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Abstract

The purpose of this study was to determine the retailing mix factors of hypermarkets /
supercenter in Chiang Mai province that affect the consumers' purchase.

Samples of this study were consumers of 3 hypermarkets / supercenter in Chiang Mali,
i.e., Loms Supercenter, Auchan Hypermarket and Carrefour Hypermarket. Accidental sampling
was used o select 70 respondents from each store. Thus, the total number of respondent was 210.
Questionnaires were used to collect data. The data was analyzed using the SPSS statistical
program to generate frequency tables, percentage, mean and standard deviation.

Consumers rated the importance of each retailing mix factor as follows:

1. Product: Product subfactors that the respondents considered as highly
important were as follows. Products met the consumers’ requirements, Various kinds and brands
of product were sold. Products had good quality, i.c., new, fresh and clean. Cashiers worked
accurately. Products were sold in different sizes, forms and models. A food center was available.
Payment counters were sufficient. Products for special occasions were available and price could
be checked by in-store scanners,

2. Price: Price subfactors that the respondents considered as highly important
were as follows. Price tags were clearly seen. Prices were cheaper than other stores. Prices were
discounted occasionally. Products were sold in multi-packaging so that prices per unit were

cheaper than normal price and special prices were offered.



3. Place: Place subfactors that the respondents considered as highly important
were as follows. Shopping carts and baskets were provided. Stores were clean and free of bad
odour. Products were displayed in categories that made it easy to shop. The area of stores was
large. The signs to show locations of products were clearly seen. Stores were located in good
location. The aisle was large and convenient. Parking lots were covered with screen or roof,
sufficient and free of charge. Large store signs were clearly seen. Stores were not noisy and had
longer service hours.

4. Promotion: Promotion subfactors that the respondents considered as highly
important were as follows, The pamphlets for special-priced products were distributed. Stores
were advertised in various media. Stores had point of purchase-product display.

3. Personality: Personality subfactors that the respondents considered as highly
important were as follows. Stores had variety of products. Stores had good reputation. Stores had
full service facilities. All product categories were supplied. Stores had friendly and courteous
staff. Products had low prices. Stores were decorated in beautiful modern style and being

branches of stores from foreign countries or Bangkok.,



