 «I Pﬂ(B D % V 1
ol i
. 1
mil M2 Iaceor at{ 4 3 V
e b » « 0 ccessor \\// V % y
' ami [Rzlosertozl-bne orO‘ﬁoe/ Dlstame Vv
V

Am
; I»HDromo jon)
_ gr 0[t]?onorspeCIaIO‘fers .
} cluaem«fHBaaMBMTm fore £ m andEnwroQﬁnent

Atmosphere

~
=~

>[|a "5 CIeanhﬁess and Meat ny Vv 4
2 2 0
§tore (3jout and Designs! _ \
# (Size of Store SAlsIes ¥
« « (Easy to Flnd Items) V 1
(Architecture 6tDecoration)
msH Oftniana (Servme and Personal Selllng) 4
, »Qui1 (Friendly SCourtesy of Personnel) 'V y
Iy »' (Timeto Checkout) i 4 <
:-« : (Suficience SHelpful Personnel) 4 4
» (Hours of Operation)

Iy (Credit Card for Payment) 4



58

McDonald (1991) “The influence of supermarket attributes
on perceived customer satisfaction: An East Asian study”

496

Westbrook Black (1985, as cited in Pan

& Zinkhan, 2006)

(Goldman, 1977-1978, as cited in Pan & Zinkhan, 2006)

Baitas Papastathopoulou (2003) “Shopper

characteristics, product and store choice criteria: A survey in the Greek grocery sector”
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(Fox, Montgomery &Lodish, 2004)

Hansen Deutscher (1977-1978) “An emnpirical

investigation of attribute importance in retail store selection”

Lumpkin, Greenberg & Goldstucker (1985) “Marketplace

needs of the elderly: determinant attributes and store choice”

Hansen Deutscher (1977-1978)

Pan Zinkhan (2006)
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“Determinants of retail patronage: A meta-analytical perspective”

Grocery
Manufacturers Association (GMA), Booz &Co &SheSpeaks (2009)
3,600
79 19
17 5

Arnold (1978) “A comparative analysis of

determinant attributes in retail store selection”

Martineau (1985)

Taylor (2003, as cited in Carpenter, 2008)

“Store choice behavior inan evolving market”  Sinha  Banerjee
(2004)

240
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Thelen Woodside (1997)

“Location factors as determinants of consumer attraction to retail firms”

Horon (1968)

Holweg, Schnedlitz ~ Teller (2009)

“Location factors as determinants of consumer attraction to retail firms”

Horon (1968)

10
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(Supermarket)

(Solgaard &Hansen,
2003)
“A hybrid conjoint model for the identification of the UK
supermarket choice determinants: an exploratory study”  Saridakis (2009)

54 5

(Convenience)
2 (Merchandise)
3
(Layout) 4 (Clientele)
5 4
(200 )

Carpenter ~ Moore (2006)  “Consumer demographics,
store attributes, and retail format choice inthe US grocery market”
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Seiders  Tigert (2000)

McDonald (1991)

“Afactor analysis approach for understanding attitude and
consumer behavior toward supermarkets inthe Bangkok metropolitan areas”  Mlia
Pitsuwan (2002)

3
3
1) (Store Atmosphere)
2) (Store Location)
3 (Product, Price &Sales Promotion)
( )
Stassen,

Mittelstaedt ~ Mittelstaeatt (1999)
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(2540)

(2545)
44
3 15
1 5
(Supercenter)
(- percenter) (Discount store)
(Hypermarket)

Brennan  Lundsten (2000)
“Impact of large discount stores on small US towns: Reasons for shopping and retailer
strategies”

(Specialty store)

(Unique Items)
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Carpenter Moore (2006)

Seiders Tigert (2000)

Hansen

Solgaard (2004)

(Baltas &
Papastathopoulou, 2003)
(Schmitz, 2009)
1 “Gender positioning of discount store: Key considerations in
appealing to the baby busters generation”  Williams (1997)
(Shopper
Characteristics) (Discount store)

382



66

Bearden

Teel (1978) “Media usage, psychographic, and demographic dimensions of retail
shoppers”

(2551)

80
1)
2)
3)
4)
(2545)
(2544,
, 2545)
(2541)

8,000 ) 25-40 200



48
5
(2544)
(Tesco Lotus)

(Big-C)

(2545,
, 2545) 1,412
(Tesco Lotus)
(Big C) (Macro) (Carreful)

(2549)

(2545)

59

(Top Supermarket)

67
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(Convenience store)

Bearden Teel
(1978)
(2544) (Convenience store)
(7-Eleven) (Family Mart) 2
(2542)
(2549)
400
(2545)
52 37 20



(Cross-shopping)

69

(Variety Seeking) (Solgaard & Hansen,

2003) Schoenbachler Gordon (2002, as cited in Skallerud et al., 2009)

Wietz (2009)

(Cassill &
Williamson, 1994, as cited in Skallerud, Korneliussen & Olsen, 2009)
(Store Switching)
(Everyday Low Price)

(High-low Pricing)

(Galata, Randolph, Bucklin & Hanssens, 1999,

cited in Carpenter & Moore, 2006) Davies (1993)

Thelen Woodside (1997)

Solomon (2007)

“An examination of consumers' cross-shopping behavior”

Skallerud, Korneliussen Olsen (2009)

Levy

as
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5 1) (Product Assortment) 2)
(Price Conscious) 3)
(Convenience Orientation) 4) (Time Pressure) 5)

(Impulse Purchase)

1,450

Solgaard Hansen (2003)
631 1)
(Price Level) 2) (Quality/ Service
Level) 3)
(Opportunity to Taste/ Try New Products) 4)

(Assortment)

5) (Accessibility)
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(Time Pressure) (Skallerud et al., 2009)

(Thelen & Woodside, 1997) Mattson (1982)

(Situational Factors)

Dash, Schiffman & Berenson (1976)

Kenhove, Waterschoot Wulf
(1999) “The impact of task definition on store choice and store-attribute
saliences”
“Store format choice and shopping trip types" Reutterer
Teller (2009)
(Fill-in Trips)

(Major Trips) 2

408



(Spiggle & Sewall, 1987) (Store Brand)

(Ailawadi, Neslin & Gedenk, 2001)

(Purchase Cost)
(Prime Cost)

(Secondary Cost)

(Price) ,

72
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2) (Time)
3) (Psychological Factors)
(Bender, 1964) Solgaard Hansen (2003)
Tang (2001)
(Fix Cost) (Variable Cost)
(Fix Benefits) 1)
2)
3) 4)

(Variable Benefits)

(Number of Shoppers)

(Number of Trips) (Average Spending) 2.8
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2.8:
(The Relationship between Perceived Shopping Utility and

Store Performance)
Fixed Variable

fi
Benefit Benefit Kiirritier of

Shoppers
Y /
Perceived Shopping Store Number
Utility ™ Choice == of Trips
\ ] N\
\ Average
Fixed Variable ety
Cost Cost
Tang, C. ., Bell, . R & Ho, T. H. (2001). Store choice and shopping behavior:

How price format works. California Management Review, 43(2), p. 59.

4. N
(Consumer's Purchasing Behavior from Retail store)

Engel, Blackwel Miniard (1995) (Consumer

Behavior)

(2539,

, 25409)

(Consumer Buying Behavior)

(Businessdictionary, 2009)
(Morgenstein & Strongin, 1992) (2539,
, 2549)

1)

2)



3)

(Retail Mix)

(Cobb & Hoyer, 1986)

(Demographic)

(Gilbert, 1999)

1

(In-store Media)

75
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) (Sex)

(Morgenstein & Strongin, 1992)

(Convenience)

(Availability) (Service) (Price)

(Dunne

& Lusch, 2008)

Berman Evans (2006)
31

20 11

(Morgenstein & strongin, 1992)
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(Davies & Bell, 1991)

British research (1980, as cited in Davies & Bell, 1991)

(Dunne & Lusch, 2008)

(Kollat &

Willett, 1967)

(Age)

(Dunne & Lusch, 2008)

(Seniars)

(Middle-year Adults) (Adults)
25-34

(Teens and Young Adults) 16-24

(Young)
(Hawes, Talarzyk & Blackwell, 1976, as cited in Lum pkin,
Greenberg & Goldstucker, 1985)
(Zaltman, Perloff & Valle, 1980, as cited in Lumpkin et al.,
1985) “2009 Consumer Shopping Intentions study” (2009)
18-24 58 35-
54 80
(Lumpkin & Greenberg, 1982, as cited in Groeppel & Bloch,
1990)
(Social Contact Value)

(Martin, 1975,



as cited in Groeppel & Bloch, 1990)

(Morgenstein & strongin, 1992)

(Education)

(Dunne & Lusch, 2008)

(Morgenstein & strongin, 1992) Kwon, K-N. Kwon, Y. J. (2007)

1

2)

Bawa

Shoemaker (1987)

(Occupations)

(Morgenstein & strongin,

1992)

(Household and Marital Status)

(Morgenstein & strongin, 1992) Bawa

Ghosh (1994, as cited in Kim & Park, 1997)

78



79

(Cobb & Hoyer, 1986)

- o (Social Class)

Morgenstein strongin (1992) Lloyd Warner
6
1. Upper-Upper 600,000
2. Lower-Upper 450,000
3. Upper-Middle 150,000

4. Lower-Middle

5. Upper-Lower 9,000

6. Lower-Lower 5,000

Upper-upper
Lower-Upper )
Upper-Middle

Lower-Middle
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Upper-Lower

Lower-Lower

(Morgenstein & strongin, 1992)

(Kim & Park, 1997)

(Morgenstein & Strongin, 1992) Kwon, K-N. Kwon, Y. J. (2007)

Zeithaml (1985) “The new demographics and

market fragmentation”

873



Blaylock (1989, as cited Kim & Park, 1997)

McDonald (1991) “The

influence of supermarket attributes on perceived customer satisfaction: An East Asian

study”
2-3
East, Lomax, Willson
Harris (1994) “Decision making and habit in shopping times”
1,012
97 4 77
83 17

1.7

81



11.00
501-1,000
(2545)
4
410
(2544,
1

(Brand Name)

9.00-10.00

(2549)
15.01-22.00

2-4
, 2545)
(2551)
30
1
(2541)
(Value)

2-3

1-2

82

10.00-



1,001-2,000
(2549)
12.01-16,00
100
(2545)
500
84,
29, 17 22
2 (2542)

C. .. ,2550)

20

56,

83



16-20

2-3

4-5

(Modern Trade)

24

400

(2541)

4-5

10.01 -

18.01 -20.00

12.00

" (2550)

18.01-20.00

31

1-2

151-200

84
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30-59 , 2-3 , 30 3

" ' (Type of Shoppers and Type

of Consumer Purchasing)

Kim Park (1997) “Studying patterns of consumer’s
grocery shopping trip” 2 1) (Random
Shoppers)

2)
(Routine Shoppers)
6

(Everyday Low Price)

Motley (2001, as cited in Berman & Evans, 2006)

4 1) (Shopping Avoiders) 1
2) (Time-starved Shoppers)
3) (Responsible Shoppers)
4)
(Traditional Shoppers) W estbrook Black
(1985, as cited in Liu, Chen, Melara & Massara, 2008) 2 1)

(Utilitarian-oriented Shoppers)

(Babin & Darden, 1994, as cited in Liu et al., 2008)



86

(Titus & Everett, 1995, as cited in in Liu

et al., 2008) 2) (Hedonic-oriented Shoppers)

(Dawson, Bloch & Ridgway, 1990, as cited in Liu et al., 2008)
(Bloch, Ridgway & Sherrell, 1989, as cited in
Liu et al., 2008) (Bellenger &
Korgaonkar, 1980, as cited in Liu et al., 2008)
Mitchell (1984, as cited in Groeppel & Bloch, 1990)
4 1) (Belonger)
(Financial Security)
2) (Emulator)
3)

(Achiever) 4)

(I am-me)

Lesser Hughes (1986, as cited = Groeppel & Bloch, 1990)

3
(Inactive Shoppers)
(Active Shoppers)
(Dedicated Fringe Shoppers) Stone (1954, Choi & Park, 2006) 4
D (Economic)

2)
(Personalizing)
3) (Ethical)
4) (Apathetic)

Bellinger (1977, as cited Choi & Park, 2006)



2 1)
(Planned Purchase)
2) (Unplanned Purchase)
4 1)
(Pure Impulse Buying)
2) (Reminder Impulse
Buying)
3)

(Suggestion Impulse Buying)
4)

(Planned Impulse

Buying)
(Stern, 1962) Cobb Hoyer (1986)
1 (Planner)
2) ' ' (Partial Planners)
3) 1 ; (Non-Planners)
POPAI/Du Pont (1977, as cited in Abratt & Goodey, 1990) POPAI
(1995, as cited in Shimp, 2007) 4

1 (Planned Purchase or
Specifically Planned Purchase) 2)
(Unplanned Purchase or Completely Unplanned) 3)
(Generally Planned Purchase or Partially Unplanned)
4) (Substitute Purchase or
Unplanned Substitution) 3

(Impulse Purchase)

87



(Blackwell, et al., 2006; Berman &

Evans, 2006)

1. (Planned Purchase or

Specifically Planned Purchase) Blackwell (2006) Engel (1995)

(Fully Planned Purchase)

(Extended Problem Solving)

2
POPAI (1995, as cited
in Shimp, 2007) 30
26
2. [ (Unplanned Purchase or Completely
Unplanned)
(Blackwell, et al., 2006; Engel, et al., 1995)
(Blackwell, étal., 2006; Engel,
et al., 1995)
(Limited Decision Making) (Levy & Weitz, 2009;
Berman & Evans, 2006) (Extended Decision Making)
(Routine Decision Making) (Berman & Evans, 2006)
60 53 (POPAI,

1995, as cited  Shimp, 2007)
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3. ' ,
(Generally Planned Purchase or Partially Unplanned)

(Berman & Evans, 2006; Blackwell, et al., 2006)

(POPAI, 1995, as cited in Shimp, 2007)

4. (Substitute
Purchase or Unplanned Substitution)

(Berman & Evans, 2006; Blackwell, et al., 2006)

4 3 (POPAI, 1995, as cited

in Shimp, 2007)

Stern (1962)

1945-1959

Gutierrez (2004, as cited in Tendai & Crispen, 2009)

(Planner Purchase)

(Impulsive Buying)
(Kollat
& Willett, 1967) Chien-Huang Hung-Ming (2005, as cited in Tendai & Crispen,

2009)



Bayley

Nancarrow (1998, as cited in Tendai & Crispen, 2009)

(Shopping List) (Tendai & Crispen, 2009)

(Zuberi, 2008) Schiffman Kanuk (2007)

(High Involvement)

(Park, kirn & Forney, 2005, as cited in Tendai &

Crispen, 2009)

Assael (2004)
(Unplanned Purchase) (Inertia)
(Limited Decision Making) (Complex

Decision Making)

1 (Inertia)

(Low Involvement) (Habit)

(Spurious Loyalty)

90
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(Classical Conditioning)

(Assael, 2004)

2. (Limited Decision Making)

(Low Involvement)

(Assael, 2004)
(Peter & Olson, 2008)
(Engel, étal., 1995; '

2552)

(Passive Learning)
(Variety
Seeking) (Assael, 2004)
(Solomon, 2007)
(Try)

(Blackwell et al., 2006)

(Impulsive Purchases) (Engel, et al., 1995; Levy & Weitz, 1996; Levy & Weitz, 2009;

Peter & Olson, 2008)

(Levy & Weitz, 1996)
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(Customer Relation Marketing: CRM)

(Customer Experience Marketing)

( , 2552)

3. (Complex Decision Making)

(High Involvement) (Assael, 2004; Engel et al., 1995; Peter & Olson,

2008)

(Engel et al., 1995; Peter & Olson,

2008) (

, 2552)

(Gilbert, 1999)

(Cognitive Learning) (Assael, 2004)

(Brand Loyalty)

(High Involvement)

(Habit)

(Assael, 2004)

(Levy & Weitz 12009) (Store Loyalty)

(Gilbert, 1999)
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2552)

(Bellenger,

Robertson & Hirschmann, 1978; Cobb & Hoyer, 1986; Grocery Manufacturers
Association (GMA), Booz & Co & SheSpeaks, 2009; Kollat & Willett, 1967; Soars, 2003;
Welles, 1986, as cited in Cobb & Hoyer, 1986; Williams & Dardis, 1972; Zell, 2009)

“Shopping behavior for soft goods and marketing strategies” Williams

Dardis (1972)
3
18
27 Zell (2009) 90
51

Welles (1986, as cited in Cobb & Hoyer, 1986) 9 10

(Cobb &

Hoyer, 1986)

POPAI (1995, as cited in Shimp, 2007)

4,200 28 , 14
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2.3: POPAI

(Results from the POPAI Consumer Buying Habits Study)

Type of Purchase Supermarket Mass Merchandising Store
1. Specifically Planned 30% 26%
2. Generally Planned 6% 18%
3. Substitute Purchases 4% 3%
4. Unplanned Purchases 60% 53%
In-store Decision Rate (2+3+4) 70% 74%

I
Shimp, T. A. (2007). Integrated marketing communication in advertising and promotion

(7th ed.). Mason, OH: Thomson/ South Western, p. 592.

70
Johnson
Williams (1984) 20
Cobb Hoyer (1986)
Cobb Hoyer “Planned versus impulse purchase
behavior” 3 1 (Planner) 2) ' 1’
(Partial Planners) 3) ' ' (Non-Planners) 3

227



(Cobb & Hoyer, 1986)

“Unplanned buying and in-store stimuli in supermarkets”

Abratt Goodey (1990)

450 (Supermarket)

(South America) (us) (UK)

(Specifically Planned Purchase)

52.9 (Generally

Planned Purchase) 23
(Unplanned Purchase) 22.5

(Substitute purchase) 1.6

95



(Brand Loyalty)

(Specific Outlet) (Shopping List)

(Bellenger, Robertson &

Hirschmann, 1978)

Kollat Willett (1967) “Consumer impulse purchasing

behavior” 600

(Unplanned purchasing) 5

1 (Both Product Category and Brand)

2)
(Product Category)
3) (Product Class)
4)

(General Need Recognized)

enera ee ot ecognize
5) (G | Need Not R ized)
3 1)
2) 3)
50.5
25.9 8.2

Kollat Willett (1967)
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(Kollat & Willett,

1967)
2.
35 ,
65
( )
(Kollat & Willett, 1967)
3. 3
3.1 (Transaction Size Variables)
55
(Kollat & Willett, 1967)
3.2 (Transaction Structure
Variables)
(Major
Shopping Trip) (Fill-in Trips)

(Kollat & Willett, 1967)
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3.3 (Characteristics of the Shopping)

15 20

(Kollat & Willett, 1967) British research (1980, as cited in Davies & Bell, 1991)

(Shopping List)

(Kollat & Willett, 1967)

Zuberi (2008)

16

(In-store stimuli) (Communication Mix)

26

13

15



Kollat Willett (1967)

( -store Stimuli)

2 1)

(Reminder)

2) (Consumer-commitment)

(Crowding)
(In-store Scent) (Background Music)

(Ventilation) (Coupons and Vouchers) (Store
Display) (Advertisements and Promotions)

(Behaviour of Shop staff) (Price)

(Impulsive Buying) “In-

store shopping environment and impulsive buying” Tendai Crispen (2009)

320

99



100

(Wood, 1998, as cited in Zhou &

Wong, 2003)
999 Zell (2009) 65
60
1 3
Grocery Manufacturers Association (GMA) (2009)
(Brand on List, Purchased In-Store)

41, (Brand on List,
Replaced In-Store/ Switched) 21,

(Item on List, Brand Selected In-Store) 19

(Item Not on List, Impulse Purchase) 19



83 77
72 81
(2541)
22.5
17.5
7.5
37
Az 112z 1 g
Inman Winer (n.d., as cited in Piatt, 2009)

Stern (1962) Zuberi (2008)

Stern

2)

5) 6)

7)

14.5

44.5

3

4)

38

101



8)

9) Williams Dardis (1972)

lyer (1989)

Beatty Ferrell (1998)

(Abratt &

Goodey, 1990) Park, lyer Smith (1989)

Mattila Wirtz (2008)

“What every retailer should know about the way into the

shopper's head" Soars (2003)
88
66
78 77
50
* Brand Remind ,' 2551)
(2551)

(End Gondola) (Highly Trafficed Area)

102



103

(Highly Visible
Area)
(Situations) ' (Objective to Purchase)
!
Belk (1975, as cited in Knox & Chernatony, 1990)
5 1
(Physical Surroundings)
2) (Social Surrounding)
3
(Temporal Perspective)
4) (Task Definition)
5) (Antecedent States)
(Situation) (Object)

(Organism ) (Response)

2.9
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2.9: S-0-R , 1 Belk
Situation
Person Behaviour
Object
(Stimuius) (Organism) {(Response)

Knox, . & Chernatony, L. . (1990). A buyer behavior approach to merchandising

and product policy. International Journal of Retail & Distribution Management, 78(6),

p. 24.
(Uncontrollable Conditions) (Inhibitors) (Darden, 1979, as
cited in Darden & Dorsch, 1990) (Unexpected Events) (Sheth,

1983, as cited in Darden & Dorsch, 1990)
1
2) 3)

4) 5)

Beatty Ferrell (1998)

Tokrisna (2005-2006)
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(2545,
, 2545)
(Convenience store) (Seven Eleven)
(Consumer’s Payment)
(Credit Card)
17.1 (Worthington, 1992, as cited in Worthington, 2001)
(Debit Card)
Worthington (1995)
85 43

21
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18 65
1999
51.7 34.6 33
266 76 (Cheque)
(Cash)

(Affinity credit cards)

(Worthington, 2001)

(POPAI, 1995, as cited in “Consumer Buying Habits...,” n.d.)
(Hawes étal., 1976, as cited in

Lumpkin et al.,, 1985)

5. (Stimuli from Retail store)

(G. Belch & M. Belch, 2007)

Moschis (1976)
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(Wilding & Bauer, 1968, as cited in Moschis,1976)

(Kassarjian, 1965, as cited in

Moschis,1976)

(Flyers)

(Coupons) (Deal intensity rewards)

(Bonus packs) (Multipacks)

(Grewal & Levy, 2007)

(Type of Stimuli)

(SMS)

(Stand-alone Inserts)

(G. Belch &M . Belch, 2007)
(Marketer-
dominated)

(Non-Marketer-dominated) (Blackwell et al., 2006)
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(2551) 3 1)

(Mass Media)

2) (Personal Sales people)

' , Y 3) (Visits Retail Stores)

3 (Dunne & Lusch, 2008;

Morgenstein & Strongin, 1992)

1. (Print Media) (Newspaper) (Magazines)
(Direct Mail) (Flyers)
1.1 (Newspaper)

(Dunne & Lusch, 2008; Morgenstein &

Strongin, 1992) Bearden Teel (1978)

1.2 (Magazines) ' 1,



109

(Dunne & Lusch, 2008;

Morgenstein & strongin, 1992)

1.3 (Direct Mail)

(Dunne & Lusch, 2008;

Morgenstein & strongin, 1992)

14 (Fivers) (Posters)
(Dunne & Lusch, 2008; Morgenstein & strongin, 1992) Roth (1983)
(Posters)
1) (Surprise) 2)

(Clarify) 3) (Drama) 4) (Impact)

2. (Broadcast Media) (Radio)
(Television) Milton (1974) 2 (In-
store Public Relations) (Surveillance Camera)

2.1 (Radio)
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(Dunne & Lusch, 2008; Morgenstein & strongin, 1992)

2.2 (Television)

(Dunne & Lusch, 2008; Morgenstein & strongin, 1992)
2.3 (In-store Publicity)

(In-store surveillance camera)

(Dunne & Lusch, 2008; Morgenstein &

Strongin, 1992)

3. ' (Out of Home Media)
(Out-of-home Media)
(Billboards), On Premise Signage, (In-store Point-of-purchase

Messages)
(Dunne & Lusch, 2008; Morgenstein & strongin,

1992) Adams Spaeth

(2003)

(Displays) (Signage) (In-Store Media)

(POS Materials)

(Shimp, 2007)
1

(Out-of-home Advertising Off Premise Advertising) 2) On Premise Business
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Signage
(Point-of-purchase Advertising) (Shimp, 2007)
3.1 (Out-of-home Advertising) Off Premise
Advertising
(Advertising on Bus Shelters) (Furniture
on Street) (Giant Inflatables or Blimps)

(Transit Advertising)

(Shopping-mall Displays) (Campus Kiosks)
(Shimp, 2007)

Milton (1974)

(Reminder)

(Outdoor

Advertising)

(Transit)

(On-the-
go)
3.2 On Premise Business Signage

(Cost-effective)

(Shimp, 2007)
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Cook W alters (1991)
3 1)
(Core Customer Group) 2)
(Occasional Customers) 3) 2
(Non-the Group) (In-store)
(External to store) 24
2.4: (Developing

a Customer Communications strategy by Customer Group)

Store selection

) Core customer group who use  Occasional customers in the core  Non-the
and purchasing

decision process the store very frequently customer group group
In-store External to In-store External to
store store
Pre-purchase:  Visual Direct Visual Strategic Strategy
Search merchandising ~ marketing &  merchandising  advertising with direct
promotional camp
advertising public
Comparison Visual - Direct. Introdu_ctory Direct. Strategy
merchandising  marketing &  promotions marketing, with direct
Promolti(.JnaI Publfc camp
advertising, relations public
Public
relations
During purchase  Product displays ~ Promotional ~ Product Promotional
Product advertising ~~ displays advertising
augmentation POS information
Transaction POS Promotion ~ Direct POS Promotion ~ Direct
Facilities Reminder marketing Introductory marketing

information promotions
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External to store

Post-purchase  Delivery information by store

Delivery liaison staff

Installation Operating instructions with store
contact number

Use extension  Direct marketing

Evaluation Follow-up call by store liaison
staff
Return visits Direct marketing and strategic

(Store loyalty) and operational advertising

Adopted from Cook, D. & walters, . (1001). Retail marketing: Theory &practice.

Prentice Hall International: UK, p. 282.

3 (Cook & Walters, 1991)
(Pre-purchase) (During
purchase)
1. " [ (Pre-purchase)
1.1 (Search)

(Visual Merchandising)

(Direct Marketing & Promotional Advertising)

(Strategic Advertising) (Cook & Walters, 1991)

1.2 (Comparison)

(Public Relations)
(Introductory) (Promotions)

(Cook & Walters, 1991)
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2. (During-purchase)
2.1 (Product Augmentation)

(Product Displays)

(POS Information) (Cook
& Walters, 1991)
2.2 (Transaction Facilities)
(POS Promotion)

(Reminder Information)

(Introductory Promotions)

(Cook & Walters, 1991)

Grocery Manufacturers Association (GMA), Booz & Co SheSpeaks
(2009)

(Paid Media)

(Relationship Marketing) (Product

Placement)
(Social Media)
(Mobile) (Out-of-home)
(Product Placement) (Alternative Out-of-home)
(Interactive Vending)
(Signage on
Shelf) (In-store Coupons) (Video Displays)
(Interactive Media) (Touch Screen)

(Sampling)
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(E-commerce)

(Morgenstein & Strongin, 1992)
3 4 74
56
53 2 1 43
(IR1, 2008) Management Ventures (n.d.)

(In-store Television)

(Newspaper) (Cable TV) (Network TV) (“In-
store TV advertising...,” n.d.)
(Engel et al., 1995) ' 1
( , 2551) McDonald (1991)

W irthlin Worldwide (1997, as cited Peter & Olson, 2008)

(Peter & Olson, 2008)

S Brand Remind ., 2551)



Guiltinan Monroe (1980)

(2009)

46

(2551)

Moschis (1976)

information”

(Smith & Sinha, 2000)

116

Zell

43

“Shopping orientation and consumer uses

206

(Number of



shopper) (Weight of Purchase)
(Shopping Frequency)

( , 2551)

3)

3)

7)

10)

Hoek Roelants (1991)

discounting on discounted and competing brands’ sales”

(Sampling) (Coupon)
(Contests)
(Bonus Pack)

(Continuity Program)

One Get One Free)

(Premium)

(Event Marketing) 1

117

(Basket Size)
1)
2)
4)
6)

8)

9)

(Shimp, 2007)

“Some effects of price

(Sweepstakes)

(Refunds and Rebates)

(Price -off or Discount)

1 (Buy

(G. Belch & M. Belch, 2007; Gilbert & Jackaria, 2002; Inman,

McAlister & Floyer, 1990; McClure & West, 1969; Peter & Olson, 2008)

(Unplanned Purchase) (Inman et al.,

1990; McClure & West, 1969)

(Kahn & Schmittlein, 1992)
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(Price promotions)
(Loss leader promotions)
(Economies of scale
shopping) (store flyers)

(In-store displays) (Ailawadi, Beauchamp, Donthu, Gauri & Shankar,

2009)
(Belch, G. E. & Belch, M.
A., 2007; Peter & Olson, 2008) Lichtenstein, Netemeyer Burton
(1995) 2 1) (Price- oriented
Categories) 2) (Nonprice-oriented Categories)
2 1
Folkes Wheat (1995)
(Coupons) (Price Deals)
(Premiums) (Prizes) (Contests) (Sweepstakes)
(Samples) (Point of Purchase Display)
(Demonstration) (Loyalty Cards)

(Bawa & Shoemaker, 1987)

(Huff & Alden, 1998, as cited in Gilbert & Jackaria,

2002)
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(Gilbert & Jackaria, 2002)

(Demographic)

(Gilbert & Jackaria, 2002)
Mittal (1994) “An integrated framework

for relating diverse consumer characteristics to supermarket coupon redemption”

184 1

« «

Schneider Currim (1991) 2

(Active)

(Feature Sales) (Passive)

(In-store Display)
2 1 (Two-for-one) Bawa
Shoemaker (1987)

(Activist Shoppers) Ailawadi (2001)



2007)

33,000

70

Belch & M. Belch, 2007)

120

Promotion Decision (n.d. as cited in G. Belch & M. Belch,

42
58

24

Leigh McAlister (n.d. as cited G.

(Schneider & Currim,

1991, as cited Laroche, Pons, Zgolli, Cervellon & Kim, 2003; Henderson, 1987, as

cited in Laroche et al., 2003)

Bawa Shoemaker (1987), McCanne

(1974, as cited Mittal, 1994), Teel, Williams Bearden (1980, as cited in Mittal,

1994) Webster (1965, as cited in Mittal, 1994)
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(Morgenstein & Strongin, 1992) Schindler

(1987, as cited in Conover, 1989)

“The efficacy of sales promotions in UK supermarkets: A

consumerview” Gilbert Jackaria (2002)
4 (Coupons) (Price
Discounts) (Samples) 1 1 (Buy-one-get-one-
free)
160
1 1
53.8 1
1
1 1
Bucklin (1998, as cited in

Gilbert & Jackaria, 2002)

“The impact of price and extra product promotions on store
preference” Smith Sinha (2000) 3
50% 1 1 2

50%

438

50% 48.8
1 1 20.9 2 50% 4
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18.1
1 1 50%
2 50% 1
1 50% 2 50%
(Krishna, Currim & Shoemaker, 1991)
Zell (2009) 999

70 47
(Everyday Low Price)
Gijsbrechts, Campo Goossens (2003) ,
(Bawa
& Shoemaker, 1987) Blattberg (1978, as cited Mittal, 1994)

(Mela, Gupta & Lehmann, 1997)

“Characterising the deal-proneness of consumers by analysis
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of price sensitivity and brand loyalty: an analysis in the retail environment" Gazquez-
Abad Sanchez-Pérez (2009)

(Price Sensitivity)

(Monetary Sales Promotions) (Price
Reductions) (Non-monetary Sales
Promotions) (Store Flyers)
(Brand
Loyalty) (National Brand) (Store Brand)
389 (Store’s Loyalty Card)
47
3
1. (Loyalty Consumer) 54

(Géazquez-Abad & Sanchez-Pérez, 2009)

2. (Deal-seekers)
(Gazquez-Abad & Sanchez-Pérez, 2009) Dillon Gupta (1996)
3. (Preferred-brands Seekers)
(National
Brands)

(Gazquez-Abad & Sanchez-Pérez, 2009)



Conover (1989) “The Influence of cents-off coupons on
brand choice decisions at the point of purchase”

(Cents-off Coupons) 231

(Smart Shoppers)

32
23
71

58 8

29
(Brand Awareness) (Brand Loyalty) (Shimp,
2007)

(Gilbert, 1999)

(Advertising) (Coupons) (Price cut for the brand)
(Display) (Sampling) (Ailawadi et al., 2009) (Shelf
talkers) (Shopping Cart Advertising)

(Shopper marketing) (Grocery

management association, 2007, as cited in Ailawadi et al., 2009)

(Everyday LOW Price)

124



(Impulse Purchase)
(Retail Experience)
al., 2009; , 2552)

Abad & Sanchez-Pérez, 2009)

(Zell, 2009)
Association (GMA) (2009)
(Out-of-store Marketing)

(Relationship Marketing)

(Trade Promotions)

(Merchandising/ In-Store Ads)

Promotions)

4
1.
63
27
17
2.
50
17 16
11
3.
63

23

125

(Ailawadi et

IRl (2006, as cited in Gazquez-

Grocery Manufacturers

(Advertising)

(In-Store Marketing)

(Consumer

29

20

46

12

36

22 19



4.
47 20
18
14 13
Grocery Manufacturers Association (GMA)
(2009) 2,200

68,
56, 52,
49, 48,
45 43,
22, 17, 16,
16, 15,
12 8
34,
27, 23,
20, (Loyalty Card Discounts)
1 3 2,200

Manufacturers Association (GMA) & other Companies, 2009)

47,
24,
29,
23,
18
(Grocery

126

12,



(End-of-aisle Signage)

(Merchandising Displays) 62,

127

70,
(Department Signage) 58,
91 1 3
(Zell, 2009)

TNS Soreson (n.d., as cited in “Old school in-store media...,”

2008) 552

(Package Ads)
(In-store Fliers)
(Display Racks)
(Shelf Ads)

(Free-standing Ads)

store TVs) (Video Displays)
(Ceiling Ads)
(Floor Ads)
*
Zell (2009)
32
(2008)

Grocery Manufacturers Association (GMA)

3,600 41

(In-store Samples)
(Coupon Dispensers)
(End-aisle Displays)
(Holiday Lobby Displays)
(Aisle Signs)
(Cart Ads) (In-
(Check-out-lane Ads)

(In-store Audio)

(Spot Rewards Card)

” 2551)

( 27) Dukes Lui

(2009)



59 85
55
1
Dukes Lui (2008) “In-Store media and channel
management"
2
83
11
6
68 48 43
19 16
(Grocery Manufacturers Association (GMA) & other
Institutes, 2009) British research (1980, as cited in Davies & Bell, 1991)

(Blackwell et al.,, 2006; Cook & W alters, 1991;
Grocery Manufacturers Association (GMA) & Other Institute, 2009; Zell, 2009)
2 1)

(Out-of-store StImU“)

2) (In-store stimuli)

128



(Out-of-store stimuli)

( , 2541)
Blackwell (2006)
(Impersonal Source of Information)

(Non-personal Media)

(Cook & Walters, 1991)

2551)
(Cook & Walters, 1991)
(Milton, 1974; Peter &
Olson, 2008) (Personal Source of Information)

(Personal Media)

(Word-of-mouth)

(Consumer Report)

(Blackwell et al., 2006)

129



130

(Arnold, Stephen, Kozinets, Robert &
Handelman, 2001, as cited in Gijsbrechts et al.,, 2003)
(Gijsbrechts et al.,, 2003)
(Miranda & Ko' nya,
2007) Miranda Ko'nya (2007) “Directing store flyers to the

appropriate audience”

470 2

5%-15%

53 32

47

48.7

Gijsbrechts (2003)

(Chen, Monroe & Lou, 1998)

Burton, Lichtenstein Netemeyer (1999)



(

131

2 400

100

Readership Score

.d., as cited in G. Belch & M. Belch, 2007)

Starch INRA Hooper (n.d., as cited in G. Belch

& M. Belch, 2007)

(Roth, 1983)

Shimp (2007) (Types of Signs)
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( ., 2551)

Chandon, Hutchinson Young (2006)

(Stimulating Unplanned Purchase)

(Impulse Buying)

(“On-the-go Media

,” 2551) ' (The store ltself)

(Milton, 1974)

(Milton,

1974) (Coupon)
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(Rebates)
(Dunne

& Lusch, 2008; Levy & Weitz, 1996)

(In-store stimuli)

(Grewal & Levy, 2007)
30-40

(Ogilvy-Action, 2008, as cited in Burke, 2009)

Burke (2009)

(Brand Equity)

2008



(2551)

(GM/V Deloitte, 2008, as cited in Burke, 2009)

(Dukes & Lui, 2008)

Burke (2009)

(“MACO ...,” 2550)

Assael (2004)

( , 2551)

134
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1. (Extra Display)
(Stand Display) 2
(Single Category)

(Cross Category Display)

( ' , 2551) Bezawada,
Balachander, Kannan Shankar (2009)
2. (Shelf Display)

(Eyes Level)
(Sheli-
talker) (Hang Tag)
(Bottleneck)
(Packaging)

( , 2551)

(Kenhoma, 2009)

...," 2551)

(Burke, 2006)

T * U&COi



(Dukes & Lui, 2008; *

" 2551)

(Sorensen, 2009)

136

Instore Media :

(Point-of-purchase Advertising)

(Informing)
(Poster) (Displays)
(Other P-0-P Materials) 2)

(Reminding)

(Encouraging)

2007) Rajagopa, (2008)
Chandon (2006)
(On-the-shelf Displays)
(Shelf Talkers)
(Special) (Low Price)
Only) (Dividers)

(Mobile)

1)
(Signs)

(In-store Advertising)

3)

(Shimp,

(Today
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Catchall Displays

(Display Stands)

(Morgenstein & Strongin, 1992)

(Shimp, 2007)

(Point-of-purchase Materials)

4 1) (Permanent Displays)
6 2) (Semipermanent Displays)
6 2 3) (Temporary Displays)
2 4) (In-store Media)

(In-store Radio)
(TV Advertising) (Shopping Cart Advertising)
(Shelf Advertising) Shelf Talkers (Floor Graphics)
(Coupon Dispensers)

(In-store Materials) (Shimp, 2007)

5,000 2008
50 , 34
23
(Burke & Morgan, 2008, as cited in Burke,

2009) Engel, Kollat Blackwell (1973, as cited in Woodside & Waddle, 1975)

McKenna (1966, as cited in Zhou & Wong, 2003)

(End-aisle Displays)



Items)

Displays)

60

(2003)

138

(Checkout Counter Displays)

(Impulse

(Cashier) (Morgenstein & Strongin, 1992)

(End Gondola

(Hanging Display)

, 2551)

80

(Sorensen, 2009) Soars
(Gondola)

3-7

15-30 Chevalier (1975) “Increase in sales

due to in-store display"

(Out of Home Media)
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("POP : Point of purchase," 2550) 2550
(Shelf Media)

(Shelf Lebel)

( 1) (Shelf Pop-up) ( 2)
(Shelf Frame) ( 3) (Floor Wrap) ( 4)
(Tunnel Media) ( 5) (Shelf TV) ()
(End Cap) ( 7) (Cart Media) ( 8) (“Absolute

impact: Total mall total media," 2009)

Absolute impact: Total mall total media. (2009). 1 2552,

http://www .irplus.in.th/Listed/AIM/calendar/relateJnfo/Opp_Day.pdf, p. 11.

(Mall Wrap)

(“Absolute impact: Total mall total media,” 2009)


http://www.irplus.in.th/Listed/AIM/calendar/relateJnfo/Opp_Day.pdf

140

Absolute impact: Total mall total media. (2009). 1 2552,

http://www .irplus.in.th/Listed/AIM/calendai7relate_info/Opp_Day.pdf, p. 12.

(Floor Posters)

(“Floor Posters successfully close...,” 2007) Zhou
Wong (2003) “Consumer impulse buying and in-store stimuli in Chinese
supermarkets”
255

(In-store Television)


http://www.irplus.in.th/Listed/AIM/calendai7relate_info/Opp_Day.pdf

(“In-store TV advertising...,” n.d.) Lilbun (n.d.,
," 2550) ( - tore Television)

(Network Digital Display)

Nielsen Media Research (n.d., as cited in “Signstorey in-store media
engages...,” 2006) 1,072
40
76
77
68
44

66

(Kenhoma, 2009)

(“Tesco screen”

network) 100 40

(Plasma and LCD screens)

141



29

36

10

(Digital Sign)

(Platt, 2009)

(Plasma Screens)

35

57
57

Above the Line

23

(Burke, 2006)

(Burke, 2009)

Soars (2003)

10

"Behavioral effects of digital signage” Burke (2006)

142



store Digital Media)

“The in-store Audience"

100,000

...," 2551)

Sorensen (2009)

(In-

143



(“ ;" 2551)
C
Brand Remind ,” 2551)
6 Display unit,
Demonstration display, In-Store radio, Shelf talker, shelf vision Light box
2
20-50
200 6
Demonstrator display Light box
(2541)
400
41
36-45

16-25

144



(shimp, 2007)

(Sorensen, 2008)

(Smells) (Samples to taste)
(Auditory announcements) (Signage)
(Packaging) (Display advertisings)
(Impulse shopping) 40

(User interface engineering, 2001;

Confirmed by TNS Sorensen primary and secondary location purchase data)

(Point of purchase) (Sorensen, 2008)

(2551 )
(Point-of-purchase)
(2551) (2546)
, 1 1 2 1
, 2

(Link Save)

(Cross Buying)

(Loyalty Program) Spot Reward Club Card

145



Woodside ~ Waddle (1975)
“Sales effects of in-store advertising”

Abratt

(In-store Stimuli)

OgilvyAction (2008,

In-store " 2551) 1,600

24
18 =/ 31
28
27

Gilbert Jackaria (2002)

Peterson (1970, as cited in Chen & Green, 2009)

Assael (2004)

146

Goodey (1990)

(Kwon, K-N. & Kwon, Y. ., 2007) Mazumdar Papatla (1995, as
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cited in Kwon, KN &Kwon, Y. ., 2007)

Moore
Carpenter (2008) “An examination of consumer price cue usage in US
discount formats”
354
BIGresearch (2006, as cited in Loechner, 2006)
(Product Sample) 52.4 (Product
Labels) 43.2 (Shelf Coupons) 39.5
(Special Displays) 35.5 (Store Loyalty/ Card)
331 (Coupon) 28.4 (In-store Events/
Contests) 28.1 (Parking Lot/ Sidewalk Events)
18.2 (Floor Graphics) 125 (In-store TV)
10.9 (In-store Radio) 7.5
“ - ..," 2547)

2 2.10
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2.10:
(Demographic)
- (S
- (Age)
- (Family Size)
) , (Education) (Shopping Behavior)
- (Monthly Income) (Store Choice)
- (Occupation) - (Discount Store)
-1 (Supermarket)
(Store Factors)
- (Product) ) .
", (General Shopping Behavior)
- Price
( ) - (Frequency of Purchase)
- Place & Location
( ( ) ) - (Time Period to Purchase)
- ‘ Promotion
\ (Time Spent in Shopping)
i \ (Howto Go)
(Environment or Atmosphere)
- (Payment Method)
_(Se | » ) \ (Spending per Time)
rvice an esperson
(Type of Purchase)
(Stimuli) - (Planned Purchase)
= (Unplanned Purchase)
(Out-of-store) (In-store)
- (Media) - (Media)
- ? -

(Sales Promotion) (Sales Promotion)
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