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ABSTRACT 

 The purpose of this research was to explore the positive influence of quality 

and preferences, fashion, price, sportswear attributes, sportswear salespeople, store 

atmosphere, role model influence, and credibility on customer satisfaction of 

sportswear department store A’s customers in Bangkok. The population of this study 

were the people who visited and shopped at the sportswear department store A in 

Bangkok. The sample of this research was 310 questionnaire respondents distributed 

at the sportswear department store A in the center area of Bangkok during 27th – 29th 

January 2017. The data was analyzed by using descriptive statistics and multiple 

regression analysis. The result were found that store atmosphere (β = .328), role 

model influence (β = .190) and credibility (β = .146) had positive influence on 

customer satisfaction at the significant level of .01. While quality and preferences, 

fashion, price, sportswear attributes, and sportswear salespeople had no positive 

influence on customer satisfaction. 

Keywords: Sportswear, Customer Satisfaction, Store Atmosphere, Role Model, 

Credibility, Bangkok 
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CHAPTER 1 

INTRODUCTION 

The purpose of this chapter is to presents background, purpose, scope and 

significance of the research, also with statement of problem, questions, definition of 

terms, and research limitations. 

1.1 Background 

At the beginning, sportswear had only been used of sport competitions, 

activities, and recreation (Wikipedia, 2017).  Nowadays, sportswear can be defined as 

apparel made for sports, recreations, and casual clothes worn by anyone for daily 

activities (Ko et al., 2012). Sportswear is one of the most significant growing product 

category due to an expansion of healthy lifestyle of people today. The trend of 

people’s health-conscious lifestyle has led that more people participate in sports and 

outdoor activities to promote healthy lifestyles and alleviate health risks (Stamatakis 

& Chaudhury, 2008). The sportswear industry in global market was expected to 

expand from $97 Billion in 2015 to $178 Billion in 2019 (Sherman, 2014). In recent 

years, people interchangeably uses sportswear not only for workout or sport activities, 

but also for everyday occasion. This was the beginning of the trend called 

“Athleisure” (Pasquarelli, 2014), which sportswear industries integrated sport 

apparels into uniforms and casual wears (Nam, Dong, & Lee, 2017).  The reason for 

such a trend was because sports wears had been very comfortable, fashionable, and 

attractive to wear for people all ages and genders. The global sportswear market has 

been highly competitive and it has been one of the most heavily brand names used in 

the products of the global market (Tong & Hawley, 2009).  From the top 10 of Forbes 
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Fab 40 – The World’s Most Valuable Sports Brand 2016, it was Nike at the top with 

the brand name’s value of $27 billion (Forbes, 2016). 

Table 1.1: The top 10 world’s most valuable sports businesses of 2016 

Rank Businesses Value (in US Dollar) 

1 Nike $27,000,000,000 

2 ESPN $16,500,000,000 

3 Adidas $7,000,000,000 

4 Under Armour $5,500,000,000 

5 Sky Sports $5,000,000,000 

6 MLB Advance Media $2,200,000,000 

7 Ultimate Fighting Championship $2,000,000,000 

8 YES Network $1,400,000,000 

9 Reebok $800,000,000 

10 New England Sports Network $750,000,000 

Source: Forbes (2016). Forbes Fab 40-The World's Most Valuable Sports Brand. 

Retrieved from https://www.forbes.com/pictures/mlm45gelhg/forbes-fab-40-

the-world/#393356c1416b 

The result from table 1.1 shows that 4 from 10 most valuable sports businesses 

were from sportswear industry. Nike was the top of sportswear business at the brand 

value of $27 Billion. Remarkably, Under Armor, the 4th spot of the list, had become 

one of the fastestgrowing sports brand in history and expected to be the top contender 

of Nike in the future, instead of Adidas (Peterson, 2015). Moreover, sportswear 
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industry has a plenty of room to grow from the expansion of other sport-related 

businesses. 

In Thailand, there were approximately 16 million people who exercised in 

2015 and the number was tended to be going up in the future (marketeer.co.th, 2015). 

The trend of exercising is promoted by existing sportswear brands in the market, from 

global brands with the world-class reputation, to local Thai brands competing to be 

the market leader brands in the Thai market (Euromonitor, 2017). Furthermore, a 

numerous number of marketing activities for sports such as marathon running 

competition in recent years has confirmed the trend of exercising among Thai people. 

Sportswear department stores play a big part to this growing lifestyle. It is considered 

as an important business segment because they often include apparel purchases for 

everyday uses as well as for sport uses (Wray & Hodges, 2008). 

Table 1.2: Segmentation of sportswear market share in Thailand. 

Classes Market share percentage 

Upper Class Market 

(Global brands e.g. Nike, Adidas, Under Armour) 

 

30% 

Middle Class Market 

(Well-known brand in regional market e.g. Warrix, 

Li-Ning, Brook) 

 

50% 

Lower Class Market 

(Local brand e.g. D&P, Pan, FBT) 

 

20% 

Source: Kasikorn Research Center(2015). Function and Fashion to Drive Sportswear 

Growth through E-commerce. Retrieved from 
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https://www.kasikornresearch.com/EN/K-

EconAnalysis/Pages/ViewSummary.aspx?docid=34557 

 The results from table 1.2 shows that the biggest segment of sportswear was 

the middle class market, which meant people mostly looks for a combination between 

reliable functions, which is higher than products from the lower class market, and 

cheaper price than global brand products from the upper class market. 

 It has been a challengeable work for sportswear brands in the market to 

provide best products for different types of customers. Especially, the blooming of 

Athleisure trend brings more tasks for every brands to avoid focusing on not only 

functional benefits, but also fashionable looks. Customers of sportswear todays are 

looking for both functional and fashion benefits in the sportswear brands that served 

these needs. Therefore, the researcher was interested in studying factors affecting 

satisfaction toward sportswear department store A of customers in Bangkok. 

1.2 SWOT Analysis 

Table 1.3: SWOT Analysis of each sportswear market segmentation in Thailand. 

 Upper 

(Nike, Adidas, 

Under Armour) 

Middle 

(Warrix, Li-Ning, 

Brooks) 

Lower 

(D&P, Pan, FBT) 

Strength 1.World-class brand 

reputation. 

2.Strong brand 

recognition. 

1.Reliable quality. 

2.Affordable price. 

3.Equilibrium 

between quality 

1.Advantage on the 

cheapest selling 

price. 

2.Products can be  

(Continued) 
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Table 1.3 (Continued): SWOT Analysis of each sportswear market segmentation in   

Thailand. 

 3. Huge budget for 

marketing, research 

and development. 

and price sold in high quantity. 

3.Many rooms for 

differentiate 

products. 

 

Weakness 1.Selling price of 

products is 

expensive. 

2.High expectation 

on products, 

insignificant failure 

can cause big 

problems. 

3.A lot of money 

have to be spent on 

marketing to 

maintain brand 

image and 

reputation. 

1.Sometimes it can 

be referred to the 

same level as lower 

class products. 

2.Brand image is 

unattractive, 

comparing to the 

global brand from 

the upper class 

products. 

1.Brand reputation 

and image are 

graceless. 

2.Low cost of 

manufacturing can 

cause a quality of 

products. 

3.Lack of budget for 

marketing, research 

and development. 

Opportunity 1.Expand a wide 

range of products to 

1.Multifunctional 

product that combine 

1.Social media is the 

great way to make 

(Continued) 
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Table 1.3 (Continued): SWOT Analysis of each sportswear market segmentation in 

Thailand. 

 customers from all 

class of market. 

function and fashion 

makes difference. 

big impact on 

marketing, and 

 2.Social marketing is 

an interesting way to 

2.Making brand 

recognition by 

reduce cost of retail 

shop management. 

 create emotional 

connection between 

brands and 

customers.   

sponsoring sports 

event. 

2.Differentiation on 

product design. 

3.Focussing on 

specific sports 

market such as 

swimming, running 

or bicycling. 

Threat Challenges from 

middle class 

products. 

Many compettitors in 

the same segement of 

market. 

Many difficulties on 

management and 

branding because of 

lower budget. 

Source: Kasikorn Research Center.(2015). Function and Fashion to Drive Sportswear 

Growth through E-commerce. Retrieved from 

https://www.kasikornresearch.com/EN/K-

EconAnalysis/Pages/ViewSummary.aspx?docid=34557 
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1.3 Purpose of the Research 

 This research was aimed to explore factors positively affecting customer 

satisfaction of sportswear customers in Bangkok with the view of improving 

sportswear businesses to get into the expectation of people who utilized sportswear by 

both for exercise functions and fashion functions. Businesses can use the correct 

strategies to do marketing communication to attract more customers as well as 

provide products that best satisfy the needs of the customers. For academic benefits, 

elements such as variables or influence can be studied further expanded concepts and 

theories related to the variables in this research. 

1.4 Scope of the Research 

 1.4.1 Study on the following independent factors that positively affect 

customer satisfaction. 

  1.4.1.1 Quality and Preferences 

1.4.1.2 Fashion 

1.4.1.3 Price 

1.4.1.4 Sportswear Attributes 

1.4.1.5 Sportswear Salespeople 

1.4.1.6 Store Atmosphere 

1.4.1.7 Role model Influence 

1.4.1.8 Credibility 

 1.4.2 The data was collected by using survey questionnaires from people who 

went visiting and shopping at the sport department store A in Bangkok during 27th to 

29th January 2017, with the total sample size of 310 respondents. 
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1.5 Significance of the Research 

 1.5.1 To provide information on factors affecting customer satisfaction. 

 1.5.2 The result of this research can be used in sportswear marketing to launch 

the campaign, promotion, advertisement or marketing activities that related to the 

research factors. 

 1.5.3 This research will expand the information on how quality and 

preferences, fashion, price, sportswear attributes, sportswear salespeople, store 

atmosphere, role model influence, and credibility affecting customer satisfaction. This 

can be useful for the next research related to sportswear industry. 

1.6 Statement of Problem 

 According to the difference of customer behavior such as purposes of 

purchasing, expectations to the product or purchasing expenditure. It is a difficult 

work for every sportswear brand and store to compete with each other to provide the 

best products for answering to the difference taste and lifestyle of customer 

satisfaction. 

1.7 Research Question 

 1.7.1 Do quality and preferences, fashion, price, sportswear attributes, 

sportswear salespeople, store atmosphere, role model influence and credibility have 

relationship with customer satisfaction? 

 1.7.2 Do quality and preferences, fashion, price, sportswear attributes, 

sportswear salespeople, store atmosphere, role model influence and credibility affect 

customer satisfaction? 
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1.8 Definition of Terms 

 1.8.1 Athleisure refers to trend that started from the combination between 

sport and fashion, which creates an apparel that is wearable for multi-purposed such 

as workout or wearing in daily life. The word athleisure is combined from “athlete” 

and “leisure”. The greatest benefit of Athleisure trend is the apparel that presents both 

function and fashion at the same time, comfortable feel when wearing and stylish 

image of high-fashion on the go. 

1.8.2 Sportswear refers to the type of apparel or cloth which mainly benefits 

activities related to sports, such as workout or sport competition. 

 1.8.3 Sport Department Store refers to a place where sporting goods are sold. 

The type of sport department store can be both stand-alone mall and department area 

in the big department store. 

 1.8.4 Quality and Preferences refer to the selection of preferable things based 

on the totality of characteristics, such as quality, price and accessibility. 

 1.8.5 Fashion refers to popularity of style that changes from some points to the 

next one, maybe decade to decade, century to century or generation to generation. 

Each era of fashion can change by very little or drastically. 

 1.8.6 Price refers to a value that will purchase a finite quantity or quality of 

products or services. 

 1.8.7 Sportswear Attributes refer to a qualification to perform features and 

benefits of sportswear. Some special features of sportswear can be a characteristic of 

the brand that catch customer’s purchasing intention and willingness to pay, such as 

durability, comfort, fashionable design or brand reputation. 
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 1.8.8 Sportswear Salespeople refers to an employed person who sells 

sportswear to customers, sometimes can be called “sales representative” or 

“salesperson”. The successfulness of sportswear salespeople is usually measured by 

amount of sales he or she is able to make and how good that person is in persuading 

individuals to make a purchase. 

 1.8.9 Store Atmosphere refers to the physical design of a retail store that is 

able to attract customers into the store and keep them there. It includes things like its 

size, layout, color schemes, furnishing, temperature, music, odour and the facilities 

that customers are exposed during shopping experience such as display and 

accessibility of goods. In addition it also covers supporting facility such as 

convenience of transportation to store’s location. 

1.8.10 Role Model Influence refers to the power of athletes that can inspire 

and lead other people to follow their practice or mindset. It also covers the ability to 

have an effect on people or things. 

 1.8.11 Credibility refers to the quality of being reliable, visibility, trustworthy, 

and believable of the sports brand ambassador who comes from other field which is 

not directly related to sports or athlete. For example, Kanye West, an American hip-

hop artist who officially collaborates with athletic brand, Adidas, to contribute fashion 

product segment, Adidas Yeezy (Henry, 2016). 

 1.8.12 Customer Satisfaction refers to the measurement of how good products 

and services meet or exceed the customer’s expectation. It reflects the evaluation of 

relationship between customers and products or services. Satisfaction involves one of 

the following 3 psychological factors: cognitive (thinking/evaluation), affective 

(emotional/feeling), and behavioral. 
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1.9 Limitation of the Research 

 Since the sample group selection was intended to anyone who went visiting 

and shopping in the area of sport department store A. The result may not be able to 

focus on a specific group such as group of workers or group of people who exercises 

in specific sports. Therefore, the result has a wide range of population target such as a 

difference from people who always exercises on a regular basis and another one who 

looks for sportswear just only for fashion. 
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CHAPTER 2 

LITERATURE REVIEW 

 This chapter presents related literature, theories, theoretical framework and 

previous studies of positive factors affecting satisfaction toward sportswear department 

store A of customers in Bangkok on the following order. 

 2.1 Concept Theory of Quality and Preferences 

2.2 Concept Theory of Fashion 

 2.3 Concept Theory of Price 

2.4 Concept Theory of Sportswear Attributes 

2.5 Concept Theory of Sportswear Salespeople 

2.6 Concept Theory of Store Atmosphere 

2.7 Concept Theory of Role Model Influence 

2.8 Concept Theory of Credibility 

2.9 Concept Theory of Customer Satisfaction 

2.10 Related Document and Previous Research 

2.11 Hypothesis 

2.12 Variable Used in Research 

2.13 Theoretical Framework 

2.1 Concept Theory of Quality and Preferences 

 Quality is a judgement of product’s superiority from customer’s perspective 

reflected (Cole, 2015). The theory of attractive quality explains how the relationship 
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between objective performance and customer satisfaction with an attribute depends on 

how customers evaluate a certain products or services (Kano, 2001). The total quality of a 

product is described by different views. The first one is the producer's view, which 

mainly concerns the design and process of manufacturing the product. And the second 

view is the consumer’s view. From the consumers’ perspective, a high quality product is 

the one that can satisfy their expectations and prospects (Oakland & Porter, 2004). Bae, 

Lu-Anderson, Fujimoto, and Richelieu (2015) found that customers in Japan preferred to 

purchase sport products with brand names, which represented higher quality. They also 

found that Japanese customers were preferably interested in displayed or advertised sport 

products in store’s windows. Another study of Lu and Xu (2015) found that quality and 

preferences were highly perceived for global sportswear brand in Asia. Aaker (1997) 

stated that personality traits can be directly associated with sports brand through product 

quality and usage experience. 

2.2 Concept Theory of Fashion 

 Fashion can be considered as a part of the culture of consumers that define their 

identity through the consumption of fashion. It is used to communicate a social identity 

as a code and as a form of self-expression (Cardoso, Costa, & Novais, 2010). Fashion 

enables individuals to make statements about themselves and their identity, as fashion is a 

cultural phenomenon that is concerned with meanings and symbols through direct visual 

communication (Kratz & Reimer, 1998). By applying clothing, accessories or other 

fashion items, individuals can represent who they are, who they would like to be, and 

what kind of social group they associate with. Bae et al. (2015) found that Taiwanese 
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male college students preferred fashionable sportswear than female. Fashionable style 

was created strong demand for sportswear, which offered functional athletic performance 

and style appeal. Sporty people worn stylish sportswear in order to look fashionable and 

smart when doing exercise (Lau, Chang, Moon, & Liu, 2006). There have been growing 

and expandable trends of sportswear companies to be in partnerships with famous fashion 

designers in order to produce innovative and stylish sports’ apparel. 

2.3 Concept Theory of Price 

 Price has been considered as strategic marketing variable which has an influence 

on customer’s purchasing behavior (Han, Gupta, & Lehmann, 2001). Zeithaml (1988) 

was defined price from the customer’s perspective as what is given up or sacrifice to 

obtain products or services. The level of price is explored to positively affect behavioral 

intentions because price establishes image of the brand in the eyes of customers (Yoo, 

Donthu, & Lee, 2000). The study of Swani and Yoo (2010) was identified types of 

products by price: high-priced brands and low-priced brands. High‐priced brands are 

brands on the market which image is seen as the major factor. Consumers of these type of 

brand often purchase them mainly for image, and are willing to pay a premium price for 

their perceived high quality and status. Low‐priced brands tend to be purchased for 

utilitarian value, with the consumers relying on the perceived value for price. Consumers 

regularly look for low prices of these brands or substitutes to get the best value. Bae et al. 

(2015) found that Taiwanese customers attracted to price when purchasing sportswear, 

and Japanese customers were interested in affordable-priced sportswear products which 

could bring trustworthiness and security. A study of Rahulan, Troynikov, Watson, Janta, 
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and Senner (2015) showed the importance of price in purchasing sportswear for 

Generation Y customers, which 51% of respondents believed that price was very 

important, while 20% believed it was extremely important. Dabholkar, Thorpe, and Rentz 

(1995) reported that respondents regularly listed price as an important factor. Varki and 

Colgate (2001) also showed a significant relationship between price and satisfaction. 

Market researchers supported that customer satisfaction should depend on price 

(Anderson, Fornell, & Lehmann, 1994). 

2.4 Concept Theory of Sportswear Attributes 

Sportswear attributes can be defined as features of sports apparel which stimulate 

a consumer’s desire to purchase, including quality, functions, reliability and durability 

(Chang, Cho, Turner, Gupta, & Watchravesringkan, 2015). Product attributes typically 

indicate the criteria for evaluating and selecting products during the purchase decision 

process. Sportswear attributes consist of characteristics such as brand name, design, style, 

country of origin, color, fabric, construction, comfort, and durability (Abraham-Murali & 

Littrell, 1995). Esthetic (style and fashion), performance (fit, shape, and wrinkle 

resistance), and extrinsic cues (brand and cost) were found to be critical elements in 

consumers’ perceptions of sportswear attributes (Swinker & Hines, 2006). Personality 

traits can be directly associated with sportswear brands through sportswear attributes 

(Tong & Su, 2014). Ambroise, Ferrandi, and Valette-Florence (2005) revealed that Nike 

and Adidas were represented with personality attributes such as charming, reliable, and 

creative. Brakus, Schmitt, and Zarantonello (2009) posted that customer’s experience 

with Nike was described as being powerful, inspired, and feeling of athlete. Moreover, 
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Arora and Stoner (2009) also found that Nike was perceived by American consumers as 

authority and innovative, while Adidas was perceived as more friendly and practical, 

especially for women consumers. 

2.5 Concept Theory of Sportswear Salespeople 

The specific role of salespersons, not only in the building process of interpersonal 

trust with customers but also in their role in inducing trust between the customers and the 

store itself (Palmatier, Scheer, & Steenkamp, 2007). The positive feeling that customers 

experience when interacting with friendly employees will result in positive customer 

satisfaction. Also, employee’s expertise influences customer’s trust and may influence 

customer overall satisfaction (Smith & Barclay, 1997). Chang, Cho, Turner, Gupta, and 

Watchravesringkan (2015) found that personnel interactions by sportswear salespeople 

was the greatest dominant of customer satisfaction. They confirmed the study of 

Schiffman and Kanuk (2000) that there had been a significant connection between 

personnel interactions and customer satisfaction. In order to help improving customer 

satisfaction, salespeople of sportswear stores needed to provide a good service to their 

customers. Compared to other regular fashion retailers, customers in sportswear stores 

might require more attention and help from salespeople (Musgrove, 2011). Customers in 

sportswear stores might need more assistance and information to select the best 

sportswear products for both functional and fashion benefits. Hence, customers who 

shopped in sportswear stores would visit frequently when they meet salespeople who 

interacted with them more closely. 
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2.6 Concept Theory of Store Atmosphere 

 Store atmosphere is included good decorations, as well as pleasant and attractive 

shopping environment to increase customer satisfaction (Ko et al., 2012). Chang et al. 

(2015) found that store atmosphere was the greatest dominants of customer satisfaction, 

which was very supportive to the study of Wirtz, Mattila, and Tan (2007) that store 

atmosphere was a determinant of customer satisfaction. Baker, Grewal, and Parasuraman 

(1994) also found that store atmosphere’s elements such as music, lighting and well-

dressed salespeople all positively impacted customer’s preferences. Sportswear stores 

should focus on developing the store atmosphere to match with the concept of the store. 

For example, exercise machine such as treadmill might need to be placed in the store’s 

area to provide performance test of running shoes for customers. This might appeal to 

customers who want to test the products and create some excitement feeling in the store. 

2.7 Concept Theory of Role Model Influence 

 Mitsis and Leckie (2016) found positively influence of role model athletes that led 

to positive associations with brands, products, and services. Athletes who had a status of 

role model could emerged as profitable and valuable communication strategies to the 

firms (Stevens, Lathrop, & Bradish, 2003). Thomson (2006) recommended an 

attachments to be successful role model influence, the initial relationship should be 

characterized by positive expressions. Therefore, the introduction of role model needed to 

be carefully chosen to enable perfect fit for the brands. Role model athletes’ marketing 

communication strategy were applications of social learning theory. Social learning 

theory was the process of how people develops his/her skills through interactions with 
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socialization agents (Dix, Phau, & Pougnet, 2010).  Role models were individuals who 

appeared in any kind of media such as electronic, prints, or mass media that had the 

potential and ability to influence customer’s behavior and attitudes, despite having little 

or no direct connection to customers (Chan, 2008). 

2.8 Concept Theory of Credibility 

Credibility of brand ambassadors was constructed from trustworthiness, expertise, 

similarity and attractiveness dimensions that positively affected customer’s attitude 

towards products. It was measured through 2 dimensions – wealthy and influential 

(Mitsis & Leckie, 2016). Additionally, customer’s experience with an associated products 

affected the perception of brand ambassador’s credibility and the effectiveness of the 

advertisement (Munnukka, Uusitalo, & Toivonen, 2016). Clark, Martin, and Bush (2001) 

found that celebrities who appeared in the mass media had the potential to influence 

customers despite having or no direct contact with them. Chan, Ng, and Luk (2013) 

confirmed that credibility of sport celebrities did influence both attitudes and behavior of 

young people.   

2.9 Concept Theory of Customer Satisfaction 

Oliver (1999) stated that satisfaction was a degree of meeting the needs at the end 

of a purchase. Akinboade, Kinfack, and Mokwena (2012) also explained that satisfaction 

was perceived as a global consumer response in which consumers reflect on their 

pleasure level. Rueangthanakiet (2008) described customer satisfaction as the capability 

of an organization to accomplish the emotional, business and psychological needs of the 
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potential customers. Customer satisfaction was defined as a psychological process of 

evaluating outcomes based on expectations and further suggested that a huge gap 

between customer’s expectation level and fulfillment of those expectation would resulted 

in greater level of dissatisfaction (Chang et al., 2015). Therefore, the reaction toward 

sportswear store and purchasing activity can be explained by customer satisfaction and 

dissatisfaction level (Hutcheson & Moutinho, 1998). It was also defined as a person’s 

feelings of pleasure, excitement, delight or disappointment which results from comparing 

a products’ perceived performance to his or her expectations (Kotler, 2000). Boulding, 

Kalra, Staelin, and Zeithaml (1993) explained that customer satisfaction can be defined 

by using the transaction-specific perspective or cumulative perspective. The transaction-

specific perspective indicates that customer satisfaction is the evaluation based on the 

recent purchase experiences. Johnson and Fornell (1991) also indicated that evaluations 

of customer satisfaction should be based on all the purchase experiences of customers. 

2.10 Related Document and Previous Research 

 Su and Tong (2015) explored the personalities of sportswear brands and their 

relationship to brand equity using Aaker’s methodology in the context of sportswear 

brands. Aaker’s brand personality framework had been used to empirically investigate the 

personality of sportswear brands and the impact of brand personality on brand equity 

based on data collected from 420 college students. The Result revealed that four 

dimensions; namely, competence, attractiveness, Sincerity, and innovation are the 

positive and significant contributing factors to the creation and enhancement of 

sportswear brand equity. 
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 Wu, Chaney, Chen, Nguyen, and Melewar (2015) studied Teen girls’ adoption of 

a virtual fashion world for the purpose of improving understanding of teen consumers’ 

adoption of virtual fashion. Specifically, the study assessed the effects of individual 

variables, including fashion innovativeness and peer pressure, on needs gratification, 

attitudes and adoption of virtual fashion worlds (VFWs) among teen girl consumers. An 

online survey was designed and administered to a convenience sample of female teens. 

Empirical analyses were performed on 177 valid responses. Structural equation modeling 

was used to test all hypotheses. The results revealed that adoption of VFWs in the sample 

was affected significantly by teen female consumers’ needs gratification, attitudes about 

VFWs and fashion innovativeness. 

 Ali and Ryu (2015) studied student’s foodservice experience and its effect on 

satisfaction, dining frequency and expenditures. A total of 674 samples collected at a 

large Malaysian private university were used for data analysis. Structural equation 

modelling based on partial least squares method was conducted. The result confirmed 

that student foodservice experience significantly influenced satisfaction, dining frequency 

and dining expenditure. Furthermore, four first-order constructs; product component, 

service component, price component and healthy component, are also validated on the 

designated second-order construct. Among these four components, price was the most 

important. Considering the sample of this study, it was easy to understand that students 

look for value for what they are spending. Therefore, on-campus foodservice providers 

should also provide good service, but also reasonable prices, which may result in higher 

perceived value and enhance the overall experience of the customers. 
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 Rahulan et al. (2015) studied the difference in purchase decision behavior of 

compression sportswear by Baby Boomers and Generation Y. Two methods were used 

for data collection: a simulation study with 17 Baby Boomers and 23 Generation Y 

subjects using eye-tracking technology; and a questionnaire from a sample of 82 Baby 

Boomers and 84 Generation Y consumers. It was found that both groups were concerned 

about the technical attributes of sports compression garments; however, the ranking of 

these values varied between the groups, with a particular difference being that Baby 

Boomers were concerned with protection whereas the Generation Y respondents cared 

more for performance enhancement. 

 Chang et al. (2015) studied about effects of store attributes on retail patronage 

behaviors by using store-intercept survey from a sample group of customers patronizing a 

selected sportswear store over a three-week period in a mid-sized city located in the 

Southern region of the United States. The study found that personal interaction is the 

most influential antecedent of customer satisfaction. The model fit statistics revealed that 

customer satisfaction was significantly influenced by personal interaction (service 

quality-related of salespeople), γ12 = 0.67, p < 0.001. This meant that consumers in 

sportswear specialty store seek service as a significant factor to make people visit the 

store. In other fashion retail environment, customers do not want to be bothered by 

salespeople. Thus, salespeople in sportswear stores need to address the needs of 

customers and answer their questions more than other apparel specialty retail stores as the 

product is more specialized. 
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 Chang et al. (2015) also studied effects of store attributes on retail patronage 

behaviors. The result showed that customer satisfaction was influenced by store 

atmosphere (store-related attributes), γ13 = 0.28, p < 0.01, which found that store 

atmosphere is a determinant of customer satisfaction. This finding also shows the 

importance of achieving consumer satisfaction, so that this will in turn influence positive 

actual patronage behaviors of consumers. However, product quality and store 

convenience did not significantly influence consumer satisfaction in the current study. 

This result can explain how expectation of customers can be different in sportswear 

stores compared to other types of apparel retailers. Furthermore, researchers and 

marketers need to understand the differences in customer satisfaction in terms of the 

types of store environment and product categories offered. 

 Mitsis and Leckie (2016) explored the scale’s predictive power in an athlete’s role 

model influence. Also with validating and extending the sport brand personality scale in 

Australia and Generation Y segment. An online panel survey with 560 respondents from 

Australian Generation Y consumers was obtained. Structural equation modelling was 

used to test and validate the scale. The research confirmed the sport team brand 

personality scale can be applied to an individual athlete. Three dimensions of the scale, 

namely, competitiveness, morality and authenticity, were found to have predictive power 

in an athlete’s role model influence. They also found that the sport team brand 

personality scale at an individual favorite athlete level is related to role model influence. 

From a sport marketing perspective, these results suggested that Generation Y’s 

attachment to their favorite athlete is transferable to seeing their favorite athlete as a role 
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model. This was likely to positively influence the integration of consumers’ favorite 

athlete and role model status, potentially leading to positive associations with brands, 

products and services endorsed by the favorite athlete. 

 Munnukka et al. (2016) explored the formation of peer-endorser credibility and its 

influence on attitude formation. The role of product involvement in the formation of 

attitudes and endorser credibility is also examined. A quantitative study was conducted 

among university students. Data were collected by using an online questionnaire 

concerning three advertisements for which identical questionnaires were constructed; 364 

responses were generated. The study showed that the credibility of a peer endorser is 

constructed from trustworthiness, expertise, similarity and attractiveness dimensions that 

positively affect consumers’ attitude toward an advertisement and a brand. Product 

involvement affects advertising effectiveness indirectly through the endorser-credibility 

construct. Finally, the study showed that a consumer’s experience with an advertised 

product affects the perception of endorser credibility and the effectiveness of the 

advertisement. 

 Gallarza, Ruiz-Molina, and Gil-Saura (2016) studied on how value dimensions 

are drivers of overall perceived value is a widespread reality in consumer behavior 

literature. The purpose of study was to propose a causal model that examines how 

PERVAL (perceived value) dimensions of value affect customer’s loyalty, through both 

cognitive and affective satisfaction. The research was tested on a sample of 820 Spanish 

retail customers and the findings suggest that product quality and value for money 

(cognitive) impact customer loyalty through emotional and social value (affective), with 
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significant direct and indirect effects through both cognitive and affective satisfaction. 

The result highlighted the mediating role of shopper’s emotional and social value on the 

linkages between satisfaction and loyalty. Therefore, this study has proved the embedded 

impact of value dimensions on overall satisfaction. 

 Thanaratakkharathawi and Kanthawongs (2016) studied the positive influence of 

after-sales quality, seller morality, online shopping via instagram, trust, peer 

recommendations, product risk, ease-of-use, user-generated content support, and 

perceived risk affecting purchase intention of clothing products of consumers in 

Chatuchak Market in Bangkok. From 270 respondents who had Instagram and used to 

purchase products by online shopping, the result indicated that perceived risk, user-

generated content support, and peer recommendations explained 65.7% of the positive 

influence on purchase intention of clothing consumers at the .01 statistical significant 

level. 

 Notar and Kanthawongs (2016) studied the positive influence of private label 

image, social image, perceived quality, brand awareness, corporate social responsibility, 

price premium, prestige sensitivity, controlled-communication, and word-of-mouth 

communications towards purchase intention of high quality food products brand A of 

consumers in Bangkok. The collected data from 340 questionnaire respondents during 

August to September 2015 found that price premium (β = .339), word-of-mouth 

communications (β = .177), and brand awareness (β = .161) had respectively positive 

influence of 65.9% towards purchase intention at .01 level of statistical significance. 

 



25 

 

2.11 Hypothesis 

 From related literature review, theory, framework and related studies, hypothesis 

can be examined as follows. 

 2.11.1 There is positive relationship between Quality and Preferences and 

Customer Satisfaction. 

 2.11.1 There is positive relationship between Quality and Preferences and 

Customer Satisfaction. 

 2.11.1 There is positive relationship between Quality and Preferences and 

Customer Satisfaction. 

 2.11.2 There is positive relationship between Fashion and Customer Satisfaction. 

2.11.3 There is positive relationship between Price and Customer Satisfaction. 

2.11.4 There is positive relationship between Sportswear Attributes and Customer 

Satisfaction. 

2.11.5 There is positive relationship between Sportswear Salespeople and 

Customer Satisfaction. 

2.11.6 There is positive relationship between Store Atmosphere and Customer 

Satisfaction. 

2.11.7 There is positive relationship between Role Model Influence and Customer 

Satisfaction. 

2.11.8 There is positive relationship between Credibility and Customer 

Satisfaction. 
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2.11.9 Quality and Preferences, Fashion, Price, Sportswear Attributes, Sportswear 

Salespeople, Store Atmosphere, Role model Influence, and Credibility have positive 

influence on Customer Satisfaction. 

2.12 Variable Used in Research 

 2.12.1 Independent variables categorized into 

  2.12.1.1 Quality and Preferences 

  2.12.1.2 Fashion 

  2.12.1.3 Price 

  2.12.1.4 Sportswear Attributes 

  2.12.1.5 Sportswear Salespeople 

  2.12.1.6 Store Atmosphere 

  2.12.1.7 Role Model Influence 

  2.12.1.8 Credibility 

 2.12.2 Dependent variable is Customer Satisfaction 
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2.13 Theoretical Framework 
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Figure 2.1: Theoretical framework for customer satisfaction 
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CHAPTER 3 

RESEARCH METHODOLOGY 

The researcher conducts research to study positive factors affecting satisfaction 

toward sport department store A of customers in Bangkok on the following order. 

3.1 Research design 

3.2 Population and sample selection 

3.3 Research instrument 

3.4 Research instrument examination 

3.5 Data collection 

3.6 Preparation and data analysis 

3.7 Statistic method 

3.8 Full-scale survey 

3.1 Research Design 

 The objective of this research is to explore positive factors affecting customer 

satisfaction of sport department store A’s customers in Bangkok. The methodology of 

this research is based on quantitative approaches. Data of this research is collected by 

survey method and questionnaire. 

3.2 Population and Sample Selection 

 3.2.1 Population 
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 Population in this research are people who attend to sport department store A 

located in one of the biggest department store in Bangkok, which has an average number 

of 200,000 customers per day (PostToday, 2014), during Friday 27th to Sunday 29th of 

January 2017. 

3.2.2 Sample Size in Research 

 The sample size for this study was based on a Cohen formula (Cohen, 1977) to 

determine the sample size from 40 questionnaires done by people who attend and 

purchase sportswear products at sport department store A in Bangkok during Friday 27th 

to Sunday 29th of January 2017. According to the formula, Cohen (Cohen, 1977), using in 

G*power and an approval from several researchers (Faul, Erdfelder, Lang, & Buchner, 

2007). Calculation of 40 sets of Pilot test is done by G*Power version 3.1.9.2 and shown 

as listed below. 

- Power (1– β) of 0.75        

- Alpha (α) of 0.25 

- Number of Test Predictor of 8   

- Effect Size (f2) of 0.0274324 (Calculated by Partial R2 of 0.0267) 

The result indicates the minimum of total sample size is 264, plus 40 sets of Pilot 

Test, the overall number of 310 sets of questionnaire has to be collected. 

3.2.3 Sample Selection in Research 

 The sample of this research was selected by convenience sampling (Saunders, 

Lewis, & Thornhill, 2012), which is a type of non-probability sampling methods. 

Respondents were people who went visiting and shopping in the areas of sport 
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department store A in Bangkok during Friday 27th to Sunday 29th of January 2017, and 

willing to cooperate with researcher by doing questionnaire. 

3.3 Research Instrument 

Research instrument is conducted by the researcher in the following order. 

3.3.1 Research from academic articles, journals and documents that relate to the 

purchasing behavior, customer satisfaction, intention to purchase, sport brand personality 

and decision-making process of customer, together with guidance and assistance from an 

advisor. 

3.3.2 Creating a questionnaire from theory in related researches, which are 

Quality and Preferences, Fashion, Price, Sportswear Attributes, Sportswear Salespeople, 

Store Atmosphere, Role Model Influence, Credibility, and Customer Satisfaction, with 

the approval of an advisor. 

3.3.3 Questionnaire approved by the advisor, Dr. Penjira Kanthawongs, and 

reviewed 2 experts from sport department and retail section, Miss Disaya Klinpayom, 

Sports Mall’s Marketing Manager, and Miss Nopparat Porpanwijit, The Mall Group’s  

Division Manager of Media Management. Finally, remake the questionnaire by using 

comments and guidance from the advisor and 2 experts. 

3.3.4 Launching 40 pilot test questionnaires and analyze the reliability of each 

variable in each factor using Cronbach's Alpha Coefficient. Value of Cronbach's Alpha is 

between 0 ≤ α ≤ 1, the higher of value means higher reliability and closely related to 

section. 
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The questionnaire can be divided into 5 parts. 

Part 1: 6 Close-ended Response Questions about respondent’s demographic and 

general information including gender, age, marital status, education, salary, and 

occupation. 

Part 2: 2 Close-ended Response Questions about respondent’s lifestyle related to 

sportswear products. 

- How often do you workout / exercise per week? 

- Where is the place(s) you always go for workout? 

Part 3: 5 Close-ended Response Questions about purchasing behavior. 

- What will be sportswear product(s) for your next purchase(s)? 

- How often do you purchase sportswear? 

- Who has (have) the most influence on sportswear purchase decision? 

- What would be your main purpose(s) in purchasing sportswear? 

- How much do you spend for sportswear per one purchase? 

- What would be your most favorite sportswear brand? 

Part 4: 39 Close-ended Response Questions about “Positive Factors Affecting 

Customer Satisfaction of Sport Department Store A’s Customers in Bangkok”. 

Quality and Preferences     5 Questions 

(Bae, Lu-Anderson, Fujimoto, & Richelieu, 2015) 

- The higher price of sportswear products, the better its quality. 

- Nice sportswear stores offer me the best products. 
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- I prefer purchasing the best-selling sportswear products. 

- Advertised sportswear products in windows are usually good choices. 

- Advertised sportswear products in catalogs are usually good choices. 

Fashion        4 Questions 

(Bae et al., 2015) 

- I usually keep sportswear up-to-date with the changing fashions. 

- Fashionable and attractive sportswear styling is very important to me. 

- I usually have one or more sportswear of the newest style. 

- It is fun to buy something new and exciting. 

Price        4 Questions 

(Bae et al., 2015) 

- I buy sportswear as much as possible at sale prices. 

- I usually choose the lowest price sportswear. 

- I save money as much as I can during sportswear shopping. 

- I usually use discounts or promotions to save money. 

Sportswear Attributes      4 Questions 

(Chang, Cho, Turner, Gupta, & Watchravesringkan, 2015) 

- Sportswear products should comfortable outfits. 

- Sportswear products should perform good functions. 

- Sportswear products should be reliable when using. 

- Sportswear products should be durable. 

Sportswear Salespeople      5 Questions 
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(Chang et al., 2015) 

- Salespeople of the sportswear stores should be willing to help me 

choosing sportswear. 

- Salespeople of the sportswear stores should show me that they are 

enthusiastic to understand my needs. 

- Salespeople of the sportswear stores should respond quickly to my needs. 

- Salespeople of the sportswear stores should be knowledgeable about the 

products. 

- Salespeople of the sportswear stores should be friendly. 

Store atmosphere       5 Questions 

(Chang et al., 2015) 

- Sport department stores should have good atmosphere. 

- Sport department stores should decorate the stores with colorful colors. 

- Sport department stores should have area and equipment to test 

sportswear’s function. 

- Sport department stores should provide a wide variety of products for all 

gender and ages. 

- Sport department stores should be in good convenient locations. 

Role Model Influence      4 Questions 

(Mitsis & Leckie, 2016) 

- My favorite athletes should provide good models for me to follow. 

- My favorite athletes should guide good practices for me to play sports. 
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- My favorite athletes should set positive examples for others to follow. 

- My favorite athletes act as role models for me. 

Credibility       4 Questions 

(Mitsis & Leckie, 2016) 

- Good brand ambassadors should be rich and financial independence. 

- Good brand ambassadors should have influence to exert effects on others 

and their decisions. 

- Good brand ambassadors should be famous. 

- Good brand ambassadors should receive many awards for his/her 

achievement. 

Customer Satisfaction      4 Questions 

(Chang et al., 2015) 

- Generally, I am satisfied with my purchasing sportswear at sport 

department stores. 

- I am pleased with the overall experience of purchasing sportswear from 

Sport department stores. 

- Sport department stores are my favorite places to go shopping for 

sportswear. 

- Sport department store is the best place for my shopping. 

This part is measured in interval scale by using a five-level Likert Scale to 

measure the agreeable level 

  Strongly Agree      5 Points 
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  Agree        4 Points 

  Neutral       3 Points 

  Disagree       2 Points 

  Strongly Disagree      1 Point 

 To get the result, using Class Interval formula to see the value of the class width. 

Class Interval  =  
Highest Value −Lowest Value

Number of classes you want to have
 

=  
5 −1

5
 

= 0.8 

 In the segment of Interval Scale, researcher uses average measurement as 

  At 4.21 – 5.00 means respondent’s acceptance level on Quality and 

Preferences, Fashion, Price, Sportswear Attributes, Sportswear Salespeople, Store 

Atmosphere, Role Model Influence, Credibility, and Customer Satisfaction are at the 

highest level. 

  At 3.41 – 4.20 means respondent’s acceptance level on Quality and 

Preferences, Fashion, Price, Sportswear Attributes, Sportswear Salespeople, Store 

Atmosphere, Role Model Influence, Credibility, and Customer Satisfaction are at high 

level. 

  At 2.61 – 3.40 means respondent’s acceptance level on Quality and 

Preferences, Fashion, Price, Sportswear Attributes, Sportswear Salespeople, Store 
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Atmosphere, Role Model Influence, Credibility, and Customer Satisfaction are at 

moderate level. 

  At 1.81 – 2.60 means respondent’s acceptance level on Quality and 

Preferences, Fashion, Price, Sportswear Attributes, Sportswear Salespeople, Store 

Atmosphere, Role Model Influence, Credibility, and Customer Satisfaction are at low 

level. 

  At 1.00 – 1.80 means respondent’s acceptance level on Quality and 

Preferences, Fashion, Price, Sportswear Attributes, Sportswear Salespeople, Store 

Atmosphere, Role Model Influence, Credibility, and Customer Satisfaction are at the 

lowest level. 

Table 3.1: Class Interval segmentation 

Class Width Acceptance Level 

4.20 – 5.00 Highest 

3.41 – 4.20 High 

2.61 – 3.40 Moderate 

1.81 – 2.60 Low 

1.00 – 1.80 Lowest 

 

Part 5: The Optional Open–Ended Response Question that allows respondents to 

leave some advice or comment for researcher. 
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3.4 Testing Research Instrument 

After analyzing 40 Pilot Test samples, the Cronbach's Alpha Coefficient is shown 

by table 3.2. 

Table 3.2: Cronbach’s Alpha Coefficient of 40 sets Pilot Test. 

Initials Variables Number of 

items 

Alpha 

QP Quality and Preferences 5 .876 

F Fashion 4 .844 

P Price 4 .767 

SATT Sportswear Attributes 4 .879 

SSAL Sportswear Salespeople 5 .888 

SATM Store Atmosphere 5 .884 

RMI Role model Influence 4 .920 

CR Credibility 4 .897 

CS Customer Satisfaction 4 .897 

 

All alpha coefficients pass the 0.65 (Craig & Moores, 2006) suggested level, 

which means the result is reliable. 

All of 39 Questions are analyzed by using Principle Component Analysis to find 

the structural component of each factor. Setting value at 1, the lowest value. Then, using 

Varimax Orthogonal rotation to make certain that every set of questions has the most 
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suitable component. The result after 5 axis rotation, researcher will consider factor 

loading value of each question and rearrange the component with the condition that each 

factor loading value exceed 0.3 ( Piyapimonsit, 2005; Kline, 2014; Songsrirote, 2014). 

Table 3.3: Factor Analysis of positive factors affecting customer satisfaction of 

sportswear department store A’s customers in Bangkok. 

 QP F P SATT SSAL SATM RMI CR CS 

QP1 .618         

QP2 .477         

QP3 .727         

QP4 .688         

QP5 .572         

F1  .781        

F2  .769        

F3  .491        

F4  .507        

P1   .706       

P2   .769       

P3   .593       

P4   .737       

SATT1    .739      

(Continued) 
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Table 3.3 (Continued): Factor Analysis of positive factors affecting customer satisfaction 

of sportswear department store A’s customers in Bangkok. 

SATT2    .784      

SATT3    .761      

SATT4    .740      

SSAL1     .755     

SSAL2     .749     

SSAL3     .511     

SSAL4     .393     

SSAL5     .382     

SATM1      .596    

SATM2      .063    

SATM3      .627    

SATM4      .653    

SATM5      .574    

RMI1       .788   

RMI2       .853   

RMI3       .777   

RMI4       .768   

CR1        .734  

CR2        .760  

(Continued) 
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Table 3.3 (Continued): Factor Analysis of positive factors affecting customer satisfaction 

of sportswear department store A’s customers in Bangkok. 

 QP F P SATT SSAL SATM RMI CR CS 

CR3        .822  

CR4        .496  

CS1         .644 

CS2         .732 

CS3         .749 

CS4         .730 

 

From table 3.3: All factor can be explained as: 

Quality and Preferences 

 From factor analysis of Quality and Preferences, independent factor can be 

organized as 1 group. Consists of 5 questions. 

QP1 - The higher price of sportswear products, the better its quality. 

QP2 - Nice sportswear stores offer me the best products. 

QP3 - I prefer purchasing the best-selling sportswear products. 

QP4 - Advertised sportswear products in windows are usually good choices. 

QP5 - Advertised sportswear products in catalogs are usually good choices. 

Fashion 

 From factor analysis of Fashion, independent factor can be organized as 1 group. 

Consists of 4 questions. 
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F1 - I usually keep sportswear up-to-date with the changing fashions. 

F2 - Fashionable and attractive sportswear styling is very important to me. 

F3 - I usually have one or more sportswear of the newest style. 

F4 - It is fun to buy something new and exciting. 

Price 

 From factor analysis of Price, independent factor can be organized as 1 group. 

Consists of 4 questions. 

P1 - I buy sportswear as much as possible at sale prices. 

P2 - I usually choose the lowest price sportswear. 

P3 - I save money as much as I can during sportswear shopping. 

P4 - I usually use discounts or promotions to save money. 

Sportswear Attributes 

From factor analysis of Sportswear Attributes, independent factor can be 

organized as 1 group. Consists of 4 questions. 

SATT1 - Sportswear products should comfortable outfits. 

SATT2 - Sportswear products should perform good functions. 

SATT3 - Sportswear products should be reliable when using. 

SATT4 - Sportswear products should be durable. 

Sportswear Salespeople 

From factor analysis of Sportswear Salespeople, independent factor can be 

organized as 1 group. Consists of 5 questions. 
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SSAL1 - Salespeople of the sportswear stores should be willing to help me 

choosing sportswear. 

SSAL2 - Salespeople of the sportswear stores should show me that they 

are enthusiastic to understand my needs. 

SSAL3 - Salespeople of the sportswear stores should respond quickly to 

my needs. 

SSAL4 - Salespeople of the sportswear stores should be knowledgeable 

about the products. 

SSAL5 - Salespeople of the sportswear stores should be friendly. 

Store Atmosphere 

From factor analysis of Store Atmosphere, independent factor can be organized as 

1 group. Consists of 5 questions. 

SATM1 - Sport department stores should have good atmosphere. 

SATM2 - Sport department stores should decorate the stores with colorful 

colors. 

SATM3 - Sport department stores should have area and equipment to test 

sportswear’s function. 

SATM4 - Sport department stores should provide a wide variety of 

products for all gender and ages. 

SATM5 - Sport department stores should be in good convenient locations. 

Role Model Influence 
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From factor analysis of Role Model Influence, independent factor can be 

organized as 1 group. Consists of 4 questions. 

RMI1 - My favorite athletes should provide good models for me to follow. 

RMI2 - My favorite athletes should guide good practices for me to play 

sports. 

RMI3 - My favorite athletes should set positive examples for others to 

follow. 

RMI4 - My favorite athletes act as role models for me. 

Credibility 

From factor analysis of Credibility, independent factor can be organized as 1 

group. Consists of 4 questions. 

CR1 - Good brand ambassadors should be rich and financial 

independence. 

CR2 - Good brand ambassadors should have influence to exert effects on 

others and their decisions. 

CR3 - Good brand ambassadors should be famous. 

CR4 - Good brand ambassadors should receive many awards for his/her 

achievement. 

Customer Satisfaction 

From factor analysis of Customer Satisfaction, dependent variable can be 

organized as 1 group. Consists of 4 questions. 
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CS1 - Generally, I am satisfied with my purchasing sportswear at sport 

department stores. 

CS2 - I am pleased with the overall experience of purchasing sportswear 

from Sport department stores. 

CS3 - Sport department stores are my favorite places to go shopping for 

sportswear. 

CS4 - Sport department store is the best place for my shopping. 

3.5 Data Collection 

 There are two types of data collection in this research. 

 3.5.1 Primary data is the data from the questionnaire by following step 

  3.5.1.1 Researcher research from related hypothesis, idea, and documents to 

create research ideas through research procedure 310 questionnaires were collected 

during survey sessions at the sportswear department store A from 27th to 29th January 

2016. 

  3.5.1.2 Check the finished questionnaire for errors and incompletion. 

Completed questionnaires are ready to be analyzed in the next step. 

  3.5.1.3 Inputting raw data from completed questionnaires in SPSS Statistics 

version 24 to compute and analyze the result. 

 3.5.2 Secondary data is data collected from articles, research, and internet that 

related to the sportswear, retail business and customer satisfaction to narrow the scope of 

research and using as a reference. 
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3.6 Preparation and Data Analysis 

 This research uses SPSS as a software for statistical analysis. Each part of the 

questionnaire uses different tools to analyze the data. The steps are 

 1. Classify completed questionnaire. 

 2. Coding classified questionnaire. 

 3. Saving coding questionnaire in SPSS by using Level of Significance of  

 0.01. 

 4. Questionnaire data will be analyzed for statistics. 

  4.1 Descriptive Statistic Analysis 

   4.1.1 Questions about respondent’s demographic and general information 

are analyzed by using frequency and percentage. 

   4.1.2 Questions about respondent’s lifestyle related to sportswear 

products are analyzed by using frequency and percentage. 

   4.1.3 Questions about purchasing behavior are analyzed by using 

frequency and percentage. 

   4.1.4 Likert Scale question about quality and preferences, fashion, price, 

sportswear attributes, sportswear salespeople, store atmosphere, role model influence, 

credibility, and customer satisfaction are analyzed by using Mean (𝑋)̅̅ ̅ and Standard 

Deviation (S.D) 

  4.2 Inferential Statistic Analysis 
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   4.2.1 Each independent variable consist of Quality and Preferences, 

Fashion, Price, Sportswear Attributes, Sportswear Salespeople, Store Atmosphere, Role 

Model Influence and Credibility are analyzed by using Pearson Correlation Coefficient. 

   4.2.2 All independent variable (Quality and Preferences, Fashion, Price, 

Sportswear Attributes, Sportswear Salespeople, Store Atmosphere, Role Model Influence 

and Credibility) with dependent variable (Customer Satisfaction) analyze by using 

Multiple Regression Analysis. 

3.7 Statistic Method 

 Statistical analysis method in this research consist of 

 3.7.1 Reliability of the Test using Cronbach's Alpha Coefficient (Vanichbuncha, 

2010) 

 

    α    = Reliability of total questionnaire 

    n   = Number of question 

    ∑ Si
2  = Total variability of questionnaire 

    St
2   = Variability of total questionnaire 

 3.7.2 Descriptive Statistics Analysis 

  3.7.2.1 Percentage 
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P = 
𝑓

𝑁 
 x 100 

    P    = Percentage 

    f   = Percentage frequency 

    N   = Frequency 

  3.7.2.2 Mean 

X̅ = 
∑x

n
 

    X̅   = Mean 

    ∑x   = Total group score 

    n    = Number of group score 

  3.7.2.3 Standard Deviation 

S.D. = √
∑(x−X̅)²

n−1
 

    S.D   = Standard deviation 

    X    = Score 

    N    = Number of score in each group 

    ∑    = Total amount 



48 

 

 3.7.3 Inferential Statistics 

  3.7.3.1 Multiple Regression Analysis (MRA) is an analysis progress to find 

relationship between Dependent Variable and Independent Variable (Vanichbuncha, 

2010). 

Ý = b0 + b1X1 + b2X2 + ··· + bkXk 

    Ý    = Predicted dependent variable 

    b0    = Value of Y when all of the independent variables are  

                equal to zero 

    b1 ,..., bk  = Estimated regression coefficients 

    X0 ,…, Xk = Predictor variables 

  3.7.3.2 ANOVA Analysis has hypothesis that H0: β1 = β2 =…= βk = 0 

compare to H1 : with at least 1 βi at ≠ 0 (i=1,…,k) 

Table 3.4: ANOVA Analysis 

Source of 

Variance 

Df Sum Square: 

SS 

Mean Square: 

MS 

F–Statistics 

Regression 

K SSR 

MSR = SSR 

K F = MSR 

MSE Error/ Residual 

n-k-1 SSE 

MSE =    SSE 

n-k-1 

Total n-1 SST   

Source: Vanichbuncha K. (2008) Multiple Variable Analysis 
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    k   = Number of independent variable 

    n   = Number of example 

    SST  = Sum Square of Total 

    SSR  = Sum Square of Regression 

    SSE  = Sum Square of Error/ Sum Square of Residual 

    MSR  = Mean Square of Regression 

    MSE  = Mean Square of Error 

    F   = F-Statistic 

  3.7.3.3 Pearson Product-Moment Correlation Coefficient 

r = 
n∑xy− ∑x∑y

√[n∑x2−(∑x)2][n∑y2−(∑y)²]
 

    Rxy   = Pearson Correlation Coefficient 

    x    = Values in the first set of data 

    y    = Values in second set of data 

    n    = Total number of value 

 The value of Pearson Correlation Coefficient is between –1 ≤ r ≤ 1. The positive 

and negative value of r determine the direction of relationship. 

   Positive r show that 2 variable have same direction of relationship. 

   Negative r show that 2 variable have opposite direction of relationship. 

  The size of the relationship can be determine by value of r 

   r value nearly +1 show that 2 variable have close relationship in the  

  same direction. 
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   r value nearly -1 show that 2 variable have least relationship in   

  opposite direction. 

   r value equal to 0 mean there is no correlation between 2 variable. 

   r value close to 0 mean that 2 variable has few relationship. 

3.8 Full Scale Survey 

 After reliability analysis of 40 sets Pilot Test was done. Full scale survey of 310 

questionnaires were completely made and the result of reliability analysis calculated is 

presented by the Cronbach's Alpha Coefficient table below. 

Table 3.5:  Cronbach’s Alpha Coefficients of 310 sets of Full Scale Survey 

Initials Variables Number of 

items 

Alpha 

QP Quality and Preferences 5 .728 

F Fashion 4 .768 

P Price 4 .735 

SATT Sportswear Attributes 4 .861 

SSAL Sportswear Salespeople 5 .833 

SATM Store Atmosphere 5 .762 

RMI Role model Influence 4 .869 

CR Credibility 4 .786 

CS Customer Satisfaction 4 .827 
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 All alpha coefficients of full scale survey passed the 0.65 (Craig & Moores, 

2006) recommended level and had proven to be reliable. 
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CHAPTER 4 

FINDING 

 Since an exploration of positive factors affecting satisfaction toward sport 

department store A of customers in Bangkok is the purpose of this research. A process of 

gathering an information was made by handing survey questionnaire to 310 people, who 

went visiting and shopping at sport department store A during 27th to 29th January 2017, 

with response rate at 100%. According to this, data can be analyzed and can be presented 

below. 

4.1 Demographic Data 

 Demographic data and general information will be presented in frequencies and 

percentage of gender, ages, marital status, educational level, salary, occupation, days of 

workout activities, favorite places for workout, interested products, number of 

purchasing, purchasing decision influenced, purchasing purpose, expenditure rate, and 

favorable brands. 

Table 4.1: Gender of respondents 

Gender Frequency Percentage 

Male 162 52.3 

Female 148 47.7 

Total 310 100.0 
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The majority of people who go visiting and shopping at sport department store A 

is male, 162 from 310 respondents, which is 52.3% of the total. Meanwhile, the number 

of female respondents is not too far from the majority, nearly a half of all respondents at 

47.7%. The result indicates that sports department store A is not only a place for men, but 

also women who are interested in sportswear products. 

Table 4.2: Ages of respondents 

Age Frequency Percentage 

Under 20 years old 33 10.6 

21-30 years old 168 54.2 

31-40 years old 75 24.2 

41-50 years old 29 9.4 

Over 51 years old 5 1.6 

Total 310 100.0 

 

 At the number of 54.2%, which is more than half of people who go visiting and 

shopping at sport department store A is aged between 21-30 years old. The second is a 

group of people who is aged between 31-40 years old. The result shows that new 

generation people have more intention to buy sportswear products than middle-aged 

people. But it may be due to a factor of health condition and duty that cause less intention 

to buy sportswear by the group of middle-aged and elder people. 
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Table 4.3: Marital status of respondent 

Marital status Frequency Percentage 

Single  261 84.2 

Married 43 13.9 

Divorced 4 1.3 

Separated 2 0.6 

Total 310 100.0 

 

 84.2% of respondents is single, which is a majority group of people who go 

visiting and shopping at sport department store A. The second is a group of married 

people, but the percentage is far from the majority at only 13.9%. 

Table 4.4: Educational level of respondents 

Educational Level Frequency Percentage 

Undergraduate 58 18.7 

Bachelor 181 58.4 

Master  65 21.0 

Doctoral 6 1.9 

Total 310 100.0 
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Most of the respondents are Bachelor degree at the number of 58.4%. The second 

is Master degree at 21.0%, which is not too far from the number of 18.7% of 

Undergraduate level. 

Table 4.5: Salary of respondents 

Salary Frequency Percentage 

Less than 15,000 THB 75 24.2 

15,001 – 30,000 THB 95 30.6 

30,001 – 50,000 THB 61 19.7 

50,001 – 70,000 THB 37 11.9 

70,001 – 100,000 THB 18 5.8 

More than 100,001 THB 24 7.7 

Total 310 100.0 

 

 The majority is a group of 95 respondents who earn a salary between 15,001 – 

30,000 THB, which is 30.6% of overall. Follow by the group of 75 respondents who earn 

a salary less than 15,000 THB, which is 24.2% of overall. And the third is a group of 61 

respondents who earn a salary between 30,001 – 50,000 THB, which is 19.7% of overall. 

Table 4.6: Occupation of respondents 

Occupation Frequency Percentage 

Student 103 33.2 

(Continued) 
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Table 4.6 (Continued): Occupation of respondents 

Occupation Frequency Percentage 

Part-time employee 12 3.9 

Full-time employee 115 37.1 

Self-employed 63 20.3 

Other 17 5.5 

Total 310 100.0 

 

The majority group of respondent’s occupation is a full-time employee at 115 

respondents, which is 37.1% of overall. But the second is somewhat similar to the 

majority, a group of student has 33.2% of overall, from 103 respondents. And the third is 

a group of self-employed at 20.3% overall, from 63 respondents. 

Table 4.7: Workout/exercise frequencies of respondents 

Day(s) of workout/Week Frequency Percentage 

1 day or less 60 19.4 

2-3 days 119 38.4 

4-5 days 98 31.6 

More than 6 days 33 10.6 

Total 310 100.0 
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119 respondents spend 2-3 days per week for workout, which is 38.4%. And 98 

respondents spend 4-5 days per week for workout, which is 31.6% of overall. 

Table 4.8: Favorable workout places of respondents 

Workout Places Frequency Percentage 

Home/Apartment 131 26.1 

Public park 115 23.0 

Local gym 141 28.1 

Hotel / Sports club 25 5.0 

Chain-branded fitness center e.g. Fitness First, Virgin 

Active or WEfitness 

71 14.2 

Other 18 3.6 

Total 501 100.0 

 

Local gym is the most favorable place for workout by 141 selections, which is 

28.1% of overall. Home or apartment is the secondary group, consist of 131 selections, 

which is 26.1% of overall, the percentage is very similar to the majority. And the third 

favorable place is public park, consists of 115 selections, which is 23.0% of overall. For 

this question, respondents are allowed to choose more than 1 place. Therefore, 510 

selections were made by 310 respondents. 
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Table 4.9: Interested product type of respondents for next purchasing 

Product Type Frequency Percentage 

Upper garment (e.g. t-shirt, tank top, sport bra) 117 30.6 

Bottom garment (e.g. shorts, trousers, leggings) 140 24.2 

Sneakers 205 35.4 

Accessories (e.g. Wristband, Headband, Cap, Socks) 44 7.6 

Other 13 2.2 

Total 579 100.0 

 

 35.4% of respondents are looking for sneakers for their next purchasing. Follow 

by upper garment products at 30.6%. And the third is bottom garment at 24.2%. For this 

question, respondents are allowed to choose more than 1 type of product. Therefore, 579 

selections were made by 310 respondents. 

Table 4.10: Purchasing frequency of respondents 

Purchasing time(s) / Year Frequency Percentage 

1-3 153 49.4 

4-6 89 28.7 

7-9 36 11.6 

More than 10 times 32 10.3 

Total 310 100.0 
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 Nearly half of respondents purchase sportswear between 1-3 times per year, 

answered by 153 respondents, which is 49.4%. The secondary is a group of 89 

respondents who purchase sportswear between 4-6 times per year, which is 28.7%. The 

third is a group of 36 respondents who purchase sportswear between 7-9 times per year, 

which is 11.6%. And there is 10.3% of respondents who purchase sportswear more than 

10 times per year. 

Table 4.11: Purchasing decision influencers of respondents 

Decision Making Influencer Frequency Percentage 

Yourself 255 55.7 

Friend 57 12.4 

Athlete 72 15.7 

Actor / Actress 39 8.5 

Social media / Net idol 30 6.6 

Other 5 1.1 

Total 458 100.0 

  

 More than half of respondents make a purchasing decision by themselves at 

55.7%. Athlete is the secondary group of respondent’s purchasing decision influencer at 

15.7%. And the third group is respondent’s friends at 12.4%. For this question, 

respondents are allowed to choose more than 1 influencer. Therefore, 458 selections were 

made by 310 respondents. 
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Table 4.12: Purchasing purpose of respondents 

Purpose of sportswear purchasing Frequency Percentage 

Workout / Exercise 259 49.0 

Sports competition 60 11.3 

Wearing in daily life 130 24.6 

Good image 80 15.1 

Total 529 100.0 

 

 Nearly half of respondents purchase sportswear for the purpose of workout at 

49.0%. The secondary purpose is for wearing in daily life, which is 24.6%. The purpose 

of good image is the third at 15.1%. And there are 11.3% of respondents purchase 

sportswear for sports competition. For this question, respondents are allowed to choose 

more than 1 purpose. Therefore, 529 selections were made by 310 respondents. 

Table 4.13: Expenditure rate of respondents 

Expenditure rate Frequency Percentage 

Less than 1,000 THB 68 21.9 

1,001 – 3,000 THB 150 48.4 

3,001 – 7,000 THB 75 24.2 

7,001 – 10,000 THB 16 5.2 

More than 10,001 THB 1 0.3 

Total 310 100.0 
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Nearly half of respondents spend between 1,001 to 3,000 THB per one sportswear 

purchase, consists of 150 respondents, which is 48.4%. The secondary is a group of 75 

respondents who spend between 3,001 – 7,000 THB per one sportswear purchase, which 

is 24.2%. The third is a group of 68 respondents who spend less than 1,000 THB per one 

purchase, which is 21.9%. And there is only 1 respondent who spend more than 10,001 

THB per one sportswear purchase. 

Table 4.14: Favorable sportswear brands of respondents 

Brands Frequency Percentage 

Nike 168 33.7 

Adidas 124 24.9 

Under Armour 63 12.7 

Puma 32 6.4 

Reebok 40 8.0 

Asics 37 7.4 

New Balance 21 4.2 

Other 13 2.6 

Total 498 100.0 

 

 The most favorable sport brand is Nike, 168 from 498 selections were made, 

which is 33.7%. The secondary is Adidas, 124 from 498 selections were made, which is 

24.9%. Under Armour comes to the third place at 12.7%. Follow by Reebok at 8.0%, 

Asics at 7.4%, Puma at 6.4%, New Balance at 4.2% and other brands at 2.6%. For this 
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question, respondents are allowed to choose more than 1 brand. Therefore, 498 selections 

were made by 310 respondents. 

4.2 Mean, Standard Deviation and Respondents perception 

Table 4.15: Mean, Standard Deviation and Respondents perception of Quality and 

Preferences. 

Quality and Preferences Mean S.D. Perception 

Level 

The higher price of sportswear products, the better 

its quality. 

3.50 0.85 High 

Nice sportswear stores offer me the best products. 3.79 0.87 High 

I prefer purchasing the best-selling sportswear 

products. 

2.92 0.94 Moderate 

Advertised sportswear products in windows are 

usually good choices. 

3.17 0.91 Moderate 

Advertised sportswear products in catalogs are 

usually good choices. 

3.06 0.85 Moderate 

Total Average 3.29 0.88 Moderate 

 

Table 4.15 indicated that Quality and Preferences has a total Mean in moderate 

level (Mean = 3.29) and Standard Deviation of 0.88. This research found that “Nice 

sportswear stores offer me the best products” has the highest Mean (Mean = 3.79). 
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Follow by “The higher price of sportswear products, the better its quality” (Mean = 3.50) 

and “Advertised sportswear products in windows are usually good choices” (Mean = 

3.17). The lowest Mean (Mean = 2.92) is “I prefer purchasing the best-selling sportswear 

products”. 

 Table 4.15 also indicated that “I prefer purchasing the best-selling sportswear 

products” has the most deviation of information among 5 elements (S.D. = 0.94). While 

the least deviation of information among 5 elements are “The higher price of sportswear 

products, the better its quality” and “Advertised sportswear products in catalogs are 

usually good choices” (S.D. = 0.85). 

Table 4.16: Mean, Standard Deviation and Respondents perception of Fashion. 

Fashion Mean S.D. Perception 

Level 

I usually keep sportswear up-to-date with the 

changing fashions. 

3.07 1.09 Moderate 

Fashionable and attractive sportswear styling is very 

important to me. 

3.47 1.06 High 

I usually have one or more sportswear of the newest 

style. 

2.67 1.14 Moderate 

It is fun to buy something new and exciting. 3.43 1.10 High 

Total Average 3.16 1.10 Moderate 
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Table 4.16 indicated that Fashion has a total Mean in moderate level (Mean = 

3.16) and Standard Deviation of 1.10. This research found that “Fashionable and 

attractive sportswear styling is very important to me” has the highest Mean (Mean = 

3.47). Follow by “It is fun to buy something new and exciting” (Mean = 3.43) and “I 

usually keep sportswear up-to-date with the changing fashions” (Mean = 3.07). The 

lowest Mean (Mean = 2.67) is “I usually have one or more sportswear of the newest 

style”. 

 Table 4.16 also indicated that “I usually have one or more sportswear of the 

newest style” has the most deviation of information among 4 elements (S.D. = 1.14). 

While the least deviation of information among 4 elements is “Fashionable and attractive 

sportswear styling is very important to me” (S.D. = 1.06). 

Table 4.17: Mean, Standard Deviation and Respondents perception of Price. 

Price Mean S.D. Perception 

Level 

I buy sportswear as much as possible at sale prices. 3.56 1.01 High 

I usually choose the lowest price sportswear. 2.90 1.10 Moderate 

I save money as much as I can during sportswear 

shopping. 

3.80 0.96 High 

I usually use discounts or promotions to save money. 3.58 1.07 High 

Total Average 3.46 1.04 High 
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Table 4.17 indicated that Price has a total Mean in high level (Mean = 3.46) and 

Standard Deviation of 1.04. This research found that “I save money as much as I can 

during sportswear shopping” has the highest Mean (Mean = 3.80). Follow by “I usually 

use discounts or promotions to save money.” (Mean = 3.58) and “I buy sportswear as 

much as possible at sale prices” (Mean = 3.56). The lowest Mean (Mean = 2.90) is “I 

usually choose the lowest price sportswear”. 

 Table 4.17 also indicated that “I usually choose the lowest price sportswear” has 

the most deviation of information among 4 elements (S.D. = 1.10). While the least 

deviation of information among 4 elements is “I save money as much as I can during 

sportswear shopping” (S.D. = 0.96). 

Table 4.18: Mean, Standard Deviation and Respondents perception of Sportswear 

Attributes. 

Sportswear Attributes Mean S.D. Perception 

Level 

Sportswear products should comfortable outfits. 4.20 0.78 Highest 

Sportswear products should perform good functions. 4.18 0.75 High 

Sportswear products should be reliable when using. 4.06 0.76 High 

Sportswear products should be durable. 4.29 0.84 Highest 

Total Average 4.18 0.78 High 
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Table 4.18 indicated that Sportswear Attributes has a total Mean in high level 

(Mean = 4.18) and Standard Deviation of 0.78. This research found that “Sportswear 

products should be durable” has the highest Mean (Mean = 4.29). Follow by “Sportswear 

products should comfortable outfits” (Mean = 4.20) and “Sportswear products should 

perform good functions” (Mean = 4.18). The lowest Mean (Mean = 4.06) is “Sportswear 

products should be reliable when using”. 

 Table 4.18 also indicated that “Sportswear products should be durable” has the 

most deviation of information among 4 elements (S.D. = 0.84). While the least deviation 

of information among 4 elements is “Sportswear products should perform good 

functions” (S.D. = 0.75). 

Table 4.19: Mean, Standard Deviation and Respondents perception of Sportswear 

Salespeople. 

Sportswear Salespeople Mean S.D. Perception 

Level 

Salespeople of the sportswear stores should be 

willing to help me choosing sportswear. 

3.68 0.85 High 

Salespeople of the sportswear stores should show me 

that they are enthusiastic to understand my needs. 

3.77 0.88 High 

Salespeople of the sportswear stores should respond 

quickly to my needs. 

3.63 0.89 High 

(Continued) 
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Table 4.19 (Continued): Mean, Standard Deviation and Respondents perception of 

Sportswear Salespeople. 

Sportswear Salespeople Mean S.D. Perception 

Level 

Salespeople of the sportswear stores should be 

knowledgeable about the products. 

4.14 0.89 High 

Salespeople of the sportswear stores should be 

friendly. 

3.97 0.90 High 

Total Average 3.84 0.88 High 

 

Table 4.19 indicated that Sportswear Salespeople has a total Mean in high level 

(Mean = 3.84) and Standard Deviation of 0.88. This research found that “Salespeople of 

the sportswear stores should be knowledgeable about the products” has the highest Mean 

(Mean = 4.14). Follow by “Salespeople of the sportswear stores should be friendly” 

(Mean = 3.97) and “Salespeople of the sportswear stores should show me that they are 

enthusiastic to understand my needs” (Mean = 3.77). The lowest Mean (Mean = 3.63) is 

“Salespeople of the sportswear stores should respond quickly to my needs”. 

 Table 4.19 also indicated that “Salespeople of the sportswear stores should be 

friendly” has the most deviation of information among 5 elements (S.D. = 0.90). While 

the least deviation of information among 5 elements is “Salespeople of the sportswear 

stores should be willing to help me choosing sportswear” (S.D. = 0.85). 
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Table 4.20: Mean, Standard Deviation and Respondents perception of Store Atmosphere. 

Store Atmosphere Mean S.D. Perception 

Level 

Sport department stores should have good 

atmosphere. 

3.89 0.76 High 

Sport department stores should decorate the stores 

with colorful colors. 

3.37 0.92 Moderate 

Sport department stores should have area and 

equipment to test sportswear’s function. 

4.04 0.86 High 

Sport department stores should provide a wide 

variety of products for all gender and ages. 

4.12 0.86 High 

Sport department store should be in good convenient 

locations. 

4.03 0.89 High 

Total Average 3.89 0.86 High 

 

Table 4.20 indicated that Store Atmosphere has a total Mean in high level (Mean 

= 3.89) and Standard Deviation of 0.86. This research found that “Sport department 

stores should provide a wide variety of products for all gender and ages” has the highest 

Mean (Mean = 4.12). Follow by “Sport department stores should have area and 

equipment to test sportswear’s function” (Mean = 4.04) and “Sport department store 

should be in good convenient locations” (Mean = 4.03). The lowest Mean (Mean = 3.37) 

is “Sport department stores should decorate the stores with colorful colors”. 
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 Table 4.20 also indicated that “Sport department stores should decorate the stores 

with colorful colors” has the most deviation of information among 5 elements (S.D. = 

0.92). While the least deviation of information among 5 elements is “Sport department 

stores should have good atmosphere” (S.D. = 0.76). 

Table 4.21: Mean, Standard Deviation and Respondents perception of Role Model 

Influence. 

Role Model Influence Mean S.D. Perception 

Level 

My favorite athletes should provide good models for 

me to follow. 

3.36 0.94 Moderate 

My favorite athletes should guide good practices for 

me to play sports. 

3.30 0.98 Moderate 

My favorite athletes should set positive examples for 

others to follow. 

3.61 0.89 High 

My favorite athletes act as role models for me. 3.48 1.00 High 

Total Average 3.44 0.95 High 

 

Table 4.21 indicated that Role Model Influence has a total Mean in high level 

(Mean = 3.44) and Standard Deviation of 0.95. This research found that “My favorite 

athletes should set positive examples for others to follow” has the highest Mean (Mean = 

3.61). Follow by “My favorite athletes act as role models for me” (Mean = 3.48) and “My 

favorite athletes should provide good models for me to follow” (Mean = 3.36). The 



70 

 

lowest Mean (Mean = 3.30) is “My favorite athletes should guide good practices for me 

to play sports”. 

 Table 4.21 also indicated that “My favorite athletes act as role models for me” has 

the most deviation of information among 4 elements (S.D. = 1.00). While the least 

deviation of information among 4 elements is “My favorite athletes should set positive 

examples for others to follow” (S.D. = 0.89). 

Table 4.22: Mean, Standard Deviation and Respondents perception of Credibility. 

Credibility Mean S.D. Perception 

Level 

Good brand ambassadors should be rich and financial 

independence. 

2.79 1.02 Moderate 

Good brand ambassadors should have influence to 

exert effects on others and their decisions. 

3.25 0.91 Moderate 

Good brand ambassadors should be famous. 3.37 0.98 Moderate 

Good brand ambassadors should receive many 

awards for his/her achievement. 

3.50 0.93 High 

Total Average 3.23 0.96 Moderate 

 

Table 4.22 indicated that Credibility has a total Mean in moderate level (Mean = 

3.23) and Standard Deviation of 0.96. This research found that “Good brand ambassadors 

should receive many awards for his/her achievement” has the highest Mean (Mean = 
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3.50). Follow by “Good brand ambassadors should be famous” (Mean = 3.37) and “Good 

brand ambassadors should have influence to exert effects on others and their decisions” 

(Mean = 3.25). The lowest Mean (Mean = 2.79) is “Good brand ambassadors should be 

rich and financial independence”. 

Table 4.22 also indicated that “Good brand ambassadors should be rich and 

financial independence” has the most deviation of information among 4 elements (S.D. = 

1.02). While the least deviation of information among 4 elements is “Good brand 

ambassadors should have influence to exert effects on others and their decisions” (S.D. = 

0.91). 

Table 4.23: Mean, Standard Deviation and Respondents perception of Customer 

Satisfaction. 

Customer Satisfaction Mean S.D. Perception 

Level 

Generally, I am satisfied with my purchasing 

sportswear at sport department stores. 

3.69 0.78 High 

I am pleased with the overall experience of 

purchasing sportswear from Sport department stores. 

3.59 0.77 High 

Sport department stores are my favorite places to go 

shopping for sportswear. 

3.68 0.87 High 

(Continued) 
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Table 4.23 (Continued): Mean, Standard Deviation and Respondents perception of 

Customer Satisfaction. 

Customer Satisfaction Mean S.D. Perception 

Level 

Sport department store is the best place for my 

shopping. 

3.44 0.98 High 

Total 3.60 0.85 High 

 

Table 4.23 indicated that Customer Satisfaction has a total Mean in high level 

(Mean = 3.60) and Standard Deviation of 0.85. This research found that “Generally, I am 

satisfied with my purchasing sportswear at sport department stores” has the highest Mean 

(Mean = 3.69). Follow by “Sport department stores are my favorite places to go shopping 

for sportswear” (Mean = 3.68) and “I am pleased with the overall experience of 

purchasing sportswear from Sport department stores” (Mean = 3.59). The lowest Mean 

(Mean = 3.44) is “Sport department store is the best place for my shopping”. 

 Table 4.23 also indicated that “Sport department store is the best place for my 

shopping” has the most deviation of information among 4 elements (S.D. = 0.98). While 

the least deviation of information among 4 elements is “I am pleased with the overall 

experience of purchasing sportswear from Sport department stores” (S.D. = 0.77). 
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4.3 Analysis of the data based on assumptions 

 Consists of Quality and Preferences, Fashion, Price, Sportswear Attribute, 

Sportswear Salespeople, Store Atmosphere, Role Model Influence, Credibility and 

Customer Satisfaction. 



 

 

P
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Table 4.24: Analysis of correlation between independent variables and the dependent variable using Pearson's Correlation Coefficient of 

Quality and Preferences, Fashion, Price, Sportswear Attribute, Sportswear Salespeople, Store Atmosphere, Role Model 

Influence, Credibility that positively affect Satisfaction of sportswear department store A’s customer in Bangkok. 

Variables Mean S.D. Cronbach’s 

Alpha 

QP F P SA 

TT 

SS 

AL 

SA 

TM 

RMI CR CS 

Quality and 

Preferences 

 

3.29 

 

.610 

 

.728 

 

1 

        

Fashion 3.16 .843 .768 .461** 1        

Price 3.46 .774 .735 .056 .023 1       

Sportswear 

Attributes 

 

4.18 

 

.658 

 

.861 

 

.178** 

 

.153** 

 

.340** 

 

1 

     

Sportswear 

Salespeople 

 

3.84 

 

.682 

 

.833 

 

.134* 

 

.149** 

 

.296** 

 

.573** 

 

1 

    

(Continued) 
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Table 4.24 (Continued): Analysis of correlation between independent variables and the dependent variable using Pearson's Correlation 

Coefficient of Quality and Preferences, Fashion, Price, Sportswear Attribute, Sportswear Salespeople, Store 

Atmosphere, Role Model Influence, Credibility that positively affect Satisfaction of sportswear department store 

A’s customer in Bangkok. 

Variables Mean S.D. Cronbach’s 

Alpha 

QP F P SA 

TT 

SS 

AL 

SA 

TM 

RMI CR CS 

Store 

Atmosphere 

 

3.89 

 

.616 

 

.762 

 

.380** 

 

.295** 

 

.208** 

 

.615** 

 

.565** 

 

1 

   

Role Model 

Influence 

 

3.44 

 

.809 

 

.869 

 

.242** 

 

.349** 

 

.212** 

 

.318** 

 

.303** 

 

.337** 

 

1 

  

Credibility 3.23 .748 .786 .488** .441** .127* .118* .105 .339** .306** 1  

Customer 

Satisfaction 

 

3.60 

 

.692 

 

.827 

 

.425** 

 

.416** 

 

.134* 

 

.390** 

 

.249** 

 

.540** 

 

.424** 

 

.431** 

 

1 

**. Correlation is significant at the 0.01 level. 

*. Correlation is significant at the 0.05 level 
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From table 4.24: Hypothesis can be explain as 

 Hypothesis 1, Quality and Preferences factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis show that Quality and 

Preferences factor has a positive relationship toward Customer Satisfaction (Pearson's 

Correlation = 0.425) at 0.01 significant level. 

 Hypothesis 2, Fashion factor has a positive relationship toward Customer 

Satisfaction or not. The result from the analysis show that Fashion factor has a positive 

relationship toward Customer Satisfaction (Pearson's Correlation = 0.416) at 0.01 

significant level. 

Hypothesis 3, Price factor has a positive relationship toward Customer 

Satisfaction or not. The result from the analysis show that Price factor has a positive 

relationship toward Customer Satisfaction (Pearson's Correlation = 0.134) at 0.05 

significant level. 

Hypothesis 4, Sportswear Attributes factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis show that Sportswear 

Attributes factor has a positive relationship toward Customer Satisfaction (Pearson's 

Correlation = 0.390) at 0.01 significant level. 

Hypothesis 5, Sportswear Salespeople factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis show that Sportswear 

Salespeople factor has a positive relationship toward Customer Satisfaction (Pearson's 

Correlation = 0.249) at 0.01 significant level. 
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Hypothesis 6, Store Atmosphere factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis show that Store Atmosphere 

factor has a positive relationship toward Customer Satisfaction (Pearson's Correlation = 

0.540) at 0.01 significant level. 

Hypothesis 7, Role Model Influence factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis show that Role model 

Influence factor has a positive relationship toward Customer Satisfaction (Pearson's 

Correlation = 0.424) at 0.01 significant level. 

Hypothesis 8, Credibility factor has a positive relationship toward Customer 

Satisfaction or not. The result from the analysis show that Credibility factor has a positive 

relationship toward Customer Satisfaction (Pearson's Correlation = 0.431) at 0.01 

significant level. 

Table 4.25: Analysis of variance (ANOVA) of factors that positively affect satisfaction of 

sportswear department store A’s customer in Bangkok. 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1           Regression 

             Residual 

             Total 

66.381 8 8.298 30.535 .000b 

81.793 301 .272   

148.174 309    
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 From table 4.25, Analysis of variance (ANOVA) confirmed that independent 

variable consists of Quality and Preferences, Fashion, Price, Sportswear Attribute, 

Sportswear Salespeople, Store Atmosphere, Role Model Influence and Credibility have 

influence on dependent variable, Customer Satisfaction due to significance of the 

equation equal 0.000 at 0.01 significant level. 

Table 4.26: Multiple Regression Analysis of factors that positively affect satisfaction of 

sportswear department store A’s customer in Bangkok. 

Dependent variable: Customer Satisfaction, R = .669, R2 = .448, Constant(a) = .293 

Independent 

Variables 

 

R 

 

R2 

 

β 

Std. 

Error 

 

T 

 

Sig. 

 

Tolerance 

 

VIF 

(Constant)    .254 1.156 .249   

Quality and 

Preferences 

(QP) 

 

 

.425 

 

 

.181 

 

 

.113 

 

 

.060 

 

 

2.128 

 

 

.034 

 

 

.649 

 

 

1.541 

 

Fashion 

(F) 

 

 

.416 

 

 

.173 

 

 

.133 

 

 

.043 

 

 

2.564 

 

 

.011 

 

 

.681 

 

 

1.468 

 

Price 

(P) 

 

 

.134 

 

 

.018 

 

 

-.015 

 

 

.042 

 

 

-.317 

 

 

.751 

 

 

.842 

 

 

1.188 

(Continued) 
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Table 4.26 (Continued): Multiple Regression Analysis of factors that positively affect 

satisfaction of sportswear department store A’s customer in 

Bangkok. 

Dependent variable: Customer Satisfaction, R = .669, R2 = .448, Constant(a) = .293 

Independent 

Variables 

 

R 

 

R2 

 

β 

Std. 

Error 

 

T 

 

Sig. 

 

Tolerance 

 

VIF 

Sportswear 

Attribute 

(SATT) 

 

 

.390 

 

 

.152 

 

 

.145 

 

 

.063 

 

 

2.421 

 

 

.016 

 

 

.509 

 

 

1.966 

Sportswear 

Salespeople 

(SSAL) 

 

 

.249 

 

 

.062 

 

 

-.124 

 

 

.057 

 

 

-2.187 

 

 

.030 

 

 

.573 

 

 

1.744 

Store 

Atmosphere 

(SATM) 

 

 

.540 

 

 

.292 

 

** 

.328 

 

 

.071 

 

 

5.188 

 

 

.000 

 

 

.458 

 

 

2.184 

Role Model 

Influence 

(RMI) 

 

 

.424 

 

 

.180 

 

** 

.190 

 

 

.042 

 

 

3.857 

 

 

.000 

 

 

.759 

 

 

1.318 

 

Credibility 

(CR)  

 

 

.431 

 

 

.186 

 

** 

.146 

 

 

.049 

 

 

2.750 

 

 

.006 

 

 

.653 

 

 

1.533 

** Statistical significant at the .01 level 
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From table 4.26, Hypothesis can be explained from Multiple Regression Analysis. 

Independent variable can predict Customer Satisfaction and Store Atmosphere (Sig. = 

.000), Role Model Influence (Sig. = .000) and Credibility (Sig. = .006) can significantly 

predict customer satisfaction. On the other hand, Quality and Preferences (Sig. = .034), 

Fashion (Sig. = .011), Price (Sig. = .751), Sportswear Attributes (Sig. = .016) and 

Sportswear Salespeople (Sig. = .030) cannot predict customer satisfaction significantly. 

The most predictive independent variable is Store Atmosphere (β = .328), follow by Role 

Model Influence (β = .190) and Credibility (β = .146) respectively. These following 

variable can explain influence on customer satisfaction of sportswear department store A 

in Bangkok at 44.8%. Another 55.2% are influences from other variables that are not 

used in this research. The standard error is ±0.254 using the following equation. 

Y (Customer Satisfaction) = 0.293 + 0.328 (Store Atmosphere) + 0.190 (Role 

Model Influence) + .146 (Credibility) 

 From this equation 

 If Store Atmosphere increased by 1 point and other factors remain the same, 

Customer Satisfaction will increase by .328 point. 

 If Role Model Influence increased by 1 point and other factors remain the same, 

Customer Satisfaction will increase by .190 point. 

 If Credibility increased by 1 point and other factors remain the same, Customer 

Satisfaction will increase by .146 point. 
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Data from table 4.26 will be used to test the following hypothesis 

Hypothesis 9, by using Multiple Regression Analysis. The result shows that Store 

Atmosphere, Role Model Influence and Credibility have positive influence on Customer 

Satisfaction at the statistical significant level of .01. While Quality and Preferences, 

Fashion, Price, Sportswear Attributes and Sportswear Salespeople have no positive 

influence on Customer Satisfaction at the statistical significant level of .01. 

4.4 Other Analysis 

 Multicollinearity is multiple correlations among independent variables (more than 

2 independent variables) (Wakefield, 2014) or relation among group of independent 

variables. 

In high multicollinearity relation, high degree of relation can affect deviation from 

true value. In the other word, multicollinearity should not occur while using Multiple 

Linear Regression. 

 Multicollinearity can be tested by Variance Inflation Factor (VIF) value or 

Tolerance value. Variance Inflation Factor (VIF) value should not exceed 4 and 

Tolerance value should exceed 0.2 (Miles & Shevlin, 2001). 
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Table 4.27: Testing Collinearity of independent variable. 

 

Independent Variable 

 

Tolerance 

Variance 

Inflation Factor 

(VIF) 

Quality and Preferences (QP) .649 1.541 

Fashion (F) .681 1.468 

Price (P) .842 1.188 

Sportswear Attributes (SATT) .509 1.966 

Sportswear Salespeople (SSAL) .573 1.744 

Store Atmosphere (SATM) .458 2.184 

Role Model Influence (RMI) .759 1.318 

Credibility (Credibility) .653 1.533 

 

 Result from table 4.27 found that the least tolerance value is .458, which exceed 

0.2, and the most Variance Inflation Factor (VIF) value is 2.184, which is not exceed 4. 

Therefore, the result has no Multicollinearity. 
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Indication of relationship 

      Influence or positive relation 

      Without influence or positive relation 

 

Figure 4.1: The result of Multiple Regression Analysis from scope of research. 

Quality and Preferences 

H1: β = .113, r = .425 

Fashion 

H2: β = .133, r = .416 

 Price 

H3: β = -.015, r = .134 

 Sportswear Attributes 

H4: β = .145, r = .390 

 Sportswear Salespeople 

H5: β = -.124, r = .249 

 Store Atmosphere 

H6: β = .328, r = .540 

 Role Model Influence 

H7: β = .190, r = .424 

 Credibility 

H8: β = .146, r = .431 

 

Customer 

Satisfaction 
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 Figure 4.1 shows that Store Atmosphere, Role Model Influence and Credibility 

have positive relationship or influence toward customer satisfaction of sportswear 

department store A in Bangkok. While Quality and Preferences, Fashion, Price, 

Sportswear Attributes and Sportswear Salespeople have no positive relationship or 

influence toward customer satisfaction of sportswear department store A in Bangkok. 
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CHAPTER 5 

CONCLUSIONS AND RECOMMENDATIONS 

 The research on the positive influence of Quality and Preferences, Fashion, 

Price, Sportswear Attributes, Sportswear Salespeople, Store Atmosphere, Role Model 

Influence, and Credibility toward Customer Satisfaction of sportswear department 

store A’s customers is a quantitative research using questionnaires as a tool for data 

collection. 

 The population of this research are people who went visiting and shopping in 

the areas of sportswear store A during 27th – 29th January 2017. The sample size of 

this research is 310. The result of this research analyzed in quantitative approach 

using SPSS program. The result can be summarized as follows. 

5.1 Hypothesis Assumption 

 The important factors studied in this research are quality and preferences, 

fashion, price, sportswear attributes, sportswear salespeople, store atmosphere, role 

model influence, and credibility influenced on customer satisfaction of sportswear 

department store A’s customers found that majority of the respondents were male, 

between the ages of 21-30 years old, and singles. Most had obtained bachelor degrees, 

earned salary between 15,001 – 30,000 THB, and worked as full-time employees. 

Sneakers were the most preferable products for the next purchase. The respondents 

mostly purchased sportswear between 1 – 3 time(s) per year and spent between 1,001 

– 3,000 THB per purchase. Local gym was the most preferable place for workout and 

most respondents spent between 2 – 3 days a week for workout. Also, Nike was the 
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most preferable sportswear brand by the majority of the respondents. The result of this 

research based on hypothesis can be concluded as follows. 

 Hypothesis 1, Quality and Preferences factor has a positive relationship 

toward Customer Satisfaction or not. The result from the analysis shows that Quality 

and Preferences factor has a positive relationship toward Customer Satisfaction at 

0.01 statistical significant level. Therefore, hypothesis is accepted. 

 Hypothesis 2, Fashion factor has a positive relationship toward Customer 

Satisfaction or not. The result from the analysis shows that Fashion factor has a 

positive relationship toward Customer Satisfaction at 0.01 statistical significant level. 

Therefore, hypothesis is accepted. 

 Hypothesis 3, Price factor has a positive relationship toward Customer 

Satisfaction or not. The result from the analysis shows that Price factor has a positive 

relationship toward Customer Satisfaction at 0.05 statistical significant level. 

Therefore, hypothesis is accepted. 

 Hypothesis 4, Sportswear Attributes factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis shows that Sportswear 

Attributes factor has a positive relationship toward Customer Satisfaction at 0.01 

statistical significant level. Therefore, hypothesis is accepted. 

 Hypothesis 5, Sportswear Salespeople factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis shows that Sportswear 

Salespeople factor has a positive relationship toward Customer Satisfaction at 0.01 

statistical significant level. Therefore, hypothesis is accepted. 
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 Hypothesis 6, Store Atmosphere factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis shows that Store 

Atmosphere factor has a positive relationship toward Customer Satisfaction at 0.01 

statistical significant level. Therefore, hypothesis is accepted. 

 Hypothesis 7, Role Model Influence factor has a positive relationship toward 

Customer Satisfaction or not. The result from the analysis shows that Role Model 

Influence factor has a positive relationship toward Customer Satisfaction at 0.01 

statistical significant level. Therefore, hypothesis is accepted. 

 Hypothesis 8, Credibility factor has a positive relationship toward Customer 

Satisfaction or not. The result from the analysis shows that Credibility factor has a 

positive relationship toward Customer Satisfaction at 0.01 statistical significant level. 

Therefore, hypothesis is accepted. 

 Hypothesis 9, independent variables that can positively predict customer 

satisfaction of sportswear department store A’s customers (Y) are store atmosphere, 

role model influence, and credibility, which has 44.8% influence. Another 55.2% are 

influence from others variable that are not used in this research. The standard error is 

±0.254 using the following equation. 

 Y (Customer Satisfaction) = 0.293 + 0.328 (Store Atmosphere) + 0.190 

(Role Model Influence) + .146 (Credibility) 

5.2 Summary 

 The research on the positive influence of quality and preferences, fashion, 

price, sportswear attributes, sportswear salespeople, store atmosphere, role model 
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influence, and credibility toward customer satisfaction of sportswear department store 

A’s customers in Bangkok is a survey research using questionnaires to collected data 

found the interesting issue as follows.  

Hypothesis 1, Quality and Preferences factor has a positive relationship 

toward Customer Satisfaction or not. The results from Pearson correlation analysis 

show that Quality and Preferences has no positive relationship toward Customer 

Satisfaction at 0.01 statistical significant levels, which hypothesis is accepted. The 

study of Bae, Lu-Anderson, Fujimoto, and Richelieu (2015) indicated that Japanese 

consumers prefer to purchase high reputation sportswear brands which represent 

higher quality, but the result of this study shows the different satisfaction and 

behavior of Thai sportswear customers. Probably, it may be caused by the difference 

of economy between Japan and Thailand. 

Hypothesis 2, Fashion factor has a positive relationship toward Customer 

Satisfaction or not. The results from Pearson correlation analysis show that Fashion 

has no positive relationship toward Customer Satisfaction at 0.01 statistical significant 

levels, which hypothesis is accepted. According to the study of Wu, Chaney, Chen, 

Nguyen, and Melewar (2015), which found positive effects of the girl customers 

through the fashion factor. But this study indicates that men is the majority of 

respondents, who tends to be less interested in fashion than women (Bae et al., 2015). 

Hypothesis 3, Price factor has a positive relationship toward Customer 

Satisfaction or not. The results from Pearson correlation analysis show that Price has 

no positive relationship toward Customer Satisfaction at 0.01 statistical significant 

levels, which hypothesis is accepted. This has a similarity to the study of Lu and Xu 
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(2015) which indicated that Chinese young consumers held a more positive brand 

association and a stronger attitudinal loyalty toward global brands. On the other hand, 

they found the fact that the global brands are attractive but not accessible, price wise, 

to young consumers. The fact that global sportswear brands are much more expensive 

than domestic ones may has significant impact in the similar way for China and 

Thailand. 

Hypothesis 4, Sportswear Attributes factor has a positive relationship toward 

Customer Satisfaction or not. The results from Pearson correlation analysis show that 

Sportswear Attributes has no positive relationship toward Customer Satisfaction at 

0.01 statistical significant levels, which hypothesis is accepted. This conclusion is 

different from the study of Rahulan, Troynikov, Watson, Janta, and Senner (2015) 

which stated that Generation Y sportswear customers placed technical and general 

attributes as highest ranking in purchasing compression sportswear, and this was 

supported by the fact that the Generation Y groups in the simulation all read the 

information on the packaging very thoroughly, as well as reading the information 

provided. Which is differ from most Thais customers that do not read the information-

provided tag on sportswear products. 

Hypothesis 5, Sportswear Salespeople factor has a positive relationship toward 

Customer Satisfaction or not. The results from Pearson correlation analysis show that 

Sportswear Salespeople has no positive relationship toward Customer Satisfaction at 

0.01 statistical significant levels, which hypothesis is accepted. There is totally 

different from the study of Chang, Cho, Turner, Gupta, and Watchravesringkan 

(2015) which found a positive influence of salespeople to customer satisfaction from 
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sportswear customers in the United States. This means that customers in sportswear 

stores do not mind more interactions with salespeople in the store. However, 

salespeople in sportswear stores need to address the needs of customers and answer 

their questions more than other apparel specialty retail stores as the product is more 

specialized. 

Hypothesis 6, Store Atmosphere factor has a positive relationship toward 

Customer Satisfaction or not. The results from Pearson correlation analysis show that 

Store Atmosphere has a positive relationship toward Customer Satisfaction at 0.01 

statistical significant levels, which hypothesis is accepted. This is very supportive to 

the study of Chang et al. (2015), which stated that store atmosphere of sportswear 

stores had a positive influence on customer satisfaction, which in turn had a direct 

impact on repatronage intentions for sportswear specialty stores. Therefore, in order 

to satisfy customers, sportswear specialty retailers need to ensure that they provide an 

attractive and pleasant shopping atmosphere. Furthermore, satisfied consumers are 

likely to spread positive word of mouth about the retailer and display their intention to 

revisit the store in the future. 

Hypothesis 7, Role Model Influence factor has a positive relationship toward 

Customer Satisfaction or not. The results from Pearson correlation analysis show that 

Role Model Influence has a positive relationship toward Customer Satisfaction at 0.01 

statistical significant levels, which hypothesis is accepted. According to the study of 

Mitsis and Leckie (2016), it was likely to positively influence the integration of 

consumers’ favorite athlete and role model status, potentially leading to positive 

associations with brands, products and services endorsed by the favorite athlete. 
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Individual athlete brand personality is powerful in influencing how Thais consumers 

identify with their favorite athlete as a role model. These insights assist brand and 

marketing managers to use athletes as part of their communication strategies 

regarding brand and product endorsements. 

Hypothesis 8, Credibility factor has a positive relationship toward Customer 

Satisfaction or not. The results from Pearson correlation analysis show that Credibility 

has a positive relationship toward Customer Satisfaction at 0.01 statistical significant 

levels, which hypothesis is accepted. The result is very supportive to the study of 

Munnukka, Uusitalo, and Toivonen (2016), which stated that customers were 

experienced with an advertised product, affecting the perception of endorser 

credibility and the effectiveness of the advertisement. And it also shown that the 

credibility of a peer endorser is constructed from trustworthiness, expertise, similarity 

and attractiveness dimensions that positively affect consumers’ attitude toward an 

advertisement and a brand. Product involvement affects advertising effectiveness 

indirectly through the endorser-credibility construct. 

5.3 Suggestion 

 From the result of the research on the positive influence of quality and 

preferences, fashion, price, sportswear attributes, sportswear salespeople, store 

atmosphere, role model influence, and credibility toward customer satisfaction of 

sportswear department store A’s customers in Bangkok. Marketers, sportswear stores 

or sportswear brand managers should consider new development on product and 

service strategies as follows. 
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5.3.1 Sportswear department store should focus on creating a good store 

atmosphere by providing an excitement around the store to motivate customers with 

the feeling of fun and exciting, also with appropriate elements such as lighting, music, 

odor, and cleanliness. Testing area should be provided for customers; for example, 

treadmill machine in the area can provide nice assistance to customers who are 

looking for their best running shoes.  Then, they can try and see the results in the real 

running simulation.  

5.3.2 Role model influence can be a good marketing strategy for motivating 

customers or potential customers. Athlete role model is the person who can represent 

product’s characteristics greatly by their performance and example on sports 

activities. There are some role model who can make a big impact to the brands and 

create emotional connection between the brand and the customers. In recent years, 

there are plenty of Thai athletes who are able to be a role model such as Thailand 

national football team (Thansettakij, 2016) or women’s national volleyball team 

(FIVB, 2016). 

5.3.3 The strategy of credibility from celebrities or brand ambassadors is 

another way of connection with those who are not directly perform sports activities or 

competitions, but prefer sportswear for the sake of fashion or daily wear, especially 

for female. Brand ambassadors can apply the use of trustworthiness, expertise, 

similarity, and attractiveness that positively affected customer’s satisfaction to create 

credibility for the sportswear business. In recent years, the trend of actors and 

actresses who have come to healthy lifestyle is widely spread to the society. Even if 
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most people are not athlete, they still want to be in a good shape and stay healthy 

forever. 

5.3.4 For academic applications, positive influence factors such as store 

atmosphere, role model influence and credibility have expanded customer satisfaction 

concepts and theories. There are interesting population in other growing cities outside 

of Bangkok such as Chonburi, Buriram, Chiang Mai, or Phuket to study in the field of 

sportswear market or customer satisfaction. 

5.4 Recommendation for Future Research 

Researchers should consider the following issue in the future research. 

5.4.1 This research was targeted to the wide range of respondents. So the 

future research can be done specifically in a narrow group, such as a group of people 

who performs running, bicycling, or yoga to get different results and new knowledge. 

5.4.2 During factor analysis in this research found only 1 question that has 

factor loading value less than 0.3, which should be deleted from the group or using 

confirmatory factor analysis in the future research. The question that is not exceed 

factor loading value is question 2: Sport department stores should decorate the stores 

with colorful colors. (SATM2) in store atmosphere grouping. 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

Quality and 

Preferences 

(QP) 

(Bae, Lu-

Anderson, 

Fujimoto, & 

Richelieu, 

2015) 

QP1: The 

higher 

price of the 

product, 

the better 

its quality. 

QP1: The 

higher 

price of 

sportswear 

products, 

the better 

its quality. 

QP1: คุณเชื่อ

ว่าชดุกีฬาที่มี

คุณภาพดี

ย่อมมีราคา

สูง 

   

 QP2: Nice 

department 

and 

specialty 

stores offer 

me the best 

product. 

QP2: Nice 

sportswear 

stores offer 

you the 

best 

products. 

QP2: ร้าน

ขายชุดกีฬาที่

ดีท าให้คุณได้

สินค้าที่มี

คุณภาพ 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

 QP3: I 

prefer 

buying the 

best-selling 

product. 

QP3: I 

prefer 

purchasing 

the best-

selling 

sportswear 

products. 

QP3: คุณ

ชอบที่จะ

เลือกซื้อชุด

กีฬาในรุ่นที่

ขายดีที่สุด 

   

 QP4: 

Advertised 

athletic 

clothing in 

window or 

catalog is 

usually 

good 

choices. 

QP4: 

Advertised 

sportswear 

products in 

windows 

are usually 

good 

choices. 

QP4: คุณคิด

ว่าผลิตภัณฑ์

ชุดกีฬาที่ได้

ตั้งโชว์ภายใน

ร้านคือ

ตัวเลือกที่

น่าสนใจ 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

 QP5: 

Advertised 

athletic 

clothing in 

window or 

catalog is 

usually 

good 

choices. 

QP5: 

Advertised 

sportswear 

products in 

catalogs 

are usually 

good 

choices. 

QP5: คุณคิด

ว่าผลิตภัณฑ์

ชุดกีฬาที่ได้

แสดงอยู่ใน

แคตตาล๊อก

คือตัวเลือกที่

น่าสนใจ 

   

Fashion 

(F) 

(Bae et al., 

2015) 

F1: I 

usually 

keep 

wardrobe 

up-to-date 

with the 

changing 

fashions. 

F1: I 

usually 

keep 

sportswear 

up-to-date 

with the 

changing 

fashions. 

F1: คุณมักจะ

ติดตามการ

เปลี่ยนแปลง

ของแฟช่ันชุด

กีฬาอยู่เสมอ 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

 F2: 

Fashionabl

e and 

attractive 

styling is 

very 

important 

to me. 

F2: 

Fashionabl

e and 

attractive 

sportswear 

styling is 

very 

important 

to me. 

F2: การ

ออกแบบชุด

กีฬาที่

ทันสมัยและ

น่าดึงดูดใจมี

ความส าคัญ

ต่อการเลือก

ซื้อชุดกีฬา

ของคุณ 

   

 F3: I 

usually 

have one or 

more 

outfits of 

the very 

F3: I 

usually 

have one or 

more 

sportswear 

of the 

F3: คุณมักจะ

มีชุดกีฬา

อย่างน้อย 1 

ชุดที่เป็น

   



130 

 

Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

newest 

style. 

newest 

style. 

สินค้ารุ่น

ล่าสุด 

 F4: It is fun 

to buy 

something 

new and 

exciting. 

 F4: คุณรู้สึก

สนุกสนานที่

ได้ซื้อสินค้า

ชุดกีฬารุ่น

ใหม่และมี

ความทันสมัย 

   

Price 

(P) 

(Bae et al., 

2015) 

P1: I buy 

as much as 

possible at 

sale prices. 

P1: I buy 

sportswear 

as much as 

possible at 

sale prices. 

P1: คุณจะ

ซื้อชุดกีฬาให้

มากที่สุด

เท่าที่ท าได้ 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

ในช่วงที่มีการ

ลดราคา 

 P2: I 

usually 

choose the 

lowest 

price 

athletic 

clothing. 

P2: I 

usually 

choose the 

lowest 

price 

sportswear. 

P2: คุณ

มักจะเลือก

ชุดกีฬาที่

ราคาถูกที่สุด 

   

 P3: I save 

money as 

much as I 

can during 

shopping. 

P3: I save 

money as 

much as I 

can during 

sportswear 

shopping. 

P3: คุณ

พยายามใช้

จ่ายอย่าง

ประหยัดที่สุด

ในการซื้อชุด

กีฬา 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

 P4: I 

usually use 

coupon to 

save 

money. 

P4: I 

usually use 

discounts 

or 

promotions 

to save 

money. 

P4: คุณ

มักจะ

ประหยัดเงิน

ในการใช้จ่าย

ซื้อชุดกีฬา

โดยใช้ส่วนลด

หรือ

โปรโมชั่น

พิเศษ 

   

Sportswear’

s Attributes 

(SATT) 

(Chang, 

Cho, 

Turner, 

Gupta, & 

SATT1: 

Products 

are of high 

quality. 

SATT1: 

Sportswear 

products 

should 

comfortabl

e outfits. 

SA1: 

ผลิตภัณฑ์ชุด

กีฬาควรสวม

ใส่สบาย 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

Watchravesr

ingkan, 

2015) 

 SATT2: 

Products 

would be 

functional. 

SATT2: 

Sportswear 

products 

should 

perform 

good 

functions. 

SATT2: 

ผลิตภัณฑ์ชุด

กีฬาควรมี

ประโยชน์ใน

ด้านการใช้

งานที่ดี 

   

 SATT3: 

Products 

are reliable. 

SATT3: 

Sportswear 

products 

should be 

reliable 

when 

using. 

SATT3: 

ผลิตภัณฑ์ชุด

กีฬาควรไว้ใจ

ได้ในขณะใช้

งาน 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

 SATT4: 

Products 

must be of 

very good 

quality. 

SATT4: 

Sportswear 

products 

should be 

durable. 

SATT4: 

ผลิตภัณฑ์ชุด

กีฬา

จ าเป็นต้องมี

ความทนทาน 

   

Sportswear 

Salespeople 

(SS) 

(Chang et 

al., 2015) 

SSAL1: 

Salespeopl

e are 

willing to 

help. 

SSAL1: 

Salespeopl

e of the 

sportswear 

stores 

should be 

willing to 

help you 

choosing 

sportswear. 

SSAL1: 

พนักงานร้าน

ขายชุดกีฬา

ควรมีความ

เต็มใจที่จะ

ช่วยเหลือคุณ

ในการเลือก

ซื้อชุดกีฬา 
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

 SSAL2: 

Salespeopl

e show me 

that they 

understand 

my needs. 

SSAL2: 

Salespeopl

e of the 

sportswear 

stores 

should 

show you 

that they 

are 

enthusiastic 

to 

understand 

your needs. 

SSAL2: 

พนักงานร้าน

ขายชุดกีฬา

ควรแสดง

ความใส่ใจใน

ความต้องการ

ของคุณ 

   

 SSAL3: 

Salespeopl

e respond 

quickly to 

my needs. 

SSAL3: 

Salespeopl

e of the 

sportswear 

stores 

should 

respond 

SSAL3: 

พนักงานร้าน

ขายชุดกฬีา

ควรให้บริการ

อย่างรวดเร็ว
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

quickly to 

your needs. 

ตามความ

ต้องการของ

คุณ 

 SSAL4: 

Salespeopl

e are 

knowledge

able. 

SSAL4: 

Salespeopl

e of the 

sportswear 

stores 

should be 

knowledge

able about 

the 

products. 

SSAL4: 

พนักงานร้าน

ขายชุดกีฬา

ควรมีความรู้

ความเข้าใจ

ในสินค้าที่

ขาย 

   

 SSAL5: 

Salespeopl

e are 

friendly. 

SSAL5: 

Salespeopl

e of the 

sportswear 

stores 

SSAL5: 

พนักงานร้าน

ขายชุดกีฬา
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Factors English version Thai 

version 

IOC Comments 

from the 

expert 

Total 

score 
Original Revised 

should be 

friendly. 

ควรมีมนุษย

สัมพันธ์ที่ด ี

Store 

Atmosphere 

(SATM) 

(Chang et 

al., 2015) 

SATM1: 

Store has a 

good 

atmosphere

. 

SATM1: 

Sports Mall 

stores 

should 

have good 

atmosphere

. 

SATM1: ร้าน

สปอร์ตมอลล์

ควรมี

บรรยากาศที่

ดี 

   

 SATM2: 

Store’s 

ambience 

is what I 

am looking 

for. 

SATM2: 

Sports Mall 

stores 

should 

decorate 

the stores 

with 

colorful 

colors. 

SATM2: ร้าน

สปอร์ตมอลล์

ควรตกแต่ง

ร้านด้วยสีสัน

ที่สดใส 
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IOC Comments 

from the 

expert 

Total 

score 
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 SATM3: 

Store is a 

pleasant 

place to 

shop. 

SATM3: 

Sports Mall 

stores 

should 

have area 

and 

equipment 

to test 

sportswear’

s function. 

SATM3: ร้าน

สปอร์ตมอลล์

ควรมีพื้นที่

หรืออุปกรณ์

เพื่อทดสอบ

การใช้งาน

ของ

ผลิตภัณฑ ์

   

 SATM4: 

Store offers 

an 

attractive 

shopping 

experience. 

SATM4: 

Sports Mall 

stores 

should 

provide a 

wide 

variety of 

products 

SATM4: ร้าน

สปอร์ตมอลล์

ควรมี

ผลิตภัณฑ์ที่

หลากหลาย
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Original Revised 

for all 

gender and 

ages. 

ให้เลือก

ส าหรับทุก

เพศทุกวัย 

 SATM5: 

Store has 

good 

image. 

SATM5: 

Sports Mall 

stores have 

good 

images. 

SATM5: ร้าน

สปอร์ตมอลล์

มีภาพลักษณ์

ที่ด ี

   

 SATM6: 

Store has 

convenient 

location. 

SATM6: 

Sports Mall 

store 

should be 

in good 

convenient 

locations. 

SATM6: ร้าน

สปอร์ตมอลล์

ควรตั้งอยู่ใน

ท าเลที่

เหมาะสม

และสะดวก
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ต่อการ

เดินทาง 

Role Model 

Influence 

(RMI) 

(Mitsis & 

Leckie, 

2016) 

RMI1: My 

favorite 

athlete 

provides a 

good 

model for 

me to 

follow. 

RMI1: 

Your 

favorite 

athletes 

should 

provide 

good 

models for 

me to 

follow. 

RMI1: 

นักกีฬาที่คุณ

ชื่นชมควร

เป็นตัวอย่าง

ที่ดีให้คุณท า

ตามได้ 

   

 RMI2: My 

favorite 

athlete 

leads by 

example. 

RMI2: 

Your 

favorite 

athletes 

should 

guide good 

practices 

RMI2: 

นักกีฬาที่คุณ

ชื่นชมควรให้

ค าแนะน าที่ดี
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expert 
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Original Revised 

for you to 

play sports. 

แก่คุณในการ

เล่นกีฬา 

 RMI3: My 

favorite 

athlete sets 

a positive 

example 

for others 

to follow. 

RMI3: My 

favorite 

athletes 

should set 

positive 

examples 

for others 

to follow. 

RMI3: 

นักกีฬาที่คุณ

ชื่นชมควร

สร้าง

แบบอย่างเชิง

บวกให้ผู้อื่น

ปฎิบัติตามได้ 

   

 RMI4: My 

favorite 

athlete acts 

as a role 

model for 

me. 

RMI4: My 

favorite 

athletes act 

as role 

models for 

me. 

RMI4: 

นักกีฬาที่คุณ

ชื่นชมปฎิบัติ

ตัวเป็นบุคคล
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Total 

score 
Original Revised 

ต้นแบบที่ดี

ให้แก่คุณ 

Credibility 

(CR) 

(Mitsis & 

Leckie, 

2016) 

CR1: 

Wealthy: 

my favorite 

athlete is 

rich and 

financially 

independen

t. 

CR1: Good 

brand 

ambassador

s should be 

rich and 

financial 

independen

ce. 

CR1: แบรนด์

แอมบาส

เดอรท์ี่ดีควร

มีฐานะร่ ารวย

และมี

สถานภาพ

ทางการเงินที่

สูง 

   

 CR2: 

Influential: 

my favorite 

athlete has 

the 

CR2: Good 

brand 

ambassador

s should 

have 

CR2: แบรนด์

แอมบาส

เดอรท์ี่ดีควร
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version 

IOC Comments 

from the 

expert 
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score 
Original Revised 

capacity 

and power 

to exert 

effects on 

others and 

their 

decisions. 

influence 

to exert 

effects on 

others and 

their 

decisions. 

มีอิทธิพลต่อ

การตัดสินใจ

เลือกซื้อ

ผลิตภัณฑ์ชุด

กีฬาของผู้คน

จ านวนมาก 

 CR3: 

Glorious: 

my favorite 

athlete is 

celebrated. 

CR3: Good 

brand 

ambassador

s should be 

famous. 

CR3: แบรนด์

แอมบาส

เดอรท์ี่ดีควร

มชีื่อเสียงโด่ง

ดัง 

   

 CR4: 

Honorary: 

my favorite 

CR4: Good 

brand 

ambassador

CR4: แบรนด์

แอมบาส
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athlete has 

received 

awards for 

distinction. 

s should 

receive 

many 

awards for 

his/her 

achieveme

nt. 

เดอรท์ี่ดีควร

ได้รับรางวัล

จากการ

ประสบ

ความส าเรจ็

ในด้านต่างๆ

มากมาย 

Customer 

Satisfaction 

(CS) 

(Chang et 

al., 2015) 

CS1. 

Satisfied 

CS1: 

Generally, 

you are 

satisfied 

with your 

purchasing 

sportswear 

at Sports 

Mall stores. 

CS1: 

โดยรวมแล้ว

คุณมีความพึง

พอใจต่อการ

เลือกซื้อชุด
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กีฬาจากร้าน

สปอร์ตมอลล ์

 CS2.  

Pleased 

CS2: You 

are pleased 

with the 

overall 

experience 

of 

purchasing 

sportswear 

from 

Sports Mall 

stores. 

CS2: คุณ

ได้รับ

ประสบการณ์

ที่ดีจากการ

เลือกซื้อชุด

กีฬาภายใน

ร้านสปอร์

ตมอลล ์

   

 CS3. 

Favorable 

CS3. 

Sports Mall 

stores are 

your 

favorite 

CS3: ร้าน

สปอร์ตมอลล์

คือร้านที่คุณ
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places to 

go 

shopping 

for 

sportswear. 

ชื่นชอบ

ส าหรับการ

เลือกซื้อชุด

กีฬา 

 CS4: 

Satisfied 

CS4: 

Sports Mall 

store is the 

best 

sportswear 

stores in 

Thailand. 

CS4: สปอร์

ตมอลล์คือ

ร้านจ าหน่าย

ชุดกีฬาที่ดี

ที่สุดใน

ประเทศไทย 
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