(Quantitative Research)

(Survey Research Method) (Single Cross-sectional Design)

(Questionnaire)

18-55

(Multi-stage Sampling) 458

SPSS (Statistical Package for the Social Sciences) for Windows
(Descriptive Statistics) (Frequency),

(Percentage), (Means) (Standard Deviation)
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(Inferential Statistics) Paired-

sample t-test, Independent Sample t-test One-way ANOVA

(Pearson’s Product Moment Correlation Coefficient)



1
1
181 ( 39.5)
60.5)
25-31 131 (
2-5
( 79.5)
( 56.8)
( 29.9)
( 21.8)
152
(Tesco Lotus) 285 ( 62.2)
( 19.4) (Carrefour) 84
T
( 42.1)
16.01-19.00 219 ( 36.6)
170 ( 28.4)
313 ( 57.7)
( 19.6)
283 ( 61.8)
155 ( 33.8)
501-1,000 173
500 135 ( 29.5)

207

458
277 (
18-24 134 ( 29.3)
28.6)
333 ( 72.7)
364
260
10,001-20,000 137
5,000-10,000 100
/ 158 ( 34.5)
33.2)
458
(Big C) 89
( 18.3)
165 ( 36)
1-2 193
19.01-22.00
106
37.8) 100-
458



(Tops Supermarket)
Lotus) 71 ( 15.5)
(Gourmet Market) 61 (
2-3
181 ( 39.5)
16.01-19.00 . 244
157 ( 26.9)
276 ( 50.6)
313 ( 68.3)
211 ( 46.1)
( 30.6)
48.3)
120 ( 26.2),
63 ( 13.8)
( 11.8)
2
6 1)

294

208

( 64.2) (Talad
(Home Fresh Mart)
13.3)
147 ( 32.1)
30
41.9) 19.01-22.00
115 ( 21.1)
130 ( 28.4)
100-500
501-1,000 140
458
221 (
54
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3
3.51
3.23 3.80 3
(Mean=3.95), 'y (Mean=3.42)
(Mean=3.39) 3
(Mean=2.99), (Mean=2.92) (Mean=2.82)
(Mean=3.99) (Mean=3.61)
3.49
3.18 3.80
3 (Mean=3.81), /
(Mean=3.40) (Mean=3.31)
3 (Mean=2.98),
(Mean=2.95) (Mean=2.78)
(Mean=3.99) (Mean=3.61)
3.60

3.35 3.86 3
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(Mean=3.79), (Mean=3.78)
(Mean=3.57)
3 (Mean=2.58),
(Mean=2.18) (Mean=2,98)
3 (Mean=4.28), 1 1 2
1 (Mean=4.22) (Mean=3.94)
3
(Mean=3.36), (Mean=3.56)
(Mean=3.78)
3.59
3.34 3.84
3
(Mean=3.80), (Mean=3.55)
/ (Mean=3.54)
3 (Mean=2.57),
(Mean=2.83) (Mean=2.98)
3 (Mean=4.29),
1 1 2 1 (Mean=4.22) (Mean=3.97)
3
(Mean=3.32), (Mean=3.52)
(Mean=3.76)
4

4.32, 4.2113.97, 3.91 3.47

4.33,
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0.05 13 (Mean=4.32)
(Mean=4.21),

(Mean=3.46), (Mean=3.97)
(Mean=3.91)
(Mean=4.21)

(Mean=3.46),
(Mean=3.97) (Mean=3.91)
(Mean=4.33)
(Mean=4.33)
(Mean=3.46),

(Mean=3.97)

(Mean=3.91) (Mean=3.46)
(Mean=3.97) (Mean=3.91)
0.05
(Mean=4.31)

(Mean=4.12)

(Mean=4.00)

(Mean=3.95)

0.05



0.05

0.05

0.05
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0.05
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(Mean=3.60)

(Mean=3.51)

0.05

(Mean=3.23)

3.80

0.05

(Mean=3.23)

(Mean=3.35)

(Mean=3.86)

(Mean=3.59)

0.05

0.05

214

(Mean=3.35)

(Mean=3.80)

0.05

(Mean=3.49)

3.86

0.05
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0.05 (Mean=3.34)
(Mean=3.18)
?
0.05
3.84 3.80
0.05
(Mean=3.18) (Mean=3.80)
0.05 (Mean=3.34)
(Mean=3.84)
2
( =0.88) 0.01

( = 0.88) 0.01



( = 0.86)

(r = 0.89)

(=0.87)

(r=0.88)

0.01

0.01

0.01
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0.01
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2

3

4

5 )

1
(e )
, 2550)
(Tesco Lotus) (Big C)

(Carrefour)

(Tops Supermarket) (Talad Lotus)
(Home Fresh Mart) (Gourmet Market)

2551
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465 69
28
117 42
9 ( , 2551, Instore
Media Return: , 2551)
(2545, , 2545)
2-3
1
(2545)
2
(2542)
( ," 2546)
McDonald (1991)
2-3
1
(2551), (2541) (2545)



o]
-
ta
(1-2 )
1 ( 30 )
(2551)
=2
1-2
[ 1 )
Park (1989)

Weitz (1996)

....” 2551)
1
(2541)
(2541)
(
16.00-19.00 . 19.00-22.00
(2549)

15.01-22.00
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Levy
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(2550) 18.01-20.00

(Dunne & Lusch, 2008)

Horon (1968)

70
(2551),
" (2550) (. . .
, 2550)
1 )
W orthington (1995)
85
43
21
18
65
POPAI (1995, as cited in “Consumer Buying Habits...," n.d.)

Peter Olson (2008)



18-24
501-1,000
100-500
(2545)
(Schmitz, 2009)
( )
(2545)
(2541)
1,001-2,000

501-1,000

410

...,” 2551)

( 48.3)

( 26.2)

(2549)

221



222

( 13.8)
( 11.8)
72.9
Bellenger (1978), Cobb Hoyer (1986), Grocery Manufacturers Association
(GMA), Booz & Co SheSpeaks (2009), Kollat Willett (1967), POPAI (1995, as

cited in Shimp, 2007), Soars (2003), Sorensen (2009), Welles (1986, as cited Cobb &

Hoyer, 1986), Williams Dardis (1972) Zell (2009)
W illiams Dardis (1972)

3 POPAI (1995, as
cited in Shimp, 2007) Promotion Decision ( .d., as cited in G.
Belch & M. Belch, 2007) 70 Grocery
Manufacturers Association (GMA), Booz & Co SheSpeaks (2009)
41 ' 59

Grewal Levy (2007), Kollat Willett (1967) Ogilvy-Action (2008,
as cited Burke, 2009) 30-
40
(2541)
38

Stern (1962)

1945-1959



(Low Involvement)

Conditioning)

(Learn-Do- (Feel))

(Unplanned Purchase)

Solomon, 2007)

Solomon (2007)

(Switch Brand)

2551)

service)

(Cobb & Ployer, 1986)

(Solgaard & Flansen, 2003)
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(Spurious Loyalty)

(Classical

(In-Store stimuli)

(Assael, 2004;

(Learn-Do-Feel)

(Self-
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(Kollat & Willett, 1967; POPAI, 1995, as cited Shimp, 2007)

Martineau (1985) Horon (1968)

Arnold (1978) 3

(Solgaard &

Hansen, 2003)

. 2546) 2

“Tops Format Tailor-Made to Customer" (2547)



,2541;

Teller, 2009) Seiders Tigert (2000)

Lundsten, 2000; Solgaard & Hansen, 2003)

(2003)

Format Tailor-Made to Customer” (2547)

C " 2553)

(Point-of-purchase Materials)
2546)

(Reutterer & Teller, 2009)

225

, 2549;

.1, . . ., Reutterer &

(Brennan &

Solgaard Hansen

“Tops
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Arnold (1978), Holweg (2009), Horon (1968),
Martineau (1985)  Solgaard ~ Hansen (2003)
McDonald (1991)

(Beatty & Ferrell, 1998; Martineau, 1985)

( , 2545)
( 2545,
, 2545, , 2950,

Horon 1968)

(Dunne & Lusch, 2008)

(2546)

(Berman &Evans, 2006; Tokrisna, 2005-

2006)
( , 2542)

Saridakis (2009)
OHM “ Brand Remind " (2551)
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(2545,
 2545)

( | 2552)

“Tops Format Tailor-Made to Customer” (2547)

7 2549) 2
(2542)

& " 546) |

Thelen
Woodside (1997)



(Low Involvement)

Brand Remind " (2551)

, 2549; , 2941,
[ ] ... Reutterer &Teller, 2009)

&Ferrell, 1999)

28

(High Price Elasticity)

(Hansen, 2003)

OHM

“

(Beatty



. 2550)

Bellinger (1977, as cited in Choi &Park, 2006) 1

(Spiggle &Sewall, 1987)

(Levy &Weitz, 1996)

Olson, 2008)

(2551)

(Engel étal., 1995)
(Malia & Pitsuwan, 2002)

29

(Peter &



(2549)
(u ...,” D .)
(Davies &Bell, 1991)
Solomon (2007)
(Blurring of Sexs Role) 1
Androgyny
Morgenstein — Strongin (1992)
(Davies &Bell, 1991) Williams (1997)
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Hawes (1976, as
cited in Lumpkin et al., 1985) , , ,
D ' , 1 (Carpenter &

Moore, 2006)

(Dunne & Lusch,
2008)
(Lumpkin et al., 1985)
1
(Social
Contact Value) (Martin, 1975, as cited in Groeppel &Bloch, 1990) 1
(Westbrook &

Black, 1985, as cited  Pan &Zinkhan, 2006)
McDonald (1991) A

(Hawes et al.,, 1976,
as cited in Lumpkin et al., 1985)

(Zaltman et al., 1980, as cited  Lumpkin et al., 1985)
(Martin, 1975, as cited in Groeppel &Bloch, 1990)

(2545)
( - 2549)
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Carpenter (2008)
1
(Solgaard &Hansen, 2003)
(u ,n 2546)
4
Grocery Manufacturers
Association (GMA), Booz &Co  SheSpeaks (2009) 85

(Kenhoma, 2009) Zell (2009)



233

(BIGresearch, 2006, as cited in
Loechner, 2006)  Shimp (2007)

( orensen, 2008)

(Bellenger,
et al., 1978; Cobb &Hoyer; 1986; Grocery Manufacturers Association (GMA) et al.,
2009; Kollat & Willett, 1967; POPAI, 1995, as cited in Shimp, 2007; Soars, 2003;
Sorensen, 2009; Welles, 1986, as cited in Cobb &Hoyer, 1986; Williams & Dardis,1972;
Zell, 2009) (Sorensen, 2009)

(Kenhoma, 2009)

(Low
Involvement)
(Passive Consumers) (Solomon, 2007)
(Gilbert &Jackaria, 2002) Moore  Carpenter (2008)

(Dukes & Lui, 2008)
(Bawa &Shoemaker, 1987)

( ,
2552; Abratt & Goodey, 1990; Ailawadi et al., 2009; Inman et al., 1990; McClure & West,

1969; Shimp, 2007) Woodside ~ Waddle (1975)
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(Malia & Pitsuwan,

2002)
(Kenhoma, 2009)
2
3 /
/
(Blackwell et al., 2006; Engel et al., 1995; Levy &Weitz, 2009)
(Dunne & Lusch, 2008; Morgenstein &strongin,
1992)
(Dunne & Lusch, 2008; Morgenstein &
Strongin, 1992) Arnold (20011as cited  Gijsbrechts et al.,
2003)

(Miranda & Ko' nya, 2007)
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, 2551 )
(Bearden &Teel, 1978)

(Dunne &Lusch, 2008;
Morgenstein &strongin, 1992) Hooper (n.d., as cited in G.
Belch &M Belch, 2007)

Grocery Manufacturers
Association (GMA), Booz &Co ~ SheSpeaks (2009)
83 Assael (2004)

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

/
TNS Soreson (n.d., as cited in "Old school in-store
media...," 2008)
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Zell (2009)

70, 62

(Bellenger,
étal., 1978; Cobh &Hoyer; 1986; Grocery Manufacturers Association (GMA) et al., 2009;
Kollat &Willett, 1967; POPAI, 1995, as cited in Shimp, 2007; Soars, 2003; Sorensen,
2009; Welles, 1986, as cited in Cobb &Hoyer, 1986; Williams & Dardis,1972; Zell, 2009)

Peter  Olson (2008)

Sorensen (2009)

Abratt  Goodey (1990)

OgilvyAction (2008, “ In-store
I'2551)
24 18

(Inman &Winer, n.d., as cited in Platt, 2009)
(Chevalier,

1975



237

2
(2546), Berman  Evans (20C6), Lewy  Weitz (199),
Levy  Weitz (2009)  Stern (1962)

( , 2551; Morgenstein &Strongin, 1992)

(Morgenstein &Strongin, 1992)

(Solomon, 2007)

(Gilbert, 1999)
(Gondola)
37 (Soars, 2003)
(End Gondola)
( , 2551; McKenna, 1966, as cited in

Zhou &Wong, 2003)
(Chevalier, 1975)

[ 2 1
Gilbert  Jackaria (2002)

Smith Sinha (2000)
50%
48.8 1
1 20.9 2 50% 4 Woodside

Waddle (1975)
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QOgilvyAction (2008, “ In-Store
)" 2551)
28
21 Zell (2009)
10 47
(Everyday Low Price)

(Promotion Decision, n.d. as cited in G. Belch & M. Belch, 2007)

(2541)

(Ailawadi et al., 2009)
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Zhou  Wong (2003)

BIGresearch (2006, as cited in Loechner, 2006)

Cobb  Hoyer (1986), Grocery
Manufacturers Association (GMA), Booz & Co  SheSpeaks (2009)  Zell (2009)

Engel (1995), Levy  Weitz (1996),
Levy  Weitz (2009)  Peter ~ Olson (2008)

Levy  Weitz (1996)

(Cook &Walters, 1991) Burton
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(1999)
100

Kollat ~ Willett (1967)
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3. (Quantitative Research)
(Survey Research)
(Qualitative Research)

(Observation Research)

4,
(Survey Research)
(In-depth Interview)
B.
6.
2
7 4 )
12
3) 4)
1 2



16.00-19.00 .
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60

19.01- 22.00 .



14

243



244

AWIAINTalunIIng1ae
ChuLALONGKORN UNIVERSITY



	บทที่ 5 สรุปผลการวิจัย อภิปรายผล และข้อเสนอแนะ
	สรุปผลการวิจัย
	อภิปรายผลการวิจัย
	ข้อจำกัดในการวิจัย
	ข้อเสนอแนะสำหรับการวิจัยในอนาคต
	ข้อเสนอแนะสำหรับการนำผลการวิจัยมาประยุกต์ใช้


