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ABSTRACT

The objective of the research was to

examine a causal relationship between

store image and intention to buying.

Given the literature review, a model was

proposed of store image which consisted
of five components such as product quality, service
quality, atmosphere, socio-economics and intention to
buying. Using a survey design, data were collected
via questionnaires interview from 362 samples. They
included the customers of stores in UdonThani
province. A structural equation model was used to
investigate the construct, convergent and discriminant
validities of the store image. The result was that the
model of store image has close to fit the data. The
study also revealed that there was the significantly
causal relationship between service quality, store
atmosphere and intention to buying.

Keywords : Store Image, Customer Decision-Making,
Structural Equation Model
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1993; Grewal et al., 1998) na12@Asd UAIUENTINITD
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(Conceptualising Store Image)
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a3 udan vanefeienisidudangniona
Tawiuslna detsznavdivamantid 2 Usznis ldun
AuaNTRf UM uazauENTRfmUAAINE (Martineau,
1958) Tunnuedl Steencamp and Wedel (1991) nan3in
MuwwatuAUAnrNetsiEuaR
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o furevquaniinlanausasimiinladunideds
TUssiiuuaziSouifisuiuiudidu (James et al.,
1976) Amirani and Gates (1993) N&17791 NWWANIU
fufnnanetisnsfuiuasnsdstiluanuanifzaeiwen
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(Store Image Dimension)
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UanUsznaudae 4 ff dud n5efedudn dwanual
uazd nslasan wazwiineu (layout and architecture,

symbols and colors, advertising, and sales personnel)
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WasWINIIU (Zimmer and Golden, 1988) 8n¥I¥ Linquist
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LLa:nﬁ%ﬂmﬂIuaﬁm (merchandise, service, clientele,
physical facilities, convenience, promotion, store
atmosphere, institutional factors, and past

transactions)
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UAnUsznaudie 5 ff Ldun &ud 57a1 Ysziandudin
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styling and location) Tuzauzil Bearden (1974) na1ain
w3 wlanysznaudie 7 85 Ldun &ud1 31a0
U5zinn&udi U558111A Fa1uiiaansasud wiine1u
wazyLaiing (Koo, 2003; Chowdhury et al., 1998)
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MWNATIEUA (Store Image Dimensions) Usznaudiae
3 du lfur aounwudn (Quality of Merchandise)
Qmmwmiaﬁmi (Quality of service) WATAINFVILY
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TomWaf (Olshavsky, 1985: 3-30) 491 n13suiAnnn
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(#37: Donovan and Rossiter 1982: 34-57)
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Baker et al. (1994: 328-339) An8N3War09
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AW 2: AndnaregussenasusUandan mwativae3iuAUan

(°7'im: Baker et al., 1994: 332)

NN 2 UTBINIATEE AT UsEnaudiy 3
flagy Ap adudsuindan (Ambient Factor) fadudu
N1998NLUY (Design Factor) warilasun1wavan (Social
Factor) 1) fladuguivuindan Usznoude (Fegiwag
LaZULEYEI19 2) Padp@duni1sesniuy Ussnaudie &
MITAUTAIRUAT NI LAZNITTATLITBURUAT Lay
3) fa9un19dvAN YIenaufie 9MUIUIBINTNIIU
Mawssneaswiineu wazanuduiuesaawiinau

Baker et al. (1994: 328-339) Wu31 gnéld
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v3nsdidndwasianmwaiiiudn (A Store Image)
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N3LUIUNSIULLUIIRBIBY Turley&Miliman
(2000: 193-211) Yaznaudie 2 d2u A wilnvueId1U
A1 uazgNA12aIIIUAY NaNIAD WiTNITUTBITIUAN
waed n3ineuTn Fudsan Wnwnnisvheuees
wiinu anApesiudl As A0EInaasgndn woAnsw
n1390 H1998801UN150] NIADLAUDITBILULIIADY
Usznaudieg 2 87U A WUNIIUIUA1UEN nuede
91380l WAUAR AHWEIEN As ANS ANTIUNGY
uazgnA1 T IUALUAN nuneie ANNwAWAY el
Tflun1sde mamdoya Anwuiewala

Turley&Miliman (2000: 193-211) wui1daus
winilavewavusssn1ANBnSwasan1TUILIAUNR K30
N3LUIUNNT LLa:wqﬁnﬁumi%a 739 N1INDUAUDIDEN
ARINVIANY

Cronin et al. (2000: 193-218) ANHINANTENU
PDIAMUNINNNTLANTT AUIAITBINITUINT UREANTY
‘WE]IQ"IJE]\‘]gﬂﬁ’]ﬁiﬂﬂ’J’m%ﬂtﬁ%ﬂiuﬁﬁﬁﬁm’ﬁﬁ’lﬂaﬂ NaAB
ANNENRUSTDIUUIAR 5 U3 AB AMNIWNTUINT
(ﬂixﬂﬂuﬁ’)ﬂﬁ’]%’:’fﬂ 13 518013) Al Ndenals
(ﬂi:nauﬁaﬂﬁa%i’ﬂ 8 318n19) NMIisaay (Usznau@ie
Faiin 3 T18N13) AMAINITVING (ﬂiznauﬁaﬂﬁa%i’ﬂ 2
31809) m3selade (ﬂiznauﬁaﬂﬁ"a%ﬁ’ﬂ 3 378N13) Naw
éf'aazhwaﬂmamﬁé’ﬂLﬂugnﬁwmqiﬁﬁ’]ummi 539
Tuiiie 53790R1 53092UAY wazgsfaguasneganw
71U 809 AU 450 AU 1,297 AU LAY 221 AU
ANEGY a8ATEAATsTIuNTIR TR d NS
Tasea$19189L1§Un39 (Linear Structural Relationship:
LISREL)

n1sfnATetiny AUNIWNNTUINTT ADUAN
N13U5SN1T LLa:ﬂaﬁuﬁdwaTQmaognﬁﬁ FAnuauwusnig
a3efuN1Ie9late LRZANIWNNTUINT LAZAMAINIT
V3m3 fenaduiusnesantunisaolate

Zeithaml et al. (1996: 31-46) AN®IAINNAIN
FuiufsTniteaunIwnIsuInng wazawdolatada
(Laid) uazmmL'ﬂ"mmmwmmﬁuﬁuﬁ%:wdwqmmw
n3U3M13 uazawdnslateluszdusmnin UazgIndn

YDULIATBIANDANU (Zone of Tolerance) N13ANEIN

DSENSUSHISsSND

T#psasian 19 dudunuusauanndelssnausuiia 2
i1 A AMAIWNNTUINNG LATAIINAYLATD NaN2Ae
ANINNISUINNTUSZNBLABNINSIA 3 BENAD N1RTTA

q

QMﬂ’]Wﬂ’]iU%ﬂ’]‘iIﬂﬂ‘i’JN NIATTAAUAINNIT
1U3N19SERVQUAL uwazuinsiailayninisuiniswaznig
whlatlynn Tusuei aadlatalsznoudiesenis
739 49078 13 49 Imﬂﬁmmjmﬂu 5 ngu Ao
ANAISNANG n1TABuLsn1T 91esianT i
NNIADUAUDIINABUDN LALNIIADUNUDIIINAUDN
aaﬁ‘?ﬂﬁLﬂ'ﬁﬂ:ﬁlﬂumﬁLﬂiﬂzﬁnmnaﬂwn (The Multiple
Regression) N133tAT1¢avAUIENBY (Factor Analysis)
WATN1TIATIENANNULTUIIU (ANOVA ) nguIneng
maﬂﬂidm'ﬁﬁﬂLﬂugnﬁwaaqiﬁﬁz 3 #ila Ap §3N9
ADNNILADS %mﬁwﬂﬁngfﬂﬁ' pInaysziuiy 91ulu
2,400 AU

nsAnEaSatinyin AUAIWNNTUINTHANN
fuiusiBouniuanadelateiia wazALNIWAITUINTA
AU BsauiuANGela e lif uanantudony
7 Qﬂﬁ’]ﬁlﬁiﬁ‘ﬂlyﬂﬂur]’]‘iU%ﬂ’]‘iﬁﬂ’J’m@?ﬂﬁ)ﬁﬂd%ﬂﬁﬂﬁﬁi’rﬂ
flan1953N9gIgn wazawaslaasulylduinisves
Aan38u LLazmimuaummﬂmﬂuans‘i’wqm

Zeithaml (2000: 67-85) AT198DUAIMNNNAUS
'3:wiwaqmmwmiu%miﬁ’uﬁﬂi Tasdadszian
2550N55% W3eewAdeiieadonu 6 ngn Ae (1)
wam:mumamwmqmmwm'ﬁu‘%misiaﬁﬂi (2) wange

'vmL“?mqnmaa@mmwmiu%mwiaﬁﬂi (3) WANTENULTITY
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n3sudauainnisuinisdenisdelage (5) gnén
wREEIWAAIATIALS was (6) FTUAMAIWANTUINNS
n13¥nm1gndn waznhiils wdserniy Zeithami
(2000: 67—85)5\1LauaLLuzmwﬁuﬁuﬁ’mmLLuaﬁﬂLwdwﬁu

Brady & Cronin (2001: 34-49) @nun
89fszNeUTBILLIARANNIWNNTL3NN el B LY
AunmnUduius aunmdsuaadenniesnisnin
wazAuAzaINadns nsAnmilldieiasion1siduiiu
wwusauaadelsznaufaeiiin 3 6 Ao Aunwnsug
Fuius AUAWAILIAFENNIINIBAN LAZAMNTNT DY
WaaWS na1dAe AN NI ENAUsUSENUAIBNIAT
Ia 3 peiefe TiAuAR WORNTIN wazANNEN Tuae
i AunmAsuandoaniensnmysznaudiisinniie 3
atuAn Avwandon n1speNUUY uazdeAN FTngaving
A9 ALNNIBINAEWEUTENBUMBNIATIRA 3 BEIAD
M538ADY NM3AMAY wazmIyniy abaniieziiu

¥ a

LISREL ngwusntnvzeslasemsddeidugndoesgsfia 4

U 9
& %

#ila A U3 Fudrenw dusad uasiudnii
U 1,149 AU MIANHINLT UWUIAADRIAININANT
u3n17UsEnaudIy AUNIWNTUJANAUS Aunw
foundaunienienIw WATAUNINTBINAANS Fouday
p9fUsznauiidated 3 ¢ Ao Arwdndede n1sneu
susy uazn1sionlaldgnénfitasysulsenissudauan
PDINNTUINNT

Parasuraman et al. (1988: 12-40) WalIUIN1AT
1n SERVQUAL uazwuirdanuaniussznitegainiw

N15U3N15 FuAINAYLIEaNS1uE1UAN  Cronin &
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Taylor (1992: 55-88) ¥INN13ANET N3 TALUIAATDINT
%’ui@mmwmsu%mi%wuﬁmﬁnmadvﬁuﬂnﬂmm%mﬁw
Uan uazwudn msfuiaunmnmsuinshiuduinuesy
U%Inﬂﬁﬁmﬁwal,fmmm@ ﬁiaﬂawuﬁowalamaognﬁw
LazANGIlATD (Untachai and Mizerski, 2007) Tagld
WULIIABIENNNSLATIES (Structural Equation Model)

MIANHINANTENUYDIAUANH UL AU
Yszmnsraasifidonisdnaulads waznmnaiisudn
1¢un Carpenter (2008) n&a1271 818) LLa::i’]El\l@]'?lﬂG@'
vilnafinansznudanisiaendensndudi uaznisiden

@ v

37UA1 (Baltas and Papastathopoulou, 2003) 48NN

v
o

U Sirgy and Samli (1985) n&a11131 %umammgﬁa
qAN (918) el nMsfnen) Tanuduwusiuninari3u
#1 nanAe sﬁuﬂmﬁﬁmqmﬂ%Lﬁuﬁﬂaﬁﬂﬁmmm
ﬁuﬁwmmdw@uﬂmﬁﬁmqﬁaﬂ LLa:vﬁuﬁmﬁﬁmqﬁaﬂ
Az Ui Ted1uuTs8InIALas NITNI1UaIF1UAN
annuslnaifianyann (Joyce and Lambert, 1996)

NSOUIUDAQ IIA:IUUDIAOONSIVE
NMINUNIUITIUNTINTAAETR Tasianis
pt1989  wuIN193IFn13-1ilmune (A Means-End
Approach) tJulasva3rvadrnidnlazeviuilan
(Cognitive Structure of Consumers )ﬁﬁﬁia"ﬁaga%mﬁw
&ud U319 FearslEiBuuinssINrRIEITAY (Olson &
Jacoby, 1972) LL@?J?JE‘]J’]‘EJ’J"M’INﬁiiuitﬁu&i’]ﬁlﬂﬂad‘[’ﬁ
A5n13-1ivune(Simplest Level of Means-End Chain )
ADAMANBULTRITIUA AU LATUINGTINTEAUFITDY
T438n15-1vane Junaudl vis naUselumivasdudn
51U@1 (Value or pay-off of product or store)
NUUINIITNT- 1T nNIEEINITOUIN §519NTDUAR
noeflad fuslaneedrdoyaiud Aud vns i
FLAVIDIUNNDTIN mmzé\’uﬁﬂqﬂ (FNBUZNIBATINITUA
ANBULNIENIWIDINITUINIG) aumzﬁ"@ﬁmzﬁuqmm

20¥YAAR (Personal Values)(Zeithaml, 1988).
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a A a 6y ¥ = g & &
E)Ylﬁ'Wﬂlﬂ\?ﬂ’)lW@?]ﬂ\?ﬂ’?WW?N?’luﬁ’TﬂﬂﬂﬁE)ﬁ75@\7 ?ﬁ?ffﬂ

Baumgartner & Homburg (1996: 139-161)
Fuvusassannmslassad il lumansnisaain
uazwginssnguilnaed19ni192919 (Hulland et al.,
1996) LUUIABIANNNTLATIEF 9 TUATN15UTE N AN
URZNANDUNTDUAANG B IDIAINTNNUTTENT 9IS
gu wdmeslaseaing WATAINARIALARRY Tufe
LUUTIasIaNnslaTa3 19 udin1989A59 (An Holistic
Approach) (Bagozzi, 1984; Joreskog and Sorbom,
1996; 1982)

Tasen1339edlduvudancannig
Tas9a%19(SEM) Lﬁ'aﬁmumuué’mamuuﬁgﬂu
LUUFIA0IN15TA WA WUUIIABILATIEENY (The
Measurement and Structural Models) fiduaiu
RuiusIBaranasEnitenuinwnatl uazaddlate
wandlugUUUUaNNTT FumBUTEINIIESILLLT A
qNN1TlAT9aF9 Lun (uednwal, 2545) nspUAALLY
TIAY FINWUHUNINWULEAILRUDNEWA N1TAMVUARAD
Fuwrzuuuiass miszyandulylddnfsrvesnuy
18949 N13UsTNIUAINITIEeS n1sdIsiiuAY
NANNAUVDILLUINENDY LazNTUSULULIaDY

=
=
N

Y14

nssuuwIAALULIaaaiunMsiRIuMguiie
uuﬁugwumaaauuﬁgm (A Theory-Based Hypotheses)
WL T LIRS UTIUTINE LU TR T WA TS LAN
Uan ldun auamdud auuniwn1su3nis ussena
$rudi Funrsiassgiadeanudazdndigiaiu
ANMNFNRUFTENTINFILUTURS LaAININT 3 deannis
419819

010N 3 1ASIEZINVBILUUIIRDINITINY

@

sasndsulugdasniseminglasil

fvua i
1= anusalade (Pref)

@

& = M3suinanwaudzeeiiuilaa (Pg)
1 L] ]

o

&2= mﬁu;&@mmwmiu%mﬁmﬁmﬁnwaag”yu%lnﬂ (Sq)

@

&f mﬁugmimmmaﬁwuﬁwao@u‘ﬂm (La)

YV V= WAL SAuNUANNTNRUS LB AU

= °z"fum\1Lﬂsugﬁaﬁaﬂuﬂaaﬁu%Tnﬂ (Ses)

N

ANMUARIALARBUTDIENNIS (Error in Equation)

TeniemITuianIwRuA N3N DITBINIATIUAN
Uain uaztumaiassgiadeanoesiuilon fuanaeslade

Pref

2NN 3: WHURIBNENATBILUUTIABINNNAFIUIDINITIE

S

n= (% %y %s %) ‘éz +G
3

DSENSUSHISsSND

S,



dauuavuMsovey
n’mﬁnmm%ﬁﬁi’mqﬂs:mﬁ Winfwuadnana

%

Lﬁammﬁ;mmmﬁugmwwaﬁ%mﬁ'mﬁnmm@’u’ﬂnﬂ%m
ﬁm5nmaa@u’%‘[nﬂﬁﬁsiammﬁ”’o’la%a

9UBYDY Martenson, (2007); Grewal et al.,
(2004) ; Grewal et al., (1996) waz Baker et al., (2002)
Forauauuzin fanuduiussenineaunwiudn

AMNINNNTLINT VITIMATIUAD LAYNITAILATRRUAN

€

o

289fu5lnA (Cronin et al. (2000: 193-218) @yt

v
=1

nafnsasildmvunsuniigiunside 3 Ysems dodl

1. m‘s%"u aunndudrlududruanves

ee
o
’Y)))
—
>
)
e
)
=
e
2
il
2>n

ninadeannnsanuielade

uNWNNTUINSIuAUAnT D9
niwaidesngsoniuelade
(Hz: )% 0)

3. mafuivsssmaiudanzesfuilaniu

a

Fuandaninadesningraransiade (Hy y,# 0)

3911738209 Carpenter (2008) LAy Sirgy and
Samli (1985) wuiw%umoLﬂ‘sugﬁaﬁaﬂuﬁmmﬁuﬁuﬁ’ﬁu
n1sdeladedudivevfuilaa (Baltas and
Papastathopoulou, 2003) n13An®IASe L nAue
aunfgIuniTesEnai 4 dodl

4. ﬁumaaoﬂmaawuﬂnmmmﬁanu nswa

\Besnararnudlate (H; ,#70)

;
e A

7 31 atuii 120 @a7ﬂw—ﬁ°’ua7ﬂw 2551

585MsANIduUMSIvE
ABn1339e209lAT9n13398  Ldud 2unezeIngw

fegnuardszmninguimany  wdesilefldlunis

AWy mafvundeys waznsieazitaya s

azLBanAILl

UIEBINT UAZNENAIDE

wlavanaidedunis@neinisuslangdlng
fudildluasadou dodulszansiimsnesoslasens
Auifuasiseuiidsegluionmaaunsgnisiil dof
Wity 47,124 15U (unsideussgs, 2547) Susioly
HAYuivuAnIouNIS§N(Sampling frame) 31830318209
pIFousionun ((uasd) madansguiildlunisdinm

A3l Ap ABMsdupeed e (Simple Random Sampling)

Tasyn153981Hn1919i vuaTUIATRIFIBE 9
NszduaNuTaU 95% (Useys ynusziaiy. 2520)
FlFauIUFIDENg Wiy 321 detae 14 tWetlasnis

a o

mmﬂmmmaaua’mmimwauaQ HRIHULUUFDUDN
U 370 A LL@“I@LLuuaaumuﬁ“ﬂ’nmuyimﬁﬁmu

362 70

w3aefiafldlun1sise

Tasemsfnsidelduuuaauaiudelasondied
Usenoudae 2 nou fp Aaufl 1 n3fuinmwarizesiu
§an wazausslate FelunnsTauuuszanuen
(Rating scale)TﬁﬂzLLuui:Wj’N 1 -7 AZLUY LLazmauﬁ
2 doyasiuyana Wudmomieaiudeyasdiuga Foi
anwazm o duuuuns1aaausI8n1s (Check-lists)

ﬁmauﬁ\lmﬂuﬁaLﬁw%wmﬁmauuwaaumu fail

ANLABITUIWA 918 STAUNTANEN seduseld
miﬂs:Lﬁumwwaﬁ%fluﬁmﬁnmaa@uﬂmmaﬁmﬁwﬂﬁn

TeldunsTanmwaiiwduin laun aunmiud
AUNINNITUSNNTIUAUEN VITBIMIASIUET N15evla

Bhe 0D  ©e

pRudn Fawauilas Koo (2003) Chowdhury et al.
1998) Parasuraman et al. (1988) Lar Dodds et al.
1991) (WAAIFIAITIN 1)

— —
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a A a 6y ¥ = g & &
BYlﬁ'Wﬂlﬂ\?ﬂ’)lﬁ(ﬁl?]ﬂ\?ﬂ’?WW?ﬂ?’luﬂ’Tﬂﬂﬂﬁlﬂﬁ’75@\7 Tﬁ?TJ’B

va o

ﬂi:mumﬂumiﬂ’mmLﬂ%mﬁamwﬂﬁtqnﬁﬂﬁ

4815989 Churchill (1979: 66) fuii

U

AaNdAfTtaNTAARDY 0.80

2. NINARDIAINITDAU (Reliability)

1. ANBLBNFITHALINUITEFIUNINNITIUAT

Uan wWinfunumelunisadonsaile

2. MyuanIaunIsasIviAIavialuniside

TasinuATauANNTITE

3. #¥19iATavilonnlATea 3 eEuLTaviNTa

cy v a
AWWIUIIUALAN

4. n1SWAIUILATBIND A1dunTg 2 Tumeu AB

Tasnsienlunaassldiudszsing
ﬁ1ﬂ1ﬁn5§uﬁ’;aﬂn FadwinAnm
Tusunsa V3195309 4 Ineae
3194)9a3511 T1U2U 30 AU
handayauniiasizvinidaliaiiu
Fadulagldardudszanssann
(Conbrach ‘ s Alpha Coefficient)

Winfiu 0.89 Fedadndudiainu

n. asrespUANLAiBIRTIduiana
(Validity) TasiBurmolgandnd
ANEDAAADY (Index of Item
Objective Congruence : 10C) i

Wasufidnasimruanienisnain
an1sauh luTEle (Churchill, 1979;
Anderson and Gerbing, 1988)

A5 1: W15 IATBINTITIVY

A o

ARIRLUSUAY

318N

AU

@

nMsfuiaumwiud (Pq)
Y9

- MuFRsatUTUIURUA YU n3 A1 INd

ALNWALAA (pql)

- anuiulylfwesanulinelasesdudwesiwd (pq2)

- aAnNdsdinzaeiudzasiud (pq3d)
- fudpasiudlaunw (pqd)
- fudwaeiudidenuingetield (pgb)

@

nM3FuiAumwNuInIg (Sq)
Y9

- winvuaasiudmuennamsiiuinsegdaau (Sql)

wilnsuspsuddananioanlunaliinis (Sq2) 6
wﬁnmumaﬁmﬁﬁﬁmmqmwa’aﬂﬂu(SqS)

- wﬁnmumaﬁmﬁﬁﬁmmiﬁ’[un'ﬁmauﬁﬂmu(SqQ

SrudldawlalaluiviiuSqb)

- SuddiwinewildanusulasoriiuSqb)

ms%’uﬁmimmﬁ%mﬁmﬁn
(La)

- i svegluriiadia (Lal)

- Suiduanuildanuauelalunsifengedud (La2) 4

- TnuRpasudndufinelazasinu (La3)

- ’pawasmeludwivildnsdentamiamauls (Lad)

18 DSENSUSHISsSND



]

a
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FAvIafuUsuHY 518113 U
FUNILATHFNIdIANDIY - sesuseld (Inc)
u5lna(Ses) - sesumsdne (Edu) 3
- 918 (Age)
masaladadud (Pref) - anaudluldlglumsiRengefudiisu (prefl)
- Mudufazafudniud (pref2) 3

- vhubuduuzsifsuliiRondafud iz ud (pref3)

NISSOUSOUUOdLA
5

¥39 wazfgiuns3deduu 3 au fifwin
FAnulusunsu VINI953N9 (NN9ARIA) NRIANBIRY
s1iganIsnil vhmihilunsfivsiusandoya Tandu
fu §idevhnsineusnggiedde wsliiinaaudila
TgusravAzaaniife Wnaiudeya uazunumneg
4287398 ﬂ”agagmﬁmamauﬂluLﬁaquﬂﬁmﬂu WA,
2546 ﬁﬁﬁﬂiﬁﬁﬂﬂ%ﬂ’mLﬁmﬁui’mqﬂssmﬁmﬁé’ﬂ
waTNITUIUMPIToLATInTATauaT Tidudotenis
341 mmﬁuﬂ”agavﬁﬂ?’ﬂﬁad\lﬁ%’uaqmwmnﬁwﬁw
ATBUATI FADULUUEDUAINLARZAY IEADUAIDN 2
guldun doyanisiuauniwnsuimsiwaufinsesy
u5lnAaae¥ud1Uan uazdoyaravATouATI UAZHADY
wuuaauaNacldiiarlunismaumainyseuiu 15-25
U

naIINUURINY wazddeiveiin1Insdey
ANYNFBY augin}ﬂmLLuuaaumuﬁ\lﬁ%’uﬁu

NISJOIAST:KYDdUA
5

riauﬁﬁwmﬁmwzﬁﬁaga ADININ1INTIARDY
m’mauyidmaoﬁwmauﬁ\lﬁ%’umnLmuaaumu “AIIN
v Foldsa uazAddayaidinlunrenianes Tu%umauﬁ@
AWul#lusunsn LISREL 8.30 Tumsdamzvidoya léun
N15Ua9ANE (The Frequency Distribution) $aaay
(Percentage of Items) A1LaAe LLaszﬁmLuummgm
(Means and Standard Deviations) tfiaa3ui18n1s

wanuasdoya 1 AMWNAUF1UAIURN A Ndalase

seauseld sEAumsfne wazwginssunisdeiudiaes
#uilaa n13dearsiuuudiasslaseadne (Structural
Equation Modeling) {N8n1531AT1EiBNGWALTIRLNE

209M135u3AuwNsUINsiudansee§uslnainfide

awealage lagldisnsUssanauduuuisladadagen
(A Maximum Likelihood: ML)

n13Uszifiuaunasnausinenue 1¥ada
Iﬂ—aLLﬂai’(IZStatistics) ABiIRTEAUAIINNANNAY
(Goodness of Fit Index: GFI) Al TnszAUAIINNANNAL
USULLALLA7 (Adjusted the Goodness of Fit Index: AGFI)
wasfBsINIeIARALMAINDILABINED (Root Mean

a o oA

Square Residual :RMR) uana nuudedl astalinw

=

naunﬁmﬁu‘*ﬁu (Incremental Fit Indices) Favduns
Wisufisuuuuaandtivuie (The target model)
ﬁummﬂaunﬁumaoLmuﬁmaoﬁugm (A baseline model)
WiauwuUTanedase dailinaildun Bentler & Bonett
(1980: 588-606) ABHIATEAUAIMNNANNAULNA (Norm
Fit Index (BBI) wacTucker and Lewis (1973: 1-10 )
safiTasesuaunannaulifulni (Nonnormed Fit
Index: TLI) Wusniifnaanunasnausiumemuamesiuy
DRBhN!
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a A a 6y ¥ = g & &
E)Ylﬁ'Wﬂlﬂ\?ﬂ’)lW@?]ﬂ\?ﬂ’?WW?”ﬁ?ﬂﬂ’)ﬂﬂﬂﬁE)ﬁ75@\7 ?ﬁ?ffﬂ

nsUssfiunuudasemsialasld  Aadiss
299AUUSUKNY (The Construct or Composite
Reliability: P ) wazAafszavrNulssIuiignaiinlé
(An Average Variance Exacted: pv) (Bagozzi and Yi,
1988; Fornell and Larcker, 1981).

wams3Jins:rdola

A9 sUssiiuaANnaNNAULLLTIaDINNT
34y 2 dusou Mdui MIvszfiuananasniusuusane
Fusvionnn waznIlsrifiuuuuiasslaseade fede

il

NsUS:iJuAUNauNauliuu
PhaonIVeSOUNLHUA

NIINANDLKULIIADIN1TITE Fosznaudae
Tasea$e 5 62 ldud NSIU3AUAIWEUAT NTDINNT
UFTINATIUAN %umoéf\mmmgnﬁﬂ %umammgﬁa
§9an uaznInsladndudiaasiudtan n1sUsziiu
ANNANNAUYBILUUIIRBINITITY LABNITALATIEN
foyazavuvuinasin1sidelasldlusunsn LISREL 8.30
(Joreskog and Sorbom, 1996) @aum1AHHAIIN
naNnau GFI Aeoil RMSEA il CFI uazdwiszans
n1IweInNIal (Square Multiple Correlation: R2)
NAUSINGFINNTIR 2

A5 2: @hﬁﬁﬁmmnaunﬁummﬁagaLﬁaﬂszﬁnﬁ

fArtiaNNaNnNaY AszanunTWIines
fuvsrAnsnmanensaizasannislaseang (R2) (pref) 0.55

Ta-auals (220 d.f) 481.30

ivil GFI 0.90

fintl AGFI 0.87

fivil RMSEA 0.05

fivil RMR 0.56

fivil CFI 0.90

ﬁagaTumiNﬁ' 2 uaAINan1sIATILidaya
LEAY sz A1 481.30 (P = 0.0000); ABHGFI
AN 0.90; Axil RMSEA Awiniu 0.05 waz@sil CFl
ATy 0.90 AuszAnsmanensnizesaunislassaed]
AL 0.55 §Rs1d@UTRY ANlA-aLAS AU BeAdaTe
(481.30 + 220) 9¢dANYAY 2.18 UWHAYITAIN
saaAdananniuzavuuuIaadivdayaidelssiny
agﬂumm*ﬁﬁ (Byrne, 1998; Bollen, 1989; Bentler and
Chou, 1990: 78-117)

DSENSUSHISsSND

NsUS:ITUANUIREDYODIUU
D1aovNIsda

RETRUTEIE AL\ ¢ PO IT PR PCPIT RER
398N15 W30MuUT ANLTAENIBIFILLTUHY(Construct
Reliability) mLaﬁwaommLLUiﬂﬂuﬁgnaﬁm (An
Average Variance Extracted) wazanUsr&N3n13
WyN303 (Square Multiple Correlation: R?) iiatlseifiu
anmiiBsasusasfudsuse liun nssudamunmaudn
NU3N13 UIIBINIA FUNIHIAN UaTNITASIaTaRUA
289gnEN F9AIT 3
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a
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A7 3: ANLTBNDDIALUTURY L) ﬂ"]Laﬁ'ﬂmaommLLﬂiﬂi’suﬁgnaﬁ’m ( P) uazandszlind
A
manensal (R?) esuuusnansn1sinnisive

o . )
fus ANINTFIU t-values P. p, R
mM3suiaunwaudn 0.71 033
vhumminﬁué’ﬁmuﬁuﬁwﬁvhu%amn%ﬂuﬁﬁwﬁqmmwﬁ 0.49 7.29* 017
WA (pql)

anaiuldldvasenulinedazesiudesiui (pq2) 0.70 12.20" 041
ANz dinzasdudansiud (pgd) 0.79 13.57* 0.48
fudvesiwddann (pgd) 072 12.66* 043
fudzssiwindenuindedold (pqs) 075 12,85 044
MIsuiAunwnTLINg 0.87 042
wilnouzasiwduennansiduinsetedaau (Sql) 0.77 1255 0.39
wilnvuzasiwidamamsenlunsiuing (Sq2) 076 1321 042
wilnsuzeshudifianugnmeeulsuSqd) 079 15.47* 053
wilnonuzeshudifianaslumansudom (Sqd) 0.80 14.75* 0.49
Srinlenalalalusaviu (Sgb) 0.77 14.02* 0.46
Sdndwtinewitlvianuaulasevinu (Sqb) 0.82 14.96™ 050
Sruinldenuauladaviustiteaisla (Sq7) 0.79 13.98* 0.46
$1udn fiadassnemnuazaniisgaanuaula (Sq8) 0.81 13.93™ 045
mM3fuiusinmaudnan 0.79 048

F1ué é?aag”luﬁmﬁﬁ (Lal) 064 1213 0.40
$Snusfusonitirruauslalumadandedud (La2) 073 14,47 054
Tnudzassudiiuiinelazasiu (La3) 0.40 7.08* 0.16
Weamasmelududnhlinsdendemaamauls (Lad) 0.60 11.35™ 0.36
Fumaiassgiadonumasfuslne 0.75 035
seduseld (Inc) 050 7.46* 025
szaunsanen (Edu) 0.66 8.85 0.44
2y (Age) 057 810" 032
s ladaRuin

ananfillglumadiendeduiniisu (prefl) 078 12.60™ 054
vubudazdofumiis (pref2) 0.89 1355 066
vudufuusiieulidendefumiiiu (pref3) 0.80 12.56™ 053

Fang: t > |1.96‘, p <05 t > |2.58‘, »p <01 t> |4.oo|, »p < 001
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a A a 6y ¥ = g & &
E)Ylﬁ'Wﬂlﬂ\?ﬂ’)lW@?]ﬂ\?ﬂ’?WW?”ﬁ?ﬂﬂ’)ﬂﬂﬂﬁE)ﬁ75@\7 ?ﬁ?ffﬂ

ﬁagaiumswﬁ 3 WEAYAIANLTIEN TR
LN LLa:mLaﬁwaammLLﬂsﬂiauﬁgnaﬁm POIAINW
JUAT AUAIWNITUINTT WRZUITBINIAIIUAT 1Y
0.71 1Ay 0.33, 0.87 WAy 0.42, 0.79 LAy 0.48 AINAAL
ﬂ"nfwﬂ'nmﬁﬂi:nau (Factor loadings) 7ayAMATN
RuM1 AUNIWNITLINT URZUTIEINATIUAT BETZNINN
0.49-0.79, 0.76-0.82, 0.40-73 MNAIAU LAY t-values
PDIAUNTWRUA AUNIWAITUINTT WATUTTBINIAIIUAT
BEILNIN 7.29-13.57, 12.55-15.47 Uaz7.08-14.47
ANNAIAY

usna NI ﬁagalumiwﬁ 3 WARIANANLTEY
PDIAILU TN LLa:mLaﬁﬂmmmmLLﬂiﬂmuﬁgnaﬁﬂ
mad%uwmmwgﬁﬂﬁmu LLa:nﬁé?aTﬁJ%aﬁuﬁwmﬁj
u5lnAWinfy 0.75 waz 0.35, 0.83 LAY 0.62 ANEFU
ﬁ’l‘l:f’mﬁnadﬁﬂ’i:nau (Factor loadings) mao‘ﬁgu‘w’m
WATHINAIRIAN LLa:miﬁ”’ﬂa"ﬁaﬁuﬁwaoﬁuﬁnﬂﬁmag
521379 0.50-0.66 WAy 0.78-0.89 AMNANAU LAY t-

values 789TUNIILATHFAINIAN Lazn13avlaAudD
209§u3lnAfiANBE TN 7.46-8.85 uar 12.56-13.55
ANAGY

PINANTAAAINEIILTAITT LULUINEBINITIA
MwwalsufUanasuttuiies (Bagozzi, 1988; Fornell
and Larcker, 1981: 39-50)

NISNaaouauuavIuNISoOvy
X

mwwaauauuﬁgﬂuLLamﬁmwNﬁ 4
wanvANLl IR uTaeinlsaNGsladoasuielilae
LUUFIABINITITY NAIETNDTZANSN15NBINI 0T 89
ANN13LATIESY (R-Square) WinAy .55 NN18AIINGN
MUl RUTIRILYSANNAS AT InNA §1NN30D5 LY
fedulsn1siuiannimiud nsuinisiuduan
UII8INIAS1UA1UAN LLaz%uwwﬁmmaan%Mﬂ
THwiniuSewas 55

AT N 4: NTUSTINUATLUDITIaBIANNE N USTATIEF 9NN

ANNAgIU LWUBNSwa (Path) LASBININET Y RN
ANNAFIU ,
91N T AR | t-value
1 Pq pre N7 0 0.12 1.37
2 sq pre Y, %0 0.41 257
3 La pre Y3 #0 0.29 2.1
4 Ses pre Y70 -007 1.06

fonm: t> | 196 | p < .05 t> | 258, »p <01 t> | 400]. **p > 001

NWANIANBIINATIEANLI MsTuiamunn
ﬁuﬁﬁwuﬁmﬁnmaaQ’u"ﬁmﬁﬁw%L%amm@mama&ia

anuadlagoatelifitod dyneada Aszdu 0.05 (%,
= 0.12, p> .05)
fAzesANNFNRuSIBIR WA ILYINTTUSAIN N

WIzastiu WlisasouansuInite

fuA3wiuanzesiuilaaludsiudsanuelate

@

mM3fuaunmnsuinisiwdvinzesuilan

N5 3eanaAN19nTIRaANAI 9T (7, = 0.41,

9

D1SENSUSHISsSSND

P<.05) ws1zazuu gansuinfidudAnseInlN
ANNUSLBIF WMAINALUINTTUIAMNIWAITLINTIU
auanzesiuslaaludefudsanusslate

Aa

mi%’uimammﬂ%mﬁmﬁnmaavguﬂnﬂuam%

Lﬁamm&;mamwiammﬁ’a’[a%a (7, = 0.29, p<.05)
wmIzaziiuy poNTUIATE A IDIA I NT NN US LD
mmqmnéﬁLuhmi%’uimsmmﬂ%wuﬁmﬁﬂmaa@uﬂm
lufesudsanusolade



v
o o @ v A _aAa a A

dunafeanzfuilnaimdinidndideangniease

° o a 1Y

faANAdladeatvliitaddun1eain AsLiu 0.05

(7, = -0.07, p>05) wizaziu dslisaniuiriily
fAravANNFNRUSIBIRrAINAILITUN I AN

wo9fuslnaudinlufeiudsanualate

asuwamsooe

NNIANBMLINULINRBIN NN UAILEN
Ysznaudiulaseadie niouudfa 5 Ysznis Ldun
AUNNAUAY AINIWNITUTNNS UITBINATIUAILAN
wazBumdanaasugiavesiuslng uaznsdslade

nmsAnsATeiinydn nsTuiauniwnisuinig
$rudinzesfuilan wardudanssuiusseaniaiu

a a

fnuanaviuslnaddndideangnivassdanisislada
ptnefiuddynai wandefiusngisuid osun
91n019flfuls8u 1y awdewalavesiuilam
AnEassnAnArasud vie densAudfisaniudnina
\Besinariarudlate

fengslsinin nsdnmaailsowndn nssu
faunwAudiwudtansesiuslon uazduysiunig
Fonupaefjuilnaddndidsanaminsedanissvlate
ptialaififddymeadafissd 005 wannsidediang
wuil dennanfudluiududndqudnyus
uazuauRAasiU

unaNlFTINLLIANARn NN uAUEN
uazBunavanzesfuilnaludnyucao9e9Aadn (The

]

a

17 31 atiuii 120 ARIAN-BUIIAN 2551

Holistic Perspective) lasnisnasauifolszans (i
ANNENIUEIBIRWMATENIN N3Fudnwwariwdan
se9fjuslna uazanudvlade nansidefianuasandas
NN BiuLuIN1edsnis-tilivune (Means-End
Perspective) warfin19349uiAsafunisd1uan
uazITTUNSINAWNRIEuA AN uazANslate

onushawa

PINNMIANH WL TUVLI RSN WA WAEN
Favsznaudredausude 5 ¢ ldun auanfudn
AINIWNITUINIT UITTUINA %umamswgﬁaﬁ’aﬂu
wazn1sela Aarusenndssiunis@nedTodedl
Masursky and Jacoby (1986) na1i1dA7a9n WNAN
31U@1 (Store Image Dimensions) Usznaudiy 3 87U
1w aunmBud AunmMnIu3NT LazAMNEIELY
Iumﬂﬁaﬂ%a (Pleasantness of shopping) Martineau
(1958) nanyitnwwatidulandsznaudiy 4 @ Lo
M5 uA Fudnsaluazd nmslasan wazwiineu
Sirgy and Samli (1985) nan1i %’umamwgﬁaﬁ’aﬂu
(018) el M3FnE) Hanudniusiun i

v

dvBwaiBeavnzasaunmiudnfidenisels

¥
A

Foluffudduneain dedaudeiueauidsaes Grewal
et al. (1998) waz Wagner (2007) WaN13TuNUI NG L2U

De

11 1HpsNnaneadanysdu [y FoiReeeaenanRuand
dndwason13uzAUAIWAUAT (Dodds et al., 1991;
Grewal et al., 2004; Martenson, 2007) LaLN15A9La%8

nM3fuiaunimnsuinisiudvinzesiuslan
warn1ssuiusseanmiaiudiudnseciuilaaiandide
SumgeAsIRan1sndlade Feranadinsiunisdnunves
Donovan and Rossiter (1982) Baker et al. (2002,
1998) Parasuraman et al. (1988)

ﬂ’]iﬁﬂ‘b}’]ﬂ%ﬁﬂklﬁLﬁNW”u’JiimﬂiiNLﬁlﬂ’JﬁJULLU’J
ANNAATaIA NN U UAnTudnsuL10I9IATIN
(The holistic perspective) 1aguuINIITN15-LInue
(Means-End perspective) d9sanndaaiusuidsany
Wagner (2007), Zeithalm (1988) LLar Olson & Jacoby
(1972) 7191 wum9dins-imane Wulasea3vaiu

ACUANNULEAMAQSIA-NMSUNYE UMIdNenassssumans

23



24

a A a 6y ¥ = g & &
BYIﬁWﬂlﬂ\?ﬂ’uW@ﬂﬂﬂﬂ?WW?”?ﬂﬂﬂ?ﬂﬂﬂﬁﬂﬁ’759]\7 Zﬁ?TJ’B

L’il”ﬂ%@ﬁﬂﬂﬁﬂﬂ (Cognitive Structure of Consumers)
fisiodayaiud fud vin1s Feaadlifuuiasssy
WaBsEAY pBunpIuNsIINIEAUmMgATaelYiinis-
11vuy (Simplest Level of Means-End Chain)
ApAMANBUETBIIIUA BUAT LRZUINGTINTEAUFITDY
1435 3-whnsne Juamdn vis wavsslomizesfui
51u@n (Value or pay-off of product or store)

JolauanuTumsdve
nsihwan13eludGefidadrin featels
fan dosie wartasduuwimeluns@neidoass
sely iffasannnisideadsidiigayenansiionsiesny
WUUTIRBIN NN UFUAN Welvin1sAnsn e

v ¥

udrdandluaina (Generalisation) Tun15ANE1ASY

oldadadne Fwdwanynaide wu Sudufnazaan
o uduaniemzianzas vis sadnmlugaamnisu
Y3zinndu W su1A15 n13Ussiu N1TlaeusN nITURs
Win N13AN®Y uanantu n1sfnsAseselualsLia
1A39s319 (Constructs) duanufiswalazeviuilaa
ANassnAnAdansine Snite Tunisfnmasedsly
A5NSITunmnaTiudlaeld38n93dessesen
(Longitudinal study) WaAnBINTAsusyUaen wnal

FuAUan

SENSUSHISSSND

Jolauolulumsuiua

ANUUUIapIdNENAIBIEMATBINTANN Y
atedl ugaadMsFuinwwaliiudlan Usenaudae
Tasea319 5 J52n13 uazfadin 23 ¢ full §dTawes
AMNNRUAE 5 @2 ﬁa??i’mmmqmmwmm%miﬁ 8 fin
FE 9090330 1NASIUER 4 F §TTRDetUNIY
iwssgiadeandl 3 @ uazddTnsnisdaladed 3 #
Toannzadeis ﬁa%ﬁmaa@mmwmiu’%miﬁﬁﬁmﬁwa
L“?i\‘lﬂ’]m@ﬁiﬂﬂ’l’m(%\‘ltﬁ)%ﬂgd Teun wilneuaeeiuli
m’mﬂu’[aﬁ’ugnﬁw LLatwﬁfnmumaﬁwuﬁmmﬁ’lumwau
mmm@’uﬁm wsna iy fdTasosnssenE$udn
fifiBnswaiBenmnsianudslade A Swddusaid
Tiauauelalunsidendadsn u,a:%ﬂuﬁwé?oag’[uﬁwm
5 ﬁdﬁuQU%WWi%wuﬁwﬂﬁn Fdudaoiuiisd e
sananndusidy Feasadrnuldiusoudonisutedu
T#fu3wiUAneeanld (Competitive Advantage)



ussnununsuy

Nunzdisusegs. dineumnAIa
UAI9AI51H (2547).
fwzlurfszong, gaaonil.

usanenl AYudw. (2545),

UWUYUIIavAFLIA: aif

JiAT1ehaINsUN1539Y,

Tagfiniun1Ine 188991

RINT0L, NTANWHNIUAT,

Uazys youiziady. (2520), 119398
Aa1m, USEnEnInANtlne
Tauuawady I1ia,
NINWNVIUAS.

Amirani, S. and Gates, R. 1993,
* An Attribute-Anchored
Conjoint Approach to
Measuring Store Image’,
International Journal of
Retailing & Distribution
Management, vol. 21, no.
5, pp. 30-39.

Anderson, J. C. and Gerbing, D.W.
1988, ‘Structural equation
modeling in practice: a
review and recommended
two-step approach’,
Psychological Bulletin,
vol. 103, no. 3, pp. 411-23.

Bagozzi, R. P. and Yi, Y. 71988, 'On
the Evaluation of
Structural Equation
Models’, Journal of

Academy of Marketing

]

a

77 31 avwii 120 ARIAN-UIIAN 2551

Science, vol. 16, no. 1,
pp. 74-94.

Baltas, G. and Papastathopoulou,
P. 2003, ‘Shopper
characteristics, product
and store choice criteria:
a survey in the Greek
grocery sector’,
International Journal of
Retail & Distribution
Management, vol. 31, no.
10, pp. 498-507.

Baker, J., D.; Grewal, D. and
Parasuraman, A. 1994,
* The influence of store
environment on quality
inference and store
image’, Journal of the
Academy of Marketing
Science, vol. 22, no. 4,
pp. 328-339.

., Grewal, D.,

Parasuraman, A.and Voss,
G.B. 2002, ‘ The influence
of multiple store
environment cues on
perceived merchandise
value and patronage
intentions’, Journal of

Marketing, vol. 66, no.

April, pp. 120-141.

Bangkok, C. E. I. 1998. The Food

Retailing Sector in

Thailand, [On-line].
Available WWW:
http://atn-
riae.agr.ca/public/htmldocs/
€2813.htm [2001, June,
6].

Baumgartner, H., and Homburg, C.
1996, ‘Applications of
structural equation
modeling in marketing
and consumer research:
a review’, International
Journal of Research in
Marketing, vol. 13, pp.
139-161.

Bearden, W. O. 1977, ‘Determinant
attributes of store
patronage: Downtown
Versus Outlying Shopping
Centers’, Journal of
Retailing, vol. 53, no. 2,
pp. 15-22, 92.

Bentler, P. M. 1990, ‘Comparative
fit indexes in structural
models’, Psychological
Bulletin, vol. 107, no. 2,
pp. 238-246.

. and Bonett,

D.G. 1980, ‘Significant
tests and goodness of fit
in the analysis of
covariance structures’,

Psychological Bulletin,

ACUANNULEAMAQSIA-NMSUNYEG UMIdNenassssumans

25



a A a 6y ¥ = g & &
BYlﬁ'Wﬂlﬂ\?ﬂ’)lW@?]B\?ﬂ?WW?N?ﬂﬂﬂ?ﬂﬂﬂﬁﬂﬁ’75@\7 Tﬁ?TJ’B

Bettman,

vol. 88, no. 3, pp. 588-
606.

J. R., 1979. An
information processing
theory of consumer
choice. Addison-Wesley
Publishing Company, Inc.,
CA.

Bleomer, J. and Ruyter, Ko de.

Bollen,

Brady,

1998, ‘On the relationship
between store image,
store satisfaction and
store loyalty’, European
Journal of Marketing, vol.
32, no. 5/6, pp. 499-513.

K. A., 1989. Structural
Equations with Latent
Variables. John Wiley &

Sons, Inc., NY.
M. K., & Cronin, J. J.
2001, ‘Some new

thoughts on
conceptualising perceived
service quality: a
hierarchical approach,
Journal of Marketing, vol.

15, no. 3, pp. 34 — 49.

Byrne, B. M., 1998. Structural

Carpenter,

Equation Modeling with
LISREL, PRELIS,

SIMPLIS: Basic concepts,
applications, and
programming, Mahwah,
NJ.

J. .M.

D1SENSUSHISsSSND

2008,

’ Demographics and
patronage motives of
supercenter shoppers in
the United States’,
International Journal of
Retail & Distribution
Management, vol. 36, no.
1, pp. 5-16.

Cardozo, R. N. 1974-1975, ‘How

images vary by product
class: a psycholinguistic
approach to store image
measurement’, Journal of
Retailing, vol. 50, no. 4,
pp. 85-98.

Chowdhury, J., J. Reardon and R.

Cronin,

Srivastava. 1998,
‘ Alternative modes of

measuring store image:
an empirical assessment
of structured versus
unstructured measures’,
Journal of Marketing
Theory and Practice, vol.

6, no. 2, pp. 72-84.

J., & Taylor S. 1992, °
Measuring service quality:
a reexamination and
extension’, Journal of
Marketing, vol. 56, no. 3,
pp., 55-88.

Dabholkar, P.A., Thorpe, D.I. and

Rentz, J.O. 1996, ‘A
measure of service
quality for retail stores:
scale development and

validity’, Journal of

Academy of Marketing
Science, vol. 24, no. 1,
pp. 3-16.

Darden, W. R. and Babin, B.J.

1994, ‘Exploring the
concept of affective
quality: expanding the
concept of retail
personality’, Journal of
Business Research, vol.
29, pp. 101-109.

., Erdem, O.

Dodds,

and Darden, D.K. 1983, A
Comparison and Test of
Three Casual Models of
Patronage Intentions, IN:
Patronage Behaviour and
Retail Management,. W.
R. Darden and Lusch,
R.F. (eds), North-Holland,
Oxford, pp. 29-42.

W.B. , Monroe, K.B. and
Grewal, D. , 1991, ‘Effects
of price, brand, and store
information on buyers’
product evaluations’,
Journal of Marketing
Research, vol. 28, no. 3,
pp. 307-19.

Donovan, R. J. and Rossiter, J.R.

1982, ‘Store atmosphere:
an environmental
psychology approach’,
Journal of Retailing, vol.
58, no. 1, pp. 34-57.

Doyle, P. and Fenwick, |I. 1974-



1975, ‘How store image
affects shopping habits in
grocery chains’, Journal
of Retailing, vol. 50, no. 4,
pp. 39-52.

1998, ‘ The effect of store
name, brand name and

price discounts on

consumers’ evaluations

and purchase intentions’,

Journal of Retailing, vol.

74, no. 3, pp. 331-352

Hawkins, D. I., G. Albaum, et al.

1975-1976, ‘Reliability of
retail store images as
measured by the staple
scale’, Journal of
Retailing, vol. 52, no. 4,

pp. 31-38, 92-93.

]

a

77 31 avwii 120 ARIAN-BUIIAN 2551

and the prediction of
performance in retailing’,
Journal of Business
Research, vol. 17, pp. 91-
100.

‘Welcome to the
experience economy’,
Harvard Business Review,
vol. 76, no.4 , pp. 97-105.

Joreskog, K. G. and Sorbom, D,

1996. LISREL 8: User’s
Reference Guide.
Scientific Software

International, Inc., CA.

(1993).

Testing Structural

Equation Models. In K. A.
Bollen & J. S. Long

294-316). CA: Sage Publisher.

. and Sorbom,

D., 1982, ‘Recent
developments in

structural equation

Feeny, A., Vongpatanasi, T. and Huber, F., Herrmann, A. and modeling’, Journal of
Soonsatham, A. 1996, * Morgan, R.E. 2001, Marketing Research, vol.
Retailing in Thailand’, ‘ Gaining competitive 14, no. 4, pp. 404-16.
International Journal of advantage through
Retail & Distribution customer value oriented Joyce, M.L. and Lambert, D.R.
Management, vol. 24, no. management’, Journal of 1996. Memories of the
8, pp. 38-44. Consumer Marketing, vol. way store were and retail

18, no. 1, pp. 41-53. store image. International

Grewal, D., Levy, M. and Journal of Retail &
Lehmann, D.R. 2004, ° Hulland, J., Chow, Y. H., and Lam, Distribution Management.
Retail branding and S. 1996, ‘Use of causal vol. 24, no. 1, pp. 24-33.
customer loyalty: an models in marketing
overview . Editorial’, research: a review’, Keaveney, M. S. and Hunt, KA.
Journal of Retailing, vol. International Journal of 1992, * Conceptualisation
80, no. 3, pp. ix-Xii. Research in Marketing, and operationalisation of

vol. 13, pp. 181-197. retail store image: a case
., Krishnan, R, of rival middle-level
Baker, J. and Borin, N. Intne, B. J., & Gilmore, J. H. 1998, theories’, Journal of the

Academy of Marketing
Science, vol. 20, no. 2,
pp. 165-175.

Koo, D-M. 20083, ‘Inter-relationship

Kunkel,

among store images,
store satisfaction, and
store loyalty among
Korea discount retail
patrons’, Asia Pacific
Journal of Marketing and
Logistics, vol. 15, no. 4,
pp. 42-71.

J. H. and Berry, L.L. 1968,

(Eds.), Testing Structural * A behavioural adaptation

Hildebrandt, L. 1988, ‘Store image Equation Models. (PP. of retail image’, Journal of

ACUANNULEAMAQSIA-NMSUNYE UMIdNenassssumans 27



a A a 6y ¥ = g & &
BYlﬁ'Wﬂlﬂ\?ﬂ’)lﬁ(ﬁl?]ﬂ\?ﬂ’?WW?ﬂ?’luﬂ’Tﬂﬂﬂﬁlﬂﬁ’759]\7 Tﬁ?TJ’B

Marketing, vol. 32, no. 4,
pp. 21-27.

Lessig, V. P. 1973, ‘Consumer
store images and store
loyalties’, Journal of
Marketing, vol. 38, no. 4,
pp. 72-74.

Linquist, J. D. 1974-1975, ‘Meaning
of image’, Journal of
Retailing. vol. 50, no. 4,
pp. 29-38.

Marks, R. B. 1976,
‘ Operationalising the
concept of store image’,
Journal of Retailing, vol.
52, no. 3, pp. 37-46

Martenson, R. 2007. Corporate
brand image, satisfaction
and store loyalty: a study
of the store as a brand,
store brands and
manufacturer brands.
International Journal of
Retail & Distribution
Management. vol. 35, no.
7, pp. 544-555.

Martineau, P. 1958, ‘The
personality of the retail
store’, Harvard Business
Review, vol. 36, no. 1, pp.
47-55.

Mazursky, D. and Jacoby, J. 1986,
‘Exploring the
development of store

image’, Journal of

28 D1SENSUSHISsSSND

Retailing, vol. 62, no. 2,
pp. 145-165.

McDougall, G. H. and Fry, J.N.

1974-1975, ©* Combining
two methods of image
measurement: semantic
differential and open-
ended technique’, Journal
of Retailing, vol. 50, no. 4,
pp. 53-61.

Nation, T. (1999). Retail Industry

at a Glance, [On-line].

Available WWW:

http://www.siamfuture.com
/retail-outlook-retail-
idustry-at-a-glance.html
[2000-07-25].

Nevin, J., R. and Michael, J.H.

1980, ‘Image as a
component of attraction
to intraurban shopping
areas’, Journal of
Retailing, vol. 56, no. 1,
pp. 77-93

Olshavsky, R. W. 1985, Perceived

Quality in Consumer
Decision Making: An
Integrated Theoretical
Perspective, IN:
Perceived Quality: How
Consumers View Stores
and Merchandise,. J.
Jacoby and Olson, J.0.
(eds), Lexington, MA,
Lexington Books, Inc.:
3-30.

Olson, J. C. and Jacoby, J. 1972,

Cue Utilisation in the
Quality Perception
Process, IN: Proceeding
of the 3rd Annual
Conference of the
Association for Consumer
Research, lowa, pp. 167-
179.

Paramuraman, A., Zeithaml, V. A.,

& Berry, L. L. 1988, °
SERVQUAL: a multiple-
item scale for measuring
consumer perceptions of
service quality’, Journal

of Retailing, vol. 64, no. 1,
pp. 12-40.

Samli, A. C., 1998. Strategic

Marketing for Success in
Retailing. Quorum Books,
NY.

Sharma, A. and Stafford, T.F.

2000, ‘ The effect of retail
atmospherics on

consumers’ perceptions
of salespeople and

customer persuasion: an
empirical investigation’,
Journal of Business
Research, vol. 49, no. 3,
pp. 183-191.

Sirgy, M. J. and Samli, A.C. 1985,

* A path analytic model of
store loyalty involving
self-concept, store Image,
geographic loyalty, and

socioeconomic status’,



Journal of Academy of
Marketing Science, vol.
18, no. 3, pp. 265-291.

Stanley, T. J. and Murphy, A.S.
1976, ‘Image inputs to a
probabilistics model:
predicting retail potential’,
Journal of Marketing, vol.
40, no. 3, pp. 48-53.

Steenkamp, J. E. M. and Wedel,
M. 1991, ‘Segmenting
retail markets on store
image using a consumer-
based methodology’,
Journal of Retailing, vol.
67, no. 3, pp. 300-320.

Tucker, L.R. and Lewis,
C. 1973, ‘ Reliability
coefficient for maximum
likelihood factor analysis’,
Psychometrika, vol. 35,
pp. 417-437.

Turley, L. W., and Milliman, R. E.

2000, ‘ Atmospheric effects

on shopping behavior: a

review of the

]

a

77 31 avwii 120 ARIAN-BUIIAN 2551

experimental evidence’,
Journal of Business
Research, vol. 49, pp.
193-211.

Untachai, S. and Mizerski, K.
2007, An examination of
customers’ perceived
quality-value model for
the Thai retail sector, IN:
Proceeding of the 10th
Annual Conference of the
Australian and New
Zealand Marketing
Academy (ANZMAC
2007),
December 3rd-5th.

Dunedin,

U.S. Economic section of the U.S.
Embassy, b. 1998.

Thailand economic trends

and outlook, [On-line].
Available WWW:

Http:www.tradeport.org/ts

/countries/thailand/trends.

html [2001/06/11].

Wagner, T. 2007. Shopping

motivation revised: a

means-end chain

analytical perspective.
International Journal of
Retail & Distribution
Management. vol. 35, no.
7, pp. 569-582.

Zeithalm, A.V., Berry, L. L.,
and Parasuraman, A.l 1996,
" The behavioral
consequences of service
quality’, Journal of
Marketing, vol. 60, no. 2,

pp. 31-46.

1988, ¢

Consumer perceptions of

price, quality, and value:
a means-end model and
synthesis of evidence’,
Journal of Marketing,
vol. 52, no. 2, pp. 2-22.

Zimmer, M. R. and Golden, L.L.
1988, ‘Impressions of
retail stores: a content
analysis of consumer
images’, Journal of
Retailing, vol. 64, no. 3,
pp. 265-289.

ACUANNULEAMAQSIA-NMSUNYE UMIdNenassssumans

29



