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ABSTRACT

Hypermarts and supermarkets are a new form of modern trade. They have been
proved that they are important for the Thai economy and have made lots of significant impact
on society. Several people have questioned why customers go to these kinds of stores while
the traditional stores have been less popular. This study aims to find. out factors that affect
purchase intention to buy products from these stores. 750 respondents who lived in Bangkok
were selected. Structural equation modeling (SEM) was used to test the structure of
relationships. The results show that the subjective norm, perceived price value, perceived
product guality and perceived store assortment provide direct positive impact on purchase
intention while travel time to stores delivers a negative impact on purchase intention. The
study further investigates that age can moderate the path from perceived store assortment to
purchase intention; this path is stronger for older customers than for younger customers.

Discussion and recommendation are provided in this research.

Keywords : Hypermarts, Store patronage, Structural equation modeling, SEM
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CHAPTER 1

INTRODUCTION

1.1 Research Background

It is accepted that urban customers seem to buy goods or services from modern stores
such as hyper-marts supermarkets, department stores, or convenience stores because these
types of stores have modern designs, well-managed systems, and cheap  products and
services. These modern stores have high investment costs and complicated management
systems.

In Thailand, there are two popular types of stores: hyper marts and convenience stores.
These stores have been increasing their branches in Bangkok and other provinces. These
business models came to Thailand in 1990s. However, after the recent economic crisis,
several chain stores such as Siam Makro and Lotus were taken over by foreign companies

In the retail industry, competition among types of retailers is increasingly intensive.
Grocery stores, supermarkets, discount stores, department stores, and convenience stores,
for example, sometimes compete for the same targeted customers even though they present
themselves to be different (Kotler & Keller, 20086). Making decision to buy products or
services from different kind of retail stores like grocery stores, supermarkets, discount stores,
large mega stores, and hypermarkets are very difficult for customers nowadays (Popkowski
Leszczyc, Sinha, & Sahgal, 2004).

The losers of this competition are small traditional grocery stores and traditional
department stores which are rarely to compete with gigantic discount chain stores (Johnson
& Kim, 2009). Moreover, hypermarkets offer lower price and convenience for their consumers
and such modern chain stores have advanced information systems and technology, logistic
and supply systems, and power of bargains to suppliers (Kotler & Keller, 2006). Hence,
modern trade stores decline profitability of traditional stores (Farhangmehr, Marques, & Silva,

2001). In terms of marketing, modern retail stores play in both luxury products and cheap



products so that there is no space for traditional retailers to play.

However, discounl slores or hypermarts provide benefils lo Thai customers and society. For
example, they provides low price producls which in turn reduce living costs of the people. In
addition, they can maintain their products to be higher in quality and safe for the customers than
traditional stores (Cliquet, 2000).

Understanding factors that requlate customers to visit modern stores especially hyper-marts
and supermarkets can help the government to provide relevant public policies but not affect the
benefits of customers. Moreover, Thai entrepreneurs can use this research to mimic the succéss of
modern traders to improve their stores becoming increasingly efficiently. Besides, the retail sector
is one of the most employing industry sector. Knowledge of this research can be used to teach
business students and/or entrepreneurs.

Therefore, this study aims to find out causal factors that bring hypermarkets to the

forefront of the retail industry.

1.2 Research Question
What are the factors that affect purchase intention of Thai customers to purchase

products or services from hyper-marts and super markets?

1.3 Research Obijective

The study aims to study the structure of relationships affecting purchase intention of

customers visiting hyper-mart stores.

1.4 Research Scope

1.4.1 This research studies only customers who live in Bangkok only since this
province has the biggest number of residents who have the highest purchasing power.
1.4.2 This research studies only the stores (hyper-mart and supermarket) located in

Bangkok since this province has the highest number of hypermart and supermarket stores.



1.4.3 The model in this study contains only one dependent variable-purchase
intention since the ability to study purchase intention concomitantly with actual purchase is

limited.

1.5 Research Contributions

1.5.1 The study provides the structural model of factors affecting purchase intention
of customers to visit hyper-mart stores?

1.5.2 The study delivers benefits for Thai stores to understand behavior of
customers. Then the executives of the stores can adjust their stores in order to respond to the

customer behaviors.



CHAPTER 2

LITERATURE REVIEW

2.1 Theoretical Background

The study aims to find out what causal factors influence customers’ intention to buy
products or services from a specific hypermarket. This study applies behavioral scienc;a to
answer marketing research. One of well known theories in behavioral science is the Theory of
Planed Behavior (TPB) used to explain why people perform a specific behavior (Ajzen, 1991;
Fishbein & Ajzen, 2010). According to TPB, human behavior is directed by a structure of
factors; they are behavioral intention (Bl), subjective norm (SN), attitude (ATT), and perceived

control behavior (PCB) shown in figure 2.1.

Subjective
Norm

Behavioral Behavior

Intention

Perceived
Behavioral
Control

Figure 2.1 The theory of planned behavior

Source: Ajzen (1991)

TPB has been adapted in various disciplines. Studies in Information Systems replace
Attitude by constructs that are relevant to the phenomenon explained. TAM, UTAUT1, and
UTAUTZ2 (Davis, Bagozzi, & Warshaw, 1989; Venkatesh, L. Thong, & Xu, 2012; Venkatesh,

Morris, Davis, & Davis, 2003) are theories in IS which predict behavioral intention by factors



related to specific characteristics of systems or artifacts that consumers would like to use.
Kowatsch & Maass (2010) applied TPB and TAM by using Perceived Usefulness and
Perceive ease of use to explain behavioral intention. Both perceived usefulness and
perceived ease of use are a kind of cognitive representation and form of attitude. In many
marketing studies, the linkage between purchase intention and attitude can be replaced by
linkages between purchase intention and beliefs or perceptions of consumers. Das (2014)
used retail loyalty, retail awareness, retail association, and retail perceived quality as
antecedents of purchase intention. Many studies in marketing have attempted to find out
causal relationships what drive purchase intention of customers to buy products or services.
Some of these studies apply TPB by changing attitudes to related constructs (P.-T. Chen &
Hu, 2010; Hong & Cha, 2013; Pei, Paswan, & Yan, 2014; Yusof, Singh, & Razak, 2013). Here
in the context of retail business, we applied suspected factors that may affect purchase
intention. Perceived Product Quality (PPP), Perceived Value Pricing (PVP), and Perceived
Store Assortment (PSA) are applied in the model instead of attitude while time travel to store

(TS) is applied to replace perceived contro! behavior (PCB).

2.2 Purchase Intention (P!)

In marketing, Purchase intention is applied to indicate how strong intent of buyers to
buy goods or services from sellers (Armstrong, Morwitz, & Kumar, 2000) in some cases it can
be used to explain customer’s loyalty (Juhl, Kristensen, & fgﬁétergaard, 2002).

Consumer’s decision making is comprised of a structural set factors like perceive
quality, perceive value, and satisfaction, which directly affect intention to buy products or
services (J. Joseph Cronin, Brandy, & Hult, 2000). intentions itself is also accepted as the
cognitive component of an attitude (Fishbein & Ajzen, 1975). The cognitive part is a set of
factors that indicate reasons of human to perform a specific behavior. In this study, intention
is the dependent variable and several studies and theory indicate that it is a prime factor

influencing human behavior (Ajzen, 1991; Chaiyasoonthorn & Suksa-ngiam, 2011; Davis, et



al., 1989; Fishbein & Ajzen, 1975, 2010; Venkatesh, et al., 2003). A study used that store

brand price-image to cxplain purchase intention without the attitude construct (Diallo, 2012).

2.3 Perceived Value Pricing (PVP)

Perceived value is a cognitive dimension that can determine customers to buy or not to
buy products or service. Marketing management often concerns about how to offer excellent
value to customers; the evaluation process that customers evaluate products or services
becomes important knowledge for companies (Ulaga & Chacour, 2001) even though this
process of evaluation is normally subjective. Evaluating price value by different people from
different cultures and different time yields different outcome (Sa'nchez, Callarisa, Rodri‘guez,

& Moliner, 2006).

2.4 Perceived Products Quality (PPQ)

Consumers can buy products or services from a selected brand but they do not know
how products are really different or what standards or regulations that the products have. By
large, some consumers cannot distinguish product quality from brands (Schiffman & Kanuk,
2000). Hence, product brands mean that the product distribution is indicative of the image
quality even though in reality they may not have such good quality as the customers think.
However, in financial terms, Finn& Louviere (1996) have suggested that there is a correlation
between company’s stock price and the perception of quality. If customers perceive that the
product has good quality, the value of the product will consequently increase (Grewal,

Krishnan, Baker, & Borin, 1998).

2.5 Perceived Store Assortment (PSA)

Store assortment is a cognitive part of customer decision. It offers freedom of choices
to customers. Hyper-markets offer customers numerous opportunities to go to stores at one
time and the customers can get multiple products or services (Popkowski Leszczyc, et al.,

2004). Normally customers often think that product assortment is important than the store



managers think (Hansen, 2003). Moreover, customers can minimize travel costs if the store
can serve them with all products they would like to purchase (Popkowski | eszczyc. el al.,
2004). However, sometimes the assortment of products can be subjective than objective
because the perception of customers may be shaped by the arrangement of store’s shelves.
A study confirms that increasing presentation of product items can improve assortment
perception although attributes or the size of the assortment do not increase (Oppewal &
Koelemeijer, 2005). Thus, we establish a hypothesis that store assortment will affect

purchase intention.

2.6 Travel Time (TIM)

Locations of modern store chains are designed to be accessible to the target
customers (Kotler & Armstrong, 2004). The reason behind the application of trave! time as an
antecedent of purchase intention is that it acts like perceived behavioral control in TPB;
people do not intend to perform a specific behavior if the behavior is difficult to perform
(Fishbein & Ajzen, 2010). In TPC, perceived behavioral control is a factor regulating both
behavior and intention to perform behavior (Ajzen, 1991). In the case of retail stores, the
more distance travel to the store, the less likelihood that customers intend to visit the stores
because buyers may less likely to control their behavior to buy products or services from the
store. In Bangkok, both distance measured in KM and distance measured in minutes can be
used to represent this factor. However, time travel to the location in this study is more
appropriate because customers who use different modes of transportation (private car vs.
public transportation) may be affected by distance differently. Distance has a negative effect
on how customers select a store; long distance can limit the frequency of customers
traveling to a store (Hansen & Solgaard, 2004) so that several store brand decided to be
located in the centre of a city since they can take advantage from closeness to customers
(Finn & Louviere, 1996). In Bangkok Thailand, distance measured by time is better than

distance measured by KM or miles since people in Bangkok are greatly different among



social classes. Therefore, we speculated that the distance measured by using time will affect

purchase intention.

2.7 Moderating Effects

In this study, we investigate further than the original concept of TPC. We speculate that
there might be moderating factors that may moderate the relationships among constructs.
Theories applying TPC present that there are moderating factors such as age and gender.
These factors can moderate antecedents of intention (Venkatesh, et al., 2012; Venkatesh, et
al., 2003). Hence we applied age and gender as moderating effects in this study. We then
can set hypotheses as follows:

H1:. Subjective norm directly positively influences purchase intention and the path is
moderated by gender and age.

HZ2: Perceived price value directly positively influences purchase intention and the path
is moderated by gender and age.

H3: Perceived product quality directly positively influences purchase intention and the
path is moderated by gender and age.

H4. Perceived store assortment directly positively influences purchase intention and
the path is moderated by gender and age.

HS: Travel time directly positively influences purchase intention and the path is
moderated by gender and age.

All hypotheses are depicted in figure 2



Subjective
Norm

Perceived
Price Value

Perceived
Product

Quality

Perceived
Store
Assortment

Distance
(time)

Purchase
Intention

Gender

Figure 2.2 The theoretical framework




CHAPTER 3

METHODOLOGY

This research employs a quantitative methodology, which relies on the use of statistics.

3.1 Sample Size and Sampling Method

In this research, the sampling size is determined by the numbers of both latent and
observed variables. The structural model of this study consists of 6 latent and 20 observed
variables; the number of respondents should be greater than 526 samples with effect size at
0.1 and power level at 0.8 (Cohen, 1988; Soper, 2012; Westland, 2010). The sample size in
this study is greater than the minimum requirement. Regarding the sampling method, the

data are collected by using area sampling from 15 different locations in Bangkok.

3.2 Measurement

The questionnaire employed in this research is a self-report questionnaire. Purchase
intention (P1), subjective norm (SN), perceived value pricing (PVP), perceived product quality
(PPQ), and perceived store assortment (PSA), are comprised of bi-polar semantic differential
items (strongly agree (7)-strongly disagree (1). Travel Time (TIM) is measured in minutes
(self-report); then, the numbers of TIM are transformed -by logarithms, solving normality
issues because there are vast different gabs among reported travel time both home and work

place.

3.3 Reliability

Cronbach's Alpha is used to measure reliability of constructs and it is accepted that
Cornbach’s Alpha should be greater than 0.7 (Hair, Black, Babin, & Anderson, 2010). All
constructs have Cronbach’s Alpha greater than 0.7 except TIM. The study also uses content

reliability (CR) to measure reliability as shown in equation 1.
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QL)

CR.=
QL)Y -y var(s) T ()
L = A standardized loading from an latent variable to an observed variable
Var = The error variance of an observed variable

3.4 Construct Validity

The value of standardized factor leading should be 0.5 (Hair, et al., 2010). All items are
greater than 0.5. The average variance extracted (AVE) is used to determine construct
validity. A value of AVE higher than 0.50 is prefer to represent enough construct validity

(Hair, et al., 2010).

3.5 Discriminant Validity

The values of AVEs that are greater than the squared correlation estimate between two
constructs are used to prove that the two constructs are different (Hair, et al., 2010).

According to Hair, et al.(2010), the equation of AVE is shown as equation 2:

C 2
D (2)

AVE =2
n
L = A standardized loading from an latent variable to an observed variable
Var = The error variance of an observed variable

3.6 The Estimation

We used the maximum likelihood estimation to calculate the measurement and
structural equations. When compared with ordinary least squares (OLS), maximum likelihood
estimation (MLE) is more efficient and unbiased(Hair, et al., 2010). Kurtosis and skewness

are measured to prove normal distribution of the data.
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3.7 Assessing Measurement and Model Validity

In terms ol goodness-of-fit, we used several Indexes to indicale goodness-of-fit: such
indexes are chi-square(xz), and degree of freedom (df). In the case of absoclute fit, we
employed X statistic, goodness-of-fit index(GFl), the root mean square error of approximation
(RMSEA), standardized root mean residual (SRMR), and normed chi-square. In terms of
incremental, we used the Tucker-Lewis index (TLI) and comparative fit index (CFl) to
measure the incremental fit. In terms of parsimony fit, we measured parsimony fit by using
adjusted goodness of fit in;jex (AGFI), parsimony goodness-of-fit(PGFl), and parsimony

normed fit index (PNFI).

3.8 Computer Software

IBM’s SPSS and AMOS 21.0 are used in this research.



CHAPTER 4

RESEARCH RESULTS

4.1 Descriptive Statistics

The respondents of this study were selected based on area sampling from 15 locations
in Bangkok. The respondents are more female (59.6%) than male (59.6%). The respondents
who are in the age between 25-35 years old are the biggest group (38.1%), followed by the
respondents who are in the age below 25 years old (32.7%). In terms of education levels, the
majority of the respondents are people who have undergraduate degrees (54.8%), followed
by those who have degrees below undergraduate or do not have any degrees (33.9%).

The distribution of the samples is shown in table 4.1.

Table 4.1 Demographic characteristics of the samples (n=750).

Categories Samples %
Gender
Male 301 40.1
Female 447 59.6
Age groups
Below 25 245 32.7
25-35 286 38.1
35-45 162 216
More than 45 57 7.6
Level of study
Below undergraduate 254 33.9
Undergraduate 411 54.8
Graduate 85 11.3
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Table 4.2 shows that Big C and Tesco Lotus brands are the most favorable brands for

Thai customers.

Table 4.2 Hypermart stores and supermarkets that the respondents recently visited

Store Name Frequency Percent
Bigc 176 23.5
BigcExtra . 71 9.5
Bigc Market 23 3.1
Tesco Lotus Hyper Mart 93 12.4
Tesco Lotus market 99 13.2
Siam Makro 74 9.9
Max Value 61 8.1
Top Market 68 9.1
Top Super 56 7.5
Others 29 3.9
Total 750 100.0

According to table 4.3, the standardized loadings of items are mostly found greater

than 0.5. Content reliability (CR) and Conbach's alpha are found greater than 0.6.
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Table 4.3 General statistics: mean, standardized loadings and reliability.

Latent Observed
Skewness | Kurtosis Loading C.R. Alpha
variables variables

Pi2 -.628 416 .821

Pi PI3 -.582 137 .827 .782 .855
Pl4 -523 114 797
SN2 -.269 116 ‘.796

SN SN3 -.295 143 .885 770 .842
SN4 -.339 27 734
PP1 -.418 .209 .746
PP2 -.339 .261 .768

PP 703 .867
PP3 -.140 -.267 756
PP4 -.202 145 .761
PQ PQ1 -.404 .045 872
PQ2 -.445 .051 728

.738 .857
PQ3 -.559 .339 726
PQ4 -.203 -.267 .800
PSA PSA1 -.461 .136 .801
PSA2 -.339 .040 .806

746 .852
PSA3 -.365 -.104 .784
PSA4 -.304 -.160 761
TIM1 -.190 1.92 573

TIM .607 .618
TIM2 -.549 .704 .800

Table 4.4 shows exploratory factor analysis (EFA) with varimax rotation, segregating

the items into 6 factors according to the constructs in the literature review. The results of EFA
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represent the validity of the constructs (KMO =0.909, Chi-square = 8049.230, df =190, sig =

0.00).

Table 4.4 Exploratory factor analysis

Factors
1 2 3 4 5 6
PI2 792 219 113 196 223 -.079
PI3 .804 161 202 479 | 190 -.054
PI4 788 189 266 126 160 -.053
SN2 182 819 098 129 187 061
SN3 227 825 169 106 204 022
SN4 27 759 235 71 77 -011
PP1 198 094 789 77 245 -.036
PP2 1190 109 816 206 195 -.025
PP3 120 178 681 279 239 -.043
PP4 150 248 708 201 205 -.006
PQ1 157 106 318 723 227 -.034
PQ2 .089 225 106 811 190 -.024
PQ3 155 021 158 796 217 -133
PQ4 175 144 316 698 134 024
PSA1 184 137 182 215 747 -013
PSA2 119 149 223 225 794 -.054
PSA3 149 211 244 128 740 -.072
PSA4 208 198 215 215 683 -.002
Log(L2) -.021 025 -.059 -.038 .001 857
Log(L4) -.099 027 002 -.064 -.082 838
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S e e RUKE L IRANTIIN

In the case of discriminant validity, table 4.5 shows that squared correlations are not

greater than AVEs. These comparisons demonstrate that the discriminant validity is

acceptable.

Table 4.5 Squared correlations and AVESs.

Pl SN PVP PPQ PSA TIM
Pl 0.664
SN 0.334 0.652
PVP 0.386 0.310 0.574
PPQ 0.289 0.204 0.511 0.614
PSA 0.354 0.325 0.493 0.370 0.621
TiM 0.045 0.000 0.016 0.021 0.025 | 0.484

Diagonal elements are AVEs and off-diagonal values are squared correlations

4.2 The Structure of Equations

Figure 4.1 shows the structural equation model. The results show that all standardized

loadings are statistically significant (P > 0.001).

077885
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Subjective
Norm

0.302"""

Perceived
Price Value

0.241""

Purchase
Intention

Perceived
Product

Quality

0.107°

Perceived
Store
Assortment

0.165"

-0.144™

Distance
(Time)

*>0.05, **>> 0.01, ***>>0.001,

Figure 4.1 The results of the structural model without moderating effects

x* = 408.681, df = 149, x* /df = 2.743, P-value =0.000 ,
SRMR =0.0312, RMSEA= 0.048 , CFI = 0.967 , TLI= 0.958,

GFl1 =0.948 , PGFI= 0.673 , AGFI= 0.927 , PNFl = 0.745
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Figure 4.1 and table 4.5 show the structure of the paths based on the literature review

and all the paths arc statistically significant.

Table 4.6 Path analysis.

Paths Hypothesis | Standardized beta P R?
SN= P H1 0.302 0.00
PVP—D P H2 0.241 0.00
PPQ~> PI H5 0.107 0.00 0.511
PSA—D PI H3 0.165 0.00
TIM— P H4 -0.144 0.00

According to table 4.6, subjective norm is the most influential factor that positively
affects purchase intention at 0.302 beta coefficient, followed by perceived price value at
0.241 beta coefficient. Travel time is a negative determinant of purchase intention with -0.144
beta coefficient. All factors together can explain the variance of purchase intention at 51.1 %
(R2=0.511). Table 4.7 shows that even though the P-value for the model is significant (P-
value = 0.000), Normed Chi-square (x2 /df) is less than 3; this number is acceptable for a

model (Hair, et al., 2010).



Table 4.7 Model fit indices.
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Indices Recommended Value Results
X /df <3 2.743
P-value 20.05 0.000
SRMR <0.05 0.0312
RMSEA <0.05 0.048
GFl 20.90 0.948
TLI N/A 0.958
AGFI 20.90 0.927
PGFI 20.50 0.673
CFI 20.90 0.967

The recommended values are based on Hair et al. (2010) and Prasith-rathsint et al.

(2008).

4.3 Multiple Group Moderating Effects

We analyzed the moderating effect of gender groups by employing Chi-square

difference test, as shown in table 4.8 and 4.9.

Table 4.8 Comparison between male and female.

Male Female
Paths
estimate S.E. C.R. P estimate S.E. C.R. P
SN% Pi 0.349 0.089 | 3.908 | 0.000 0.322 0.062 5212 | 0.000
PVP—PI 0.09 0.157 | 0.573 | 0.567 0.391 0.104 3.774 0.000
PPQ% Pi 0.2 0.089 | 2.249 | 0.024 0.089 0.076 1.176 | 0.240
PSA—> Pl 0.228 0.093 | 2.464 2.464 0.131 0.084 3.495 | 0.121
TIM% Pl -1.087 0.355 | -3.061 | -3.061 -0.536 0.338 5203 | 0.112
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Table 4.9 The results of moderating effects of gender.

Constrained Ax/

X df | P(model) | RMSEA | GFI | AGFI | CFI P (x)

paths Adf

Default 726.054 | 298 0.000 0.044 {0911 0875|0947 | N/A N/A

SN 2P 726.117 | 299 0.000 0.044 | 0.947 | 0.875 | 0.947 | 0.063 | 0.802

PVP—DP| | 728.551 299 0.000 0.044 | 0911 0875|0947 | 2497 | 0.114

PPQ—DPI | 726.962 | 299 0.000 0.044 | 0.911 | 0.875 | 0.947 | 0.908 | 0.341

PSA —DPI | 726.647 | 299 0.000 0.044 |0.911 | 0.875 | 0.947 | 0.593 | 0.441

TIM =PI | 727.273 | 299 0.000 0.044 |0.911]0.875 {0947 | 1.219 | 0.270

According to tables 4.8 and 4.9, gender does not moderate all paths to purchase

intention. All hypotheses of gender moderating effects are rejected.

4.4 Moderating Effects of Age.

We then analyzed the moderating effect of age groups by employing Chi-square

difference test, as shown in table 4.10 and 4.11.

Table 4.10 Comparison between the younger group and the older group.

The older group The younger group
Paths
estimate | S.E. C.R. P Estimate | S.E. C.R. P
SN= PI 0.253 0.084 | 2997 | 0.003 0.365 0.067 5.41 0.000
PVP—D P 0.241 0.107 | 2.258 | 0.024 0.427 0.143 | 2.977 | 0.003
PPQ—D Pl 0.116 0.076 | 1522 | 0.128 0.074 0.086 | 0.856 | 0.392
PSA—D Pl 0.345 0.092 | 3.755 | 0.000 0.044 0.089 | 0.498 | 0.619
TIM=> PI -0.829 0.664 | -1.248 | 0.212 -0.765 0.216 | -3.541 | 0.000
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Table 4.11 The results of moderating effects of age.

Constrained Ax/

X df | P(model) | RMSEA | GFl | AGFI | CFI P (x")

paths Adf

Default 666.255 | 298 0.000 0.041 0.919 | 0.885 | 0.955 | N/A N/A

SN > Pl 667.176 | 299 0.000 0.041 0.919 | 0.886 | 0.955 | 0.921 | 0.337

PVP—DPI | 667.369 | 299 0.000 0.041 0.919 | 0.887 | 0.955 | 1.114 | 0.291

PPQ—DP! | 666.383 | 299 0.000 0.041 0.919 | 0.886 | 0.955 | 0.128 | 0.721

PSA 2Pl |671.909 | 299 0.000 0.041 0.918 | 0.885 | 0.955 | 5.654 | 0.017

TIM—>PI | 666.383 | 299 0.000 0.041 0.919 | 0.886 | 0.955 | 0.007 | 0.933

Table 4.10 and 4.11 show that the path from perceived store assortment to purchase
intention is moderated by age; the path is stronger for older customers than for younger

customers. The other paths are not found that they are moderated by age.



CHAPTER 5

CONCLUSIONS AND DISCUSSIONS

5.1 Conclusions

The purpose of this study is to understand the structure of factors that affect purchase
intention of Thai customers, who live in Bangkok, to purchase goods from Hypermart stores.
This research applied the Theory of Planed Behavior (TPB)(Ajzen, 1991) to explain purchase
intention of customers. Subjective norm, perceived price value, perceived product quality,
perceived store assortment, and travel time affect purchase intention to buy products from
Hypermart stores. In terms of moderating factors, age moderates the path from perceived
stored assortment to purchase intention. The path is stronger for the younger group than the

older group.

5.2 Discussions

This research shows that subjective norm is the strongest factor influencing purchase
intention. Purchase intention of the respondent mostly relies upon the belief of important
people that he or she should purchase from a specific store. Subjective norm (SN) is the
most influential factor that affects purchase intention. The respondents present themselves
that they purchase products from the hyper-mart stores based on their influence of important
peopie. These finding emphases that Thai consumers follow recommendations of important
people. The next step of understanding this factor is to understand who important people are.
These people perhaps include friends, spouses, parents, siblings, colleagues, superstars, or
others. For future research, it is recommended that there be a study to find out who is
important for the customers of hyper-mart stores.

Another incitement of purchase intention is perceived value pricing (PVP), it is the
second most influential factor affecting purchase intention. Price when compared with value

is still important for customers of hypermart stores. It presents the strength of hypermart
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stores delivering cheaper products with high value to customers. The understanding of how
customers peiceive value of products or services may be a key to increase profitability and
to escape the risk of losing sales (Hinterhuber, 2004). Managers might choose a number of
pricing methods. However, adjusting price is dependent upon several factors such as
revenue and customer satisfaction. When information is limited, managers often charge
prices of products or services based on brands whereas culture, competition, and strategies
are also relevant (Rusetski, 2014).

When compared with perceived value pricing, perceived product quality provides a
very little effect on purchase intention. However, the path is still significant. it connotes the
sense that customer use perceived value pricing to make decision more than perceived
product quality and customers may see no or little differences of products sold in the stores.
However, future research should be focused on this issue

Perceived store assortment is another important predecessor of purchase intention. It
does significantly affect purchase intention. In addition, age can moderate the path from
perceived store assortment to purchase intention. The effect of perceived store assortment is
stronger for older customers than for younger customers and the path is significant for older
customer while it is not significant for younger people. When the samples are pooled, the
path is significant. Another test should be done to confirm this information.

Last but not least, travel time (TIM) to the store provides a negative impact on purchase
intention. The longer traveling time (TIM) to stores the less likelihood the customers intend to
go to the stores. The concept of including travel time to the model is that travel time is a
factor that affects the ability to control behavior and it does directly affect purchase intention.

The more time that customers go to the store the less purchase intention is found.



25

5.3 Recommendations for Future Research

There issucs ncedod to clarify by future rescarch. First, who are important people that
provide high subjective norm is an important topic since understanding this issue may give a
marketing campaign to directly persuade the important people. Then finally, this campaign
then affects the targeted customers. Second, what are reasons that perceived product
quality provides a little effect on purchase intention. For example, do hypermart stores sell no
different products? Or do they perhaps use perceived value pricing strategies to adjust their
prices rather than use perceived product quality. Third, we need future research to affirm that
age does moderate the path from perceived store assortment to purchase intention. If there

are other research findings from other research, this notion will be rigorous.

In addition, this research is a pure guantitative study. The mixed method is another
alternative way to grain both deep and wide understanding of this issue. For example, we do
not include some variables that may affect purchase intention such as hedonic motivation or
affective motivation. Adding new variables to the model may be guided by using the mixed
method approach.

Lastly, the connection between purchase intention and actual purchase is not tested in
this research. Some scholars like Fishbein & Ajzen (2010) say that both intention and actual

behavior can be measured concurrently.
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