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The purposes of the study were 1) to find out the opinions of the customers on
the food center service of the Big C Supercenter (Public) Co., Ltd. , Ratburana Branch
and 2) to identify the factors affecting their opinions.

A questionnaire was employed to collect the data from 300 customers selected
by quota sampling. A half were weekday customers and the other half were weekend
customers. Percentage, mean, standard deviation t-test and F-test were used for data
analysis.

The findings were summed up as follows:

1. Most of the samples were females, aged 20 - 39. They were married and
earned a monthly income of 5,001-— 10,000 baht. The majority completed secoridary
school / vocational school. Most worked for private firms. They rather often (3 — 4 times/
month) frequency of used the service ot general food center and of the Big C fond
center at Ratburana Branch.

2. As a whole, the cusiomers were found to be moderataly satisfied with the Big
C food center service. All the components of service satisfaction were aiso found to be
moderate.

3. The factors significantly affecting their opinions were matital status, education

and frequency of using the Big C food center service. On the contrary, sex, age,



TE 159392

income, occupation, and frequency of using the service of general food center were
found to have no impact on the opinion about the Big C food center service.

The following recommendations were made. -

Based on the findings, the researcher has recommended that the Big C
management urgently improve the food center service to serve the customers all
aspects of needs. First, the air-conditioners system must be improved to have a nice
temperature. Next, the number of tables and chairs must be increased to accommodate
the customers durir g rush hours, weekends, and lunch time. The coupon system must
be well managed by using the “cash-filling card”. The taste and the food quality must be
improved as well as the identity and standard. Food safety sigris must be available to
create customers’ confidence in food safety. The staff of the food center must be
constantly developed by providing them with service training. Lastly, althcugh the food
center at Ratburana Branch has been available for more than 10 years, the customers
still it to maintain its outstanding characteristics that distinguish it from other food
centers. It is recommended that the management put aside a budget to maintain its
uniqueness so as to build “brand loyalty” or “retention loyalty”. The management should
also find some new strategies to enable Big C to be a leader in the modern trade

business.



