unfagamMu Ing

1
A

¢ ) o a Y a P v o Z
ﬂi;l‘lligﬁx‘iﬂ: L‘WﬂﬁﬁWQLL‘]JU“‘I]"IQ'ENﬂ1ilﬂu‘1’n\13ﬂcl"lf‘ﬂiﬂ15§1uﬂ11u§ﬂﬂlﬂﬁ]1u?uﬂix‘l ag

[

o a d‘ 9 [ d‘da a 1 d’ Y a o a d‘
NUIURUNIUNe Faos taznsrudavenonsnanennud lums IusnmsuazsruIuEun

sudelFaos

1n309N0/NIZUIUMIINY: M350 IdnsguaiedisTasutsniiuiulszmns luaa

A k) ad A 1 1 1 & 9 d‘d A 1 k) [ =)

BILASIUATUUNAIYITNITIADNTUDYINY °]5\3"U’E]3J”ﬁ‘ﬂllﬂTiqmuﬂ1ﬂﬂiﬂhlhﬁ®ﬂﬂaﬂﬂﬂuﬁ]gﬂ
a J Qatg 1 Y (% A g (2 '

NITATIVADULUASAUATIEUADANUI U IﬂﬂﬂWﬂﬂ"lﬁ?ﬂJﬁ]%Ulﬂ'ﬂﬂmﬂBmgﬂLﬂu@’JLLWUﬂJ@QLMﬁg

a

asaseulumsldusmssvienuiuduaazjduun Taegaieaunsoadeaunis linear

. Y ax . A o Aa 0o v o d'
regression models #8735 ordinary least square !.W’E)G]i’li]ﬁ’f)ﬂﬂi]i]ﬂ‘i’mﬂ’nuﬁmﬂluﬂ‘]Jﬂ’JﬂJﬂmi

a 9 o 9 Y '

15 mavazSuauRungus Taasudeiuuduaazgluoy

= Yo D) A o N o 1 ) Y a A A=
WaAnN1IANHYI: llﬂﬁ‘]Jﬂ'ﬂiJlfU'ﬂﬂLﬂﬁl'Jﬂ‘lJWQﬁﬂﬁ53Jﬂ1§%U‘D'IEJG],GH’LT@EJ‘UE)\WJUiiﬂﬂcluv’l]ﬁwuﬂﬁﬂ‘]el1

o

=~ Y a = 1 [ J k) 9 k) 1 A 1 [
N ﬂ‘klﬂlgﬂ]@ﬂ@ﬂ‘iiﬂﬂllWEW]EJﬂﬁ%UGDWEJGI,"H’LTE)EJG],USTLlﬂHmﬁggﬂllﬂﬂﬂlmﬂﬁNﬂu

pa y 2

Y o w a v =< z%’ s F) v
VadNaNuINg: Uszmusnluaangnasayumugluuunugiuvesiiunudazilszsnm
1 a a o o J 1 4 { 1 a
Ty'ldnnsanmstlgduiusseninedmmgluuuoug dszmsnaesbildiansaimsiden
cg ~ A 9 A Y J I 9 =\ ] =
Fouvvnaregluuy Uszmsnaiiesnindeyanlsinsiziitludeyaiiosriuranden
(Cross-sectional data) 9413 IdN9 15 Imansz N INMsIlasugduuududi (Store format

% ] 1 <
switching) ¥4 ligmnsonstadev lddunarzinudoyaluszeze1 (Longitudinal data) Yszms

] v
A A

o o A . . a 7 a
qwﬁ}wﬂ%%ﬁmumsmﬁuﬁ (Sltuatlonal factors) 't‘)ﬁliﬁllﬁluﬂri’)lﬂi131“1/‘1@1/]%3@‘511']8

F 9
NYANTTUMIIADNF00E19aLBEANINTY

v
[l

) Y awv o J A a 9 9y Y k1
m‘mﬂlﬂ‘u: HWAaNIIIVYAITDUUSHUINAYNTNNMTAQIANDINIHA ‘]Jﬂ?f]clslfﬁ@ﬂcl'ﬁNWﬂellu

o [ o

v a a dyd A 1 A A @ = a A Y
AUAIVDINIUIY: WANTITIVYUNANHUSTNUANANITINITUDU mmmﬂm"lumma YNTAIN

Y o @

Y i
puudraesmssuneldaeslugdsiuiuasaz sautunld duiuamadudivesdlu

Uszmelne

o o W 9 kY Y kY = o 9y a A [ 9 1 91
managy: Jduuuium, S1udlan, anyazvedus Iaa, anvamsiuselyaes, Arlsae

U

m3ysveldaos



UNAADNBIDINGH

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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