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Purpose: To provide an overall understanding of grocery shopping trip behaviour and consumers’

store patronage in a regional city in Thailand.

Design/methodology/approach: A stratified random sampling is employed by dividing the
population into an urban area and a rural area. Then, a random sample for a store format is drawn
within each stratum by a simple random sampling. Finally, a systematic random sampling is utilized
by intercepting each household representative every certain number that is about to exit a store.
After missing data and outliers are detected and cleaned, the data are analysed by descriptive
statistics. Then, linear regression models are built using an ordinary least square method to

investigate the effects of explanatory variables to frequency of visits and an amount of spending.

Findings: Gain a general understanding of grocery shopping trip behaviour in a regional city in
Thailand. Identify demographic variables that affect store patronage for each store format in terms

of frequency of visits and an amount of spending.

Research limitations: First, the models are based on individual store format basis; they do not
consider the interaction among other formats. Second, the models ignore multi-format shopping
but instead treat each store visit as an independence among a set of store formats. Third, because
of cross-section data, the models are assumed no dynamic effects; a switching store format cannot
be examined unless longitudinal data are collected. Finally, other situational factors may include in

the analysis so as to explain a shopping behaviour more accurately.

Practical implications: The results suggest marketing strategy implication to improve frequency

of visits and an amount of spending for each store format in a regional city in Thai grocery market.

Originality/value: The paper is unique because there is no similar study focused on the consumers’

store patronage in Thai grocery retailing.

Keywords: Store format, Retail patronage, Consumer demographics, Grocery market, Shopping

trips
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Abstract:

This article provides consumers’ store patronage models in a regional city in Thailand. Store patronage dimensions to
be investigated including frequency of visits and amount of spending. A stratified random sampling is employed by
dividing the population into urban and rural areas, and random sample for a store format is drawn within each stratum
by simple random sampling. Then, systematic random sampling is utilised by intercepting every certain number of
household representatives that is about to exit a store. Finally, linear regression models are built using an ordinary least
square method to investigate the effects of explanatory variables on the frequency of visits and the amount of spending.
The study identifies socio-demographics and store attributes that affect store patronage for each store format in terms of
frequency of visits and amount of spending. The results suggest marketing strategy implication to improve the frequency
of visits and the amount of spending for each grocery store format in a regional city in Thailand.

Keywords: Store format, Retail patronage, Consumer demographics, Grocery market, Shopping trips

1. INTRODUCTION

Thailand has been one of the emerging markets in Asia in recent decades. This has led to rapid growth in household
consumption. GAIN Report (2004) remarked that retailing is an important sector in Thailand, accounting for
approximately 14% of GDP and 44% of total consumer expenditures in 2003. In recent years, the pattern of consumsion
has dramatically changed due to the coming of various modern trade companies, e.g. Tesco (UK-based retailer), Macro
(the Netherlands-based retailer), and 7-eleven. The same source also reported the decline of traditional store formats. A
similar trend, namely concentration and consolidation, can be observed in several grocery markets (Colla, 2004; Reutterer
& Teller, 2009).

The GAIN Report (2004) noted that the Thai retail grocery market can be categorised into two groups: a traditional
retailer and a modern retailer. The traditional retailer can be defined as being family-oriented in the form of a shop-house;
providing old-fashioned service and exhibiting outdated displays; operating the business with non-standardised
management systems and limited investment; being located in small commercial buildings in local communities. Shop-
house, also called mom-and-pop store, is a family business where the ground floor is used as a store to sell all sorts of
products needed for everyday use while the shop owner and family occupy the upper floors. Mom-and-pop stores are
found in every community throughout Thailand as well as many other parts of Asia (Feeny, Vongpatanasin, &
Soonsatham, 1996). The modern retailer’s charateristics are providing modern services and displays; operating business
with standardised management systems; investing in technology and innovation to attract custormers.

Agriculture and Agri-Food Canada (Canada, 2012) reported that traditional grocery retailers, e.g. fresh markets, mom-
and-pop stores, food stalls, share 62% of grocery sales; however, consumers are continuously shifting their shopping
destination to modern and larger formats, e.g. hypermarkets, instead of small, independently owned grocers. In terms of
non-store formats, this report also noted that internet-based retailing has taken off, but most internet retailing are for non-
food items. However, at the time of writing, Tesco has just operated the internet retail but its service area is within only
urban areas in a few major cities. According to Euromonitor International (Nation, 2014), internet retailing in Thailand is
stagnating in terms of its share of overall retailing. Despite enjoying growth in 2013, internet retail sales here represents
only 1 per cent of the total, and they are expected to remain at this level through to 2018.

Most Thai consumers, particularly those who live upcountry, still visit fresh markets to buy their fresh food as they
perceive that products sold at fresh markets are fresher and cheaper (GAIN Report, 2004). The same source reports that
Thai consumers frequently visit fresh markets with an average of 18 visits per month, convenience stores at least 6 times
a month, and 4 times a month for supermarket and hypermarket commitments. Even though the market share has fallen,
traditional markets remain the largest portion of food retailers. This occurs in many Asian countries, e.g. Taiwan (Trappey
& Lai, 1997), Hong Kong (Bougoure & Lee, 2008), India (Sinha, Banerjee, & Uniyal, 2002), and Indonesia (Agriculture
and Agri-Food Canada, Canada, 2012).

2. METHODOLOGY

The unit of analysis is a household that does a grocery shopping regularly. A regional city is chosen to conduct a survey
because it consists of both rural and urban areas. First, stratified random sampling is employed by dividing the population



into urban and rural areas. As discussed by Louviere, Hensher, and Swait (2000), the basis for categorisation can be any
of the characteristics common to population (e.g. age, income, location, gender etc.) with the exception of a dependent
variable. Then, sample is drawn within each stratum by simple random sampling for a store format from a list of stores,
which has been published officially. To maintain randomness, systematic random sampling is conducted by intercepting
every e.g. 10" consumer who is about to exit the store and serves as a household representative. This number, however,
is adjusted to suit each store location and traffic of consumers at a particular time of survey. An interview is conducted at
all exits of a sampled store, while time and day of sampling are varied including a weekday and a weekend. The sample
size is determined and applied to establish the minimum total sample size and subsequently partition to total sample into
each stratum. The chosen city is Nakhon Ratchasima province, a north-eastern regional city consisting of 2,600,000
inhabitants (around 830,000 households), about 75% of whom live in a rural area.

The total sample consists of 1,519 households. The sample has been examined to understand the data and relationships
between variables and to ensure that the data underlying the analysis meet all of the requirements for analytical techniques
(Hair, Black, Babin, & Anderson, 2010). Missing data has been checked and cleaned within the same day of data
collection. As a result, there are only a few cases of missing data in all variables with the exception of income. The
majority of missing data (51 cases or 3.4% of the total sample) pertain to income. Nevertheless, nearly half of the missing
values are the income generated by students which are negligible because student cannot regularly generate income by
themselves. The rest of missing data can be ignored because they represent less than 10% and the missing data do not
occur in a specific non-random fashion (Hair et al., 2010). After missing data and outliers are detected and cleaned, the
data are analysed by descriptive statistics and linear regression models are built using an ordinary least square (OLS)
method to investigate the effects of explanatory variables (age, residential area, public transport accessibility, car
availability, level of education, level of income) on focused response variables including frequency of visits and amount
of spending for each store format.

3. RESULTS
3.1. Frequency of visits

The effects of consumer demographic variables on the frequency of visits to each store format are examined. Instead of
using ANOVA which only shows the significant difference of interested variables, a linear regression model is used
because it provides more information in terms of sign and attitude of parameters for explanatory variables. Linear
regression models are built using explanatory variables including age, gender, household income, household size, number
of children (under 5), number of elders (over 60), residential area of consumers, level of education, car availability, and
public transportation accessibility. The results in Table 1 show only significant variables where p-value < 0.05 and all
nominal variables (area and/or level of education) where at least one of them has p-value of < 0.05. The more positive
parameters indicate the greater frequency of visits. Similarly, the more negative parameters mean the lower frequency.
The parameters of regression models indicate that age, household income, number of children (under 5), number of elders
(over 60), residential area of consumers, and the level of education are significant variable at p-value of < 0.05.

The elders (8 = 0.155) visit fresh markets more often than do younger people. The parameters indicate that urban
respondents (5 = 0.0) shop at fresh markets more often than those living in a suburban (8 = -1.377) area and a rural (f =
-2.128) area. On the contrary, younger respondents visit department stores more frequently than do the elders (5 =-0.071).
Income level also shows positive parameters; it means that wealthy people shop more frequently at department stores
compared to the others. Respondents with postgraduate degrees show a positive parameter (5 = 2.863), which indicates
frequent visits to the department stores. In addition, the results show that the customers who live in the urban area (5 =
0.0) do more shopping at the department store than those who live in the rural area (5 = -0.686) followed by the suburban
area (S =-0.823).

The figure for big box stores shows interesting results. Age, number of children, and residential area are significant
parameters. Older consumers tend to patron to the big box stores more often compared to the younger ones. Households
having higher number of children indicate more frequent visits to big box stores than that those having fewer children.
Similar to the department stores, people living in the urban area (8 = 0.0) shop at the big box store more frequently than
those who living in the rural area (5 = -0.664) and the suburban (5 = -1.046) area.

Age, household income, and residential area are significant parameters for convenience stores. Like department store,
younger consumers (f# = -0.100) as well as those with higher income (5 = 0.065) tend to shop at the convenience store.
Similar to other store patterns, urban consumers (f = 0.0) also visits convenience stores more frequently compared to
those who live in the rural area (5 = -2.020) and the suburban area (8 = -2.264).

The mom-and-pop store model shows positive parameters for the number of elders (5 = 0.648) and age of the respondents
(8 =0.057). Higher levels of education, i.e. postgraduate (f# = -6.181) and undergraduate (5 = -4.887), indicate the lower
patronage of the mom-and-pop store compared to a high school (5 = -3.803) and a primary school (8 = 0.0).



Finally, the older persons (5 = 0.048) tend to support a mobile shop. Similar to the mom-and-pop stores, higher levels of
education indicate the lower support the mobile shop. Additionally, consumers who are in the rural area (5 = 1.409) often
do shopping at the mobile shop compared to those who live in the suburban area (5 = -0.940) and the urban area (4 = 0.0).

Table 1: Estimation of parameters for frequency of visits (times a month) each store format

Store formats

. All store
Variables Fresh Department  Bigbox Convenience ~ Mom&  Mobile  formats
market store store store pop store shop
Age 0.155 -0.071 0.051 -0.100 0.057 0.048 0.154
(0.000) (0.000) (0.000) (0.000) (0.005) (0.001)  (0.002)
Income 0.028 0.065 0.134
(0.001) (0.000) (0.001)
Number of 0.693
children (0.001)
Number of 0.648
elder (0.054)
Area: (urban is a base)
Suburban -1.377 -0.823 -1.046 -2.264 -0.940 -6.730
(0.036) (0.008) (0.002) (0.001) (0.034) (0.000)
Rural -2.128 -0.686 -0.664 -2.020 1.409 -3.690
(0.001) (0.024) (0.042) (0.002) (0.001) (0.013)
Education: (primary school is a base)
Secondary 0.196 -1.997 -2.276 -3.034
school (0.745) (0.091) (0.008) (0.299)
High school 0.610 -3.803 -1.994 -4.316
(0.217) (0.000) (0.004) (0.072)
Vocational -0.080 -1.244 -1.724 -3.003
qualification (0.893) (0.283) (0.039) (0.295)
Undergraduate 0.476 -4.887 -1.963 -5.256
(0.319) (0.000) (0.003) (0.024)
Postgraduate 2.863 -6.181 -2.535 -4.077
(0.000) (0.000) (0.016) (0.281)
Constant 7.536 5.032 2.255 15.634 8.361 2.950 39.734
(0.000) (0.000) (0.000) (0.000) (0.000) (0.001) (0.000)
R-square 0.0503 0.0818 0.032 0.039%4 0.0573 0.0517 0.0414

Remark: a value in () is a p-value; a value in bold indicates the p-value <0.001
3.2. Amount of spending

The amount of money spent at each store format is estimated by linear regression models as shown in Table 2 using
explanatory variables including age, gender, household income, household size, number of children (under 5), number of
elders (over 60), residential area of consumers, level of education, car availability, and public transportation accessibility.
Almost similar to the frequency of visits in the previous section, significant variables (at p-value < 0.05) consist of age,
household income, number of children (under 5), the residential area of consumers, level of education, and car availability.

In terms of spending amount, fresh market is supported by older people more often than younger ones (5 = 37.80). As
expected, the higher household income (f = 9.63), the more money is spent at the fresh market; the higher number of
children (under 5) also indicates more money spent (4 = 304.00). In addition, consumer’s residential area also indicates
the different extent of spending. The higher degree of urbanisation illustrates higher amount of spending at the fresh
market. That is, the parameters of the respondents living in an urban area, the suburban area, and the rural area are 0.0, -
59.70, and -345.84 respectively. Such figure exhibits the relatively different degree of parameters between the rural area
(B = -345.84) and the others (8 = 0.0 and g = -59.70).



Table 2: Estimation of parameters for the amount of spending (Baht a month) for each store format

Store formats

Variables Fresh  Department Bigbox  Convenience Mg(r)r;& Mobile ?\Ollrrsr;[g»[:
market store store store store shop
Age 37.80 23.02 10.86 3.15 89.46
(0.000) (0.000) (0.000) (0.000) (0.000)
Income 9.63 9.91 10.72 12.39 48.82
(0.004) (0.000) (0.000) (0.000) (0.000)
Number of 304.00 221.29 260.92 17491 107.30 1252.83
children (0.000) (0.000) (0.000) (0.001) (0.000) (0.000)
Car 181.08 726.60
available (0.053) (0.020)
Area: (urban is base)
Suburban -59.70 -272.99 -165.26 -228.42 -54.47 -729.64
(0.646) (0.003) (0.078) (0.006) (0.023) (0.016)
Rural -345.84 -198.34 -240.99 -176.45 76.62 -768.93
(0.006) (0.025) (0.009) (0.030) (0.001) (0.009)
Education: (primary school is base)
Secondary 256.42 301.05 -84.64 -66.42 633.25
school (0.122) (0.097) (0.348)  (0.151)  (0.280)
High school 583.56 291.49 -233.94 -81.07 441.22
(0.000) (0.050) (0.001) (0.031) (0.358)
Vocational 716.44 901.14 -88.23 -43.81 1653.04
qualification (0.000) (0.000) (0.316)  (0.331)  (0.004)
Undergraduate 796.55 309.66 -305.39 -83.74 486.44
(0.000) (0.031) (0.000)  (0.020)  (0.298)
Postgraduate 1027.57 96.62 -491.27 -137.86 64.30
(0.000) (0.679) (0.000)  (0.016)  (0.932)
Constant 557.81 356.28 60.60 946.46 328.14 121.81 1675.05
(0.001) (0.008) (0.761) (0.000) (0.000)  (0.015)  (0.011)
R-square 0.0834 0.0924 0.0873 0.0391 0.0969 0.0533 0.1348

Remark: a value in () is a p-value; a value in bold indicates the p-value <0.001

The parameters for department stores reveal some interesting facts. The higher level of education, the more money spent.
The parameters of the level of education for primary school, secondary school, high school, vocational qualification,
undergraduate, and postgraduate qualifications are 0.0, 256, 584, 716, 797, and 1028 respectively. These values mean
that on average, the amount of money spent in department stores increases by around 100-300 Baht a month for each
higher level of education. As expected, the higher household income (8 = 9.91) as well as the higher number of children
in the household (8 = 221.29) shows the greater amount of money spent at the department store. Respondents living in
the urban area (# = 0.0) spend more money compared to those living in the rural area (# = -198.34) and the suburban area
(8 =-272.99). Furthermore, the household owning at least one car show more money spent by around 200 baht a month
(8 =181.08).

Like fresh market, big box store shows quite similar pattern of parameters for age (f = 23.02), household income (5 =
10.72), number of children (5 = 260.92), resident location of consumers: urban (4 = 0.0), suburban (5 = -165.26), and
rural (8 = -240.99). However, the level of education exhibits different figure. The findings reveal that people whose
vocational qualifications show the highest parameter (5 = 901.14), followed by undergraduate (8 = 309.66), secondary
school (f# = 301.05), high school (8 = 291.49), postgraduate (5 = 96.62), and primary school (# = 0.0) qualifications,
respectively. Interestingly, consumers with postgraduate degrees show less values of the parameter than those with
secondary school, high school, and undergraduate, though not primary school, qualifications.



The convenience store model indicates the nearly similar pattern to the department store model. That is significant
parameters are household income (8 = 12.39), number of children (8 = 174.91), residential area of consumers: urban (8 =
0.0), suburban (5 =-228.42), and rural (5 =-176.45), except for car availability and the level of education is not significant
at p-value < 0.05. The mom-and-pop store model shows significantly positive parameters for age (5 = 10.86), and number
of children (8 = 107.30) and negative values for higher level of education including secondary school (5 = -84.64),
vocational (8 = -88.23), high school (# = -233.94), undergraduate (8 = -305.39), and postgraduate (f = -491.27)
qualifications. These values imply that the higher level of education, the lower support for mom-and-pop stores.

The mobile shop model shows a similar pattern of the parameter for age (4 = 3.15) and the level of education to the mom
and pop store model. The values of secondary school, high school, vocational, undergraduate, and postgraduate
qualifications are -66.42, -81.07, -43.81, -83.74, and -137.86, respectively. The findings show that the lower level of
education indicates the higher supports mom-and-pop stores and mobile shops. On the contrary, the higher level of
education indicates the higher supports the department store. In terms of residential areas of consumers, the figure of the
mobile shop shows significantly positive parameter for the rural area (4 = 76.62) and negative parameter for the suburban
area ( = -54.47).

4. DISCUSSION AND CONCLUSIONS

Products at a fresh market are the cheapest among the other store formats, which corresponds to the results from the GAIN
Report (2004) that many consumers perceive that the products sold at the fresh markets are fresher and cheaper. The
recent study by Banwell et al. (2013) shows that fresh markets are under pressure and are declining in number; they are
attempting to resist the competition from supermarkets by improving convenience, food variety, quality and safety.
However, the results also indicate that customer service level is relatively low compared to other formats while product
quality and ease of access are rated somewhat around average.

Feeny et al. (1996) reported the huge success of the master franchise of 7-eleven in Thailand. As a result, the impact of
7-eleven on Thai retailing and Thai life has been enormous; 7-eleven stores are everywhere. Key to their success has been
in strategic location such as bus stops, together with bright lighting, cleanliness, efficient service and a limited range of
reliable goods. The results show that most attributes for the convenience store is rated around average compared to other
formats apart from price, which is rated the most expensive. However, Bhatnagar and Ratchford (2004) noted that
convenience stores require high prices because of the small scale of operation, but can be attractive in certain situations
because it minimises travel and inventory costs. In comparison to the main rival (mom-and-pop stores) catered for similar
shopping purpose, most attributes for convenience stores are rated better than those of mom-and-pop stores, except for
the price.

Over three decades, department stores have made the biggest impact of all on Thai retailing, especially when forming a
part of larger shopping centre complexes. However, a recent report notes that in the capital city, department stores have
reached saturation (Feeny et al., 1996) and there has been a trend to spread into other parts of the country, particularly
regional cities. Several attributes, i.e. product quality, customer service, store appearance/atmosphere, range of products
of department stores and big box stores are rated the highest among other formats. However, several customers perceive
that these stores are difficult to access/park and it takes a long time to travel to the stores.

Consumer demographics affecting the frequency of visits and the spending amount are age, household income, number
of children (under 5), number of elders (over 60), car availability, residential area of consumers, and the level of education.
The higher the age, income, and number of children, the greater the spending amount indicated. Higher education level
indicates the greater amount of spending in department stores but the lower for the traditional small store formats, i.e.
mom-and-pop stores and mobile shops. The residential areas of consumers exhibit the different degrees of spending.
Mobile shops perform well in rural compared to urban or suburban areas, while other formats gain more amount of
spending in the urban areas. Helle and Watanen (1964) reported factors affecting sales of mobile shops as comprising
selling time, activity time, selling points, amount of retracing, length of weekly trips. Their study focused on retailing on
rural northern Finland. Nonetheless, a similar study has not been conducted in rural Thailand.

In terms of practical implications, the fresh markets as the main traditional store format for Thai consumers should be
developed both product quality and customer service, while its main rival, the big box stores, provides similar shopping
purpose with better performance, and more and more Thais support modern grocery retailers (Canada, 2012). On the one
hand, the product quality should be developed such as using a cold chain to keep the freshness of perishable goods (Salin
& Nayga Jr, 2003), making better safety products and more food diversity (Banwell et al., 2013). On the other hand,
customer service such as friendliness and helpfulness of staff should be improved. In Thailand, the customer service is
not only significant factor for the retail sector. Other service sectors have become increasingly important in recent years
(Saha & Theingi, 2009). For the big box stores and department stores, however, ease of access/parking and travel time
should be improved, particular traffic congestion (Laowagul et al., 2008; ThaiPBS, 2016) and availability of car park
(Sunalai, 2006) in such store formats. The strength of another traditional store format, mom-and-pop store, is only in its



location while other attributes are worse than its rival, the convenience store. Product quality, and customer service are
the first and second important attributes to be improved.

This study has some limitations. First and foremost, each model built in this article is based only on an individual format.
The models do not consider the interaction among other formats. To capture interaction among store formats, a store
format choice model must be considered. Second, the models ignore multi-format shopping (e.g. Jayasankaraprasad &
Kathyayani, 2014) but instead treat each store visit as an independence among a set of store formats. Further research
could investigate multi-format shopping behaviour. Third, because of the cross-sectional data, the models assume no
dynamic effects. Store format switching (e.g. Popkowski Leszczyc & Timmermans, 1997) cannot be examined unless
longitudinal data are collected. Finally, other situational factors (Mattson, 1982) may be necessary to explain the shopping
behaviour more accurately.
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