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Enhancing Effectiveness of Smart Hypermarket in Digital Age Economy
Nalinee Sophatsathitl* and Tanapol Kortana

Abstract

The research on enhancing effectiveness of smart hypermarket in digital age economy employs
two mutual supporting approaches, i.e., qualitative research to obtain indepth data and quantitative
research to strengthen and complement the former approach. The objectives of this research are 1) to
study the level of management innovation, quality of service, perceived value, awareness, satisfaction,
and effectiveness of smart hypermarket in digital age economy. and 2) to study the influence of
management innovation, quality of service, perceived value, awareness, satisfaction, effectiveness that
influence the management of smart hypermarket in digital age economy. Research data collection
primarily focuses on in-depth interview with 5 experts, 5 entrepreneurs, and 7 consumers, as well as
using questionnaire to gather data from 360 consumers in different hypermarket branches such as 27
branches of Big C and 21 branches of Tesco Lotus in Bangkok Metropolitan and vicinity areas. The
research deploys mean, standard deviation, percentage of coefficient of variation, minimum, maximum,
skewness, kurtosis, chi-square test, and correlation coefficient as the analysis tools. The results reveal
that 1) the level of management innovation relies moderately on (1.1) power of technology and (1.2)
accessible anywhere anytime; the level of quality of service relies (2.1) heavily on service on demand
and (2.2) moderately on digital service trends; the level of perceived value relies moderately on (3.1)
perceived usefulness, (3.2) perceived ease of use, and (3.3) perceived reliable security; the level of
awareness relies (4.1) heavily on awareness of worthiness and (4.2) moderately on awareness of
standardization; the level of satisfaction relies moderately on (5.1) convenience, (5.2) prompt, and (5.3)
economic; the level of effectiveness relies moderately on (6.1) trust, (6.2) reapply intention, (6.3)
recommendation, and (6.4) heavily on advantage over competitor; and 2) factors that have direct
influences on enhancing effectiveness of smart hypermarket are quality of service and management
innovation, whilst management innovation factor alone has an indirect influence on enhancing
effectiveness of smart hypermarket by means of service quality. In summary, business entrepreneurs
benefit from improvement of relevant activities that enhance maximal effectiveness of smart
hypermarket for consumers. Future research should focus on the qualitative impact among key factors
and analysis of consumer psychology, whereby proper management innovation will be devised for the
benefits of business entrepreneurs and consumers in this smart hypermarket of digital age economy.
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> 200

6. WANT53Y

AIApA U TIeT e deyan Iy
Fredu iiloRnusTRUTeIUTnTsLLAL AN BTE WA
yosuiansaunsinnTs faaenndefuingusvasd
Msiae namsisesswazieadelul

nan s flagldadnanasuavdadonu
UI95F1U NUINTEAUVRIUTANTTULALBNENATBY
UINATIUATTIANTT VOIALUSITIUTEINY NS
Usmsmuenudeenissadutledeussnavvedn
WUIANNINNITUINNS mwmswﬂfﬂﬁqmmﬁum%q
Wudadeusznouvesdiudsanunsyviin wagnns
lﬁm%‘awjLLﬂq%’uﬁ?’faLﬂuﬁﬁ]ﬁ'aﬂizﬂamaqﬁaLL‘Ui
Usgavdwa agluszdvann WASIRAET 6 U
ogflusziiuunans fansedl 1
A1519fi 1 Aade damﬂ'mmummgm Wazn1s

LUaNaveITEAUUIANTTULAaYBNSNa

YIUTHNTIUNITIANTT (n=360)
fuus X | SD | uvawa
1. WinN351A1599n15 (inomang)
1.1 wasveamalulad (potec) | 3.354 | 523 |Uunang
12 madaldvnil yonan | 3.432 | 560 [Uunana
(anywtd)
FuLady 3.393 | 542 |Uunang

2. AMAINANTUINNS (serqua)

2.1 MIUINSAUANUADINTS | 3.670 | .628 qn

(sedem)
2.2 WuIlNIsU3INISUUY 3.342 | 574 |Uunang
favia (digtre)
s1ady 3.506 | .601 |U1unang
3.153uiAnA (perval)
3.1 msfuifeUselonilunis | 3.080 | .58 |dhunan
4911 (useper)
3.2 msfuifemnudelunsly | 3412 | 642 |tunan
91U (peasuse)
3.3 msfuifemmudesiuly | 3.427 | 578 |drunans
ANuUaensY (peresec)
s2iady 3.306 | .600 |U1unang
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LUAKNAYDITEAUUINNTIULALBNTNA

YOIUTNNTIUNIFIANIG (n=360)
fus X | SO | wlawa
4. AuasEntin (aware)
4.1 ANUATENTINTIAINANAN 3.551 | .606 0
(awawor)
4.2 AunTEUInganull 3.289 | .554 | Uunang
11M357U (awasta)
sunade 3.420 | 580 | Uunans
5. anufianela (satis)
5.1 Anuagen (conven) 3431 | 774 | Urunans
5.2 AUTIAE (promp) 3240 | .684 | Urunang
5.3 a1uUsENdn (econo) 3.198 | 611 | Uunans
sunade 3290 | .690 | Urunans
6.Uszanswa (effect)
6.1 prnidedie (trush) 3431 | 632 | Urunan
6.2 islaldeh (reaint) 3215 | 693 | Uunans
6.3 N13KuzUMe (recomm) 3.403 | .629 | Uunans
6.4 nslaiUSeumiioguia 3.678 | .667 N
(advcom)
sunade 3.432 | 655 | Uunans

NAN13ATIAFRUNNSHINLISLUULATUNG (Normal
Score)  wesfuUsBalsEdngfiviinsAnelunuy
$1a0%a 16 1 WUINTUINSLAUGDINSES
Juladedszneuvesnuninnisuinis wazay
aspmiinfsmnuduadaudutliadeussnouresaiy
Asyuin ddnSnaunmeUsyandualunisanuiunig
ausalaasunsifin aziuinfudsfivhnisang
vovualunuusaesldnnaeuseaanila-auaas
(") udlifideddomneadd (p > .05) Jauansiy
Fauussanandanuumngauiiazdiunldlunis
JAT1zRLUUTIanIaNn1siATIAaZ1e (Structural
Equation Model : SEM) laf nan1snsiasausa
AT 2
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aa o

5197 2 AEDARIMUSTIUTEINENANE (N=360)
fruus Y SD. %V Sk Ku oyt p

1. potec 3354 523 15593 108 -032 013 994
2. anywtd 3432 560 16317 172 009 030 985
3. sedem 3670 628 17112 054 -595 358 836
4. digtre 3342 574 17175 152 044 025 988
5. useper 3080 580 18831 357 -376 269 874
6. peasuse 3412 642 18816 392 021 154 926
7. peresec 3427 578 16866 708 080 507 776
8. awawor 3551 606 17066 949 -893 699 428
9. awasta 3289 554 16844 274 029 076 963
10. conven 3431 774 22559 263 089 077 962
11. promp 3240 684 21111 054 189 039 981
12. econo 3198 611 19106 066 202 045 978
13. trus 3431 632 18420 095 -416 182 913
14. reaint 3215 693 21555 090 -594 361 835
15. recomm 3403 629 18484 117 006 014 993
16. advcom 3678 667 18135 -009 -995 990 610

| _aa < 2 in o o o aa
Ve A1ada e - auads () AlidedAgyvnedia (-
value <.05) uaneinfinisuanuaswuuliiung

N15ATIVEBUAUTUR U TENINIAUSLT S
Usgdne 31U 16 M Ingldnsasiageunmudunus
S¥MINAIUTADIA) (Bivariate Relationship) #1ae
msfumdlssavsanduiusiiesdu (Pearson
Product Moment Correlation Coefficient) Wu11
gruduiusvesinuUsdaseingiivhmsanuly
wuudiaes SlAdulssavsanduiusgerigaiionndn
85 uandlsifiun fauusivinmsnuilsisiglad
flauduiusfusnnauiuly feafuinanlédn
eAdedliidgmanesudunsomiuyads
Usgdndidnuanun daauduiusiuliuin
Al deyamnzaufiashlulflumsiiesgi
funAlALUUII889ENN15IATIES 196 Hang
ATINAOUR I 3
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AN5197 3 ANdUUSEANSANALNUSSENINaLUSIBaUsEInEN g lunsAnwwuuIaesaunIstAsaasne (n=360)

1 2 3 q 5 6 7 8 9 10 11 12 13 14 15
1. potec 1
2.anywtd 787 1
3.sedem 666 727 1
4.digtre 626 675 585 1
5.useper .308° 347 .48 289 1
6.peasuse 424 446 486 421 598 1
7.peresec 389 405 .481 400 5337 609 1
8. awawor 396 459 575 519" 484 615 621 1
9.awasta 361 451 508 480 541 576 547 674 1
10.conven 333 312" 398 358 513 517 474 421 433 1
11.promp 290 278 246 360 .446 502 401 437 363 598 1
12.econo  .182 220" 192" 329 334 473 418 454 376 526 756 1
13. trus 506 542 551 545 435 521 418 556 482 353 260 260 1
14.reaint 439 490 642 388 506  .448 482 578 552 3227 139 133 563 1
15.recomm .498 540 540 592 489 599 528 626 566 449 452 428 618 570 1
16.advcom 450 528 606 565 452 549 554 735 621 375 269 316 655 665 648

° o aad

e * IlvdAgneainfissdv .05 ** SdsdAgymeadnnseev .01

o

{Aduldnmadeunmunimvesiudsiidnuly
WUU 971899 A18N15ATIVEDUIUAAZFILUTURS
(Latent Variable) flaruiiswmsaddasadravielsl
(Construct Validity) srematiansiiasiesnUsznau
\Fe8udu (Confirm Factor Analysis) fa8n1sAa15adN
anAtiminesdlsznauInsg L (Standardize
Loading) wazn15ia1sanaInal R it
avdeUALU oo (Reliability) vowIUUTLEs

UsednEnAnyILasnTIvaa AN INUeIiIwU sl

Factor

1nem39 (Latent Variable Quality) Inenisinan
‘1}mﬁﬂmﬁﬂixﬂaumm§i’m (Standardize  Factor
Loading) wazAinuulsUniuwesrunainaieonu
(0) vossuUsiBaUsedny Fadusinvesudazi
wUsulssndnnaniiensiadeumudioriuvosinys
wrls Tnefinsansauduataund esfuvosiauusuls

(Construct Reliability, p) an133wesziasausznauy
YIRMUIITIUTEIN YN TsoR MU TS Faguil 2
LAY M15199 4

Chi-Sgquare=126.56, df=72=2,

P—wvalue=0.000038, RMSEA=0.046

3U# 2 nan15inTIeieeRUsENa Ul uduNen T UAINTIEN SUTLATE VDI U TN
nsanelusuuaesaunisiassasisielusunsudniagunieada LISREL (n = 360)

_20-0823(001-240).indd 94
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AN57199 4 NaNSUSTINAAINNS MBS VRIEUUSEANT BT NaN19MTI BNSNAN DY wardNSNalATINIIN

WUUTADEUNISIATIASNS (n=360)
FuUsau
Susena R SvEna  AMAMNTUINMT msfuiauet  mnumsemin Auianela (satis) UINNIINAITIANTG
(serqua) (perval) (aware) (inomang)
AMAMATUSMS .89 DE n/a n/a n/a n/a .94%(16.94)
(serqua) IE n/a n/a n/a n/a n/a
TE n/a n/a n/a n/a .94%(16.94)
msiudnme 67 DE 63%(4.94) n/a n/a n/a 93%(2.90)
(perval) IE n/a n/a n/a n/a .04%(4.69)
TE .63%(4.94) n/a n/a n/a 97%(8.75)
AUATZRTIN 99 DE .60%(4.18) .40%(2.59) n/a n/a .14%(3.81)
(aware) IE .35%(3.00) n/a n/a n/a A47%(5.65)
TE .95%(6.95) .40%(2.59) n/a n/a .61%(10.51)
ANUfisnel 91 DE 56%(1.98) n/a 94%(2.61) n/a .90 (1.94)
(satis) IE .38%(2.19) .18%(5.44) n/a n/a .05 (1.71)
TE .94%(2.83) .18%(5.44) .94%(2.61) n/a .95%(7.68)
Uszandua 90 DE 87%6.12) n/a n/a .06(.57) .08(3.98)
(effect) IE .06 (.67) .07(.57) .16(.63) n/a .62%(6.18)
TE .93%(6.94) .07(.57) .16(.63) .06(.57) .70%(11.40)

2

Y= 137.00 df =75 pvalue = .00002, XZ/ df = 1.82 , RMSEA = .048 , P-Value for Test of Close Fit =.059, NFl = .99, IFl = .99, RMR = .014, SRMR

=035, CFl = 99, GFI = 95AGFI = .92, CN = 281.46

e : * Slpddameadafisysiu 05 () Wuradavagou t mndanliegsywing -1.96 S5 1.96 wanidduddameadAfisssiu 05

PNUUUTADENNSIATIAS 1BV NaVIWTRNTIH
N133AN15 AMAINNITUIATT N15FUTAMAT A
asenidn Aufienele fidwadeuszansualunis
sdunsaunsalaosuniifislugarsugianiva

ANUAITIN 4 WU

(1) WINNTIUNTIANIT (momang) ﬁ YENAN AT

Weuinsen135u3AnAT (perval)

Sndnwawmnu .93 ammuamﬂmmaa“

LUuliJmmummum fvun

(2) AANANTUSNT (serqua) &
L%QU’Jﬂm@ﬂ’ﬁiUiﬂmm (perval)
Bvswawiniv .63 agtivedAgmIa

Gulumuassfigiidme

1dnSnan1ansa

e
asd

1WFuUsEans
syeu 05

(3) WinNTTUNTIANTT (inomang) HBVBEWAVNINT
nA1duUsEaANs
dvdwainiv .14 egnlidedAgneaianszau .05

WIUINADAIINATENIA (aware)

Dulumuauyfguiinvun

(4) AMNINNITUSANT (serqua)  TBNSWANIINTY

WIUINADAIINATENIA (aware)

aad

NAduUsEENS

Bnswawiniu .60 ’P]EJNlI‘LlEJﬁ’mZUVI’NﬁfIGWﬁuﬂU .05

LUu"L‘iJmmmgmgmw AU

_20-0823(001-240).indd 95

a

(5) M3Fu3AMAT (perval)  TBVEHAMIATAUT
finduUszavsavana
wiu .40 amauuamﬂmmaa“ fisesu .05 Huly
mmummummmm

(6) winnssunsdanIs (inomang) Llafidndwa
mansadsuinsenuiiwela (satis)  aliduly
mmauuaﬁmﬁﬁmum

(7) AMAIMNNSUIANT (serqua) & Svﬁ"wamqma
Bavandernufianela (satis)  fiAndudszans
SviSnawiniu .56 egnalitfdfyneadaisediu 05
WulumuauAgnudidmue

(8) ANURTZIUN (aware) LBVENANNATATIUIN
sermufiansla (satis) firndudsyanssvsnawiiy
94 amwusmﬂmmqaﬁaﬁimu .05 Huluny
augmgwwmmm

(9) WinNITUN13IANTT (inomang) HBVEWAVINAT
FeuandeUszavisua (effect) firnduusyavssvdna
winfu .08 eeghsfitudndynisadafisedv .05 1Huld
muamﬁgmﬁﬁmum

(10) ANAMNITUINNS (serqua) ABVENaNI9ATa

s
a «

WeuInsiaUssdnsua (effect) AduUsednsdndna

VINFBAIUASENUN (aware) 71
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(11) Anuiianela (satis) kiladiBvsnaniwmsada
wIndeUsaviua (effect) dalsidulunuannignu
firmun

05 uly

(12) winN33un159mn13 (inomang) U8ySWan1g

A o

' a a £
ATTIVINGBAUNTWNTTUINT (serqua) NIATHNUIZEYD
dvdwainiu .94 ednlitudAgneaianzau .05

& a A o
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Uszns A
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a
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a

vowruuulugui 1 Jsasumauyfgnilanagun 3

<

AUATMINAIRIUANA

(Awareness of Worthiness)

anaszinderandusnasgu

(Awareness of Standardization)

waraawaiulad

(Power of Technology) FanssumsdanTs

e (Innovation
v awy o
nisdnialdnii yaiam

(Accessible Anywhere
Anytime)

n’]‘iU%ﬂ’]‘Sﬂl’]uﬂ’!’]uﬁa\m'l‘i

(Service on Demand)

AATNANTU3TS
(Service Quality)

wltunsuimauuuddia

(Digital Service Trends)

)
Anudaie
(Trust)

gl

(Reapply Intention)

Uszhindua

(Effectiveness)

msuuzh

(Recommendation)

ANELAIN ﬂ’!"ll.li’]ﬂl.%'.l anuizida

nsldnSsumiderudedu

(Convenience) (Prompt) (Economic)

(Advantage Over

CAN ]

mfuffasslovily
il

mfuftennudiely
mildou
(Perceived Fase
of Use)

(Perceived

Usefulness)
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=
MITUFAM
Waiulurauasaiy
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Security)
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