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ABSTRACT 

 This research investigates retail logistics service quality of supermarket in 

Bangkok, Thailand. It is a survey research.  The objectives are as following: (1)to study 

retail logistics service quality of supermarket in Bangkok, Thailand in term of Physical 

appearance, reliability, personal interaction, problem solving, retail policy. (2)To study 

customer satisfaction and customer loyalty of supermarket in Bangkok, Thailand (3) To 

study the differences in the retail logistics service quality of supermarket in Bangkok, 

Thailand according to customer’s profile. (4) To study the influence of the retail 

logistics service quality of supermarket in Bangkok, Thailand on customer satisfaction 

( 5) To study the influence of  the retail logistics service quality of supermarket in 

Bangkok, Thailand on customer loyalty. 

 The finding reveals: (1) The level of all aspect of retail logistics service 

quality: Physical Appearance, Reliability, Personal Interaction, Problem Solving, Retail 

Policy, and overall of retail logistics service quality were in the high level. 

(2) Customer satisfaction of supermarket in Bangkok is at the high level. Customer 

loyalty of supermarket in Bangkok, Thailand is a relatively high level. (3) There are 

significant differences in the overall of retail logistics service quality, according to 

customer’s profile: age, civil status, education attainment, and occupation. (4)  

Generally, all aspects of the retail logistics service quality, when taken as a whole, 

significantly influenced the customer satisfaction .  The aspects of retail logistics 

service quality that mostly influence customer satisfaction are retail policy, problem 

solving, physical appearance, personal interaction, and reliability respectively. (5) 
Generally, all aspects of the retail logistics service quality, when taken as a whole, 

significantly influenced the customer loyalty.  The aspects of retail logistics service 

quality that mostly influence customer loyalty are problem solving, retail policy, and 

personal interaction respectively. 
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Introduction 

Following expansion at a compound annual growth rate (CAGR) of 5.77% 

between 2007 and 2012,the Hypermarkets, Supermarkets and Hard-Discounters 

channel in Thailand achieved a sales value of US$31.0 billion in 2012, an increase of 

2.9% on 2011. The channel achieved its strongest performance in 2010 when it grew 

by 14.9% over its previous year and its weakest performance in 2009, when it fell to -

2.6% over 2008 (Canadean Company Reports, 2014). 

The sales of Hypermarkets, Supermarkets and Hard-Discounters in Thailand 

reached to a value of US$31.0 billion in 2012, an increase of 2.9% on 2011. The channel 

achieved a CAGR of 5.77% over the period 2007-2012  (Canadean Company Reports, 
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2014). 

              Developing and maintaining a competitive advantage is becoming increasingly 

difficult for the supermarket in today's hyper-competitive business, ever more complex 

global environment. As customers demand for more customized products and services 

offerings increases, the store are looking for new and innovative ways to differentiate 

themselves. An interesting opportunity is represented by the excellence in logistics 

operations (Yazdanparast et al., 2010). 

 Logistics operations play a strategic role in supermarket's success (Bienstock 

et al., 1 9 9 7 ; Mentzer et al., 2 0 0 1 ) .  They could not perceive anymore as a simply 

operational activity, but rather as a strategic variable which is an essential factor for the 

consumers' satisfaction and loyalty (Gil-Saura et al., 2010). 

 Thus, retailers must understand the needs of customer in term of logistics 

service in order to provide them the highest value. A certain number of factors 

contribute to the customers' experience: the comfort, the product availability, the 

delivery, the return policy in order to satisfy the customer and consequently to guarantee 

his loyalty (Samli et al., 2005; Ramanathan, 2010). In fact, if the customer's needs are 

unmet, the effects of dissatisfaction can quickly multiply. The consumer may go to 

another store, enjoy another retail experience, and complain about the earlier negative 

experience (Samli et al., 2005). 

 

Research Objectives 

 The objectives of this research are  

 1. To study retail logistics service quality of supermarket in Bangkok, 

Thailand in term of Physical appearance, reliability, personal interaction, problem 

solving, retail policy. 

               2. To study customer satisfaction and customer loyalty of supermarket in 

Bangkok, Thailand. 

 3. To study the differences in the retail logistics service quality of 

supermarket in Bangkok, Thailand according to customer’s profile. 

 4. To study the influence of the retail logistics service quality of supermarket 

in Bangkok, Thailand  on customer satisfaction 

                5. To study the influence of the retail logistics service quality of 

supermarket in Bangkok, Thailand on customer loyalty. 

 

 

Research Hypotheses 

 Hypotheses of this research are: 

    1. There are significant differences in the retail logistics service quality of 

supermarket in Bangkok, Thailand according to customer’s factor. 

                2. The retail logistics service quality of supermarket in Bangkok, Thailand 

influence on customer satisfaction significantly. 

                3.  The retail logistics service quality of supermarket in Bangkok, Thailand 

influence on customer loyalty significantly. 
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Methodology 

 This section presents the research design used, the respondents considered in 

the study , the questionnaires that are utilized to gather the needed data in the study, 

the procedures followed, and the statistical tools which are employed to analyze the 

data which are gathered.             

Research Design 

               This research is survey research with a questionnaire to collect the value of 

variables from the respondents who are customers of supermarkets. The values of a 

variable or data are analyzed with both descriptive and inferential statistics.  

Population and Sample 

                Population for this research is the customers who purchase products from 

five brands of supermarkets in Bangkok, Thailand including Supermarket A, 

Supermarket B, Supermarket C, Supermarket D, and Supermarket E.  So the 

population is divided the into five groups of customers of each brand.      

        For the sample size of each population, it uses a Cochran formula(Cochran, 

2007) .Due to unknown population size for each brand, which is calculated by a 

formula.  

                                                    n=
𝑧2

4𝑒2
 

    

With 95% confidence  level and Precision (e) of  ±5%.  Thus, the formula is                                                   

n=
1.962

4(0.05)2
 

 

                                     n=384.16≈384 people 

     Furthermore, the sample size of each population is 384 persons. Total 

sample size of 5 population is 1920 people.       

          Sampling Method will be used by probability sampling which is multi stage 

random sampling. The researcher is employed stratified random sampling method 

which stratatified by the brand of supermarket. Brand of supermarket are Supermarket 

A, Supermarket B, Supermarket C, Supermarket D, and Supermarket E. The branches 

of each strata is chosen with simple random sampling in proportion (7:1) to the 

number of branches of each strata. That proportion is 7:1 .The details are as 

followings: 

 

                  Brand                Number of branches   Number of Random branches  

          Supermarket A       155                                                 22 

               Supermarket B                 71                                                 10 

           Supermarket C                31                                                   5 

          Supermarket D                12                                                   2 

           Supermarket E               7                                                    1 

 

      The sample size of each brand, such as 384, as already mentioned, so the 

number of customers that will be chosen randomly in each branch of each brand are a 

sample size of 384 customers is divided by the number of branches that are chosen 

randomly. Details are as follows:                         
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              Brand  Number of Random branches    Number of Random Customer 

           Supermarket A              22                                  384 / 22  = 18 Person 

            Supermarket B                      10                                   384 / 10 = 39 Person                               

          Supermarket C                        5                                   384 / 5 = 77 Person 

            Supermarket D                        2                                   384 / 2 = 192 Person 

          Supermarket E                        1                                   384 / 1 = 384 Person 

 

     Then, the customer in each branch that is chosen randomly is chosen by 

means of systematic random sampling, which chose customers who walked out after 

the service is completed. From five customers, one customer will be picked and 

employed to be the data. 

 

Data Gathering Instrument  
               The researcher uses of a structured questionnaire to gather the data needed in 

the study. The questionnaire adapted from the study of the published study J. Beneke 

and staff (2012), and Rym Bouzaabia and staff (2013) composed of six parts:   

 The first part elicits the data on the profile of customer (age, gender, civil 

Status, educational attainment, and occupation). This part is checklist questions, so 

the variables in this part are measure by nominal or ordinal scale  

 The second part is Retail Logistics Service Quality of supermarket in 

Bangkok, Thailand in terms of Physical Appearance, Reliability, Personnel 

interaction, Problem Solving, and retail Policy. This part is used  Likert scale  (7 level 

questions). So, the variables in this part are measure by interval scale. 

 The third part is customer satisfaction. This part is used  Likert scale  (7 

level questions) So ,the variables in this part are measure by interval scale. 

 The forth part is customer loyalty. This part is used  Likert scale  (7 level 

questions). So, the variables in this part are measure by interval scale. 

        To determine the level of Retail Logistics Service Quality of supermarket, 

customer satisfaction and customer satisfaction, the mean is used. The following 

norms for interpretation are used in the study 

                                           Statistical Range               Descriptive Rating 

                                         6.17 – 7.00  Highest 

    5.31 – 6.16  High 

    4.45 – 5.30  Relatively high 

    3.59 – 4.44  Fair 

    2.73 – 3.58  Relatively low 

    1.87 – 2.72  Low  

    1.00 – 1.86  Lowest 

 

Data Gathering Procedure  

               The researcher distributes the questionnaire to the respondents by myself. 

The questionnaire is distributed to customers who are done shopping at the 

supermarket. One person from five people is complied with systematic random 

sampling. The researcher distributes the questionnaire from during 10.00 pm - 08.00 

am. (10 hours a day) 
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Statistical Treatment of Data 

               To shed the light on the problems which are in the study, the following 

statistical tools were used to analyze the data: 

             1) Frequency and percentage are used to determine the profile of customer.             

 2) Mean is used to determine the level of Retail Logistics Service Quality of 

supermarket in Bangkok, Thailand. In addition, it is used to determine the level of 

customer satisfaction and customer loyalty. 

  3) Independent Sample t – test is  used to determine the significant 

differences in the level of Retail Logistics Service Quality of supermarket in 

Bangkok, Thailand when the profile of customer has only two groups. 

            4) One – Way Analysis of Variance (ANOVA) was used to determine the 

significance in the level of Retail Logistics Service Quality of supermarket in 

Bangkok, Thailand when the profile of customer has more than two groups. 

             5) Multiple Regression Analysis is employed to analyze the influence of  

Retail Logistics Service Quality on customer satisfaction and customer loyalty.  

 

Research Results 

The findings are : 

Profile of customer or customer’s factor of retail in Bangkok, Thailand 

Profile of the respondent of the supermarket in Bangkok, Thailand (customers) 

are as follow 

a. On Age Most (880 or 43.8%) of the 2,008 respondents are 21-35 years old. 

b. On Gender Majority (1146 or 57.1%) of the 2,008 respondents are female. 

c. On Civil status Most (978 or 48.7%) of the 2,008 respondents are single. 

d. On Educational Attainment Majority (1031 or 51.3%) of the 2,008 

respondents were bachelor. 

e. On Occupation Majority (554 or 27.6%) of the 2,008 respondents are private 

officer. 

Retail Logistics Service Quality of supermarket in Bangkok, Thailand 

In this study, the level of Retail Logistics Service Quality of supermarket in 

Bangkok, Thailand is measured in terms of Physical Appearance, Reliability, Personal 

Interaction, Problem Solving, Retail Policy. The results are as following in the table 1 

 

Table 1: Overall of retail logistics service quality of supermarket in Bangkok, 

Thailand. 

retail logistics service quality X̅ S.D. Descriptive 

Rating 

Overall of Physical Appearance 5.54 .8795 High 

Overall of Reliability 5.48 .8900 High 

Overall of Personal Interaction 5.36 .9394 High 

Overall of Problem Solving 5.33 .9157 High 

Overall of Retail Policy 5.48 .8949 High 

Overall of retail logistics service quality 5.44 .7660 High 

 

a. Physical Appearance. Overall of retail logistics service quality of 

supermarket in Bangkok about physical appearance get a mean at 5.54 that indicated a 

“High” level of retail logistics service quality. 
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b. Reliability. Overall of retail logistics service quality of supermarket 

in Bangkok  about reliability get a mean at   5.48 that indicated a “High” level of retail 

logistics service quality. 

c. Personal Interaction. Overall of retail logistics service quality of 

supermarkets in Bangkok about personal interaction get a mean at 5.36 that indicated 

a “High” level of retail logistics service quality. 

d. Problem Solving. Overall of retail logistics service quality of 

supermarkets in Bangkok about problem solving get a mean at 

5.33 that indicated a “High” level of retail logistics service quality. 

e. Retail Policy. Overall of retail logistics service quality of 

supermarkets in Bangkok about retail policy get a mean at 

f. 5.48 that indicated a “High” level of retail logistics service quality 

g. Overall of retail logistics service quality. Overall of retail logistics 

service quality of supermarkets in Bangkok get a mean at 5.44 that indicated a “High” 

level of retail logistics service quality 

 

Level of customer satisfaction and customer loyalty of supermarket in Bangkok, 

Thailand 

  Level of customer satisfaction and customer loyalty of supermarket in 

Bangkok, Thailand are shown in Table 2 

 

Table 2 The level of customer satisfaction and customer loyalty of supermarket in  

              Bangkok, Thailand 

 
X̅ S.D. 

Descriptive 

Rating 

Customer satisfaction 5.41 1.061 High 

Customer Royalty 5.22 1.168 Relative High 

 

Particulary, it can be seen that under customer satisfaction of supermarket in 

Bangkok get a mean at 5.41 which is indicated a “High” level of customer 

satisfaction. It can be inferred from this data that supermarkets are highly competitive, 

Thus each of the supermarket make some effort in order to meet customer needs. 

However, the customer satisfaction of the supermarkets in the Bangkok, Thailand is 

high, they should enhance customer satisfaction to the highest. 

In terms of customer loyalty, it can be seen that under customer loyalty of 

supermarket in Bangkok, Thailand get a mean at 5.22 that indicated a “Relatively 

High” level of customer loyalty. This implies that customers are ready to change to 

another supermarket if they are not satisfied. Supermarket Managers or operation 

executives must find a way to keep customers' loyalty and make their own ship to be 

the first choice for customer to shop. 

Significant differences on the level of retail logistics service quality of 

supermarket in Bangkok, Thailand according to customer’s profile          

The results are as following:  

There are significant differences in the retail logistics service quality about 

Problem Solving (F-ratio=3.756, F-prob<0.05), Retail Policy(F-ratio=3.022, F-

prob<0.05), and the overall of retail logistics service quality(F-ratio=2.549, F-

prob<0.05 according to the age of customer. 
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There are no significant differences in the retail logistics service quality 

according to the gender of customer 

There are significant differences in the retail logistics service quality about 

Physical Appearance (F-ratio=8.238, F-prob<0.05), Reliability(F-ratio=4.090, F-

prob<0.05),  Personal Interaction(F-ratio=2.804, F-prob<0.05),  Problem Solving (F-

ratio=6.972, F-prob<0.05),  Retail Policy(F-ratio=4.670, F-prob<0.05), and overall of 

Retail logistics service quality (F-ratio=7.164, F-prob<0.05) according to the civil 

status of customer. 

There are significant differences in the retail logistics service quality about 

Physical Appearance (F-ratio=2.691, F-prob<0.05), Problem Solving (F-ratio=2.872, 

F-prob<0.05),  Retail Policy(F-ratio=42.898, F-prob<0.05), and overall of Retail 

logistics service quality (F-ratio=2.717, F-prob<0.05) according to the Education 

attainment of customer. 

There are significant differences in the retail logistics service quality about 

Physical Appearance (F-ratio=2.932, F-prob<0.05), Problem Solving (F-ratio=3.702, 

F-prob<0.05), and overall of Retail logistics service quality (F-ratio=2.146, F-

prob<0.05 according to the occupation of custome 

The influence of retail logistics service quality on customer satisfaction of 

supermarket in Bangkok, Thailand 

      To the determine the influence of retail logistics service quality (Physical 

Appearance, Reliability, Personal Interaction, Problem Solving, Retail Policy) on the 

customer satisfaction, the Multiple Regression Analysis is used. The results of the 

Multiple Regression Analysis are summarized in the succeeding tables (Table 3) 

Table 3 Regression Analysis of customer satisfaction 

Retail logistics service quality Beta t-value t-prob 

Physical Appearance 0.104 3.770* P < 0.05 

Reliability 0.063 2.055* P < 0.05 

Personal Interaction 0.089 3.301* P < 0.05 

Problem Solving 0.239 9.155* P < 0.05 

Retail Policy 0.242 9.690* P < 0.05 

Multiple R = 0.629   Legend: *Significant at 0.05 level 

R Squared (R2) = 0.396 

F-Ratio = 262.400 

Sig. F = 0.000* 

It is shown in the table 3 that all the variables of the retail logistics service 

quality, when taken as a whole, significantly influenced the customer satisfaction 

(Sig. F<0.05) 

Among the variables of the retail logistics service quality; Physical 

Appearance, Reliability, Personal Interaction, Problem Solving, Retail Policy were 

found as significant predictors on the customer satisfaction (t-prob<0.05). This means 

that the higher of retail logistics service quality; Physical appearance, Reliability, 

Personal Interaction, Problem Solving, Retail Policy, the greater the customer 

satisfaction. The variable of retail logistics service quality that mostly influence 

customer satisfaction are retail policy (Beta=0.242), problem solving (Beta=0.239), 

physical appearance (Beta=0.104), personal interaction (Beta=0.089), and reliability 

respectively (Beta=0.063) 
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The R2 value (0.396) indicates that the variable of the retail logistics service 

quality attributed 39.60 percent of the respondents’ assessment towards the customer 

satisfaction. The rest (60.4%) could have been due to other variables not considered in 

this study. 

The influence of retail logistics service quality on customer loyalty of 

supermarket in Bangkok, Thailand 

      To the determine the influence of retail logistics service quality (Physical 

Appearance, Reliability, Personal Interaction, Problem Solving, Retail Policy) on the 

customer loyalty, the Multiple Regression Analysis is used. The results of the 

Multiple Regression Analysis are summarized in the succeeding tables (Table 4) 

 

Table 4 Regression Analysis of customer loyalty 

Retail logistics service quality Beta t-value t-prob 

Physical Appearance 0.042 1.444 P > 0.05 

Reliability 0.014 0.421 P > 0.05 

Personal Interaction 0.118 4.149* P < 0.05 

Problem Solving 0.291 10.614* P < 0.05 

Retail Policy 0.202 7.684* P < 0.05 

Multiple R = 0.577   Legend: *Significant at 0.05 level 

R Squared(R2) = 0.333 

F-Ratio = 199.871 

Sig. F = 0.000* 

It is shown in the table 4 that all the variables of the retail logistics service 

quality, when taken as a whole, significantly influenced the customer loyalty (Sig. 

F<0.05) 

Among the variables of the retail logistics service quality; Personal 

Interaction, Problem Solving, Retail Policy are found as significant predictors on the 

customer loyalty (t-prob<0.05). This means that the higher of retail logistics service 

quality; Personal Interaction, Problem Solving, Retail Policy, the greater the customer 

loyalty. The variable of retail logistics service quality that mostly influence customer 

loyalty are problem solving (Beta=0.291), retail policy (Beta=0.202), personal 

interaction (Beta=0.118) respectively. 

The R2 value (0.333) indicates that the variable of the retail logistics service 

quality attributed 33.30 percent of the respondents’ assessment towards the customer 

loyalty. The rest (66.70%) could have been due to other variables not considered in 

this study. 

 

Summaries and Recommendations 
 

Summaries 

 Base on the findings of the study, the following conclusions are drawn:  

1. Majority of the respondent (customer) are within the age of 21-35 

years, female, single, Bachelor degree, and private officer 

2. The level of all aspect of retail logistics service quality: Physical 

Appearance, Reliability, Personal Interaction, Problem Solving, Retail Policy, and 

overall of retail logistics service quality are high 
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3. Customer satisfaction of supermarket in Bangkok is at high level. 

Customer loyalty of supermarket in Bangkok, Thailand is a relatively high level.  

4. There are significant differences in the overall of retail logistics service 

quality, as perceived by customer. The grouping discriminant is set according to 

customer’s factor. Among customer’s factor: age, civil status, education attainment, 

and occupation are found to have some significant differences. 

5. All the variables of the retail logistics service quality, when taken as a 

whole, significantly influenced the customer satisfaction. Among the variables of the 

retail logistics service quality: Physical Appearance, Reliability, Personal Interaction, 

Problem Solving, Retail Policy were found as significant predictors on the customer 

satisfaction. The variable of retail logistics service quality that mostly influence 

customer satisfaction are retail policy, problem solving, physical appearance, personal 

interaction, and reliability respectively. 

6. All the variables of the retail logistics service quality, when taken as a 

whole, significantly influenced the customer loyalty. Among the variables of the retail 

logistics service quality: Personal Interaction, Problem Solving, Retail Policy were 

found as significant predictors on the customer loyalty. The variable of retail logistics 

service quality that mostly influence customer loyalty are problem solving, retail policy, 

personal interaction respectively. 

 

Recommendations 

 Based on the finding, the following details are recommended by the researcher: 

1. Due to the variable of retail logistics service quality which has the lowest 

level is problem solving. Supermarkets should concentrate specially on the goods return 

because the level of service quality about goods return policy is only relative high. Also, 

the manager of supermarket should improve goods return system in order to satisfy to 

the customer. This improving can be done by identifying clear criteria for goods return 

and inform the conditions and details to the customers clearly once purchasing is made.  

2. Due to customer loyalty of supermarket in Bangkok, Thailand is a relatively 

high level. So, they should enhance the customer loyalty. The way for enhancing 

customer loyalty is as follows. 1) confidence   2) centrality    3) accessibility 

 

3. Due to there are significant differences in the overall of retail logistics service 

quality according to age, civil status, education attainment, and occupation of customer. 

So, the manager of supermarkets should understand their target customer or target 

market to meet customer’s needs and to provide service for highest satisfaction of 

customer. 

5. Due to a retail logistics service quality influence on customer satisfaction, the 

supermarket in Bangkok, Thailand would like to enhance the customer satisfaction, 

they should enhance the level of retail logistic service quality especially identify retail 

policy that to meet customer’s need. 

6. Due to a retail logistics service quality influence on customer loyalty, so if 

the supermarket in Bangkok, Thailand would like to enhance customer loyalty, they 

must enhance the level of retail logistic service quality especially solving problem for 

customer such as having a good policy for goods return    
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7. A follow up study should be conducted focusing on retail logistics service 

quality of convenient store because convenient store is an important retailer as well. 
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