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Abstract

The research had two objectives: (1) to investigate the differences in attitudes of Thai
and international tourists toward factors influencing souvenir purchasing decisions, and (2) to
conduct an Exploratory Factor Analysis (EFA) of the key factors influencing souvenir purchasing
decisions. The research used a quantitative approach and a questionnaire as its instrument.
The sample consisted of 256 Thai tourists and 162 international tourists, determined by
sample size calculations based on a margin of error, and selected through purposive sampling
to ensure relevance to the research objectives. Quantitative data were analyzed using
descriptive statistics, including percentage, mean, and standard deviation, as well as inferential
statistics, namely t-tests, f-tests, and EFA, with SPSS serving as the primary analysis tool. The
findings revealed that most respondents were female and belonged to Generation Z and
Generation Y. The results of the differences in attitudes indicated statistically significant
variations: Thai tourists prioritized product-related factors such as product quality, local
uniqueness, and creative design, whereas international tourists placed greater emphasis on
sustainability and cultural value. Regarding price and distribution channels, international
tourists valued payment flexibility and delivery services more than Thai tourists. In terms of
promotion, both groups attached importance to confidence-building services and
advertising/public relations. The EFA results identified three product-related factors: (1)

branding, visual appeal, and packaging, (2) quality, convenience, sustainability, and
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representation of local identity; and (3) creativity, novelty, and product variety. The price factor
comprised one component: reasonable pricing and diversity in payment methods. Distribution
channels were categorized into two components: (1) convenience of purchase and product
availability at points of sale, and (2) convenience and readiness in delivery services. The
findings of this study offer helpful advice for developing marketing strategies that effectively

address the needs of both Thai and international tourist segments.
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a

4.4. NTAULUIAATIUNITIVY

[
av A

unarnAdeilifunmsideidsBmadiysinuiiafennisnandeddninadensinaulade
wAnAneivosiiszanvosinvieafisdlneuazyisand Taegideldimuanseunuifnnsisemy
LuIAANIsAaIAE 3UUsEAY (Marketing Mix) n3avgued 4P’s 493 Kotler wag Keller (2012) R
Uszneusne 4 eaduszneudifey Iiun wandus (Product) Anseunqudnuaz Annm Anudy
LNaNwYAl NM59ENLUY WazANAMNTIMUsITIVRIAUA1YDIATEEN T1A0 (Price) iTNTaINAY
wngan anudue eslusdalunmsdisa uagmnuBavguvesdeulunistisziu desmanisdn
$1mmi1e (Place) Mjatiumnuagmnlumsidnfisdudn aramienvesdud wagsuuuunsdndiming
finannnane siedomnsesulatl uaznisduaiunisnain (Promotion) finseungunslaman N3
Usgnduius msdaRanssudaadunisne uazmsdemsiiaueuidosulvitulde nseuwwdai
gnianldiduiiugiilunisesnuuuuuuasuauazinuafudide itelfaunsiinseitans
Wisuisuiimuafszninainvieadiedlneuazenaiend waznisiinsziosduszneuiladina

(Exploratory Factor Analysis: EFA) tieaduuniadeeasvadisiaziifnienisnain
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Obj.1
Compare

Group A : dnvieuiiuatning Group B : inveailtatmsinemi

Obj.2 EFA -4 Factors

I Pro_1 ” Pro_2 “ Pro_3 | Pro_4 | | Pri_1 || Pri_2 || Pri_3 | | Pla_1 || Pla_2 ” Pla_3 | I Pr_1 “ Pr_2 || Pr 3 |

48 NN193A nrgaeTa

WARA

nImaa
(Promotion)

Smdy
Product

(Place)

Pro_12 H Pro_13| | Pri_4 H Pri_5 “ Pri_6 || Pla_4 || Pla_5 || Pla_6 | l Pr_4 ” Pr_5 “ Pr_6 |

Pro_10 | Pro_11 |

AN 1 NSDULUIAANITIVY

nsoULUIANNTITEHUSENOUMEaDI TR UTEasAnan taua (1) N13ANYIALLANAINIY

Ly a

AunRuesinviesiealng (Group A) Laztinviounear1619uR (Group B) Nillsietladunisandula

FONANAMINVOINTTAN LAz (2) N15ILATIZNBIAUTENBULT 1593 (Exploratory Factor Analysis;

EFA) aaslladeniimudrfysionsdnduladondndunvesisedn nsoununAniilansfaniuduius
O oy

serinnguinviesienutadensdiu (4P's) lawn wansinen (Product), 51A1 (Price), 84N19N1599

dmie (Place) wagnsdaaiunisnann (Promotion) Fadutladeddglunisiiases

dmsuingusgasrdausn malSeuiisuseninsinviesnienlnewasyisinwd Inensen
v a :j 1 LY ! ‘:1' Aa LY U a ‘:9'; b 14 ! .
ViruaRvesassnguinveednnedadenisdndulate 4 eu @ Product, Price, Place, uaz
Promotion Yayatudiuiazieszyanuuanaslunginssuiazyuuesvednvosigiuiasngy a9

suduiiugruddglunisianudilernussansanzvengudinng

ﬁ'm%’uimqﬂizmﬁaﬁam NMTILATIERBIAUTENBULTIE1929 (Exploratory Factor Analysis;
EFA) Wloszylassaisvasdadeiidamadenisinduladondnsusiuesiissdn Tnedanguiauysgos
(Items) melaumagUadely 4P's laun Product (Wamnua), Price (57a1), Place (399119011590
MUY) waz Promotion (Nsdaasun1sean) iy Tudadeaundndag (Product) Usgneunie

Y ' = PN v 3 [ L4
F19NIAILUTE DY (Pro_l AN Pro_13) NALNDUINAUNTN AU ULDNANYA LAZNITODNLUUVDY

HARAY A1UTIAIUTZNRUA8AILUS (Pri 1 D3 Pri_6) MLABITIAUAIINLRUIZENTDITIAILAE

'
a

AnaanluNIITITERY @IUAUY0IMNNNITINTINUY (Place) ATUARUAILYS (Pla_1 §ia Pla_6) 7

NefuaNazanlunsdfedum wavaaniglununisdasunisnain (Promotion) ATBUARLE?
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v

wls (Pr_1 @a Pr_7) feadestunisdngs mslawan wazuinmsvesmiinaiu msiasesi EFA Tu
nseunsiduilfududuneuddnlunisssyesdusznoundndiasioufangAnssunisd oves
tviesflentarmlneuazsnsienildedetaunasfussuy
4.5 s2108uTsIY
4.5.1 UsensuasnqufIngns
Usgrnsildlunsidede dnviesiiealneuazinvieadiev e Afuszaunisal
lun1s? endnssivesii szdnlutsemalneg nqudegagndnideniaeldisnisqudesiuuy
LaW1%L91839 (Purposive Sampling) Wi olldngudieg el aenndasiuinguszasdvaanisdnm
YUIANG UHIDY1IATUINIININAIIVBINITILATIW 09AUTENOULT 1599 (Exploratory Factor
Analysis; EFA) Fauugailvidegnetion 5-10 fegusie 1 fuls wagaainazldngusessuszana
300 AU (Hair et al., 2010)
4.5.2 \n3eailefilin1side
13 oad e 19lun1siiusIusndeyafewuuaouaiy (Questionnaire) d2udl 1

¥ ¥

Usznoume Jayamiluresnauluuaauny Wy i 818 dyvid wassvaunisain1syendnsdue

RV

'
] 1

~ = ! I v v a Y ! PN 1 ada [y U A &
VBDINTLAN FIUN 2 L“l_J‘LJﬂ']i’J@Wﬁuﬂ@%@ﬂuﬂ'ﬂ@ﬂmﬁl’ﬂ‘wEJLLﬁ%“m’]@’]\TGUWGWIZJW'e]f]ﬁ]ﬂ]&lﬂ'ﬁﬁ]@ﬂﬂi’i]sﬁa

a v L3 4:1' =

HANAn9IvRINTEAN (4P's) TamsauUAaY Product, Price, Place, wag Promotion laglduinsinuuu
Likert Scale 5¥eu 5 (1 = laliuaioagned 04 5 = Wiumeag19da) wuvaauauldNIUNISASIEBU
ANALNEIRNTIVBALLBN (Content Validity) lagfi¥giv1yd1uiu 3 vitu uagasisgeuainudadu

(Reliability) feardulszd@nsuoanivoinseuuin (Cronbach’s Alpha) Tnamuuanasifisensuls

13987 0>0.70 %auaamﬁummmmﬂﬁfﬂviaﬂl,ﬁmﬁLﬁaﬂ%amﬁmﬁmsﬁmaaﬁizﬁﬂlmmmﬂmL‘ﬁm

o w

anm LSU‘H mamwumaa SUAIYDIN TLANTULRA IV DUNIAUTITAUSTIN LATUNAVIDUN BT

I va o

555U1A Manuteyaniulpefifiugide wandrewvvaevauligneunuudeununsandeyanie

AULDY Warltalneeds 10-15 Wiinslkuvdauay
4.5.3 MTIATIENTBYA

ﬂ']ﬁlmwﬁ%’auuat,l,ﬁqaaﬂlﬂu 2 daunan oA N1TIATIZATINTIUUN (Descriptive

Y aa

Analysis) T ALTINTIUUT LTU A1AE (Frequency), An3auag (Percentage), ALady (Mean)

uazdeauuinnsgIu (Standard Deviation) LileeBunedeyauszvnsuasvirunfiveanguinoeis

o

Lag N153LATIELT99UNU (Inferential Analysis) #1m5UTngUse asrdofl 1 19487 ttest i

=

WS uiieurimuafvesinieuiiedlneuazsisanandretedenisindulatonan s amivesdisan
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(4P's) wazingUszasaten 2 lon1siasieniosdusenaultisd1sa (Exploratory Factor Analysis; EFA)
Al o v A o w1 o a & v ¢ .
Wesyylassasavestateninnudfysanisdndulate laaldinou Eigenvalues > 1 wazn1sviyu

WAULUY Varimax (Varimax Rotation)

5. WHAN153Y

APBULUUAUNY 311U 418 AU F9UTENBUAIY INAYIY 179 AU (42.8%) LasinAnd 239 AY

A v A

(57.2%) 219 NVDINGUAIE1INUIININAGR AB UniTeu/dndAny) 122 AU (29.2%) 5998311PD

q

WINIW/gna19UsedT 87 AU (20.8%) kaggsAadIuml 78 AU (18.7%) dundunil I1uiumigane

9

a1findue 18 Au (4.3%) lududnwd wuin Ynrendivdlnefisiuiu 256 au (61.2%) vaud
tinvieafienrmsuAidnuau 162 au (38.8%) fueng ngusegdnlvgidu Gen Z (20-27 1)
91U 182 AU (43.5%) Aus8 Gen Y (28-43 U) 41u7u 181 AU (43.3%) waz Gen X (44-60 )

F1UU 55 AU (13.2%) 518astdennansiana Ui

a v o v
A1919N 1 °UE]SqJJﬁVI'Jl‘lJ‘lJE]\WdG\E]ULL‘U'UﬁE]‘Uﬂ']SJ

Yoy algauszynIANEns AMUE (n=418) Soway
LN Y 179 42.8%
MY 239 57.2%

91N UI91VNI/NUINUTTIANAT 66 15.8
Wina/gndnausedn 87 20.8

A1 47 11.2
530U 78 18.7
wniseu/dnfnw 122 29.2

Juq 18 4.3

frd ey 256 61.2
AaUsEIne 162 38.8

8¢ Gen Z (20-27) 182 43.5
Gen Y (28-43) 181 43.3

Gen X (44-60) 55 13.2

a a o a Y a ' ada ) o a &
Nan1SiUS s UL s U AUAR YN 87313 e Lary1in e ndsetdadenisandulaie
HAnAn9IUBINEAN 4P's (Product, Price, Place, Promotion) Tagldn133iasiest t-test dmsungy

#198190Us2NaUMBUNYIaNNe g 256 AU WATUNYVIDWNLITIIAYIR 162 AU NANITILASIZY
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o

wu iruaivesinvieafisalngluyniladefieneds (M) ganintdnviesiissrdeniedadifodfay
n9adf (p<.01) luwdazdlade wu Tudu Product shvieadiedlveianads (M = 4.26, SD = .367)
ganinvioaiiedrnawnd (M = 3.91, SD = 542) Taeflen t = 7.397 uansfsmnuunnansegiad
tfyddny lutladedug 1 Price, Place, Wag Promotion nuiiALad svesinyisaiiealnegenia

TnNYIowNgIN19Y1R 08196 BLH 89 LaaA1 t-value @195V Price, Place, wae Promotion A® 6.794,

i [ ' '
o o Y A W a a1 v =

3.033, ey 5.583 auanu Mellnansimseivafidlsduduanufsiunindnneaiierlneuas

<9

=< ! N o

Hnvieufievnasatviauaanedadenisdndulatonanduivesssanuanansiusgniidudfy

aa a (% 1 dy
N9Edf s1eazidunninserelull

AN5199 2 Wlsuiisuniruaftnviaangalnetazairslsemalunisanduladionaniusivasisean

Factor Group N M SD t-value df p

Product Thai Tourist 256 4.26 367 7.397 254.218  .000
Foreign Tourist 162 3.91 .542

Price Thai Tourist 256 4.22 513 6.794 275737 .000
Foreign Tourist 162 3.80 678

Place Thai Tourist 256 4.18 .508 3.033 217.065  .003
Foreign Tourist 162 3.93 974

Promotion  Thai Tourist 256 4.20 479 5.583 260.507  .000
Foreign Tourist 162 3.86 .684

VUBWR: p < .01 indicates statistical significance

v
¥

NHANTIATIERTRgUsEasAten 1 wuln wan1s@nwdauasnndesivauuigiuniagl’

'
aaa

fruARvelnyiawnel nekazinvewileIr1IA19Anataden1ean1snann (4P’s) NianSnananns

o = | N o Y

dulaendninaivesnseandanuuwand1eegraitedfAyn1eada (p < .01) lunndade lawa Au

EG

NARAU (t = 7.397, p = .000) A1USIAT (t = 6.794, p = .000) HIULDINNITIAI WU (t = 3.033,
p = .003) LazA1uNITERETUNITAAA (t = 5.583, p = .000) I@aﬁﬂﬁaaLﬁaaimaiﬁﬂzLLuuﬁwLaﬁﬂqq

niinvesnevinandtuynlady aepedesivanuigiunasliin dnvisaieilnguasy1isinewi

Y

TAUARNLANANINUABTITINIINITHANA

LY |

NANITILATIZDIAUTZNBULTIE59 (Exploratory Factor Analysis) 9aslladeniinudfgsanis

o

Y

fnaulatandniuanveaisyanvestnveanetnelusundnsiug (Product) wuln Ja38@1u15090

na uldtdu desAUsenaundn Taada1 KMO = 0.741 uae Bartlett’s test of sphericity
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(X2=0406.639,df=78,0<0.001) FausieAumzanlunIsiasziesalsznou Jade? 1 Ao n1s
adanuutaulalyifunand aeii UL UTUALABUSIYA MYl (Branding and Packaging Appeal) @4

Usenausme Item 1 wag Item 3 lneilA1lvangeand 0.805 way 0.625 muawu Uaden 2 Ae A

Y a

AAINAUILLATANANNNTAVRINARS M9l tunsA a1 TR A lUS uSTan (Convenience and

Y

Communication) FsUsznausag Item 5 uay Item 7 Ineilrnlnangsgail 0.765 uay 0.651 Jaded
3 fip N135UTIAUNMUAYAINANGT19ETIA (Quality Assurance and Innovation) & aUsgnausg
item 8 WAz Item 11 fiAlvangagndl 0.750 waz 0.650 uavtadugavinede wandusififiondnual
;an1zfin (Local Uniqueness) dausznausng Item 6 Tnsdidnlnangsgail 0.728 n1siiaeiiiuany

Y B =2 1% A o v A 1 U a & a [ I3 Y 1 PN aa v
IﬂLﬂUQ\TIﬂiflﬂiNWﬂ’]ﬂQJ/GUEN‘lqj‘\]‘i]EJV]ENNﬁW@ﬂ’]iWWﬁUIT\]%@Nﬁ@ﬂZL!“Vl‘U'PN‘Lm'VlENL‘VIEJ']I‘VIEJIU@W]@’]U

a (% L3 a (% 1 dy
NARAUN S1uazdunRRI1eRelUil

A197199 3 99AUSLNBUVBIUIYNANNUINVBINTEANATUNANN U9 (Product) vaelnviaaedlng

Factor Item Loadings
Factors 1 n15a$19mnuuaulaliiu  Item 1 : B¥ondnsiast (Branding) .805
nAnd e uLUTUT LAy UTI S el tem 3 : Slussedeiiiiaulouay 625
(Branding and Packaging Appeal) ﬁa@m
Factor 2 Aa1ud@gAIN@UNBLAY  Item 5: dmuazainauislunisou 765
AuANNsoveINanSilunisdeans ndu
A lUgEfulan (Convenience and  Item 7 : Aoaumsneld 651
Communication)
Factor 3 N53UTOIAMANLALANNAR  Item 8 1n315U5091195 U 650
#519855A (Quality Assurance and ﬂmmwﬁuﬁw
Innovation) ltem 11 AN1500NUUUNERSTLY .50

wuuloaie

Factor 4 w8 nsiauai 7 L utendnwal Item 6 : Sondnualiomzusyddu 728

nzdu (Local Uniqueness)

RULne): n=256, KMO = 0.741, Bartlett’s test of sphericity X2 = 406.639 df = 78. (p<.001) Extraction

method: Principal Component Analysis; Rotation: Varimax. Loadings > 0.60

Y

NANITILATIZBIAUTENOULTIE1929 (Exploratory Factor Analysis: EFA) westadefiianudifgy

nen1sfindulatendndugivesiseanlunquiinrioaieny1isinand aunaasiue (Product) Wuin

Jadgarunsadnngule 3 asdusznaundn taadd1 KMO = 0.809 uaw Bartlett's test of sphericity
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(X2=562.867,df=78,0<0.001) uansgsA1unuzanlunIsiasIzi Hase?l 1 Ao wusud sUdnwal
LaEUTIY 091 (Branding and Visual Appeal) FUseneusay Item 1, Item 2, way Item 3 lagd
Alyangaand 0.802, 0.721 waz 0.714 sudidu dadedl 2 Ae Aunm AwazaIn Anuddu uay
Msuan i s ndnualvosiui (Quality, Sustainability, and Cultural Identity) §3Usznausaeg Item

4, Item 5, Item 6, Item 7 wag Item 9 Inedianlnangegadl 0.733 @94518n75 (Item 4 UAY ltem 6)

|
o

waLAd@nN 0.621 Tu Item 9 Uduanynefs AIUARASIIETSA ANNEAIAN hazAIuRaInvianely

9 9

NAnA 0t (Innovation and Variety) §1Usznausae Item 10, Itern 11 wag ltem 13 lnadanlvan

Y Y
6

gaagalu Item 11 91 0.776 MsInszdidliiuinlassasisesduszneuvesinvouiie s Al
ARy iuANLAIalaveNdniuel AUdiEu wazauAnaI1ETIARE 19TARY SeazBeA

CRERNERINID!

A157199 4 99AUSLNBUVBIUIYHNANNUINVBINTZANATUNANN U (Product) Va9UNYiaaLen

HN9YR
Factor ltem Loadings
Factors 1 : Wusust SU&Nwal uay  Item 1 : Bferdnsias (Branding) 802
U53990u91 (Branding and Visual Item 2 : yUSnwalvamansinn 721
Appeal) ltem 3 : ﬁmif\;ﬁmsﬁﬁmaﬂwazﬁq@m 714
Factor 2 : AUATW AINUALAIN  Item 4 : AAINAUAN 733
AUEIE U LaznISwANIa ISR Item 5 : fimuazanlunisuundu 731
S nwalveai ud (Quality, Item 6 : flendnuwaliamzUsyswioshy 733
Sustainability, and  Cultural Item 7 : Fonnumangly 637
Identity) tem 9 : Jufnssedwindon 621
Factor 3 : AMUARES19ESIA AN Item 10 : 91gn1SAUSNY) 660
anluy wazarrunainuately item 11 : ANS9ONUUUKNAASUIILUY 776

a v 4 . ]
N nn 9l (Innovation and w9

Variety) ltem 13 : AUNAINIANBVDINERNS U 609

WUBUA: N=162, KMO = 0.809, Bartlett’s test of sphericity X2 = 562.867 df = 78 (p<.001)  Extraction

method: Principal Component Analysis; Rotation: Varimax. Loadings > 0.60

[

HANISILATIEBIAUTENBULTIE1929 (Exploratory Factor Analysis: EFA) westadafidainudfay

sonsnduladendndneivesnseanlunquinvieanedlneniusian (Price) wuin Jadenanun

anunsasiudunilsesruszneunanae Az auLazAuaInuaieluisn1stnseiu (Pricing
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Appropriateness and Flexibility) Taasl @1 KMO = 0.769 way Bartlett's test of sphericity

(X2=235.148,df=15,0<0.001) Fananaisanuuvanvestonalun1sinses Jadedasouna

Y 9

sala

9NSAUTERLTIVUA 6 S18A1T U Item 1 "S1ANARAuNNdANLvLzaEd" (Aluan = 0.627),

=

ltem 2 "s1AwAndudilndiagsiundndasiydaifeiny’ (Anlvan = 0.670), uay Item 3 "dn15li
Yoyasamandus’ (Arlvan = 0.718) Fudufuvsiialnangegn nsTieseid fifud
thwisadisalnelvianuddyiuanumnzauvessa mslideyasaiidaiau wagaumannnane
Tuisnsthaeidu Fedruduiadefidmaronisindulatondntaurivosiissdn suasBendmina

doluil

a ¢ v a o ¢ A = oy . o ]
A1919N 5 ENﬂﬂigﬂBU?JEN{]QQﬂNaﬂﬂﬂJ‘m‘UaﬁWﬁgaﬂﬂqui'\ﬂq (Price) ﬂla\‘iunwmmm‘lwﬂ

Factor ltem Loadings

Factors 1 : 1A% LULEANLATAIIY  Item 1 @ SIATHA A Y T A3 627
narnuaneluisnisdszilu (Pricing  waNza
Appropriateness and Flexibility) ltem 2 : A NARA U9 lnALABIAY 670

NANAUNIRALGLINUY

ltemn 3 : finsTvideyasianansioue 718
tem 5 : T56n 15915208 U 628
wanvane

ltem 6 : ﬁizé’fmﬂmﬁwmﬂwma 627

WUIBUA: N=256, KMO = 0.769, Bartlett’s test of sphericity X2 = 235.148 df = 15 (p<.001) Extraction
method: Principal Component Analysis; Rotation: Varimax. Loadings > 0.60

[y

NANNSILAT1ENBIAUTENBULTIE1927 (Exploratory Factor Analysis: EFA) wastladafiianudify

sonsnduladendndnvesn sednlunquiinviauiledyasaginiusial (Price) wuindade

a1unsadneglussnusznauifen fe 1AdndsekavienInaInaie (Pricing Accessibility

and Variety) lagdia1 KMO = 0.795 Wag Bartlett's test of sphericity (X2=185.559,df=15,0<0.001)

Feuadtenumanauveoyadmsunsiiasied sensiiwlsdesndenlvanasan loun item 6

Y =

"H5EausIANaInane” (Alvan = 0.765) 58989UNAB Item 2 "SIATHANA N ENALABSAUNAR 9

yiadeatu" (A1lvan = 0.706) uag ltem 3 "fin1sludeyasimudndue” (A1lvan = 0.694) K13

Ansziuansliifivininvnenetvsalianuddyiusiafidaeu Mswssuifisusiniiu

[y

ANAUNNAAIUNUY BAZAIIUNAINNANBVDITEAUTIATLALHNADNIUNITTITERY TIAIUAINANDNIT

>

¥
(% (3

fnauladandniuNvasean SuasdunsInis1ewelul
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A157199 6 99AUILNBUVBIUIVLNANNUNVBINTZANAIUIIAT (Price) Va9tinviaung2919619%1H

Factor ltem Loadings

=

Factors 1 : 51A7N0Y  Item 2 : SIATHARNA U LNA LA SN UNE AN Us BT 706

SNYhAaTMILABNA  LRYINY

narnuany (Pricing Item 3 : imslideyasiamwingdon 694
Accessibility and Item 5 : §I9N 15T 1STRUNAINAY 692
Variety) ltem 6 : HszAuTIATINAINTATE 765

WUIBUA: N=162, KMO = 0.795, Bartlett’s test of sphericity X2 = 185.559 df = 15 (p<.001) Extraction
method: Principal Component Analysis; Rotation: Varimax. Loadings > 0.60

[y

HANNSILAT1ENBIAUTENBULTIE1923 (Exploratory Factor Analysis: EFA) westladafiiainudify

o

1 U A 4‘1’ a LY L3 a = J Y | d' v 1 v o 1 1
mamimmﬂ,%aNamﬂmwadwizaﬂiuﬂquuﬂwaqmmim AMUTDININNITINDNUNE (Place) WU

% i a

Jadenimueanunsadnegluasdusenauifes Ao AmNaEAIN ANUIAIA UALNITIALAAIAUANRA

(Convenience and Store Presentation) Iagsia1 KMO = 0.746 wag Bartlett's test of sphericity

(X?=268.792,df=15,p<0.001) auansdsAnd1zanvestoyalun1siAsiey asAdsenavil

Usznaunlgdiwlsges 5 518113 WY Item 3 "HdudmTesudmiuvigegiate” (Alvan = 0.716)

uay ltem 2 "anufidmingazen @ea1y’ (Alvan = 0.689) Fadududsndalnangegn wanis

Ansinansiiuintnveafiealnglianuddyiuanuazainlunisde nsdnuansduafsnn

Y

[
=

19 warAuareIAUBIANIUNIINUIY FeaudananaUssaunisalkazmnuianalalunisindulade

NARNANNVDINTLAN S18aLLDUARINT1IRB UL

i 3 [ a (% 4 ] =® v 1 o o 1
A151991 7 99AUTZNaUVBIUITINANNUIN VDN TZANATULDINIINITINTINUNY (Place) a4

Tnvinadigalng
Factor ltem Loadings
Factors 1 : AUd@zAIN  ltem 1: mmazmniumi%a .642
ANNUIAIRA UAENITIA  Item 2 anuiismuneazenn e 689
Lain AU item 3 : JFuAnaNdmTuLRLEaND 716
(Convenience and Item 4 : amuﬁ%aazmﬂiumi@umaLLamama 627
Store Presentation) ltem 6 : TTSuaRsEUA IAaNAYY 634

WUIUN: N=256, KMO = 0.746, Bartlett’s test of sphericity X2 = 268.792 df = 15 (p<.001) Extraction

method: Principal Component Analysis; Rotation: Varimax. Loadings > 0.60
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[y

NANITILATIZBIAUTENOULTIE1923 (Exploratory Factor Analysis: EFA) westladeniiiainudifigy

o

nansiinauladendninaivesiissanlunguiniosiedvif1end Muteann1sind g (Place)
wudadeanunsadnngula 2 esduseneu laediA1 KMO = 0.761 uag Bartlett's test of sphericity
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