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1% (dimension)

1 2 3 4 5

AUVAINVAIYDIAUAT - Assortment variety -0.383 | -1.719 | -1.651 1.092 | -0.347
AMNTWAUAT - Product quality 1520 1 0239 | -1.122 | -0.075 | -0.658
Anuane/muduiendnuaivesdud - Unlike-other product 1.128 1.235 | -1.099 | -1.466 | 0.088

é ANTRUITENNA ANEIENIY msolmwia - Aesthetic atmosphere 2481 | 0.070 | -0.404 | 0.068 | -0.308
5. LAaradusasulumsdpdufiuutuin - Oreanized assortment display 2448 | 0094 | 0.164 | 0263 | 0417
3: md/enuniaulavasmslesen- Advertisement Frequency 2498 | -0.722 | 0.550 | 0.698 | 1.300
3 | munhauleveduslududaadunisue - Attractive promotion 2274 | -1.078 | 0742 | 0277 | 1827
rnlutiuewaziailaldauavesduia/ninaume - Salesperson intimacy | -1.440 | 2.176 | -0319 | 0361 | 0.626
auazmntunaRumsluldu3nisiudn - Location convenience -0.630 | 0.637 | 0.737 | 1527 | -0.959
TIMvasBURnsnINTIN - Price -4.503 | -1.438 | 1476 | -0.641 | 0.786
lawaduuin - Hypermarket 0.145 | -1.180 | 0.307 | 0.595 | 0.654
SuianlusUuwuuieds - Cash and Carry -0.332 | -1.795 | -0.091 | -1.248 | -0.767
uafina3fawaas - Catecory killer 1910 | 1891 | 1376 | -1.230 | -0.399

< WNasIWEUAT - Department store 2550 | -0.119 | -1.616 | 1.314 | -0.960
£ | gweiuniifin Super market 0353 | -1.521 | 0.930 | -1.645 | -1.968
3¢ | mannan - Fresh_market -4.848 | 0.237 | -1413 | 0334 | 0091
= | sanalavie - Community market -3846 | 0103 | -2.007 | -1.165 | 1.029
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$1uazmnde - Convenience store 0.439 | -1.378 | 1709 | 0407 | 0.425
$rulwviae - Mom-and-pop stores -4.096 | 1.944 | 1.824 | 1.184 | -1.068
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