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In this research investigation, the researcher examines (1) levels of
customer satisfaction vis-a-vis membership card promotion at Tesco Lotus
and Big C in Nonthaburi. Furthermore, the researcher compares (2) levels of
customer satisfaction with membership card promotion at Tesco Lotus and
Big C in Nonthaburi by reference to demographical characteristics. Finally,
the researcher explores (3) the relationships between customer’s satisfaction
levels in respect to membership card promotion and buying behaviors at
Tesco Lotus and Big C in Nonthaburi.

In the present study, the researcher selected a sample population of 400
Nonthaburi customers who had purchased products and services using the

membership cards obtained through promotions by Tesco Lotus and Big C.
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In order to select the members of the sample population, the researcher used
the multi-stage sampling method. As instruments to use in the collection of
data, the researcher developed questionnaires couched at the respective
reliability levels of 0.961 and 0.943. Copies of these questionnaires were used
to collect data concerning levels of customer satisfaction with membership
cards promoted by Tesco Lotus and Big C in Nonthaburi.

Techniques of descriptive statistics used by the researcher to analyze
the data gathered were frequency, percentage, mean and standafd deviation.
For purposes of testing, the researcher utilized the techniques of # test, One-
way analysis of variance ANOVA, Fisher’s least significant difference (LSD)
for pair-wise comparison; and chi-square (X2).

Findings are as follows:

Most of the respondents were females between the ages of thirty-one and
forty, holders of a bachelor’s degree, and who were unmarried employees of
private sector firms with a monthly income of between 15,001 and 20,000 baht.

The researcher found that most of the respondents purchased products
and services twice monthly at Tesco Lotus and once monthly at Big C. They
spent between 1,501 and 2,000 baht per visit at Tesco Lotus, and between
1,501 and 2, 000 baht per visit at Big C. They spent two to three hours
shopping at Tesco Lotus and one to two hours shopping at Big C. The most

frequent time frame for shopping was reported as being from 6:01 p.m.
onward. The respondents shopped alone. They preferred to shop at the

superstores because of convenience in transportation and availability of a
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diversity of products. They reported that TV advertisements were the most
significant influence on their purchasing behaviors.

Overall, the customers reported considerable satisfaction with the
membership card promoted by Tesco Lotus in Nonthaburi. They were most
satisfied by the employees and the welcoming they received. In degree of
satisfaction, this was followed by the convenience afforded by the promotion
activity, and promotion benefits, respectively.

Overall, the customers reported considerable satisfaction with the
membership card promoted by Big C in Nonthaburi. At the highest level, they
were satisfied with promotion benefits. This was followed by the employees
and the welcoming they received, and the convenience provided by promotion
activities, respectively.

Customers who differed in the demographical characteristics of gender,
educational background, occupation, income, marital status, and number of
family members did not exhibit parallel differences at the statistically
significant level of .05 in respect to levels of satisfaction with the membership
card promoted by Tesco Lotus in Nonthaburi. However, customers who
differed in the demographical characteristic of age exhibited concomitant
differences in levels of satisfaction with the membership card promoted by
Tesco Lotus in NOnthaburi at the statistically significant level of .05.

“Customers who differed in the demographical characteristics of gender,
educational level, occupation, income, marital status, and number of family

members did not exhibit corresponding differences in levels of satisfaction
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with the membership cards promoted by Big C in Nonthaburi at the
statistically significant level of .05.

The sa;[isfaction levels of the customers in\;estigated concerning the
membership cards promoted by Tesco Lotus and Big C in Nonthaburi
influenced their purchasing behaviors, frequency of shopping, the amount
Si)ent, and time spent on shopping at the statistically significant level of .05.

However, levels of customer satisfaction with the membership cards
promoted by Tesco Lotus and Big C in Nonthaburi did not inﬂuence
purchasing behaviors in the aspects of the most popular time interval in which
shopping was conducted, shopping partners and product categories for the
purchases made at the statistically significant level of .05.

" Finally, levels of customer satisfaction with the membership cards
promoted by Tesco Lotus and Big C in Nonthaburi concomitantly influenced
I;urchasing behaviors in respect to the aspects of the duration of time spent

shopping, and shopping partners at the statistically significant level of .03.





