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Abstract

This research studies the relationship between consumer experiences, consumer satisfaction
and consumer loyalty in franchised convenient stores with a quantitative method. The objectives
to study consumer experience, satisfaction and behavior loyalty modeling of Thailand franchise
stores. The samples were collected from consumers living in some populated areas in Bangkok.
These respondents shopped at the studied convenience stores in Bangkok province. The research

was carried out using structural equation modeling (SEM) analysis of 780 sample sizes from the

AMOS program. The results of the study were as follows.

1) The consumers are given a good experience from assortment and services (X = 4.19).

They are satisfied with the location (X = 4.20). For consumer loyalty, they have been behavioral

repurchase (X = 4.31).

2) The results found that creating a positive experience can predict satisfaction at 79.1%

with certain customer satisfaction. The satisfaction of the consumers is at 48.0%.

This study can be implied to strategic market planning to create a good experience for

consumers, particularly about in-store facility and personal services.

Keywords: Consumer Experience, Satisfaction, Loyalty, Franchised Convenient Stores
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X SD. MIN MAX SK KU  Stat P
aulszaun1saliuslng
1. msdeansuasnisdeans G — 5 07  -93 0126 .000
Slannseiingd
2. ANUVANNYANEURIAUA 419 062 2 5  -45  -71  0.123  .000
LaguINIg
3. ANUATAINUALTIALSI 379 074 2 5 25  -1.05 0.145 .000
4. ANUIURATBUADEIAL 3.64  0.80 1 5 -30 .00 0.093 .000
5. MSUSANSVDINITNIIU 396 068 3 5 07  -1.06 0.143 .000
A1UAMUNIND 12
1. msliusnns 396 074 3 5  -41 .05 0294 .000
2. ANUANAGDNY 395 068 2 5 06 -84 0272 .000
3. AUANAUAT 406 077 3 5  -10 -1.30 0215 .000
4. fuuulerlaTiaseiu 398 0.73 3 5 -15  -68 0.255 .000
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WHANITIUAMUANA
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2. msusnsidanundun 431  0.88 1 5 -170 138 0279 .000
3. mstetn 427 087 1 5 142 128 0270 .000
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wvsndenanuaihluinsgtadels Lagnsigeu
A1 Bartlette’s test of Sphericity Sig. < 0.05
Tnepiieuisuiioiansan (KMO) fosdialinasg
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AN519% 2 ANENAUNUSTENINPLUSALNR

fiawUs EXP1 EXP2 EXP3 EXP4 EXP5 SAT1 SAT2 SAT3 SAT4 SAT5 LOY1 LOY2 LOY3

EXPL 1

EXP2 630 1

EXP3 .683 595 1

EXP4 475 426 565 1

EXP5 5200 518 575 637 1

SAT1 .406  .429° 531 503 487 1

SAT2 442" 533 526 647 550 644 1

SAT3 435 .490° 490 .687 .715 .608 769 1

SAT4 4117 560 589 .487 .647 735 716 628 1

SAT5 505 567 471 620 653 489 618 .704 617 1

LOY1 .376 .307 .383 .414 482 355 396 .499 389 570 1

LOY2 324" 364 264 373 363 324 341 374 246 430 7200 1

LOY3 270 .385 .264 298 .401 329 342" 376 338 .472° 731 794 1
n 780 780 780 780 780 780 780 780 780 780 780 780 780

'
a

Tanuduiusseaududng? 0.01 (2-tailed)

agdlardn nswSeusudsieyiinisieses

aunslassasing (SEM) dubiifatleym wazaunse

PrswUsanualuimsizisuuasrdsenau
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[ % a v a ¥ dy (1
AuAnA ustans1wazaIngaunsulydlu

Uszmdalnele laglananisiasiziannluswnsy

AMOS AN 2 BATAITIN 3

x® = 17.863, df = 12, P = 0.120, GFI = 0.996, RMSEA = 0.025, RMR = 0.007, P < 0.05

AN 2 KM TAATIERFILUUUTEAUMINEUSLAA Anuiisnela wangAnssuAusing

vosiuslnauasaIngounsulydlulssmealneflaainnssuwinAnluniside
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(EXP) (SAT) (LOY)

Auanala (SAT) NAT 0.791 - -
N900U - - -

59U 0.791" : -

AUANG (LOY) NAT 0.041 0.480" -
N900Y 0.379" . -

39 0.420° 0.480° -

IINANTNA 3 HANITIATIEDNSNALTIAW
AMelulumaaun1siAsIas199 NS NaveIiIwuU
Usvaumsaifuslan euilenslafidwasenginssu
ruinAgusinaSuaznIndeunsulydluussmnelve

1 fa 1 = Y a
Wu31 Usvaunisallinasionuiienelaguslaa
Y x |
Suagainounsulvdludsemelng anuianela
TnasengAnssuANUANAveEUsLAAUaLAINTE
wisulvdluszwmalne wazszaunisalaananieony
Huaufienelasenginssuainudniguilon
Tudszwealne

Han15iasIeRIndeyatlasiuaiusainly

A1319% 4 @3UNaNITIAABUANLAZIUNITIAY

Weusuaun1slaseasie (Structure Equation
Model: SEM) I¢iiaid

Aufisnalaguslag = 0.791 x Uszaunisel
HusLan

NOANTINANUANG = 0.420 x Uszaun1sal
Hustaa + 0.480 x Aufisnalaguilng

1nMsHTuedildmiauniigiuiiontsdnu
ANNENITUSITIA M TEnIsUsEaun sl usLan
ANUTlanaly uazngAnssuAMuinAuslnasu
avmndeunsulsdlulsunelye aunsotnatoys
iauolddannsned 4

_ . HAN1INATOUENNAFIU
AUNAFIUNIIITY —
ANUFUNUS  WanINAERU
H1 Ussaumsalvesuslnalinnuduiussennuianelavesuilon  0.791 RHELY
H2 auianelavesiusinaliruduiussenginssuanudndguslan - 0.480° gy
H3 Uszaunisalvesduslnalienuduiusdenginssuanudndiguslan  0.041 ldgousu

H1UN3TUTRIAMAIMAIN TCl (Nguil 1) avnayveaansuasdauaans uasidiggmudoya ASEAN Citation Index (ACI)



Panyapiwat Journal Vol.10 No.3 September — December 2018 37

1NN 4 MINAARUALLAFIUNTITENUT
Uszaunsaliuslaa anudianeladiaduduiug
segAnssurminaguslnauazemntounsulyd
Tulsemelng Anufianelavesfuslnelinnuduiug
songAnssumuindguslanlulsemelne Aseiu
Tddaneada 0.05 (P < 0.05) Fenadinudimig
Tumsuan

LEMER LT

m3anwhuuuUsEaunsalEustnn Aufianel
fidsuasionninssuarmindguilaaduazande
wiisulydluusenelne insiaunainaunis
1A59a519 (Structure Equation Model: SEM)
vidomsmuuuiiassaunisiiaiadusuiuuyes
nofnssufiaseerudndliuilnavesuasnnte
uwisledlszwelne SaimsveaeunnnszuIums
maadanldidunasiuinsgrudududoyaids
Uszindifieairswhuuuirassszaumsaifuilan
aufianelefidssaiengfinssuanusing lngagy
faild P toendn 0.05 Tumadanunsaldiduliea
fanunsavenldt deyataenndastunseuuunin

LALLIBYINNITRANTUIANRIRNANUA LI AULNN

(Wanitbhancha, 2014) wesaun15lAsIas1934
mMuualisEAuLINNIMIBIIAY 0.90 WUl GFI =
0.996, AGFI = 0.973, NFI = 0.998, RFI = 0.985,
IFl = 0.999, CFl = 0.999 FawmmniiAWIULNES]
druadaiifitmunliinasitesndn 0.05 wud
RMSEA = 0.025, RMR = 0.007 fusnausififnmmaly
ety wiousentutnynesduszneuddien
111N 0.40 (Factor Loading) wagwan1syinule
auduiusvesnrufianelatunuin Ussaunisal
fituazairlifnmnufionelagenn Wosne
avdiusvanidsees () whiu 0.625 ensnsald
nensaimuisnelaladosay 62.5 duanuianela
a1u13005UIENgANTINAINANATeEUSInALA
Wiy 0.264 Tanensalnnuiianelalasesay 26.4
UsvaumsalguslnaaninsaeSuienginssuanusing
vasgustnalaiiu 0.041 Tdnensalauiianels
I§¥apaz 4.10 Fedosunuazldseuduiiszau
ffod1fny 0.05 Faumsgrumisiiamensalld
wnnidesay 40 U Feasfotregluseduia
LAZHAINNITIATIEVANNTIASIES9E1N150&579
unduuy fanmd 3

=
AUNINBla |

0.791*

Uszaunisal

0.480*

NOANTIUANANG

0.041

M 3 fuvudszaunisaliusiaa anuilanelaniinasenginssuauing

vojuilnaiuaraIngeunsulydlulsemelng Munandeyaidasedny

RA8L%RA

saa o

——  WUNEAN lFUANANN ST ARy

------- > MR U sTUSTL
x° = 17.863,df = 12, P =
RMR = 0.007, *P < 0.05

Y

ANEDRA

e

pdn
0.120,

FI = 0.996, RMSEA = 0.025,

H1UN35UTRIAMAIAIN TCl (Nguil 1) avnayseAaasuasdauaans uasidiggmudaya ASEAN Citation Index (ACI)



@

38 sasteyeyrfamsd T91 10 ailufl 3 Uszaflauiueneu - tWanan 2561

mIanwhluuUsEaUNsalUstnn Auianel
fiasmarenginssunnuinfvesuslnniuagande
usulsdluussmelne wudn nsdinssvienda
fitvundszaunisaivesuslaadiiadinin
p3fUsEnoURYIEI 0.43-0.66 FauUsidamimiin
fflawuddunniian loun Anuvannvaneves
Fufuazu3ns sewmandunsliuimsvemiinau
ANUTURAYRUADHIAL LagAINAEAINAUIELAY
saus1 sy Fusitateanudianelanydy
fuvsisnandiaimvinesdusznovagsening
0.51-0.73 auusifientwedniifeudnfayiian
louA sUnuukarlaseas ey sesan toua
ATuAUAREEY AU NM3USNT wazs TR
vaed1u awdU FausdvesmgAnssunanudng
fifiemiwiinesdusznauogseving 0.51-0.88 fuls
fifiemimdnifienuddyanitan 1oud n1stedn
5998911 N15H0ANBUY Warn1TTINAINTIL
MIALETUNNTAAIN ANEIAU

Haiauauuzyialy
Jaduauuzlunisiinaideluly
1. mamsvunerudiuduesuiovelaty
wu Uszaunsaifaazassliiinanufiemels
aunn $ouay 79.1 Se¥uazemndounsuladannso

References

NaunuNsrAInssImdniileaiisUszaunisal
Tuguslna 1Wu ad1ennuagnInauIeuazsIng?
Tumsidanlgusns wumsliusnsanndnauey
iy

2. nansiuieAuduiusAtuianela
annsnasuaruinivesgnildfenas 48.0 ey
$Suazennteasfesadenmufinelalngrunsats
Uszaunsalialiiuguilan Gsansidunisaing
TguslaesinuiionelaluiFesnunwdud uay
anuiiiaesazmnviedenanuiivariviliguiloe
aganniian Jaazfoidunmsaiunnufianelaliiiy

¥ v a

HustaarputnanuIelusedud

toisualunisisuafedaly

1. asiinsimungUbuumsaienuindsu
GT@LLUi?’J'uF] uenuilonsuususzaunisaliaz
AuUsAuianela

2. prsadrainIesilennyaonszduliiin
Uszaumsainpvesgiuslan liflsausaiandodlo
dies 5 Fuesnisfnwaded

3. AvsinsimungULUUNITaIangAns sy
AMANFINGIAINgNEL Tiflruvannvane LWy
ganafmUanlulseusy videgsiamuanluaniuidun
fivannviang

Aaker, D. A. (2005). Brand Portfolio Strategy. New York: Free Press.
Alexander, N. & Freathy, P. (2003). Ratailing and the millennium. London: Financial Times.

Amjad, S. & Muhammad, M. B. (2013). A critical model of brand experience consequences.
Asia Pacific Journal of Marketing and Logistics, 25(1), 102-117.
Armstrong, G. & Kotler, P. (2002). Principles of Marketing (9" ed.). New Jersey: Prentice Hall.

Aroonsookrujee, K. (2003). Satisfaction of cooperative members towards the cooperative’s operation.

Chai Prakan Agriculture Co., Ltd. Chai Prakan District Chiangmai Province. Thesis Master

of Agriculture, Faculty of Agriculture, Graduate School, Chiang Mai University. [in Thai]
Belch, G. E. & Belch, M. (2001). Advertising and Promotion (4" ed.). USA: McGraw-Hill/Irwin.

H1UN3TUTRIAMAIMAIN TCl (Nguil 1) avnayveaansuasdauaans uasidiggmudoya ASEAN Citation Index (ACI)



Panyapiwat Journal Vol.10 No.3 September — December 2018 39

Brunner, T. A., StOcklin, M. & Opwis, K. (2008). Satisfaction, image and loyalty: New versus
experienced customers. European Journal of Marketing, 42, 1095-1105.

Calvo-Porral, C. & Levy-Mangin, J. P. (2017). Specialty food retailing: examining the role of products’
perceived quality. British Food Journal, 119(7), 1511-1524.

Caruana, L. (2002). Service loyalty: The effects of service quality and the mediating role of
customer satisfaction. European Journal of Marketing, 36(7/8), 811-828.

Chen, S. & Quester, P. G. (2006). Modeling store loyalty: perceived value in market orientation
practice. Journal of Services Marketing, 20(3), 188-198.

Choochinprakarn, N., Corbitt, B. & Peszynski, K. (2013). Customers’ perceived value of complementary
Products and services on the internet and behavioral intentions. Panyapiwat Journal, 2(5),
30-38. [in Thai]

Clottey, T. A., Collier, D. A. & Stodnick, M. (2008). Drivers of customer loyalty in a retail store
environment. Journal of Service Science, 1(1), 35-49.

Dictionary of the Academy. (1999). Dictionary of the Royal Institute. Bangkok: Nanmee Printing.
[in Thai]

Dong, L. C. (2001). Brand name translation model: A case analysis of US brands in China. Journal
of Brand Management, 9(2), 99-115.

Gustafsson, M., Hornquist, M. & Lombardi, A. (2005). Constructing and analyzing a large-scale
gene-to-gene regulatory network—lasso-constrained inference and biological validation.
IEEE/ACM Trans Comput Biol Bioinform, 2(3), 254-61.

Harris, L. C. & Goode, M. (2004). The four levels of loyalty and the pivotal role of trust: A study
of online service dynamics. Journal of Retailing, 80(2), 139-58.

Hodgins, H. S. & Knee, C. R. (2002). The integrating self and conscious experience. In E. L. Deci &
R. M. Ryan (Eds.). Handbook of self-determination research. New York: University of
Rochester Press.

Hong, S. C. & Goo, Y. J. J. (2004). A causal model of customer loyalty in professional service firms:
an empirical study. International Journal of Management, 21(4), 531-540.

Huang, Y. & Huddleston, P. (2009). Retailer premium own-brands: Creating customer loyalty through
own-brand products advantage. International Journal of Retail & Distribution Management,
37(11), 975-992.

Interior Ministry of Thailand, Department of Administration. (2017). District Office. Retrieved January
6, 2016, from http://www.bangkok.go.th/bangkhae/page/sub/10926 [in Thail

Jaijit, M. (2017). Factors relationships with a customer loyalty of home-improvement modern trade

store in Bangkok metropolitan region. Panyapiwat Journal, 9(2), 1-11. [in Thai]

H1UN35UTRIAMAIAIN TCl (Nguil 1) avnayseAaasuasdauaans uasidiggmudaya ASEAN Citation Index (ACI)



40 sasteyeyrfamsd T91 10 ailufl 3 Uszaflauiueneu - tWanan 2561

Kock, N. & Hadaya, P. (2018). Minimum sample size estimation in PLS-SEM: The inverse square
root and gamma-exponential methods. Information Systems Journal, 28(1), 227-261.

Koo, D. M. (2003). Inter-relationships among store images, store satisfaction, and store loyalty
among Korea discount retail patrons. Asia Pacific Journal of Marketing and Logistics, 15(4),
42-71.

Kotler, P. & Armstrong, G. (2010). Principles of Marketing (13" ed.). New Jersey: Pearson Education.

Kotler, P. & Keller, K. (2009). Marketing Management. New Jersey: Pearson Prentice Hall.

Kumar, V. & Shah, D. (2004). Building and Sustaining Profitable Customer Loyalty for the 21 Century.
Journal of Retailing, 80(4), 317-329.

Lemke, F., Clark, M. & Wilson, H. (2011). Customer Experience Quality: An exploration in business
and consumer contexts using repertory grid technique. Journal of the Academy of Marketing
Science, 39, 846-869.

Magi, A. W. (2003). Share of wallet in retailing: The effects of customer satisfaction, loyalty cards
and shopper characteristics. Journal of Retailing, 79(2), 97-106.

Noble, P. J., Zimmerman, M. K., Holmden, C. & Lenz, A. C. (2006). Early Silurian C profiles the
Cape Phillips formation, Arctic Canada and its relation to biotic events. Canadian Journal
of Earth Sciences, 42(8), 1419-1430.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions.
Journal of Marketing Research, 17(4), 460-469.

Oliver, R. L. (1996). Varieties of value in the consumption satisfaction response. Advances in
Consumer Research, 23, 7-143.

Oliver, R. L. (1999). Whence customer loyalty? Journal of Marketing, 63(1), 33-44.

Panthewee, W. (1999). Consumer Behavior in Selecting Self-Service Restaurants. Master of Business
Administration, Suan Dusit Rajabhat University. [in Thai]

Parasuraman, A. (1988). SERQUAL: A multiple—item scale for measuring customer perceptions of
service quality. Journal of Retailing, 64(1), 12-40.

Pinyo-anuntapong, B. (1983). Concepts and methods. Bangkok: Faculty Computational Sciences,
Srinakharinwirot University. [in Thai]

Seujongpru, N. (2001). Factors Affected to Service Effectiveness of Employees in Office. Master of
Business Administration, Sripatum University. [in Thai]

Sirohi, N., Mclaughlin, E. W. & Wittink, D. R. (1998). A Model of Consumer Perceptions and Store
Loyalty Intentions for a Supermarket Retailer. Journal of Retailing, 74(2), 223-245.

Sutthasaen, S. & Supornpraditchai, T. (2017). The Influence of Alcohol Marketing Communications

on Consumer Purchase Intention. Journal of Business, 1(6), 158-170. [in Thai]

H1UN3TUTRIAMAIMAIN TCl (Nguil 1) avnayveaansuasdauaans uasidiggmudoya ASEAN Citation Index (ACI)



Panyapiwat Journal Vol.10 No.3 September — December 2018 41

Ugur, M. (2009). Liberalisation in a world of second best: evidence on European network industries.
Greenwich Papers in Political Economy, University of Greenwich, Greenwich Political
Economy Research Centre.

Wanitbhancha, K. (2014). Modeling analysis of Structure equation model 2" ed.). Bangkok:
Samlada Printing House. [in Thai]

Wanitbhancha, K. (2014). Use of SPSS for windows in data analysis (14" ed.). Bangkok: Samlada
Printing House. [in Thai]

Wonganutaroj, P. (2003). Psychology of Personnel Management 7" ed.). Bangkok: Pimdee Printing.
[in Thai]

Wongsaishue, T. (2017). Methods and procedures for qualitative research. Faculty of Education,
Chulalongkorn University. [in Thai]

Yen, C. & Lu, H. (2008). Factors influencing online auction repurchase intention. Internet Research,
18(1), 7-25.

Yoo, B., Donthu, N. & Lee, S. (2000). An Examination of Selected marketing Mix Elements and
brand equity. Academy of Marketing Science Journal, 28, 198-211.

Name and Surname: Theerawee Waratornpaibul

Highest Education: Master degree of business economics,

Kasetsart University

University or Agency: Panyapiwat Institute of Management

Field of Expertise: Quantity of Economics

Address: 198/308 Modi villa Bangbuathong, Soi Samwang, Nonthaburi

Name and Surname: Prin Luksitamas

Highest Education: DBA (Marketing), USIU, San Diego, USA
University or Agency: Siam University

Field of Expertise: Consumer and Marketing Ideology

Address: Siam University

H1UN35UTRIAMAIAIN TCl (Nguil 1) avnayseAaasuasdauaans uasidiggmudaya ASEAN Citation Index (ACI)



