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CHAPTER 2 

LITERATURE REVIEW 

 This chapter presents related literatures, theories, theoretical frameworks, and 

previous studies of factors positively impacting epatronage i

convenient stores in Thungkru District of Bangkok as follow: 

 2.1.1 Concept theories of convenience, Coelho do Vale, Verga Matos, & Caiado 

(2016) studied about the store loyalty drivers. The store convenience is one of the part 

The data was collected by an online survey and analyzed by using structural equation 

modeling. However, store convenience characteristics is including of location service, 

store atmosphere, delivery services, and multiple- payment alternatives (Dabholkar et al., 

1996; Maruyama & Wu, 2014; Orel & Kara, 2014) For example, the store is close to their 

home or workplace, the size of store makes the customer easy to find everything they 

need, the store has the convenience operating hours for the customers. These all examples 

are influence to the consumer decision. 

 2.1.2 Concept theories of interaction with staff, Terblanche (2018) studied 

about the factors that affect to the customer shopping experience and influence them the 

future visiting. The interaction between customers and staffs is one of the important 

-store shopping experience. The relationships between 

customers and employees that more rapport can lead to the greater customer satisfaction. 

In their study of specialty shop customers, Marques, Cardoso, & Palma (2013) showed 



8 

that staff assistance was the second most important factor when customers rates their 

satisfaction. As the result, positive customer emotions with employees can lead them 

come and shop at the store in the future. 

 2.1.3 Concept theories of merchandise variety and value, Bauer, Kotouc, & 

Rudolph (2012) reveal that the variety of goods in the store is the factor that led the 

consumers are revisiting at the store in the future. Pan & Zinkhan (2006) showed that 

assortment was ranked highest by customers among ten factors when they had to choose 

a particular retailer. Mantrala et al. (2009) also mentioned that even if the variety of 

products that offered in a shop is the big influence on customer satisfaction. It is also 

challenging for the store to offer merchandise that are balancing with the variety, quality, 

and their service that customer expects for meet the customer demands. 

 2.1.4 , Cristina & Jean-Pierre 

(2016) reveal that before the consumers decide to purchase the products, the appearance 

and texture of products are also important to their decision. In the study showed that the 

feature of products can divide into two types (Dodds, Monroe, & Grewal, 1991). First, 

intrinsic attributes are physical characteristics of the product. Some product intrinsic 

attributes are considered as food quality such as taste, appearance, texture, and odour 

(Anselmsson, Johansson, & Persson, 2007). On the other hand, extrinsic attributes are 

related to the product that without being a physical component such as the ingredients, 

nutritional information, packaging, price, and brand name (Grunert, Bredahl, & Brunso, 

2004)  quality has positive influence on customer 
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satisfaction and make them come and rebuying the product in the future (Darley & Lim, 

1993). 

2.1.5 Concept theories of satisfaction, Terblanche (2018) studied revisiting from 

customer will be happen when they have a good experience from the store. To make 

on. This is including 

of merchandise value, internal shop environment, interaction with staff, merchandise 

variety, presence of and interaction with other customers, and customer in-shop emotions. 

However, when the store can do all the factors to reach the 

them have a greater experience than the competitors. This is definite that the customer 

will revisiting your store. 

 2.1.6 Concept theories of store attributes, Nikhashemi, Tarofder, Gaur, and 

Haque (2016) reveal that the store attributes are quite important in improving the 

attributes considered as store image, store atmosphere, merchandise, parking facility, 

convenience and location. However, a study by Beneke, Cumming, & Jolly (2013)

store. This is important to keep your store always have a good image.

 2.1.7 Concept theories of functional values, majority of the perceived value, 

describe value as perceptions of what customer have received and what they have given 
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brand image (Zeithaml, 1988). However, in the study of the consumer behavior showed 

as two types. First is functional motives which referred to tangible need such as price, 

convenience, and quality. Second is non- functional motives that referred to intangible 

wants such as emotional and social needs (Chen & Hu, 2010). Moreover, it can have 

fragmented knowledge about perceive value but the present study tries to incorporate 

functional value as a structure of the value (Sirdeshmukh & Sabol, 2002). Thus, in this 

study referred to functional value as overall evaluation of consumers about the quality of 

the products which they purchase from the store, and the money that they pay for it. 

 2.1.8 Concept theories of promotion, Coelho do Vale, Verga Matos, & Caiado 

(2016) store loyalty will be lead 

the customer revisiting at the store in the future. There are several elements of store 

loyalty drivers including in-store and economic factors. Moreover, Meyer-Waarden 

(2015)

There are four economic factors seem to be of special related in terms of ability to 

 policies can act as short-term 

loyalty instruments, since the stores offered the promotional mix of products. It can 

influence store patronage (Martos-Partal & Gonzalez-Benito, 2013). 

 2.1.9 Concept theories of repatronage is the way that customer have some great 

experience with this store and lead the customer come and patronage in the future. In this 

study, Terblanche (2018) mentioned about the factors that make the customer come to the 
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store again in the future. However, the elements that created the customer experience is 

from a set of relation between customers and products, a firm, or part of a firm that make 

a response. Moreover, when the marketer can reach the customer demand, this is ensuring 

that affect positively to repatronage intension. 

 Phongyada & Kanthawongs (2015) studied about the factors of milk powder 

product label, promotion, product quality, milk powder favors, container type, nutritional 

contents, distribution channels positively impacting purchase intention of milk powder 

product Brand A of consumers in Klong Toei District, Bangkok. The majorities of 

respondents were female, aged 31-40 years old, married and had bachelor degrees. Most 

of them worked in private company with earned monthly income range between 20,001 

to 40,000 baht. The 250 usable questionnaires were analyzed with multiple regression 

the consumers respectively at 0.05 of significant level. 

 Thiangthum & Kanthawongs (2017) studied on the influence of personal 

innovativeness in information technology, mobile marketing, brand loyalty, emotional 

appeal, informativeness, advertising creativity, social influence and performance 

expectancy toward purchase intention of smartphones in Mobile Expo 2016. The data 

were collected by using survey method with 330 respondents. Multiple Regression 

Analysis was used for hypotheses testing. Most of respondents were females, aged 26 -30 

years old, singles and had bachelor  degrees. Majority of them worked in private 



12 

company and income range between 20,001 - 30,000 baht per month. They purchased a 

new smartphone every 3 years and Facebook was their favorite application. The results 

revealed that informativeness, social influence, brand loyalty and personal innovativeness 

in information technology had positive influence on purchase intention of smartphones of 

visitors in Mobile Expo 2016 at .01 level of signification. 

 about the factors that 

positively impacting purchase intention to the customers to buy the products which 

related with my article. The researcher have to selected the factors, launched the 

questionnaires to the participant for study which factors is the most positively impacting 
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2.2 Hypothesis 

 2.2.1 There is a positive relationship between convenience and 

repatronage intentions. 

 2.2.2 There is a positive relationship between interaction with staff and 

repatronage intentions. 

 2.2.3 There is a positive relationship between merchandise variety and 

value and repatronage intentions. 

 2.2.4 There is a positive relationship between  

and repatronage intentions. 

 2.2.5 There is a positive relationship between satisfaction and repatronage 

intentions. 

 2.2.6 There is a positive relationship between store attributes and 

repatronage intentions. 

 2.2.7 There is a positive relationship between functional values and 

repatronage intentions. 

 2.2.8 There is a positive relationship between promotions and repatronage 

intentions. 

 2.2.9 Convenience, interaction with staff, merchandise variety and value, 

, satisfaction, store attributes, functional values and 

promotions have positive influence toward  intentions of  

convenient stores in Thungkru District of Bangkok. 
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2.3 Conceptual Framework  
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Figure 2.1: Theoretical framework for Repatronage intentions 
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CHAPTER 3 

RESEARCH METHODOLOGY 

This chapter presents the applied method to study factors positively impacting 

epatronage i convenient stores in Thungkru District of 

Bangkok. The research method is described step by step. 

3.1 Research Design 

This research objective was to discover factors positively impacting 

. The 

methodology was based on the quantitative approach. The survey method and data 

collection through questionnaires were chosen for this research. 

3.2 Population and Sample Selection 

 

convenient store especially the people who live in Thungkru District. Estimated total 

population in Thungkru District was around 121,833 people (Wikipedia, 2018b). The 

reason that the researcher chose the people in this area because the researcher lived in 

more than other convenient stores. Then, the researcher decided to use the purposive 

convenient stores in Thungkru District area. Moreover, the researcher asked the 

e 
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Hence, the researcher wanted to know the reason which attracted the customer came to 

the store many time. 

The sample size was calculated from 40 pilot questionnaires by using G*power 

version 3.1.9.2, created by Erdfelder, Faul & Buchner (1996) from the concepts of Cohen 

(1977) and approved by Wiratchai (2012) with the Power (1-

0.20, Number of Test Predictor of 8, Effect Size of 0.0401630 (Calculated by Partial R² 

of 0.0386). As a result of G*power calculation, the minimum number of the total sample 

size was 248 (Cohen, 1977). Consequently, total 248 sets of the questionnaire would be 

collected from participants. 

3.3 Research Instrument  

 3.3.1 The researcher explored the published articles and journals which related to 

convenient stores, products, service, and the influence that impact to the customer to 

revisiting to the convenient stores from www.emeraldinsight.com and 

www.sciencedirect.com as an advisor suggested. 

 3.3.2 The researcher created a questionnaire from selected variables and questions 

from an articles and journals which gets approval from as advisor. 

 3.3.3 The researcher pass completed questionnaire form to two experts in 

Silom Branch, and then finalized the questionnaire by referred to comments from two 
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experts and the advisor. 

 3.3.4 Launching 40 pilots testing of questionnaires. Next step was to conduct the 

 

reliability and closely related of a section. 

3.3.5 Analysis of the reliability test was executed for 40 pilots testing of 

questionnaires in order to ensure the grouping of question and the consistency of each 

factor were aligned with theories of study. 

 

From instruments mentioned above, the questionnaire form that created from 

related principles could be divided into three parts with total forty-seven questions. 

Part 1 Consist of 9 questions which were 6 closed-ended response questions 

about demographic and general information such as Gender, Age, Status, Level of 

education, Monthly income and Professional status. The other three questions were about 

often they go to the convenience stores, category of 

products that they usually buy at the convenience stores, and amount of money that they 

spent on each category. 

Part 2 Closed- Factors positively impacting 

epatronage i convenient stores in Thungkru District of 

Bangkok  
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Convenience    4 Questions 

Interaction with staff   4 Questions 

Merchandise Variety and Value 4 Questions 

  4 Questions 

Satisfaction     4 Questions 

Store Attributes   4 Questions 

Functional Values   4 Questions 

Promotions    4 Questions 

Repatronage Intensions  5 Questions 

This part was evaluated from interval scale by using a five-point scales ranking 

from 1 (lowest agreeable level) to 5 (Highest agreeable level). 

Part 3 Open-ended response question for participants to recommend other factors 

that might affect 

District of Bangkok. 

3.4 Testing Research Instrument  

The researcher examined the validity and appropriateness of each question with 3 

experts using an Index of item-Objective Congruence: IOC. After revised questionnaires 

align with experts recommend, the 40 pilots testing of questionnaires were launched. The 
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ha Coefficient of each factor was computed. However, the value was 

between 0.675-0.861 which exceed 0.65 regarding the suggested level (Nunnally, 1978). 

 

questionnaires 

 

 

The researcher used factor analysis technique to investigate construct validity as 

well as analyzed factor loading value of each factor. However, factor loading value result 

should exceed 0.3 to ensure the reliable component of questions. 

There are four deleted the questions from Merchandise Variety and Value (MV), 

Store Attributes (SA), Functional Values (FV) 

Coefficient result to reach 0.65 suggested levels (Nunnally, 1978). The question 

-

Questionnaire n 40 n 48 

Variable Factor   

Convenience (CON) .675 .835 

Interaction with staff (IS) .743 .916 

Merchandise Variety and Value (MV) .755 .665 

Perceived Quality (PQ) .783 .825 

Satisfaction (SATIS) .861 .833 

Store Attributes (SA) .687 .764 

Functional Values (FV) .785 .759 

Promotion (PRO) .848 .846 

Independent Factor   

Repatronage Intensions (RI) .838 .774 
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for my money (FV4) 

was removed from this evaluation. 

Factor analysis was conducted based on these factors: Convenience (CON), 

Interaction with staff (IS), Merchandise Variety and Value (MV)

Quality (PQ), Satisfaction (SATIS), Store Attributes (SA), Functional Values (FV), 

Promotion (PRO), and Repatronage Intensions (RI) at n= 248  

 

Table 3.2: Factor Analysis of       

                 s in Thungkru District of Bangkok at n= 248 

 CON IS MV PQ SATIS SA FV PRO RI 

CON1 0.763         

CON2 0.719         

CON3 0.719         

CON4 0.559         

IS1  0.691        

IS2  0.864        

IS3  0.774        

IS4  0.780        

MV1   0.278       

MV2   0.433       

(Continued) 
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Table 3.2 (Continued): Factor Analysis of      

                                      

                                     Thungkru District of Bangkok at n= 248 

 CON IS MV PQ SATIS SA FV PRO RI 

MV3   0.339       

MV4   0.162       

PQ1    0.609      

PQ2    0.372      

PQ3    0.764      

PQ4    0.799      

SATIS 1     0.514     

SATIS 2     0.753     

SATIS 3     0.464     

SATIS 4     0.371     

SA 1      0.672    

SA 2      0.251    

SA 3      0.629    

SA 4      0.756    

FV 1       0.321   

FV 2       0.756   

(Continued) 
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Table 3.2 (Continued): Factor Analysis of  

                                     ient stores in  

                                     Thungkru District of Bangkok at n= 248 

 CON IS MV PQ SATIS SA FV PRO RI 

FV 3       0.326   

FV 4       0.110   

PRO 1        0.694  

PRO 2        0.702  

PRO 3        0.764  

PRO 4        0.612  

RI 1         0.409 

RI 2         0.764 

RI 3         0.795 

RI 4         0.318 

RI5         0.378 

3.5 Statistics for Data Analysis  

The questionnaires data were analyzed using statistical analysis software named 

SPSS version 23 by using Statistical Significant level of .01.  

Descriptive statistics analysis such as demographic, general information and 

 were measured by using Frequency and Percentage; whereas the  
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scale ranking as Convenience, Interaction with staff, Merchandise Variety and Value, 

Promotions, and Repatronage Intensions were measured by using Mean ( ) and Standard 

Deviation (S.D).  

Regression analysis were used for inferential statistical analysis to evaluate independent 

variable. 







cient of  

                 convenience, interaction with staff, merchandise variety and value, , satisfaction, store attributes,  

                 functional values, promotion that positively impacting  intentions to use the services  

                 .  

Variable CON IS MV PQ SATIS SA FV PRO RI 

Convenience (CON) 1         

Interaction with staff (IS) .672** 1        

Merchandise Variety and Value (MV) .346** .568** 1       

 (PQ) .234** .582** .548** 1      

Satisfaction (SATIS) .377** .597** .546** .707** 1     

Store Attributes (SA) .324** .509** .521** .717** .804** 1    

Functional Values (FV) .146* .248** .480** .497** .474** .531** 1   

Promotion (PRO) .043 .310** .471** .504** .410** .432** .654** 1  

Repatronage Intensions (RI) .260** .326** .375* .414* .462** .417** .656** .603** 1 

** Correlation is significant at the .01 level 

2
6
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CHAPTER 5 

DISCUSSION 

The purpose of this study was to describe the positive impact factors of 

convenience, interaction with staff, merchandise variety and value, 

quality, satisfaction, store attributes, functional values, promotions 

ient stores in Thungkru District of Bangkok. A 

quantitative research method was used for this research through questionnaires surveys 

for data collection. 

The research participants were collected from 248 respondents who lived in 

Thungkru District of Bangkok. The data analysis completed by SPSS version 23, the 

results could be concluded as the following. 

 

5.1 Research Findings and Conclusion 

The majorities of respondents were females at the age of 24-29 years old, singles 

and had bachelor  degrees. Almost all worked in private company with income range 

between 15,001 to 30,000 baht per month. t 

stores, spent 101- 200 THB for buy food per one time. 

Regarding the analysis results based on hypothesis could be summarized that 

there were four accepted hypotheses as follow: functional values 6), promotions 

336), satisfaction 231), and convenience 185). Hence, the result could 

be concluded that functional values, promotions, satisfaction, and convenience factor had 

positive influence on repatronage intentions at statistically significant level of .01. 
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Moreover, these four factors were explained the positively impacting on custo

repatronage intentions at 53.5% whereas other 46.5% were 

influenced by other variables which were not in used in this research. However, the result 

of Variance Inflation Factor (VIF) value was not exceed 4 that means there had no 

Multicollinearity among the independent variables. The standard error was ±0.196 by the 

following equation 

 

Y (Repatronage Intentions) = 1.576 + 0.426 (Functional Values) + 0.336 

(Promotions) + 0.231 (Satisfaction) + 0.185 (Convenience) 

 

5.2 Discussion 

The research was to study the factors positively impacting 

s in Thungkru District of Bangkok; which consist of 

convenience, interaction with staff, merchandise variety and value, 

quality, satisfaction, store attributes, functional values, and promotions. Referred to the 

sample size recommendations by Cohen (1977), 248 respondents were recruited to 

complete the survey with questionnaire method. However, analyzed the data by SPSS 

program and the result as the following. 

Hypothesis 1, convenience had a positive relationship on repatronage intentions 

or not. The result from Pearson's Correlation analysis revealed that convenience had a 

positive relationship toward repatronage intentions at .01 significant levels which 

accepted hypothesis. According to Coelho do Vale, Verga Matos, & Caiado (2016)
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studied about the store loyalty drivers. The store convenience was one of the part which 

can affected d to shop at the convenient stores. The 

data was collected by an online survey and analyzed by using structural equation 

modeling. However, store convenience characteristics was including of location service, 

store atmosphere, delivery services, and multiple- payment alternatives (Dabholkar et al., 

1996; Maruyama & Wu, 2014; Orel & Kara, 2014) For example, if the store was close to 

their home or workplace. It was higher percent that they will shopping at these 

convenient stores

convenient stores. 

Hypothesis 2, interaction with staff had a positive relationship on repatronage 

intentions or not. The result from Pearson's Correlation analysis revealed that interaction 

with staff had no positive relationship toward repatronage intentions at .01 significant 

levels which accepted hypothesis. Referred to Terblanche (2018) studied about the factors 

that affect to the customer shopping experience and influence them the future visiting. 

The relationships between customers and employees that more rapport can led to the 

greater customer satisfaction. However, from observation of researcher found that 

interaction with staff was not all the reason that led the consumer came to the convenient 

stores. Due to, if the convenient stores had not reach their demand, they were not 

focusing on the interaction with staff point.

Hypothesis 3, merchandise variety and value had a positive relationship on 

repatronage intentions or not. The result from Pearson's Correlation analysis revealed that 

merchandise variety and value had no positive relationship toward repatronage intentions 



37 

at .01 significant levels which accepted hypothesis. Regarding to Bauer, Kotouc, and 

Rudolph (2012) revealed that the variety of goods in the store was the factor that led the 

consumers were revisiting at the store in the future. Pan & Zinkhan (2006) showed that 

assortment was ranked highest by customers among ten factors when they had to choose 

a particular retailer. Mantrala et al. (2009) also mentioned that even if the variety of 

products that offered in a shop was the big influence on customer satisfaction. The 

researcher found that this factor was not much affect to the customer to revisiting at the 

t store. Due to, it was also challenging for the store to offered merchandise 

that were balancing with the variety, quality, and their service that customer expects for 

meet the customer demands. 

Hypothesis 4,  a positive relationship on 

repatronage intentions or not. The result from Pearson's Correlation analysis revealed that 

 had no positive relationship toward repatronage intentions at 

.01 significant levels which accepted hypothesis. Regarding to Cristina & Jean-Pierre 

(2016) revealed that before the consumers decided to purchase the products, the 

appearance and texture of products were also important to their decision. However, the 

researcher founded 

directly not all the reason to impacting repatronage intentions of customers. 

Hypothesis 5, satisfaction had a positive relationship on repatronage intentions or 

not. The result from Pearson's Correlation analysis revealed that satisfaction had a 

positive relationship toward repatronage intentions at .01 significant levels which 

accepted hypothesis. According to Terblanche (2018) studied revisiting from customer 
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will be happen when they had 

satisfaction. The store had to reach the customer  demand. In this study mentioned about 

including of merchandise 

value, internal shop environment, interaction with staff, merchandise variety, presence of 

and interaction with other customers, and customer in-shop emotions. However, when the 

store has done all the factors to reach the consumers de them had a 

greater experience than the competitors it will be lead the customer come to the store in 

the future. Moreover, the researcher founded that this factor had much influenced 

repatronage intentions to customers t stores in the future. 

Hypothesis 6, store attributes had a positive relationship on repatronage intentions 

or not. The result from Pearson's Correlation analysis revealed that store attributes had no 

positive relationship toward repatronage intentions at .01 significant levels which 

accepted hypothesis. The most relevant components of store attributes considered as store 

image, store atmosphere, merchandise, parking facility, convenience and location. 

However, a study by Beneke, Cumming, & Jolly (2013) showed that the store image was 

affected 

perceived value. Thus, to make the customer repeat visited the store. This was important 

to keep your store always had a good image. However, the researcher founded that this 

factor was not much affected to the customer  store. 

Hypothesis 7, functional values had a positive relationship on repatronage 

intentions or not. The result from Pearson's Correlation analysis revealed that functional 

values had a positive relationship toward repatronage intentions at .01 significant levels 
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which accepted hypothesis. According to the majority of the perceived value, describe 

value as perceptions of what customer have received and what they have given based on 

image (Zeithaml, 1988). However, in the study of the consumer behavior showed as two 

types. First were functional motives which referred to tangible need such as price, 

convenience, and quality. Second were non- functional motives that referred to intangible 

wants such as emotional and social needs (Chen & Hu, 2010). Moreover, it can have 

fragmented knowledge about perceive value but the present study tried to incorporate 

functional value as a structure of the value (Sirdeshmukh & Sabol, 2002). Thus, in this 

study referred to functional value as overall evaluation of consumers about the quality of 

the products which they purchased from the store, and the money that they paid for it. 

Moreover, the researcher founded that this factor had much influence on the consumer to 

t store. 

Hypothesis 8, promotions had a positive relationship on repatronage intentions or 

not. The result from Pearson's Correlation analysis revealed that promotions had a 

positive relationship toward repatronage intentions at .01 significant levels which 

accepted hypothesis. Coelho do Vale, Verga Matos, & Caiado (2016) studied about 

at the store in the future. There were several elements of store loyalty drivers including 

in-store and economic factors. Moreover, Meyer-Waarden (2015) had identify that 

economic drivers can influence consu were four economic 
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In addition, store promotional policies can acted as short-term loyalty instruments, since 

the stores offered the promotional mix of products. It can influence store patronage 

(Martos-Partal & Gonzalez-Benito, 2013). However, the researcher founded that this 

t  

Hypothesis 9, the result from Multiple Regression Analysis showed that there 

were four factors impacting repatronage intentions 

Thungkru District of Bangkok, which were functional values, promotions, satisfaction, 

and convenience factor at statistically significant level of .01. Like Terblanche (2018) 

mentioned about the factors that made the customer came to the store again in the future. 

The elements that created the customer experience was from a set of relation between 

customers and products, a firm, or part of a firm that made a response. Moreover, when 

the marketer can reach the customer demand, this was ensuring that affect positively to 

repatronage intension. 

5.3 Recommendation for Managerial Implication 

The result of this research could benefit for the convenient store industry as they 

can realize and adopt the result for their development. According to the most factors that 

positively impacting repatronage intentions including of functional values, promotion, 

satisfaction, and convenience factor. 

5.3.1 Convenience was consisting of many components such as location service, 

store atmosphere, delivery services, and multiple- payment alternatives. If the store, tried 

to provide the service that more convenience for customer. This was higher percent that 

they will come to the store in the future. 
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5.3.2 Satisfaction will be happened when they had a good experience from the 

store. The store must reach the customer demand. This was including of internal shop 

environment, merchandise value, merchandise variety, interaction with staff, presence of 

and interaction with other customers, and customer in-shop emotions. That all can 

affected to the repatronage intentions. 

5.3.3 Functional values, this was perceptions of what customer have received and 

what they have given based on the customer assessment of the usefulness of a store, 

merchandise, and brand image. If the store can reach these customer demand point. It can 

make the consumer revisiting to the store. 

5.3.4 Promotions, this was the strategy of the store that offer for the customer. For 

example, buy 1 get 1 or collect point for discount, etc. if the store can create the 

interesting promotions and reach the customer demand. It can lead the customer come to 

shopping at the convenience store in the future. 

 

5.4 Recommendation for Future Research 

 This research was conducted only participants who lived in Thungkru District of 

Bangkok. The finding may not cover all potential populations. However, some of them 

maybe only full-fill the questionnaire in an incorrect result. Hence, in the future research 

should be collected for larger-scale of populations for increase more comprehensive 

understanding of positive factors that impacting repatronage intentions of convenient 

store.  
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 In addition, the private labels (PLs) was also the interesting independent variables 

factor. For make the future research more covered, this factor was an interesting choice 

for the researchers. 

 During factor analysis, this research found that some questions had factor loading 

value less than 0.3, which should be deleted from the group or using confirmative factor 

analysis in the future research. The questions which were not exceed factor loading value 

were including -known brands 

convenient store is 

my money (FV4).
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