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Abstract

The purposes of this study are to investigate the relative importance and the value-added
of the in-store environment as derived from a consumer’s viewpoint. The analysis was performed
according to each group of consumers, which has been segmented through the individual values
of the relative importance. The research method began with manipulating all environmental
variables as well as price into 16 computer simulations. Next, consumers were conveniently
sampled to evaluate their patronage intention on all simulations. The results clarified that
consumers have been categorized into three segments. The first segment is referred to as
priced-focus consumers, which account for 14.94 percent of consumers who only place a high
relative importance on price. The second segment is called price-and-service-focused consumers,
which comprise 51.45 percent of consumers who equally place a higher importance on price and
service in relative to other factors. The last segment is service-focused consumers, which consist
of 33.61 percent of consumers who only place a high relative importance on service. Additionally,
this study found that the improved in-store environment has increased the value-added to
consumers. Generally speaking, the store can mark up the suitable level of price in compensation
to the improved environment. The relationship-based characteristic of a storeowner provides the

highest value-added in relative to other components of the in-store environments.

Keywords: Market segmentation, Relative importance, In-store environment, Small grocers
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