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ABSTRACT 

The researcher studied factors that could impact customer’s satisfaction of A 

supermarket’s customers in Bangkok. The factors included Empathy, Responsiveness, 

Location, Facilities, Product Consciousness, Pricing, Promotion, and Perceived value. 

The 250 usable questionnaires were collected from both Thai people and foreigners 

shopping in the “A” supermarket. Multiple regression analysis and Pearson Product-

Moment Correlation Coefficient were used for data analysis.  The researcher found 

that Perceived Value (β = 0.566), Location (β = 0.295), Responsiveness (β = 0. 276),  

and Promotion (β = 0. 210) were tested to be positively affected customer’s 

satisfaction of “A” supermarket’s customers in Bangkok at .01 level of significance, 

explaining 59.2% of the influence toward customer satisfaction. 

 

Keywords: Supermarket in Bangkok, Customers’ Satisfaction, perceived value.  
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CHAPTER 1 

GENERALITIES OF THE STUDY 

 

         The customer’s satisfaction of supermarket’s customers in Bangkok and the 

factors related to it will be introduced primarily. The entire research will be presented 

at first. And the statement of problem, research objective, scope of research limitation 

of the study, intension and reason to study, assumptions, major research questions, 

benefit of study will present as well. 

 

   1.1 Background 

Thailand is one of the most promising retail markets in Southeast Asia, 

offering modern retailers’ plenty of room to grow as traditional trade still holds 

approximately half of the total retail sales. The market place is very dynamic and 

competition among various players is intensive. Thai customers’ changing lifestyles 

and growing urban population are also offering modern retailers many growth 

opportunities, as people have less time for shopping and higher expectations, the 

convenience and quality of service modern retailers are offering makes them more 

attractive to a modern consumer. 

 

Still the year 2014 was by no means an easy year for all Thai retailers as 

consumer sentiment continued sluggish, impacted by political and economic situation 

especially during the first half of the year. The military coup in May lifted up the 

mood somewhat after months of street protest in Bangkok but the recovery in second 

half was still not rapid (Thailand Retail Market 2016-2020, 2016). 

 

A supermarket is a grocery and general merchandising retailer 

headquartered in Bangkok, Thailand. It is the leading hypermarket chain in Thailand, 

managed under the umbrella of Grouped Casino (Thailand Retail Market 2016-2020, 

2016). It has operations in three countries, namely Thailand, Vietnam and Laos. The 

company was founded by Central Group and the First A supermarket opened on 

Chaengwattana Road in Bangkok. It was first listed on the Stock Exchange of 

Thailand (Thailand Retail Market 2016-2020, 2016). A is a hypermarket/supercenter 
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brand format, which sells consumer products and foodstuffs. The stores have five 

main sale categories: fresh food, dry foods, clothing, home decor and electrical 

appliances. 

 

              A dual retail-rental business model has enabled our shopping centers to 

answer to customers’ needs and preferences through a carefully selected tenant mix. 

From A’s first hypermarket opening at Wong Sawang area of Bangkok, store network 

has expanded nationwide and our formats have expanded from hypermarkets to cover 

multiple formats (Thailand Retail Market 2016-2020, 2016). In 2011, network leaped 

forward when we integrated Carrefour’s operations in Thailand. The integration gave 

A access to key catchments in both Bangkok and upcountry, enhanced ability to offer 

customers the best price available, and widened reach to cover all customer segments 

from low to high income (Thailand Retail Market 2016-2020, 2016). 

 

  Whether customer shops in A stores, you are a part of the A family. Over the 

years A family has grown significantly. A currently employs over 27,000 members of 

communities across Thailand (Thailand Retail Market 2016-2020, 2016). As for the 

customers, A popular Card loyalty program has grown rapidly into a big family since 

its inauguration in 2009, reaching 7.6 million members by the end of 2013 (Thailand 

Retail Market 2016-2020, 2016). 

 

        An overall competitive landscape in Thai retail business continued intense and 

intensified in some cases especially in small store format sector. There are currently 

three main players in Thai retail market including A, Tesco Lotus and CP All / Makro, 

with all of them having multiple store formats and nationwide mnetwork. In 

hypermarket segment our acquisition of Carrefour Thailand operations at the 

beginning of 2011 increased significantly our exposure to large cities and tourist 

destinations and their more resilient spending.  
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1.2 SWOT Analysis 

Table 1.1: SWOT analysis  

 A 

supermarket 

in Thailand 

Tesco Lotus Makro 

Strength 1. good 

service 

2. high quality 

of goods 

3.low price of 

goods 

4. annual 

promotion 

5. good 

location 

1.TESCO have secured 

commercial standing within the 

global market. 

2. In an environment where global 

retail sales are showing decline or 

level performance on a like for 

like basis TESCO Group  

3. As a business looking for 

continued expansion TESCO have 

reserve funds of credit coupled 

with income derived from property 

portfolio development funds 

1. Makro held by CP 

Group, is a wholesale 

operator of cash and 

carry chains, which 

offers varied products 

and services to the 

member customers. 

2. Goods are  imported. 

3. Strong financal 

support. 

 

Weakness 1. limited 

goods 

selection 

2.no import 

goods 

3. less varity 

of goods 

1. TESCO Finance profit levels 

were impacted through bad debt, 

credit card arrears and household 

insurance claims. 

2. Grocer outlets are not set up to 

operate as specialist retailers in 

specific areas of product which 

can be capitalised on by other 

smaller bespoke retailers. 

3. Non-essential, mid to high ticket 

price items which will suffer from 

the rising cost of living and lower 

disposable incomes. 

1. High cost 

2. Less competitve 

goods price. 

3. Low quality of 

service.  

   (Continued) 
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Table 1.1(Continued):  SWOT analysis 

Opportunity 1. lots of 

forgin buyers 

2. no cooking 

habits of Thai 

people 

3. local 

supplier 

1. lots of forgin buyers 

2. no cooking habits of Thai 

people 

3. local supplier 

1. lots of forgin buyers 

2. no cooking habits of 

Thai people 

3. local supplier 

Threat 1. Thai Baht 

depreciate 

2. political 

instable 

3. natural 

disaster 

1. Thai Baht depreciate 

2. political instable 

3. natural disaster 

1. Thai Baht depreciate 

2. political instable 

3. natural disaster 

 

Source: TransWorldNews (2013). Retrieved from 

http://www.transworldnews.com/1308493/big-c-supercenter-public-company-

limited-company-profile-new-swot-report 

 

1.3 Statement of problems 

The retail super market is significant interest because of substantial 

impacts of product sales and use on a variety of business concerns including 

customer supply-demand, business cycles, and customer consumption. Additional, 

retailer sales growth has obviously proved the importance of economy for 

Thailand. That’s is very important for the owner of super market to understand 

what kind of factors will impact on the customer’s satisfaction, so that can affect 

to the volume of  sales. 

 

1.4 Objective of Research 

The research objective of this study is to determine the factors related and 

affect relationship between customers’ satisfaction. The factors include are 
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Empathy, Responsiveness, Location, Facilities, Product Consciousness, Pricing, 

Promotion, and Perceived value.  

 

1.5 Scope of research 

      In the study, the factor that can impact on the customer’s satisfaction of A 

supermarket’s customers in Bangkok will be determined. The factors include are 

Empathy, Responsiveness, Location, Facilities, Product Consciousness, Pricing, 

Promotion, Perceived value. The targeted customers are the both Thai people and 

foreigner shopping in the A super market. The target customers are no and limitation 

on age and genders. 

 

     This paper describes eight independent variables which are Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, 

Perceived value and only one dependent variable which is customer’s satisfaction. 

There are 250 questionnaires were send to target population in the A super market. In 

the questionnaires will be nine sections to cover all the independent variables and 

dependent variables. And judgment with convenience of non-probability sampling 

was applied during that time. 

 

1.6 Research Question 

Major research question: 

Are there having relationship and impact of Empathy, Responsiveness, 

Location, Facilities, Product Consciousness, Pricing, Promotion, Perceived value 

towards customer’s satisfaction of A supermarket’s customers in Bangkok. 

 

 

1.7 Significant of Research 

The manager of sales and market manager can apply this research to 

determine the efficiency of their market strategies and sales technical. And also, 

they can use the information of this study to improve knowledge of understanding 

the real needs and wants when customers shopping in A. So that, the owner of A 
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can know the key factors that determine the customer’s satisfaction, then it will 

help to increase the sales of buying for get more revenues. The Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, 

Perceived value can be adjusted after mangers apply this research to match 

customers’ wants better.  

 

1.8 Definition of terms 

Customer’s Satisfaction 

Satisfaction is an overall attitude towards a product provider or an emotional 

reaction to the difference between what customers expect and what they actually 

receive regarding the fulfillment of a need. Satisfaction as a person’s feelings of 

pleasure, excitement, delight or disappointment which results from comparing a 

products perceived performance to his or her expectations. Satisfaction means the 

contentment one feels when one has fulfilled a desire, need or expectation.  

 

Empathy  

      Empathy is the capacity to understand or feel what another being (a human or 

non-human animal) is experiencing from within the other being's frame of reference, 

i.e., the capacity to place oneself in another's position.  

 

Responsiveness 

      Responsiveness refers to the willingness on the part of the service provider to 

deliver assistance to the customer. 

  

Location 

        Location can mean convenience and accessibility. Location can also refer to the 

number of stores in a particular geographical setting.  

 

Facilities 
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A grocery store facility is described as a place of sensory stimuli where consumers 

find colorful product displays coupled with fruits and flowers with perfectly displayed 

packages of snacks and advertisements covering the floor.  

 

Product Consciousness 

       Customers, who score high on this factor are more product conscious or variety 

seeking customers or always like different varieties of the products for getting 

satisfaction.  

 

Pricing 

       Pricing is the process whereby a business sets the price at which it will sell its 

products and services, and may be part of the business's marketing plan.  

 

Promotion 

       Promotion refers to raising customer awareness of a product or brand, generating 

sales, and creating brand loyalty. It is one of the four basic elements of the market mix, 

which includes the four P's: price, product, promotion, and place. 

 

Perceived value 

       Customer-perceived value is the difference between a prospective customer's 

evaluation of the benefits and costs of one product when compared with others.  

 



CHAPTER 2 

LITERATURE REVIEW 

             Chapter 2 is literature review and mainly introduces the concepts of theories 

that give academic viewpoints to support study topic “The factors positively affect the 

customer’s satisfaction of A supermarket’s customers in Bangkok”. There included 

customer’s satisfaction, purchase tangibles, empathy, responsiveness, quality 

expectation, personnel, atmosphere, pricing, in-store convenience. A study framework 

is presented. So the main purpose of chapter two is to give an insight and guide of this 

study. 

 

2.1 Concept theories of Customer’s Satisfaction 

         According to Abril, et al. (2009) explained that “satisfaction is an overall 

attitude towards a product provider or an emotional reaction to the difference between 

what customers expect and what they actually receive regarding the fulfillment of a 

need”. Bateson, and Hoffman, (2011) also define satisfaction as a person’s feelings 

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

products perceived performance to his or her expectations. Satisfaction means the 

contentment one feels when one has fulfilled a desire, need or expectation. 

Furthermore, Customer satisfaction can be a measure of how happy customers are 

with the services and products of a supermarket. Keeping customers happy is of 

tremendous benefit to companies. Satisfied customers are more likely to stay loyal, 

consume more and are more likely to recommend their friends to the business. 

 

        Abril, et al., (2009) suggest that “customer satisfaction can be defined as the 

overall evaluation of the service performances or utilization.” Customer satisfaction 

can also be measured using some questions like, considering all your experience of 

company X, how satisfied are you in general on a scale from completely satisfied to 

dissatisfied? Another question could be to what degree did company X fulfill your 

expectations? On a scale of much less than expected to much more than expected? 

(Bateson and Hoffman 2011). According to Bloemer, and Schroder, (2002) 

satisfaction can be associated with feelings of acceptance, relief, excitement and 

delight. Furthermore, Chang, and Tu, (2005) says that many studies have viewed the 
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impact of customer satisfaction on repeat purchase, loyalty and retention and they 

have all echoed concern that customers who are satisfied are most likely to share their 

experiences with other people with regards to about five to six people. Additionally, 

this research is supported by Chang and Tu, (2005) who also imply that satisfaction 

influences repurchase intentions whereas dissatisfaction is seen as a primary reason 

for customer defection or discontinuation of purchase. Bateson and Hoffman, (2011) 

also say that dissatisfied customers can choose to discontinue purchasing the goods or 

services and engage in negative word of mouth. 

 

        Bateson and Hoffman, (2011) define customer satisfaction as the level of a 

person’s felt state resulting from comparing a product’s perceived performance or 

outcome in violation to his/her own expectations. The efficient satisfaction of 

customer needs is the ultimate test of a business enterprise’s success and focus of 

business activity should be to serve customer needs and wants more efficiently than 

competitors. The long term survival of a business enterprise depends not only on the 

sales volume and the variety of business enterprise’s products but also on the former’s 

ability to satisfy the needs of customers efficiently. A business enterprise’s ability to 

deliver superior value is thus the starting point in efficient customer need satisfaction. 

A satisfied customer is the only true asset of the business enterprise and represents the 

sole justification of the business enterprise’s existence.  

 

2.2 Concept theories of Empathy  

          Empathy is the capacity to understand or feel what another being (a human or 

non-human animal) is experiencing from within the other being's frame of reference, 

i.e., the capacity to place oneself in another's position (Fatma. and Gulhayat 2011). 

There are many definitions for empathy which encompass a broad range of emotional 

states. Types of empathy include cognitive empathy, affective empathy, and somatic 

empathy (Javadi,. and Gol,. 2011). In the development of human empathy, individual 

differences appear, ranging from no apparent empathic ability, or empathy which is 

harmful to self or others, to well-balanced empathy, including the ability to 

distinguish between self and other. 
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       Empathy has many different definitions that encompass a broad range of 

emotional states, including caring for other people and having a desire to help them; 

experiencing emotions that match another person's emotions; discerning what another 

person is thinking or feeling; and making less distinct the differences between the self 

and the other. It also is the ability to feel and share another person's emotions. Some 

believe that empathy involves the ability to match another's emotions, while others 

believe that empathy involves being tenderhearted toward another person. 

 

         Empathy relates to treating customers in such a way that they feel important 

to the organization, and that their needs are seen as important to the organization 

(Javadi, and Gol, 2011). Nguyễn T. (2016) define empathy as the care and 

individualized attention that an organization provides its customers. As such, service 

providers need to ensure that service provision is customized to customers’ unique 

needs. 

 

2.3 Concept theories of Responsiveness 

              Responsiveness refers to the willingness on the part of the service provider to 

deliver assistance to the customer (Ram (2013). Nguyễn. (2016) state that this 

dimension emphasizes attentiveness as well as promptness in handling customer 

questions, complaints, requests and problems. It also refers to the ability to develop 

customized solutions for customers. As such, the responsiveness dimension reflects a 

service firm’s commitment to provide its services in a timely manner. 

 

              Responsiveness as a concept of computer science refers to the specific ability 

of a system or functional unit to complete assigned tasks within a given time. For 

example, it would refer to the ability of an artificial intelligence system to understand 

and carry out its tasks in a timely fashion. It is one of the criteria under the principle 

of robustness (from a v principle). The other three are observability, recoverability, 

and task conformance. 

 

              Market responsiveness can generally be defined as the ability for a company 

to respond timeously, effectively and efficiently to customers’ needs, competitive 
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threats, and market and business environmental changes. In order to be timeously and 

effectively responsive to such changes organizations need to be able to gather, 

analyses, process data into meaningful information in order to make viable and 

appropriate strategic decisions so as to maintain or even increase their competitive 

advantage. This process of collecting, processing, analyzing, and dissemination of 

intelligence that is required for formulating high-level organizational strategy is 

known as strategic intelligence. In world-class organizations, strategic intelligence is 

supported by business intelligence which is the process is by which raw data 

(including strategic intelligence and decisions) is transformed into meaningful and 

useful information for tactical and operational purposes. 

 

2.4 Concept theories of Location 

             The location of any store is always very important. Location can mean 

convenience and accessibility. Location can also refer to the number of stores in a 

particular geographical setting. According to Yongmei et al., (2013), suggest that 

once a location is near to the home then transaction costs associated with purchase 

such as transport costs and time spent are likely to be reduced. According to Yongmei 

et al., (2013) who developed Reilly law of retail gravitation which proposes that 

people are drawn to larger shopping thus larger cities tend to attract more customers 

to shop their than smaller ones therefore the need for supermarkets to consider 

location when putting up facilities. This is further supported by Choi, and Coughlan, 

(2006) who use the central place theory to explain how people living far away are 

attracted to larger stores which are centrally located in larger shopping malls offering 

more collection of goods and services than those stores within their own vicinity 

offering less goods and services. 

 

              In the marketing mix, the process of moving products from the producer to 

the intended user is called place. In other words, it is how your product is bought and 

where it is bought. This movement could be through a combination of intermediaries 

such as distributors, wholesalers and retailers. In addition, a newer method is the 

internet which itself is a marketplace now. 
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           Competitive Location Literature is one line of study within the retail store field 

which addresses the issue of optimally locating firms that compete for clients in space. 

Consumers would shop at the nearest store. Different models based on this 

assumption of consumer behavior have been developed since then.  

 

2.5 Concept theories of Facilities 

         According to Harris, (2010) a grocery store is described as a place of sensory 

stimuli where consumers find colorful product displays coupled with fruits and 

flowers with perfectly displayed packages of snacks and advertisements covering the 

floor. They further argue that some customers then use the in store stimuli as cues to 

remind them of what groceries they need and also assert that certain consumers enter 

shops without the intention of buying certain goods but end up buying a particular set 

of goods because the in store stimuli has triggered unrecognized needs and desires 

leading to in store decision making. This is supported by Harris, (2010) who asserts 

that the sales outlets/supermarkets facilities are very important since they have the 

ability to influence or change the purchasing behavior of consumers; therefore 

extreme care has to be observed when making a decision on merchandising because 

70 percent of purchase decisions are made during shopping. Olabanji and Olawale 

(2013) describe supermarket facilities as the sum of elements that contribute to a 

pleasant shopping atmosphere such as shop layout/ aisles that make it easy to move 

around, store cleanliness and well-shaped product displays. 

 

         Because of increased competition in the market, retailers are being driven to 

improve their aisle and display management strategies. This is being done to improve 

company share of consumer purchases and wallet. Olabanji and Olawale (2013) 

asserts that aisle management involves the effective placement of categories in the 

store aisles to improve customers´ shopping experience. Harris. (2010) found that 

good store facility design (overall appearance of the shop, cleanliness, departments in 

the right places and wide and well-marked aisle directions) leads to enhanced 

perceptions of overall merchandise quality. Furthermore, Harris, (2010) say that 

physical aspects such as a good store layout and attractive service materials give 

customers a good impression and attitude towards the store. 
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2.6 Concept theories of Consciousness 

 

             Consciousness is the state or quality of awareness, or, of being aware of an 

external object or something within oneself. It has been defined as: sentience, 

awareness, subjectivity, the ability to experience or to feel, wakefulness, having a 

sense of selfhood, and the executive control system of the mind. Despite the difficulty 

in definition, many philosophers believe that there is a broadly shared underlying 

intuition about what consciousness is. Thanks to developments in technology over the 

past few decades, consciousness has become a significant topic of interdisciplinary 

research in cognitive science, with significant contributions from fields such as 

psychology, neuropsychology and neuroscience. The primary focus is on 

understanding what it means biologically and psychologically for information to be 

present in consciousness—that is, on determining the neural and psychological 

correlates of consciousness. 

 

              Customers, who score high on this factor are more product conscious or 

variety seeking customers or always like different varieties of the products for getting 

satisfaction. Customers always appreciate and visit those shopping malls, which have 

total product availability or variety. Even for getting this type of customer satisfaction 

they go to more than one store to get better range of the products or latest products. 

These types of customers are not quality conscious, but they have consciousness 

about only different varieties of product or multiple options of the product. 

 

 

2.7 Concept theories of Pricing 

              Pricing is the process whereby a business sets the price at which it will sell 

its products and services, and may be part of the business's marketing plan. Lemuel In 

setting prices, the business will take into account the price at which it could acquire 

the goods, the manufacturing cost, the market place, competition, market condition, 

brand, and quality of product. 
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             Pricing is also a key variable in microeconomic price allocation theory. 

Pricing is a fundamental aspect of financial modeling and is one of the four Ps of the 

marketing mix. (The other three aspects are product, promotion, and place.) Price is 

the only revenue generating element amongst the four Ps, the rest being cost centers. 

However, the other Ps of marketing will contribute to decreasing price elasticity and 

so enable price increases to drive greater revenue and profits. 

 

             Pricing can be a manual or automatic process of applying prices to purchase 

and sales orders, based on factors such as: a fixed amount, quantity break, promotion 

or sales campaign, specific vendor quote, price prevailing on entry, shipment or 

invoice date, combination of multiple orders or lines, and many others. Automated 

systems require more setup and maintenance but may prevent pricing errors. The 

needs of the consumer can be converted into demand only if the consumer has the 

willingness and capacity to buy the product. Thus, pricing is the most important 

concept in the field of marketing; it is used as a tactical decision in response to 

comparing market situation.  

 

            Customers, who score high on this factor, are very particular about price and 

very conscious to get the best price for the products they buy for getting satisfaction 

in shopping malls (ODonnell, 2014). They always appreciate and visit those shopping 

malls which have some schemes on price; they check and compare the prices of 

products before purchasing them. 

 

2.8 Concept theories of Promotion 

             Promotion refers to raising customer awareness of a product or brand, 

generating sales, and creating brand loyalty. It is one of the four basic elements of the 

market mix, which includes the four P's: price, product, promotion, and place. 

 

              Promotion is also defined as one of five pieces in the promotional mix or 

promotional plan ( Harris, 2010). These are personal selling, advertising, sales 

promotion, direct marketing, and publicity. A promotional mix specifies how much 
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attention to pay to each of the five factors, and how much money to budget. The 

purpose of a promotion and thus its promotional plan can have a wide range, 

including: sales increases, new product acceptance, creation of brand equity, 

positioning, competitive retaliations, or creation of a corporate image  Fatma and 

Gulhayat (2011). Promotions designed to create a short term increase in sales. 

Examples of sales promotion include money off coupons, discount codes and "flash 

sales". 

 

              Promotion is a form of corporate communication that uses various methods 

to reach a targeted audience with a certain message in order to achieve specific 

organizational objectives ( Fatma and Gulhayat (2011). Nearly all organizations, 

whether for-profit or not-for-profit, in all types of industries, must engage in some 

form of promotion. Such efforts may range from multinational firms spending large 

sums on securing high-profile celebrities to serve as corporate spokespersons to the 

owner of a one-person enterprise passing out business cards at a local 

businessperson’s meeting. 

 

               Like most marketing decisions, an effective promotional strategy requires 

the marketer understand how promotion fits with other pieces of the marketing puzzle 

(e.g., product, distribution, pricing, target markets). Consequently, promotion 

decisions should be made with an appreciation for how it affects other areas of the 

company. For instance, running a major advertising campaign for a new product 

without first assuring there will be enough inventory to meet potential demand 

generated by the advertising would certainly not go over well with the company’s 

production department (not to mention other key company executives). Thus, 

marketers should not work in a vacuum when making promotion decisions. Rather, 

the overall success of a promotional strategy requires input from others in impacted 

functional areas. 

 

2.9 Concept theories of Perceived value 

              Customer-perceived value is the difference between a prospective customer's 

evaluation of the benefits and costs of one product when compared with others. 
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Perceived value may also be expressed as a straightforward relationship between 

perceived benefits and perceived costs: Value = Benefits / Cost. Armstrong, G. and 

Keller, (2006) defined perceived value of customer as the outcome of comparative 

relation of private between on the whole advantage perception and perceived offering 

or payment by the customer.    

 

             Armstrong, and Keller, (2006) proposed that the relationship model of price, 

quality and perceived value and mentioned that perceived value is an important factor 

in consumers’ purchasing decision process, and consumers will buy a product with 

high perceived value. Armstrong, and Keller, (2006) contended that consumers will 

evaluate what they give and what they get in their subjective perception when they are 

buying a product/service. According to Utility Theory, the probability of purchase 

intention will increase, when consumers acquire more benefits than they pay for a 

product. Armstrong, and Keller, (2006) also considered that perceived value is an 

important antecedent to influence consumer purchase intention because it is the 

composition of transaction utility and acquisition utility. Armstrong, and Keller, 

(2006) used logic models to analyze the influence of customer perceived value on 

consumer purchase intention in retailing industry and found that different perceived 

value customers have different purchase behavior. In fact, many researchers 

considered perceived value an important factor for marketing companies. It is because 

perceived value can be a differentiation and competitiveness to a company. 

Furthermore, consumer can transfer their attitudes and feelings from an advertising 

endorser to product and create perceived value. Thus, if consumers can receive 

trustworthy perceived value in the process of product or service consumption, it will 

create a good brand image, loyalty, profit and competiveness to a business. 

 

2.10 Related document and previous research 

                Chaisamran and Kanthawongs (2015) studied that Factors Positively 

Affecting Purchase Intention of Automobile Consumers at Thailand International 

Motor Expo 2015 in Bangkok. The researchers studied the positive influence of car 

attributes, emotional connection, accessibility, external Influence, brand-loving 

tendency, support environmental protection, drive for environmental responsibility, 
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and vivacity towards purchase intention of automobile consumers at Thailand 

International Motor Expo 2015 in Bangkok. The 258 usable survey questionnaires 

were received from the attendants of Thailand International Motor Expo 2015 at 

IMPACT Muang Thong Thani Convention Centre between 5 to 13 December in 2015. 

The data were analyzed using Multiple Regression Analysis found that vivacity (β = 

0.361) and accessibility (β = 0.141) were positively affected purchase intention of the 

potential automobile consumers in the Expo at .05 level of significant, explaining 57% 

of the influence towards purchase intention of the consumers. However, car attribute, 

emotional connection, brand-loving tendency, supporting environmental protection, 

and drive for environmental responsibility were not found to be significantly affected 

purchase intention of working people in Bangkok. The factor of external Influence in 

the research of Chaisamran and Kanthawongs (2015) might be used in the study of 

Chinese students’ loyalty.  

 

 Nguyễn (2016) studied that “Factors Influencing Customer Satisfaction towards 

Supermarkets in Thai Nguyen City, Vietnam”. The study attempts to find out the 

determinants of customer satisfaction towards supermarkets in Thai Nguyen city. In 

this study 200 responses of the 4 selected supermarkets in Thai Nguyen city were 

surveyed by convenient method. From the literature review and expert opinion, it has 

been found out that the dimensions of customer satisfaction are based on: product, 

price, personal interaction, convenience, services and physical appearance. Regression 

Analysis was used to identify the impact of these factors on customer satisfaction. The 

research findings showed that product, price, personal interaction, convenience, 

services and physical appearance were positively impacted on customer satisfaction 

towards studied supermarkets. Among them price had a strongest influence on 

customer satisfaction. Based on these findings, some recommendations were proposed. 

              

      Darry et al., (2015) studied that “Customer satisfaction within pharmacies in a 

supermarket: a South African perspective”. South Africa is experiencing an expansion 

of pharmacy chains. Globalization and deregulations have increase competition within 

the retail pharmacy sector. In this highly competitive sector, the most important 

strategy for a pharmacy chain to obtain customer satisfaction and maintain market 
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profitability is attributed to customer-focus. The aim of this paper was to investigate 

customer satisfaction at a pharmacy chain in South Africa. A total of 400 customers 

completed the survey using a questionnaire. All the service quality dimensions in the 

customers’ survey contain negative mean gap scores. From these findings, the 

pharmacy chain can identify specific gaps in the service quality dimensions and seek 

to close them. Service quality dimensions that are deemed to be good predictors of 

customer satisfaction have been related to factors relating to tangibles, reliability, 

responsiveness, assurance and empathy. The retail pharmacy chain should address 

these dimensions in its attempt to offer superior customer service. The 

recommendations would provide other pharmacies within a supermarket with 

knowledge to address possible shortcomings and improve the service levels. 

 

             Olabanji and Olawale (2013) claimed that “Customer Satisfaction and 

Loyalty to Small Township Retail Stores in Mankweng, Limpopo Province, South 

Africa”. The study investigates customer satisfaction and customer loyalty to small 

retail stores that are located close to big retail stores. Data collecting was done 

through convenience sampling using self-administered questionnaires. Data was 

analyzed through univariate analysis. The results indicated that perceptions of 

customer satisfaction are lower than the expectations. The respondents indicated their 

intention to make repeat purchases and also recommend the stores to friends and 

family indicating customer loyalty. The presence of big retail stores impacts 

negatively on the loyalty to small retail stores. Recommendations to improve 

customer satisfaction and loyalty are suggested. 

 

         Yongmei et al., (2013) studied that “The Customer Satisfaction Research of 7-

ELEVEn Stores in Hong Kong”. Using the 7-ELEVEn stores in Hong Kong as an 

example, this paper has studied customer satisfaction from the point of view of the 

enterprise. This paper has established a retail enterprise customer satisfaction model 

based on CCSI models. The secondary indexes of this customer satisfaction model 

include the following content: enterprise/brand image, quality expectations (shopping 

environment of convenience stores), quality perception (staff’s service quality), value 

perception, customer satisfaction, complaints and loyalty of customers and there are 
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also 18 indexes in third class indicators. With the principal component analysis, it can 

be found that three important factors were value and overall satisfaction, employee 

service quality, shopping environment and brand image, besides three satisfaction 

factors were shopping environment, the staff’s service quality and perceived value. 

The aim of this paper is to provide reference for the key of enterprise’s future work 

and also for the optimal distribution of resources. 

 

              Ram (2013) made research about “To Identify the Factors Impacting 

Customer Satisfaction in Food Retail Supermarkets”. Many research studies have 

been conducted in the area of retailing services, but there has been no research that 

takes into account both service quality and retail store features and identifies the 

factors that lead to customer satisfaction in food retail supermarkets. Customer 

satisfaction is defined as the extent to which a product or service meets or exceeds the 

customers’ expectations. The importance of such a study is immense in one of the 

fastest growing retail markets like India, where the impact of service quality and retail 

store features on customer satisfaction from the retail customers’ point of view is a 

very crucial field of discussion. After extracting different variables of service quality 

and retail store features from studying a body of literature on services in food retail 

supermarkets, this study aims to identify the main factors that lead to customer 

satisfaction in food retail supermarkets. The main factors are extracted from the 

independent variables using factor analysis. Then regression analysis is done taking 

the extracted factors as independent variables and customer satisfaction as dependent 

variable. Likert scale and multiple choice questions are used in the questionnaire. 

There are 17 independent variables which by factor analysis are reduced to 5 main 

factors which are found to significantly impact customer satisfaction in food retail 

supermarkets. 

           

         Satnam and Bedia (2012) studied that “A Study of Customer Satisfaction 

From Organized Retailing (With reference to Indore City). Organized retailing is 

gradually inching its way and becoming the next boom industry. The organized 

retailing sector in India has undergone significant transformation in the last decade. 

Customer satisfaction is a complex phenomenon for marketers as well as researchers. 
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The purchases of goods or services consist of a number of factors that could affect 

purchase decision. The objectives of the present study were to analyze the customer 

satisfaction in shopping malls with respect to product, price, place and promotion in 

Indore city and to study the variations in customer satisfaction due to different 

demographic variables. The sample of the study included 175 active mall shoppers. 

The data was collected using self-designed questionnaire and during data analysis, 

eleven factors relating to customer satisfaction were explored. The factors were 

product consciousness, comfort with entertainment seeker, extra service conscious, 

store and hygiene consciousness, and price consciousness, billing flexibility and 

facility, sales people consciousness, over choice of store, employee consciousness and 

taste consciousness. The study will help the managers of shopping malls to 

understand the factors that are related to shopping malls and may help in a analyzing 

the customer satisfaction to the shoppers in the malls. 

 

               Fatma and Gulhayat (2011) studied that “Structural Determinants of 

Customer Satisfaction in Loyalty Models: Turkish Retail Supermarkets”. Customer 

satisfaction and loyalty are very important to develop the retail strategies. The main 

goal of this study is to examine the determinants of customer satisfaction by customer 

and store related factors. In this study, using structural equation modeling, structural 

determinants of satisfaction are investigated in the context of loyalty models. We use 

Dickson’s (1982) and Bloemer’s (2002) frameworks as a starting point and 

distinguish a person determinant, a situation determinant and a person within situation 

determinant of customer satisfaction. The results of this study provide that positive 

effect, image and customer relationship proneness play a significant role in creating 

satisfaction. 

 

              Phuc (2011) explained that “Customer Satisfaction towards Retailers”. In the 

midst of stiff and fierce competition and increased number of grocery retail outlets 

providing a variety of products, customers have become accustomed to patronizing 

multiple outlets. Retailers have recognized this trend and are of the view that 

customer satisfaction plays a role in the success of business strategies. Therefore it 

has become important for grocery retail stores to try and manage customer satisfaction. 
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This paper was thus developed to investigate the satisfaction levels of customers in 

supermarkets. Data was collected from three supermarkets in Visby, Gotland. The 

study examined the importance of overall dimensions and specific elements of 

customer satisfaction towards the measurement of satisfaction levels. In addition, 

comparative analysis was conducted between the three relative grocery stores. 

Customer satisfaction levels were measured. The highest percentage of customers of 

the whole sample belonged to medium level of satisfaction. The statistical result 

concluded that customers of ICA Nära and customers of ICA were higher satisfied 

than those of Coop Forum. The results showed that customers felt satisfied with 

Location, Staff courtesy and Reliability of supermarkets as the top aspects that drive 

satisfaction while additional services were ranked lowest. Due to these results, the 

impact of these attributes on Customer satisfaction must not be underestimated. 

 

             

2.11 Hypothesis  

H1: Empathy can positively related with the customer’s satisfaction of 

supermarket’s customers in Bangkok.  

 

H2: Responsiveness can positively related with the customer’s satisfaction of 

supermarket’s customers in Bangkok. 

 

H3: Location can positively related with the customer’s satisfaction of 

supermarket’s customers in Bangkok. 

 

H4: Facilities can positively related with the customer’s satisfaction of 

supermarket’s customers in Bangkok. 

 

H5: Product Consciousness can positively related with the customer’s 

satisfaction of supermarket’s customers in Bangkok. 

 

H6: Pricing can positively related with the customer’s satisfaction of 

supermarket’s customers in Bangkok. 
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H7: Promotion can positively related with the customer’s satisfaction of 

supermarket’s customers in Bangkok. 

 

H8: Perceived value can positively related with the customer’s satisfaction of 

supermarket’s customers in Bangkok. 

 

H9: Empathy, Responsiveness, Location, Facilities, Product Consciousness, 

Pricing, Promotion, and Perceived value can have positive impact towards the 

customer’s satisfaction of supermarket’s customers in Bangkok. 

 

 

2.12 Variable used in research 

 2.12.1 Independent Variable categorized into 

  2.12.1.1 Empathy 

  2.12.1.2 Responsiveness 

  2.12.1.3 Location 

  2.12.1.4 Facilities 

  2.12.1.5 Product Consciousness 

  2.12.1.6 Pricing 

  2.12.1.7 Promotion 

  2.12.1.8 Perceived value  

2.12.2 Dependent Variable is Customer’s satisfaction 
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2.13 Conceptual framework 

 

Figure 2.1: Framework 
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Chapter 3  

Research Methodology 

 This chapter is illustrated the information in term of research methodology 

which is about the process used to collect data and information on behalf of running 

data. In this chapter, there are 6 parts including method of research used, respondents 

and sampling procedures, research instrument, pretest, collection and statistical 

treatment of data respectively. Therefore, the additional information of this chapter 

are as follows; 

 

3.1 Research Design 

There are many types of research which can apply to several studies as 

exploratory research, descriptive research and casual research respectively. However, 

in this study, the appropriated type of this study was conducted in term of descriptive 

research which refers to describe answer to specify research problems in detail. 

Descriptive research is devoted to the collecting the information about widespread 

situations or conditions for the purpose of description and interpretation (Armstrong, 

G. and Keller, P. (2006). The significance of descriptive research is focusing in term 

of the characteristics of individual and the characteristics of the whole sample which 

can support to provide useful information to the problems’ solution. Then, this type of 

research is the most suitable to collect the data as well as depict the relationship 

between measured variables. Besides, this research also uses the techniques of survey 

by distributing the questionnaires as gathering the primary data with 250 employees 

who are customers of A Bangkok, Thailand. So as to know their attitudes toward 

shopping satisfactions for related to the several factors that can be affected. In 

addition, secondary data is another technique for using because of providing on the 

several sources such as internet, textbook and so forth which is benefit as easily 

access, low cost and saving time in finding the useful information. Furthermore, these 

secondary data also come from the reliable sources to get more exactly information to 

adapt with this study effectively. 

http://www.businessdictionary.com/definition/process.html
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3.2 Population and Sample Selection 

Population in Research  

Data used in this study were obtained from A shopping mall in Bangkok, 

Thailand which is a grocery and general merchandising retailer headquartered in 

Bangkok, Thailand. It is the leading hypermarket chain in Thailand, managed under 

the umbrella of Grouped Casino. This study will be opened for customers in each 

branch of A shopping mall in Bangkok, Thailand.  Because it is minimizing sample 

selection bias, and it helps to avoid over representation or under representation on a 

certain segment. Besides, it can accurately reflect the population. 

 

Sample Size in Research 

           Considered the population is known and we have received the population from 

customers shopping in supermarket. In this study, we will apply with sample size 

formula that is determined by using estimated proportions.  

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

determine the sample size from 40 questionnaires done by customers who 

experienced the A shopping Mall. According to the formula, Cohen (1977), using in 

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

1996; Wiratchai, 2012). G*power version 3.1.9.2 is using to calculate 40 sets of Pilot 

Test with the Power (1– β) of 0.85, Alpha (α) of 0.15, Number of Test Predictor of 8, 

Effect Size of 0.06695119 (Calculated by Partial R2 of 0.06275). The result shows 

that the minimum of the total sample size is 188 (Cohen, 1977). Thus, 250 sets of 

questionnaire have been collected. 
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Sample Selection in Research  

Data were gathered from 250 customers-as a part of a larger study. Accidental 

sampling method will be applied in the research from A supermarket. Judgment 

sampling called purposive sampling involves choosing objects/ samples that are 

believed will give accurate results. An experienced individual selects the sample 

based on his or her judgment about some appropriate characteristics required of the 

sample member. The researcher chose to conduct judgment sampling on customers 

who experienced the A shopping supermarket. 

      

3.3 Research instruments 

           The researcher conduct research instrument in the following order 

 3.3.1 Research from books, documents, articles, and Journals that relate to the 

Empathy, Responsiveness, Location, Facilities, Product Consciousness, Pricing, 

Promotion, Perceived value, Customer Satisfaction responsibility, together with 

guidance and assistance from an advisor. 

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

Empathy, Responsiveness, Location, Facilities, Product Consciousness, Pricing, 

Promotion, and Perceived value, Customer Satisfaction, with the approval of an 

advisor, Dr. Penjira Kanthawongs, and 2 supermarket experts, Mr. Wang Nathaphat 

and Ms. Anongnut Boonrueangnam , both are supermarket sales in Big C supermarket 

of Thailand. 

 3.3.3 Using comment and guidance from the advisor to remake the 

questionnaire. After that, launch 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, higher value mean higher reliability and closely 

related of section. 
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 This research using questionnaire, which created from a related literature 

review, for collected data. The questionnaire can be divide into 3 parts: 

 Part 1: 7 Close-ended Response Question about participant demographic and 

general information consist of Gender, Age, Status, Education, Salary, and 

Occupation, Marital status.  

Part 2: 37 Close-ended Response Question about “The factors positively affect 

the customer’s satisfaction of C supermarket’s customers in Bangkok." consist of  

  Empathy      4 Questions 

  Responsiveness                 4 Questions 

  Location                 3 Questions 

  Facilities                 4 Questions 

  Product Consciousness    5 Questions 

  Pricing                                                   4 Questions 

  Promotion                                              5 Questions 

  Perceived value                4 Questions 

  Customers satisfaction    4 Questions 

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

measure the level of agreement. 



28 

 

  Strongly Agree     5 points 

  Agree       4 points 

  Neutral      3 points 

  Disagree      2 points 

  Strongly Disagree     1 points 

 To get the result, using Class Interval formula to find the value of the class 

width. 

 

              = 5-1 

         5 

              = 0.8 

 In the segment that use Interval Scale, researcher uses average measurement as  

  At 4.21-5.00 mean participants' acceptance level on Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, and 

Perceived value, Customer Satisfaction are at the highest level. 

  At 3.41-4.20 mean participants' acceptance level on Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, and 

Perceived value, Customer Satisfaction are at high level. 
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  At 2.61-3.40 mean participants' acceptance level on Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, and 

Perceived value, Customer Satisfaction are at normal level. 

  At 1.81-2.60 mean participants' acceptance level on Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, and 

Perceived value, Customer Satisfaction are at low level. 

  At 1.00-1.80 mean participants' acceptance level on Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, and 

Perceived value, Customer Satisfaction are at the lowest level. 

 Part 3: An Open–Ended Response Question that allows participants to leave 

some advice or comment for researcher. 

 

3.4 Testing Research Instrument 

In order to develop the good questionnaire, it is very important to test the 

factor which affect to the variables and comprehend that there are any questions in the 

questionnaire have to revise or not. Also, to study about the possibility. Importantly, 

the sample size for the pretest should be the small size around 40 people as the 

recommendation from many researchers.  

To investigate the feasibility of the questionnaire, a samples of a customers in 

A supermarket. 
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Table 3.1: Reliability test 

 Cronbach's Alpha N of Items N of 

sample 

Empathy .863 4 250 

Responsiveness .825 5 250 

Location .706 3 250 

Facilities .853 4 250 

Product Consciousness .880 5 250 

Pricing .807 4 250 

Promotion .834 4 250 

Perceived value .722 4 250 

Customer’s satisfaction  .865 4 250 

 

        All alpha coefficients passed the 0.65recommended level and had provide to be 

reliable variables. 

  

3.5 Data Collection  

          This study is aimed to collect the data about customers’ satisfaction for 

shopping in the A Bangkok Thailand. The reasons of collecting data from the sample 

are about intending to know and perceive their attitudes toward customers’ 

satisfaction and what are the main factors can have high effect on customers’ 

satisfaction. There are one source of collecting the data as primary data. For primary 

data, the questionnaires are used as the tools for distributing to the respondents of A 

supermarket with 250 customers which the researcher will personally distribute and 

collect the questionnaires in order to response any inquiry from the respondents while 

conducting the survey efficiently. In addition, the researcher will conduct this survey 

during the period of 13-21 June, 2016.  
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3.6 Preparation and Data Analysis 

SPSS was applied to convert the data collected into results to link with the 

objective of the study. The following method was used for statistical treatment of the 

data. 

Inferential Statistics are information used in making reference or judgments 

about a population on the basis of a sample (Bateson, J.E.G. and Hoffman, K.D. 

2011). Pearson Correlation Analysis was adopted in the testing of the eleven 

hypotheses. Pearson Correlation Coefficient is a parametric technique which gives a 

measurement of the strength of association between two interval scaled variables . 

For this research objective, The Correlation Coefficient between the (X) main 

factors includes the following: 

 Empathy,  

 Responsiveness,  

 Location,  

 Facilities,  

 Product Consciousness,  

 Pricing,  

 Promotion,  

 Perceived value,  

 Customer Satisfaction of C. 

3.7 Statistic Method 

 Statistic analysis method in this research consist of 

 3.7.1 Reliability of the Test using Cronbach's Alpha Coefficient  
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        reliability value of total questionnaire 

        number of question 

        total variability of questionnaire 

        variability of total questionnaire 

 3.7.2 Descriptive Statistics Analysis 

 3.7.2.1 Percentage 

 

       P percentage 

       f   percentage frequency 

       N frequency 

 

 

 

 3.7.2.2 Mean 

 

 

         

        mean 

        total group score 

        number of group score 
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  3.7.2.3 Standard Deviation 

 

       S.D.   standard deviation 

               X score 

                            n number of score in each group 

            ∑ Total amount 

 

 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  

 

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 
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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 3.2: 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   

 

    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 
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    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. 

   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. 

 



CHAPTER 4 

FINDING 

In this study, for the sake of obtaining the exact sample size as calculated in chapter 3, 

the questionnaire was actually distributed 250 during 13-21 June, 2016. 

So the information acquired from 250 valid questionnaires survey which collected, and 

then the results of data collection and analysis were presented based on the research 

methodology discussed in chapter3. The data were showed in three parts; the first part was the 

data analysis of demographic characteristics by using frequency and percentage. Then second 

part was the data analysis of measuring variables by using mean and standard deviation. The 

last part was hypothesis test.  

The data presented also explored to support research questions mentioned in chapter 3. 

The reliability of research instrument will be test.  

 

4.1 Demographic data 

The following tables are that this is the ratio of the frequency and distribution of 

the defendants were described demographic analysis.   
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Table 4.1: Gender of respondents 

 

gender 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid male 169 67.6 67.6 67.6 

female 81 32.4 32.4 100.0 

Total 250 100.0 100.0  

 

 

There are 169 female out of 250 respondents, which is 67.6% of the total. The 

number of females is greater than or nearly as equal as male respondents. The results 

show that, nowadays female interested in shopping in A as much as or even higher 

than male. 

 

Table 4.2: Age of respondents 

 

age 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Between 20 to 30 Years 94 37.6 37.6 37.6 

Between 31 and 40 Years 117 46.8 46.8 84.4 

Between 41 and 50 Years 27 10.8 10.8 95.2 

51Years and above 12 4.8 4.8 100.0 

Total 250 100.0 100.0  

 

 

The number of age between 31 to 40 years is greater than other ages. The 

results show that, nowadays age between 31 to 41 years age interested in shopping in 

A more than other ages.  
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Table 4.3: Monthly income of respondents 

 

Your monthly income 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 0—35,000 BAHT 114 45.6 45.6 45.6 

35,000—50,000BAHT 103 41.2 41.2 86.8 

50,000—100,000 BAHT 32 12.8 12.8 99.6 

More than100,000 BAHT 1 .4 .4 100.0 

Total 250 100.0 100.0  

 

 

The number of monthly income between 0—35,000 BAHT is greater than 

other monthly incomes. The results show that, nowadays monthly income between 

0—35,000 BAHT interested in shopping in A more than other monthly incomes. 

 

Table 4.4: Martial statues of respondents 

Marital statues 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Married 82 32.8 32.8 32.8 

Single 139 55.6 55.6 88.4 

Divorced 29 11.6 11.6 100.0 

Total 250 100.0 100.0  

 

The number of marital status of single is greater than other marital status. 

The results show that, nowadays marital status of single is more interested in 

shopping in C more than other marital status. 
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Table 4.5: Education level of respondents 

 

Education level 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Elementary 2 .8 .8 .8 

High school 58 23.2 23.2 24.0 

Bachelor degree 104 41.6 41.6 65.6 

Master degree or high 86 34.4 34.4 100.0 

Total 250 100.0 100.0  

 

 

The number of education level of bachelor degree is greater than other 

education level. The results show that, nowadays education level of bachelor degree is 

more interested in shopping in C more than other education level. 

 

Table 4.6: Occupation status of respondents 

 

Occupation statues 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Unemployed 65 26.0 26.0 26.0 

Employee 125 50.0 50.0 76.0 

Student 59 23.6 23.6 99.6 

Retired 1 .4 .4 100.0 

Total 250 100.0 100.0  

 

 

The number of occupation status of employee is greater than other occupation 

status. The results show that, nowadays occupation status of employee is more 

interested in shopping in C more than other occupation status. 
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4.2 Mean, Standard Deviation and Respondents perception 

Table 4.7: Mean, Standard Deviation and Respondents perception of Empathy 

 

Empathy Mean Std. 

Deviation 

Perception 

Level 

Staff should give personal 

attention to customers 

4.07 .887 High 

Excellent supermarket 

should have the 

customers best interests 

at heart 

3.98 .827 High 

Staff at an excellent 

supermarket should 

understand customers’ 

specific needs 

4.10 .930 High 

Employees at an excellent 

supermarket should give 

you personal attention 

4.16 .848 High 

Total  4.08 0.87 High 

 

Table 4.7 shown that Empathy has a total Mean in high level (Mean = 4.08) 

and Standard Deviation of 0.87. This research found that " Employees at an excellent 

supermarket should give you personal attention (Mean = 4.16). Follow by " Staff at an 

excellent supermarket should understand customers’ specific needs " (Mean = 4.10)  

and " Staff should give personal attention to customers " (Mean = 4.07). The lowest 

Mean (Mean = 3.98) is " Excellent supermarket should have the customers best 

interests at heart ". 

 Table 4.7 also shown that " Staff at an excellent supermarket should understand 

customers’ specific needs " has the most deviation of information among 4 elements 



41 
 

(S.D. = 0.93). While the least deviation of information among 4 elements is " 

Excellent supermarket should have the customers best interests at heart " (S.D. = 

0.827). 

 

Table 4.8: Mean, Standard Deviation and Respondents perception of Responsiveness 

 

Responsiveness Mean Std. 

Deviation 

Perception 

Level 

Staff of supermarket 

should give personal 

attention to customers. 

3.98 .988  

 Normal 

Excellent supermarket  

should have the 

customers best interests 

at heart. 

3.85 .687 Normal 

Staff of supermarket at an 

excellent with pharmacies 

should understand 

customers’ specific 

needs. 

3.75 .795 Normal 

Employees at an excellent 

supermarket should give 

you personal attention. 

3.70 .785  

 Normal 

Excellent supermarket 

should give your personal 

have convenient business 

hours. 

3.94 .850 Normal 

Total 
3.84 

0.79 Normal 

 

Table 4.8 shown that Responsiveness has a total Mean in high level (Mean = 

3.84) and Standard Deviation of 0.79. This research found that " Staff of supermarket 

should give personal attention to customers”. (Mean = 3.98). The least question is 
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“Employees at an excellent supermarket should give you personal attention.” (Mean = 

3.70). 

 Table 4.8 also shown that " Staff of supermarket should give personal attention to 

customers " has the most deviation of information among 5 elements (S.D. = 0.988). 

While the least deviation of information among 5 elements is " Excellent supermarket  

should have the customers best interests at heart. " (S.D. = 0.687). 

 

Table 4.9: Mean, Standard Deviation and Respondents perception of Location 

 

Location Mean Std. 

Deviation 

Perception 

Level 

The supermarket is 

located near to your 

workplace or home 

4.08 .838 high 

The supermarket is 

located in residential area 

3.93 .776 high 

The location of the 

supermarket is easily 

accessible 

3.83 .866 high 

Total 
3.95 

0.83 high 

 

Table 4.9 shown that Location has a total Mean in high level (Mean = 3.95) 

and Standard Deviation of 0.83. This research found that " The supermarket is located 

near to your workplace or home”. (Mean = 4.08). The least question is “The location 

of the supermarket is easily accessible.” (Mean = 3.83). 

 Table 4.9 also shown that " The location of the supermarket is easily accessible " 

has the most deviation of information among 3 elements (S.D. = 0.866). While the 
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least deviation of information among 5 elements is " The supermarket is located in 

residential area " (S.D. = 0.776). 

 

Table 4.10: Mean, Standard Deviation and Respondents perception of Facilities 

 

Facilities Mean Std. 

Deviation 

Perception 

Level 

The traffic of going to the 

supermarket should be 

convenient. 

3.96 .794 high 

The supermarket should 

have comfort shopping 

environment. 

3.69 .914 high 

The supermarket should 

have diversity of goods. 

3.85 .821 high 

The supermarket should 

be located at location 

easy to go. 

4.08 .862 high 

Total 
3.90 

0.85 high 

 

Table 4.10 shown that Facilities has a total Mean in high level (Mean = 3.90) 

and Standard Deviation of 0.835. This research found that " The supermarket should 

be located at location easy to go.”. (Mean = 4.08). The least question is “The 

supermarket should have comfort shopping environment.” (Mean = 3.69). 

 Table 4.10 also shown that " The supermarket should have comfort shopping 

environment." has the most deviation of information among 4 elements (S.D. = 0.914). 

While the least deviation of information among 4 elements is " The traffic of going to 

the supermarket should be convenient. " (S.D. = 0.794). 
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Table 4.11: Mean, Standard Deviation and Respondents perception of Product    

          Consciousness 

 

Product 

Consciousness 

Mean Std. 

Deviation 

Perception 

Level 

The supermarket has a 

variety of product range. 

4.16 .855 high 

Product in the 

supermarket is durable 

3.89 .916 high 

I find product with high 

quality in the supermarket 

3.93 .784 high 

I find fresh product in the 

supermarket 

4.09 .811 high 

I find goods with clear 

label and origin in the 

supermarket 

4.08 .794 high 

Total 
4.02 

0.84 high 

 

Table 4.11 shown that Facilities has a total Mean in high level (Mean = 4.02) 

and Standard Deviation of 0.84. This research found that " The supermarket has a 

variety of product range.”. (Mean = 4.16). The least question is “Product in the 

supermarket is durable” (Mean = 3.89). 

 Table 4.11 also shown that " Product in the supermarket is durable " has the most 

deviation of information among 4 elements (S.D. = 0.916). While the least deviation 

of information among 4 elements is " I find product with high quality in the 

supermarke " (S.D. = 0.784). 
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Table 4.13: Mean, Standard Deviation and Respondents perception of Pricing 

 

Pricing Mean Std. 

Deviation 

Perception 

Level 

Membership card is 

available 

3.93 .780 High 

Price of goods is 

appropriate to their 

quality. 

3.88 .757 High 

The supermarket provides 

special discount for 

potential buyers on 

different occasions 

3.80 .796 High 

The price is competitive 3.63 .806 Normal  

Total 
3.81 

0.78 High  

 

Table 4.12 shown that Facilities has a total Mean in high level (Mean = 3.81) 

and Standard Deviation of 0.78. This research found that " Membership card is 

available.”. (Mean = 3.93). The least question is “The price is competitive” (Mean = 

3.63). 

 Table 4.12 also shown that " The price is competitive " has the most deviation of 

information among 4 elements (S.D. = 0.806). While the least deviation of 

information among 4 elements is " Price of goods is appropriate to their quality. " 

(S.D. = 0.757). 
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Table 4.14: Mean, Standard Deviation and Respondents perception of Promotion 

 

Promotion Mean Std. 

Deviation 

Perception 

Level 

The supermarket always 

offers discounts and 

promotion 

3.67 .760 Normal  

The supermarket always 

conducts sampling 

activities 

3.92 .740 Normal 

The supermarket 

advertise the promotion in 

local newspapers or 

mailers 

3.44 .738 Normal 

The supermarket always 

organized special events 

3.78 .980 Normal 

Total  
3.70 

0.80 Normal 

 

Table 4.13 shown that Facilities has a total Mean in high level (Mean = 3.70) 

and Standard Deviation of 0.80. This research found that " The supermarket always 

conducts sampling activities”. (Mean = 3.92). The least question is “The supermarket 

always offers discounts and promotion” (Mean = 3.44). 

 Table 4.13 also shown that " The supermarket always organized special events " 

has the most deviation of information among 4 elements (S.D. = 0.980). While the 

least deviation of information among 4 elements is " The supermarket always 

conducts sampling activities " (S.D. = 0.740). 
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Table 4.14: Mean, Standard Deviation and Respondents perception of Perceived value 

 

Perceived value Mean Std. 

Deviation 

Perception 

Level 

The customers of this 

supermarket should 

always find the shelves 

full. 

3.73 .650 Normal  

The price of this 

supermarket should be 

low comparing to the 

major competitors. 

3.91 .657 Normal 

The supermarket should 

have a good price-quality 

relation . 

3.65 .750 Normal 

The supermarket should 

have a good price. 

4.07 .791 High  

Total 
3.84 

0.71 Nomal 

 

Table 4.14 shown that Facilities has a total Mean in high level (Mean = 3.84) 

and Standard Deviation of 0.71. This research found that " The supermarket should 

have a good price.”. (Mean = 4.07). The least question is “T The supermarket should 

have a good price-quality relation .” (Mean = 3.65). 

 Table 4.14 also shown that " The supermarket should have a good price." has the 

most deviation of information among 4 elements (S.D. = 0.791). While the least 

deviation of information among 4 elements is " The price of this supermarket should 

be low comparing to the major competitors." (S.D. = 0.657). 

 

 

 



48 
 

Table 4.15: Mean, Standard Deviation and Respondents perception of Customer’s  

         satisfaction 

Customer’s 

satisfaction 

Mean Std. 

Deviation 

Perception 

Level 

I think shopping in this 

supermarket is a right 

decision. 

3.41 .668 Normal  

The supermarket aims to 

satisfy the customers. 

3.46 .852 Normal  

I am pleased to prefer this 

supermarket. 

3.66 .964 Normal  

I am pleased to shop this 

supermarket. 

3.86 .715 Normal 

Total 
3.60 

0.80 Normal 

 

Table 4.15 shown that Facilities has a total Mean in high level (Mean = 3.60) 

and Standard Deviation of 0.964. This research found that " I am pleased to shop this 

supermarket.”. (Mean = 3.86). The least question is “The supermarket aims to satisfy 

the customers.” (Mean = 3.46). 

 Table 4.15 also shown that " I am pleased to prefer this supermarket." has the 

most deviation of information among 4 elements (S.D. = 0.964). While the least 

deviation of information among 4 elements is " I think shopping in this supermarket is 

a right decision." (S.D. = 0.668). 
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4.3 Analysis of the data based on assumptions 

 Consists of Empathy, Responsiveness, Location, Facilities, Product 

Consciousness, Pricing, Promotion, Perceived value with customer’s satisfaction of 

A supermarket’s customers in Bangkok. 

 

Table 4.16: Analysis of correlation between independent variables and the dependent 

            variable using Pearson's Correlation Coefficient of Empathy,  

            Responsiveness, Location, Facilities, Product Consciousness, Pricing,  

            Promotion, Perceived value with customer’s satisfaction of A  

            supermarket’s customers in Bangkok. 

 

Correlations 

 Em
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hy 

Respon

sivenes

s 

Loc
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n 
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s 

Produc

t 

Consci
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g 

Pro
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on 

Per

ceiv

ed 

valu

e 
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s 
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n 

Empath

y 

Pear

son 

Corr

elati

on 

1 .754** .67

3** 

.78

7** 

.874** .60

7** 

.702

** 

.623

** 

.423** 

Respon

sivenes

s 

Pear

son 

Corr

elati

on 

.75

4** 

1 .59

4** 

.62

3** 

.665** .72

3** 

.717

** 

.479

** 

.476** 

(Continued) 
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Table 4.16: (Continued) Analysis of correlation between independent variables and  

           the dependent variable using Pearson's Correlation Coefficient of  

           Empathy, Responsiveness, Location, Facilities, Product Consciousness,  

           Pricing, Promotion, Perceived value with customer’s satisfaction of A  

           supermarket’s customers in Bangkok. 

Location Pearson 

Correlati

on 

.67

3** 

.59

4** 

1 .72

8** 

.64

4** 

.54

6** 

.67

4** 

.39

6** 

.44

3** 

Facilities Pearson 

Correlati

on 

.78

7** 

.62

3** 

.72

8** 

1 .87

4** 

.66

6** 

.71

4** 

.61

6** 

.38

8** 

Product 

Consciousn

ess 

Pearson 

Correlati

on 

.87

4** 

.66

5** 

.64

4** 

.87

4** 

1 .61

0** 

.73

7** 

.61

2** 

.36

5** 

Pricing Pearson 

Correlati

on 

.60

7** 

.72

3** 

.54

6** 

.66

6** 

.61

0** 

1 .68

9** 

.51

5** 

.39

4** 

Promotion Pearson 

Correlati

on 

.70

2** 

.71

7** 

.67

4** 

.71

4** 

.73

7** 

.68

9** 

1 .52

9** 

.48

9** 

Perceived 

value 

Pearson 

Correlati

on 

.62

3** 

.47

9** 

.39

6** 

.61

6** 

.61

2** 

.51

5** 

.52

9** 

1 .57

7** 

customer’s 

satisfaction 

Pearson 

Correlati

on 

.42

3** 

.47

6** 

.44

3** 

.38

8** 

.36

5** 

.39

4** 

.48

9** 

.57

7** 

1 
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From table 4.16: Hypothesis can be explain as 

 Hypothesis 1, Empathy positively relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Empathy can positively affect the customer’s satisfaction of A supermarket’s 

customers in Bangkok (Pearson's Correlation = .423) at 0.01 significant level. 

Hypothesis 2, Responsiveness positively relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Responsiveness can positively affect the customer’s satisfaction of A supermarket’s 

customers in Bangkok (Pearson's Correlation = .476) at 0.01 significant level. 

Hypothesis 3, Location positively relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Location can positively affect the customer’s satisfaction of A supermarket’s customers 

in Bangkok (Pearson's Correlation = .443) at 0.01 significant level. 

Hypothesis 4, Facilities positively related the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Facilities can positively affect the customer’s satisfaction of A supermarket’s 

customers in Bangkok (Pearson's Correlation = .388) at 0.01 significant level. 

Hypothesis 5, Product Consciousness positively relate the customer’s satisfaction 

of A supermarket’s customers in Bangkok or not. The result from the analysis show that 

Product Consciousness can positively affect the customer’s satisfaction of A 
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supermarket’s customers in Bangkok (Pearson's Correlation = .365) at 0.01 significant 

level. 

Hypothesis 6, Pricing positively relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Pricing can positively affect the customer’s satisfaction of A supermarket’s customers 

in Bangkok (Pearson's Correlation = .394) at 0.01 significant level. 

Hypothesis 7, Promotion positively relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Promotion can positively affect the customer’s satisfaction of A supermarket’s 

customers in Bangkok (Pearson's Correlation = .389) at 0.01 significant level. 

Hypothesis 8, Perceived value positively relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Perceived value can positively affect the customer’s satisfaction of A supermarket’s 

customers in Bangkok (Pearson's Correlation = .577) at 0.01 significant level. 

 

Table 4.17: Analysis of variance using ANOVA of Empathy, Responsiveness, 

Location, Facilities, Product Consciousness, Pricing, Promotion, Perceived value with 

customer’s satisfaction of A supermarket’s customers in Bangkok. 
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ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 37.541 8 4.693 17.421 .000a 

Residual 43.098 160 .269   

Total 80.639 168    

a. Predictors: (Constant), sumPVE, sumLOC, sumPRI, sumRES, sumPCS, sumPRO, sumFAC, sumEMP 

b. Dependent Variable: sumCST 

 

 

       From table 4.17, ANOVA analysis confirmed that independent variable consist 

of Empathy, Responsiveness, Location, Facilities, Product Consciousness, Pricing, 

Promotion, Perceived value have influence on dependent variable, customer’s 

satisfaction of A supermarket’s customers in Bangkok, due to Sig. of the equation equal 

0.000 at 0.01 significant level. 

 

Table 4.18: Multiple Regression Analysis of Empathy, Responsiveness, Location, 

Facilities, Product Consciousness, Pricing, Promotion, Perceived value with 

customer’s satisfaction of A supermarket’s customers in Bangkok. 
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Dependent Variable: customer’s satisfaction, R = 0.608, R2 = 0.592, Constant(a) = -0.200 

Model R Std Error 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

Beta Tolerance VIF 

1 (Constant) -0.20 .360  -.761 .448   

Empathy -.115 .141 -.117 -.817 .415 .262 1.162 

Responsiveness .301 .118 .276* 2.553 .012 .286 2.494 

Location .341 .109 .295* 3.120 .002 .373 2.678 

Facilities -.155 .146 -.152 -1.064 .289 .263 1.140 

Product 

Consciousness 

-.218 .165 -.211 -1.322 .188 .231 1.654 

Pricing -.111 .105 -.101 -1.057 .292 .363 2.757 

Promotion .231 .115 .210* 2.010 .046 .305 3.278 

Perceived value .754 .106 .566* 7.143 .000 .533 1.878 

*significant at the .01 level 

From table 4.18,  

        Data from table 4.18 used to test following hypothesis.  Hypothesis can be 

explain from Multiple Regression Analysis. Independent variable can predict 

customer’s satisfaction and Responsiveness (sig=0.012), Location (sig=0.002), 

Promotion (sig=0.46), and Perceived value (sig=0.000) can predict customer’s 

satisfaction significantly. On the other hand, Empathy (sig=0.415), Facilities 

(sig=0.289)，Product Consciousness (sig=0.188), Pricing (sig=0.363) cannot predict 

customer’s satisfaction significantly. ). These following variable can explain influence 

on customer’s satisfaction of C supermarket in Bangkok at 59.2%. Another 40.8% are 

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

±0.360 using the following equation. 
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       Y (customer’s satisfaction) = -0.2 + 0.566 (Perceived value) + 0.295 

(Location) + 0.276 (Responsiveness) + 0 .210(Promotion) 

        From this equation 

     If Responsiveness increase by 1 point and other factors remain the same. 

customer’s satisfaction by 0.276 point. 

      If Location increase by 1 point and other factors remain the same. 

customer’s satisfaction will increase by 0.295 point. 

         If Promotion increase by 1 point and other factors remain the same. 

customer’s satisfaction will increase by 0.210 point. 

         If Perceived value increase by 1 point and other factors remain the same. 

customer’s satisfaction will increase by 0.566 point. 

      By using Multiple Regression Analysis. The result show that Location, 

Promotion, Perceived value have positive influence on word of mouth at statistical 

significant level of 0.05. While Empathy, Responsiveness, Location, Facilities, 

Product Consciousness, Pricing have no positive influence on word of mouth t 0.05 

statistical significant. 
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4.4 Other Analysis  

 Multicollinearity is multiple correlation among independent variables (more than 

2 independent variable) (Nitiphong, 2012) 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, muticollinearity 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). 

 

Table 4.19: Testing Collinearity of independent variable. 

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

Empathy .262 1.162 

Responsiveness .286 2.494 

Location .373 2.678 

Facilities .263 1.140 

Product Consciousness .231 1.654 

Pricing .363 2.757 

Promotion .305 3.278 

Perceived value .533 1.878 

 

Result from table 4.19 found that less Tolerance value is 0.262, which exceed 

0.2,and Variance Inflation Factor (VIF) value is 3.278 , which not exceed 4. So there 

are no Multicollinearity. 
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*significant at the .01 level 

Figure 4.1 Framework 

Empathy 

Responsiveness 

Location 

Facilities 

Product Consciousness 

Pricing 

Promotion 

Perceived value 

Customer’s 

satisfaction of 

supermarket’s 

customers in 

Bangkok 

Independent variables 

Dependent variables 

H1: r=-.115, B=-.117

H2: r=.301 B=.276* 

H3: r=.341 B=.295* 

H4: r=-.155 B=-.152 

H5: r=-.218 B=-.211 

H6: r=-.111 B=-.101 

H7: r=.231, B=.210* 

H8: r=.754 B=.566* 

Influence or positive 

relation 

no influence or no 

positive relation  
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       Figure 4.1 showed that that Location, Promotion, Perceived value have 

positive influence on word of mouth. While Empathy, Responsiveness, Location, 

Facilities, Product Consciousness, Pricing have no positive influence on word of 

mouth. 

 

 

 

 

 

 

 

 

 

 

 

 

 



CHAPTER 5 

CONCLUSIONS AND RECOMMENDATIONS 

 The research on factors positively affect the customer’s satisfaction of A 

supermarket’s customers in Bangkok is a survey research using questionnaires to 

collect data. 

 The research objective of this study is to determine the relationship between 

customers’ satisfaction and the factors that may affect it. The factors include are 

Empathy, Responsiveness, Location, Facilities, Product Consciousness, Pricing, 

Promotion, Perceived value.  

This paper describes eight independent variables which are Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, 

Perceived value and only one dependent variable which is customer’s satisfaction. 

There are 250 questionnaires were send to target population in the A super market. In 

the questionnaires will be nine sections to cover all the independent variables and 

dependent variables. And judgment with convenience of non-probability sampling 

was applied during that time. 

 

5.1 Hypothesis Assumption. 

 The important factors studied in this research are Empathy, Responsiveness, 

Location, Facilities, Product Consciousness, Pricing, Promotion, Perceived value 

positively affect the customer’s satisfaction of A supermarket’s customers in Bangkok 

found that most of the respondents are female, ages between 31 and 40 Years, single, 

monthly income between 0—35,000 BAHT, Bachelor degree, and Employee. 

Research result base on hypothesis can be concluded as 

 

 Hypothesis 1, Empathy positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 
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Empathy positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .423) at 0.01 significant level. 

Hypothesis 2, Responsiveness positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Responsiveness positive relate the customer’s satisfaction of A supermarket’s 

customers in Bangkok (Pearson's Correlation = .476) at 0.01 significant level. 

Hypothesis 3, Location positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Location positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .443) at 0.01 significant level. 

Hypothesis 4, Facilities positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Facilities positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .388) at 0.01 significant level. 

Hypothesis 5, Product Consciousness positive relate the customer’s satisfaction 

of A supermarket’s customers in Bangkok or not. The result from the analysis show 

that Product Consciousness positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok (Pearson's Correlation = .365) at 0.01 significant 

level. 

Hypothesis 6, Pricing positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Pricing positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .394) at 0.01 significant level. 
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Hypothesis 7, Promotion positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Promotion positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .389) at 0.01 significant level. 

Hypothesis 8, Perceived value positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Perceived value positive relate the customer’s satisfaction of A supermarket’s 

customers in Bangkok (Pearson's Correlation = .577) at 0.01 significant level. 

Hypothesis 9, Factors that can predict customer satisfaction of A supermarket 

(Y) are Responsiveness, Location, Promotion, and Perceived value which has 59.2% 

influence. Another 40.8% are influence from others variable that are not used in this 

research.  

       Y (customer’s satisfaction) = -0.2 + 0.566 (Perceived value) + 0.295 (Location) + 

0.276 (Responsiveness) + 0 .210(Promotion) 

 

5.2 Summary 

 The research on the Empathy, Responsiveness, Location, Facilities, Product 

Consciousness, Pricing, Promotion, and Perceived value positively affect the 

customer’s satisfaction of A supermarket’s customers in Bangkok is a survey research 

using questionnaires to collected data found the interesting issue as follows. 

 Hypothesis 1, Empathy positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Empathy positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .423) at 0.01 significant level. Bloemer, J., and 
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Schroder, G. (2002) define empathy as the care and individualized attention that an 

organization provides its customers. As such, service providers need to ensure that 

service provision is customized to customers’ unique needs. 

Hypothesis 2, Responsiveness positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Responsiveness positive relate the customer’s satisfaction of A supermarket’s 

customers in Bangkok (Pearson's Correlation = .476) at 0.01 significant level. Chang 

C.H., and Tu, CY. (2005) state that this dimension emphasizes attentiveness as well as 

promptness in handling customer questions, complaints, requests and problems. It 

also refers to the ability to develop customized solutions for customers. As such, the 

responsiveness dimension reflects a service firm’s commitment to provide its services 

in a timely manner. 

Hypothesis 3, Location positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Location positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .443) at 0.01 significant level. According to Choi, 

S. C. and Coughlan, A. T. (2006), suggest that once a location is near to the home 

then transaction costs associated with purchase such as transport costs and time spent 

are likely to be reduced. According to Choi. and Coughlan, (2006) who developed 

Reilly law of retail gravitation which proposes that people are drawn to larger 

shopping thus larger cities tend to attract more customers to shop their than smaller 

ones therefore the need for supermarkets to consider location when putting up 

facilities. This is further supported by Choi, and Coughlan. (2006) who use the central 

place theory to explain how people living far away are attracted to larger stores which 
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are centrally located in larger shopping malls offering more collection of goods and 

services than those stores within their own vicinity offering less goods and services. 

Hypothesis 4, Facilities positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Facilities positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .388) at 0.01 significant level. This is supported by 

Darry et. al (2015) who asserts that the sales outlets/supermarkets facilities are very 

important since they have the ability to influence or change the purchasing behavior 

of consumers; therefore extreme care has to be observed when making a decision on 

merchandising because 70 percent of purchase decisions are made during shopping. 

Darry et. al (2015) describe supermarket facilities as the sum of elements that 

contribute to a pleasant shopping atmosphere such as shop layout/ aisles that make it 

easy to move around, store cleanliness and well-shaped product displays. 

Hypothesis 5, Product Consciousness positive relate the customer’s satisfaction 

of C supermarket’s customers in Bangkok or not. The result from the analysis show 

that Product Consciousness positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok (Pearson's Correlation = .365) at 0.01 significant 

level. Customers always appreciate and visit those shopping malls, which have total 

product availability or variety. Even for getting this type of customer satisfaction they 

go to more than one store to get better range of the products or latest products (Harris, 

E.K. (2010). These types of customers are not quality conscious, but they have 

consciousness about only different varieties of product or multiple options of the 

product. 
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Hypothesis 6, Pricing positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Pricing positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .394) at 0.01 significant level. Customers, who 

score high on this factor, are very particular about price and very conscious to get the 

best price for the products they buy for getting satisfaction in shopping malls (Harris, 

2010). They always appreciate and visit those shopping malls which have some 

schemes on price; they check and compare the prices of products before purchasing 

them.        

Hypothesis 7, Promotion positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Promotion positive relate the customer’s satisfaction of A supermarket’s customers in 

Bangkok (Pearson's Correlation = .389) at 0.01 significant level. Consequently, 

promotion decisions should be made with an appreciation for how it affects other 

areas of the company. For instance, running a major advertising campaign for a new 

product without first assuring there will be enough inventory to meet potential 

demand generated by the advertising would certainly not go over well with the 

company’s production department (not to mention other key company executives) 

(Olabanji and Olawale. 2013). Thus, marketers should not work in a vacuum when 

making promotion decisions. Rather, the overall success of a promotional strategy 

requires input from others in impacted functional areas. 

Hypothesis 8, Perceived value positive relate the customer’s satisfaction of A 

supermarket’s customers in Bangkok or not. The result from the analysis show that 

Perceived value positive relate the customer’s satisfaction of A supermarket’s 
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customers in Bangkok (Pearson's Correlation = .577) at 0.01 significant level. 

Perceived value may also be expressed as a straightforward relationship between 

perceived benefits and perceived costs: Value = Benefits / Cost. Olabanji and Olawale 

(2013) defined perceived value of customer as the outcome of comparative relation of 

private between on the whole advantage perception and perceived offering or 

payment by the customer. 

 

5.3 Recommendation for future application 

For business benefits, the result from this study showed staff of supermarket 

should give personal attention to customers. The customers of this supermarket should 

always find the shelves full. The price of this supermarket should be low comparing 

to the major competitors. The supermarket should have a good price-quality relation. 

The supermarket should have a good price. The supermarket is located near to your 

workplace or home. The supermarket is located in residential area. The location of the 

supermarket is easily accessible. Staff of supermarket should give personal attention 

to customers. Excellent supermarket should have the customer’s best interests at 

heart. Staff of supermarket at an excellent with pharmacies should understand 

customers’ specific needs. Employees at an excellent supermarket should give your 

personal attention. Excellent supermarket should give your personal have convenient 

business hours. The supermarket always offers discounts and promotion. The 

supermarket always conducts sampling activities. The supermarket advertise the 

promotion in local newspapers or mailers. The supermarket always organized special 

events.  

 

5.4 Recommendation for future research 

 Researcher should consider the following issue in the future research. 



66 
 

            Opportunities for further research could take into consideration the above 

limitations and enhance the scope of the study. The demographic information could 

be exploited to better serve the needs of the customers, who specifically cater to the 

groups identified, changing gender role, age, occupation, education and income, 

expenditure. For example, increase in working women population resulted in 

increased total income of the family causing an increase in personal asset belongings, 

related to continuing shopping loyalty. It is believed that tracking the customer 

oriented strategy can also shed light on the effectiveness of retailers recent actions to 

reposition their brand and how different marketing activities influence consumers’ 

perception of the supermarkets.  

 

         For academic benefits, theories and knowledge on Empathy, Responsiveness, 

Location, Facilities, Product Consciousness, Pricing, Promotion, and Perceived value 

had been expanded.  Future research includes data collection in other big cities like 

Chiangmai or Phuket to compare the results.  Also, the data can be collected, 

compared, and analyzed between the Thai and the foreign supermarket consumers in 

Thailand. 

 

5.5 Limitation 

          The factor that can impact on the customer’s satisfaction of A supermarket’s 

customers in Bangkok will be studied by the researcher. There is a limitation for data 

collecting is only 250 questionnaires cannot cover all the target populations in 

Bangkok, and also the time period. Researcher cannot research other independent 

variables besides these eight independent variables which are Empathy, 

Responsiveness, Location, Facilities, Product Consciousness, Pricing, Promotion, 

Perceived value and one dependent variable customer’s satisfaction which is another 

limitation for this study. Because of those two limitations this study cannot cover the 

entire retail super market research. 
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Master of Business Administration Program 

Survey Questionnaire 

 

 

“The factors positively affect the customer’s satisfaction of A supermarket’s 

customers in Bangkok.” 

 

 

 

My name is Siyu Wang .I am a MBA student of MBA program at Bangkok 

University. I am doing the research on “The factor positively affecting the customers’ 

satisfaction of C supermarket’s customers in Bangkok.” This questionnaire is part of a 

thesis conducted for the requirement of a Master’s degree in Business Administration 

of University of Bangkok University, the information acquired from this 

questionnaire will be confidentially kept and used for academic purpose only. Thank 

you for taking the time to fill in this questionnaire. 
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Note: please tick in ( ) that related with your answer. 

1. Please indicate your gender 

  1. Male                                     2. Female 

 

2. Please indicate your age 

  1. Between 20 to 30 Years              2. Between 31 and 40 Years 

  3. Between 41 and 50 Years            4. 51Years and above 

 

3. Your monthly income： 

1. 0—35,000 BAHT                  2.  35,001—50,000BAHT 

3.  50,001—100,000 BAHT              4.  More than100,001 BAHT 

 

4. Marital statues 

 Married                          Single 

 Divorced                                     

 

5. Please indicate your education lever 

 Elementary                                  High school 

 Bachelor degree                             Master degree or Doctor degree 

 

6. Occupation statues 

 Unemployed                                 Employee 
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 Student                                     Retired 

 

Please check ( ) to the extent that you agree with the following item: 

(1 = Strongly disagree, 2 = Disagree, 3 = Neutral�4 = Agree 5 = Strongly agree) 

 

7.  

No. Empathy Agreement level 

1 2 3 4 5 

1 Staff should give personal attention to customers      

2 Excellent supermarket should have the 

customers best interests at heart 

     

3 Staff at an excellent supermarket should 

understand customers’ specific needs 

     

4 Employees at an excellent supermarket should 

give you personal attention 

     

 

8. 

No. Responsiveness Agreement level 

1 2 3 4 5 

1 Staff of supermarket should give personal 

attention to customers. 

     

2 Excellent supermarket  should have the      
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customers best interests at heart. 

3 Staff of supermarket at an excellent with 

pharmacies should understand customers’ 

specific needs. 

     

4 Employees at an excellent supermarket should 

give you personal attention. 

     

5 Excellent supermarket should 

give you personal have convenient business hours. 

     

 

9. 

No. Location Agreement level 

1 2 3 4 5 

1 The supermarket is located near to your 

workplace or home 

     

2 The supermarket is located in residential area      

3 The location of the supermarket is easily 

accessible 

     

 

10. 

No. Facilities Agreement level 

1 2 3 4 5 

1 The traffic of going to the supermarket should 

be convenient. 
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2 The supermarket should have comfort shopping 

environment. 

     

3 The supermarket should have diversity of goods.      

4 The supermarket should be located at location 

easy to go. 

     

 

11. 

No. Product Consciousness Agreement level 

1 2 3 4 5 

1 The supermarket has a variety of product range.      

2 Product in the supermarket is durable      

3 I find product with high quality in the 

supermarket 

     

4 I find fresh product in the supermarket      

5 I find goods with clear label and origin in the 

supermarket 

     

 

12.  

No. Pricing Agreement level 

1 2 3 4 5 

1 Membership card is available      

2 Price of goods is appropriate to their quality.      
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3 The supermarket provides special discount for 

potential buyers on different occasions 

     

4 The price is competitive      

 

13. 

No. Promotion Agreement level 

1 2 3 4 5 

1 The supermarket always offers discounts and 

promotion 

     

2 The supermarket always conducts sampling 

activities 

     

3 The supermarket advertise the promotion in 

local newspapers or mailers 

     

4 The supermarket always organized special 

events 

     

 

14. 

No. Perceived value Agreement level 

1 2 3 4 5 

1 The customers of this supermarket should 

always  find the shelves full. 

     

2 The price of this supermarket should be low 

comparing to the major competitors. 
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3 The supermarket should have a good price-

quality relation . 

     

4 The supermarket should have a good price.      

  

15. 

No. Customers satisfaction(CUST) Agreement level 

1 2 3 4 5 

1 I think shopping in this supermarket is a right 

decision. 

     

2 The supermarket aims to satisfy the customers.      

3 I am pleased to prefer this supermarket.      

4 I am pleased to shop this supermarket.      

 

Are there other factors positively affect the customer’s satisfaction of C supermarkets’ 

customers in BKK? 

                                                                        

                                                                      

                                                                      

                                                                      

 

 

 



77 
 

 

 

 

 

 

 

 

 

โครงการปริญญาโท สาขาบริหารธุรกจิ 

แบบสอบถามส ารวจความคดิเห็น 

 

 

"ปัจจัยทีส่่งผลกระทบต่อความพึงพอใจของลูกค้าทีม่ีต่อบ๊ิกซีซูเปอร์มาร์เกต็ในกรุงเทพมหานคร" 

 

 

 

ขา้พเจา้ช่ือซือย ูหวงั ขา้พเจา้เป็นนกัศึกษาระดบัปริญญาโท ของโครงการ MBA มหาวิทยาลยักรุงเทพ ขา้พเจา้ท าการ

วิจยัเร่ือง "ปัจจยัท่ีส่งผลกระทบต่อความพึงพอใจของลูกคา้ท่ีมีต่อบ๊ิกซีซูเปอร์มาร์เกต็ในกรุงเทพมหานคร" แบบสอบถามน้ีเป็น

ส่วนหน่ึงของวทิยานิพนธ์ในการศึกษาระดบัปริญญาโท สาขาบริหารธุรกจิ มหาวิทยาลยักรุงเทพ ขอ้มูลท่ีไดม้าจากการตอบ

แบบสอบถามน้ีจะถูกเกบ็ไวเ้ป็นความลบัและใชเ้พ่ือวตัถุประสงคท์างวิชาการเท่านั้น ขอขอบคุณท่ีสละเวลาในการกรอกขอ้มูลใน

แบบสอบถามน้ี 
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หมายเหตุ: โปรดท าเคร่ืองหมายในช่อง () ท่ีเก ีย่วขอ้งกบัค าตอบของคุณ 

1. โปรดระบุเพศของคุณ 

  1. ชาย                                     2. หญิง 

 

2. โปรดระบุอายุของคุณ 

  1. ระหว่าง 20 ถึง 30 ปี               2. ระหว่าง 31 ถึง 40 ปี 

  3. ระหว่าง 41 ถึง 50 ปี             4. 51 ปีข้ึนไป 

 

3. รายได้ต่อเดือนของคุณ： 

1.    0—35,000 บาท                 2.  35,001—50,000 บาท 

3.  50,001—100,000 บาท            4.  มากกว่า 100,001 บาท 

 

4. สถานภาพ 

 แต่งงาน                          โสด 

 หย่าร้าง                                     

 

5. โปรดระบุระดับการศึกษาของคุณ 

 ประถม                                มธัยม 

 ปริญญาตรี                             ปริญญาโทหรือปริญญาเอก 
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6. สถานภาพทางอาชีพ 

 ว่างงาน                                 ลูกจา้ง 

 นกัเรียน                                 เกษียณ 

 

โปรดท าเคร่ืองหมายในช่อง ( ) ท่ีคุณเห็นดว้ยกบัรายการต่อไปน้ี: 

(1 = ไม่เห็นดว้ยอย่างย่ิง, 2 = ไม่เห็นดว้ย, 3 = เฉยๆ, 4 = เห็นดว้ย, 5 = เห็นดว้ยอย่างย่ิง) 

 

8.  

ข้อ การเอาใจใส่ ระดับความคดิเห็น 

1 2 3 4 5 

1 พนักงานควรให้ความใส่ใจรายบุคคลแก่ลูกค้า      

2 ซูเปอร์มาร์เกต็ทีด่ีควรค านึงถึงผลประโยชน์ของลูกค้าก่อน      

3 พนักงานประจ าซูเปอร์มาร์เกต็ทีด่ีควรเข้าใจความต้องการเฉพาะของลูกค้า      

4 พนักงานในซูเปอร์มาร์เกต็ทีด่ีควรให้ความสนใจส่วนบุคคลแก่คุณ      

 

9. 

ข้อ การตอบสนอง ระดับความคดิเห็น 

1 2 3 4 5 

1 พนักงานของซูเปอร์มาร์เกต็ควรให้ความใส่ใจรายบุคคลแก่ลูกค้า      
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2 ซูเปอร์มาร์เกต็ทีด่ีควรค านึงถึงผลประโยชน์ของลูกค้าก่อน      

3 พนักงานร้านขายยาในซูเปอร์มาร์เกต็ทีด่ีควรเข้าใจความต้องการเฉพาะของ

ลูกค้า 

     

4 พนักงานในซูเปอร์มาร์เกต็ทีด่ีควรให้ความสนใจส่วนบุคคลแก่คุณ      

5 ซูเปอร์มาร์เกต็ทีด่ีควรมีเวลาท าการทีส่ะดวกแก่ลูกค้า 

 

     

 

 

10. 

ข้อ สถานที ่ ระดับความคดิเห็น 

1 2 3 4 5 

1 ซูเปอร์มาร์เกต็ตั้งอยู่ใกล้กบัสถานทีท่ างานหรือที่บ้านของคุณ      

2 ซูเปอร์มาร์เกต็ตั้งอยู่ในพืน้ทีท่ีอ่ยู่อาศัย      

3 สถานทีต่ั้งของซูเปอร์มาร์เกต็สามารถเข้าถึงได้ง่าย      

 

 

11. 

ข้อ ส่ิงอ านวยความสะดวก ระดับความคดิเห็น 

1 2 3 4 5 

1 สภาพการจราจรทีจ่ะไปซูเปอร์มาร์เกต็นั้นสะดวก      
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2 ซูเปอร์มาร์เกต็ควรมีสภาพแวดล้อมทีส่ะดวกสบายต่อการช้อปป้ิง      

3 ซูเปอร์มาร์เกต็ควรจะมีความหลากหลายของสินค้า      

4 ซูเปอร์มาร์เกต็ควรอยู่ในสถานทีท่ีง่่ายต่อการเดินทางไป      

 

 

12. 

ข้อ ความตระหนักในสินค้า ระดับความคดิเห็น 

1 2 3 4 5 

1 ซูเปอร์มาร์เกต็มีความหลากหลายของช่วงผลติภัณฑ์      

2 สินค้าในซูเปอร์มาร์เกต็มีความทนทาน      

3 ฉันพบสินค้าทีม่ีคุณภาพสูงในซูเปอร์มาร์เกต็      

4 ฉันพบสินค้าสดใหม่ในซูเปอร์มาร์เกต็      

5 ฉันพบสินค้าทีม่ีฉลากชัดเจนและแปลกใหม่ในซูเปอร์มาร์เกต็      

 

 

13.  

ข้อ ราคา ระดับความคดิเห็น 

1 2 3 4 5 

1 มีบัตรสมาชิกให้ใช้ได้      
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2 ราคาของสินค้าเหมาะสมกบัคุณภาพของสินค้า      

3 ซูเปอร์มาร์เกต็ให้ส่วนลดพิเศษส าหรับลูกค้าในโอกาสต่างๆ      

4 มีการแข่งขันด้านราคา      

 

14. 

ข้อ การส่งเสริมการขาย ระดับความคดิเห็น 

1 2 3 4 5 

1 ซูเปอร์มาร์เกต็มักจะมีส่วนลดและโปรโมช่ัน      

2 ซูเปอร์มาร์เกต็มักจะมีการแจกสินค้าตัวอย่าง      

3 ซูเปอร์มาร์เกต็โฆษณาโปรโมช่ันในหนังสือพิมพ์ท้องถิ่นหรือจดหมาย      

4 ซูเปอร์มาร์เกต็มักจะจัดกจิกรรมพิเศษ      

 

 

15. 

ข้อ คุณค่าจากการรับรู้ของผู้บริโภค ระดับความคดิเห็น 

1 2 3 4 5 

1 ลูกค้าของซูเปอร์มาร์เกต็มักจะเห็นของวางเต็มช้ันวาง      

2 ราคาของในซูเปอร์มาร์เกต็นีค้วรจะต ่ากว่าเมื่อเทยีบกบัคู่แข่งทีส่ าคญั      

3 ซูเปอร์มาร์เกต็ควรตั้งราคาให้มีความสัมพันธ์กบัคุณภาพ      
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4 ซูเปอร์มาเกต็ควรมีราคาทีเ่หมาะสม      

  

 

16. 

ข้อ ความพึงพอใจของลูกค้า(CUST) ระดับความคดิเห็น 

1 2 3 4 5 

1 ฉันคดิว่าการช้อปป้ิงในซูเปอร์มาร์เกต็นีค้อืการตัดสินใจทีถู่กต้อง      

2 ซูเปอร์มาร์เกต็มีจุดมุ่งหมายเพื่อตอบสนองลูกค้า      

3 ฉันชอบซูเปอร์มาร์เกต็นี้      

4 ฉันยินดีทีจ่ะซื้อสินค้าในซูเปอร์มาร์เกต็นี้      

 

มีปัจจยัอ่ืนท่ีส่งผลกระทบต่อความพึงพอใจของลกูคา้ท่ีบ๊ิกซีซูเปอร์มาร์เกต็ในกรุงเทพฯหรือไม่?            
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