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Abstract

This study investigates the factors influencing repurchase intention among convenience
store customers in Bangkok, Thailand, addressing a research gap in the empirical understanding
of consumer loyalty in Southeast Asian modern retail contexts. Although convenience stores
have experienced rapid expansion in Thailand, few studies have explored how psychological
and social variables contribute to repeat purchasing behavior in this setting. A total of 400
participants were selected through simple random sampling. Data were collected in August
2023 via an online questionnaire distributed througsh Google Forms. The questionnaire
assessed key constructs consumer engagement, brand experience, social influence, perceived
value, and brand love using validated instruments with a 5-point Likert scale. Structural
Equation Modeling (SEM) was applied to test hypotheses and model relationships, with
Confirmatory Factor Analysis (CFA) used to validate the measurement model. All constructs
demonstrated high internal consistency, with Cronbach’s alpha values above 0.70. The model
fit indices (e.¢., SRMR, NFI) supported the robustness of the model. Results show that
consumer engagement, brand experience, and social influence have significant positive effects
on repurchase intention, with brand loyalty and brand love mediating these relationships (R?

= 0.693 and 0.669, respectively). This research provides updated empirical evidence and
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theoretical insight into repurchase behavior in the Thai retail context, offering practical

strategies for enhancing customer retention.
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Introduction

The rapid growth of convenience stores in Thailand has transformed them into popular
destinations for grocery shopping, capturing a significant share of the packaged grocery market
(Euromonitor International, 2020, 203). This consumer trend can be attributed to the busy
lifestyles of urban shoppers, who seek quick and convenient options to save time. The
prevalence of traffic congestion in major cities has further prompted the adoption of frequent,
small-scale shopping to meet daily needs (Hawkins-Mofokeng et al,, 2022, 372-386).
Conveniently located in busy areas and offering a wide range of products, convenience stores
are well-suited for this shopping behavior.

Thailand exhibits a high frequency of convenience store usage, with a considerable
number of individuals making four or five trips per week, a level of usage comparable only to
Taiwan. The retail landscape in Thailand offers various proximity retail formats, including
traditional "mom and pop" stores, particularly prevalent in rural areas, catering to impulse
purchases and daily necessities. Moreover, a well-established modern trade complements
these stores (Global Convenience Store Focus, 2021).

While convenience stores have gained popularity relatively recently in Thailand, the
first 7-Eleven stores were introduced in 1989 by CP All, the franchise holder. Their convenient
locations, extended operating hours, and diverse product offerings quickly appealed to Thai
consumers (Yifang, 2018, 11). Subsequently, other convenience store chains such as Family
Mart and Tesco Lotus entered the market, similarly emphasizing product variety and services
like fresh food, beverages, snacks, and household items. Currently, convenience stores are
ubiquitous in Thai neighborhoods, attracting younger consumers who value the convenience
and product assortment they provide (Euromonitor International, 2020). The rapid expansion
of Thailand’s convenience store industry—from approximately 20,000 stores in 2014 to over

35,000 in 2020—has not only been driven by increasing demand and expansion strategies but
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also by key psychological and behavioral factors that shape consumer decisions. Among these,
Consumer Engagement, Brand Experience, and Social Influence have proven to be crucial in
fostering brand loyalty and driving repurchase intentions in the retail sector. Consumer
Engagement is a significant determinant of repeat purchases, as it establishes an emotional
and behavioral connection between consumers and brands. When consumers feel actively
involved with a brand, whether through direct interactions, personalized services, or digital
engagement, they are more likely to develop habitual shopping behaviors and exhibit brand
advocacy through word-of-mouth and social media (Bowden, 2009, 65; Brodie et al., 2013,
107-108). This sustained engagement leads to long-term brand attachment and higher
customer retention rates (Van Doorn et al., 2010, 258). Similarly, Brand Experience plays an
essential role in differentiating convenience store chains in Thailand’s competitive retail
environment. The overall experience, which encompasses sensory, affective, and behavioral
dimensions, significantly enhances consumer perceptions of value and satisfaction (Brakus et
al.,, 2009; Pine & Gilmore, 1999). A well-crafted brand experience enhances familiarity and
trust, encouraging customers to repurchase and maintain loyalty over time (Alfikry et al., 2024,
526). Thai convenience stores, particularly dominant players such as 7-Eleven and Lotus ¢o
fresh, have successfully integrated experience-based strategies through consistent service
quality, well-structured store layouts, and seamless checkout processes, all of which
contribute to increased repurchase intentions (Prungkiat et al, 2024, 75-76). Moreover, Social
Influence is a powerful force in shaping consumer behavior, particularly in collectivist cultures
such as Thailand, where social validation plays a key role in purchase decisions (Asanprakit &
Limna, 2023, 104-105). Consumers are heavily influenced by recommendations from friends,
family, and digital communities, leading to a higher likelihood of brand adoption and
continued loyalty (Cheng et al., 2025, 113). Recognizing this, major convenience store chains
strategically utilize social influence through targeted marketing campaigns, influencer
collaborations, and community engagement initiatives, reinforcing brand credibility and
enhancing customer loyalty (Perotti & Phanthanasaewee, 2025, 5-6).

For the traditional retail business to adapt in order to survive and be able to compete
with large and modern retail businesses, it is necessary to find management methods that can
operate in @ more sustainable manner. Therefore, in this business, there is higher competition
today in the retail industry. Tubtemdee et al (2025, 69) argue that convenience stores must

ensure that their consumers return and continue to support their business. Therefore, the
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desired business outcome that all businesses must attain is customer repurchase intent.
Customers return to a store due to a positive interaction with its marketing mix. Therefore,
convenience stores must understand which marketing factors should be prioritized to increase
consumer repurchase intent (Ratasuk & Buranasompob, 2021, 12). Even though there have
been previous studies on the roles of marketing factors in customer repurchase intentions,
the concept has never been examined in the context of Thailand's unique and rapidly

expanding convenience store industry (Denta et al, 2025, 310).

Research Objectives

1. To develop a conceptual framework that examines the relationship between
Consumer Engagement, Brand Experience, Social Influence, Brand Love, and Value Perception
and their impact on Consumer Repurchase Intention in the modern retailer convenience store
sector in Thailand.

2. Toinvestigate the indirect effects of Consumer Engagement, Brand Experience, and
Social Influence on Consumer Repurchase Intention through mediating variables such as Brand
Love and Value Perception, as well as the direct effects of these factors on the mediators.

3. To assess the overall model fit within the research framework and examine the
structural relationships among Consumer Engagement, Brand Experience, Social Influence,
Brand Love, Value Perception, and Consumer Repurchase Intention using Structural Equation

Modeling (SEM).

Research Hypotheses
Based on the conceptual framework, the following research hypotheses have been
formulated to empirically test the relationships among the key variables:
1. The Effect of Consumer Engagement on Brand Love, Value Perception, and
Repurchase Intention
H1: Consumer Engagement has a positive effect on Brand Love.
H2: Consumer Engagement has a positive effect on Value Perception.
H9: Consumer Engagement has a direct positive effect on Repurchase Intention.
2. The Effect of Brand Experience on Brand Love, Value Perception, and
Repurchase Intention

H3: Brand Experience has a positive effect on Brand Love.
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H4: Brand Experience has a positive effect on Value Perception.
3. The Effect of Social Influence on Brand Love, Value Perception, and
Repurchase Intention
H5: Social Influence has a positive effect on Brand Love.
H6: Social Influence has a positive effect on Value Perception.
4. The Mediating Role of Brand Love and Value Perception in Repurchase
Intention
H7: Brand Love has a positive effect on Repurchase Intention.
H8: Value Perception has a positive effect on Repurchase Intention.
H10: Brand Love mediates the relationship between Consumer Engagement, Brand
Experience, and Social Influence and Repurchase Intention.
H11: Value Perception mediates the relationship between Consumer Engagement,

Brand Experience, and Social Influence and Repurchase Intention.

Literature reviews

Modern Retailer

A modern retailer is a company that sells goods or services to consumers through
various channels, such as physical stores, online platforms, or a combination of both. Modern
retailers are typically characterized by their use of advanced technologies, such as e-
commerce websites, mobile apps, and social media, to reach and engage with consumers
(Alexandrova & Kochieva, 2021, 75).

Convenience store

Convenience stores offer more than extended hours and accessibility—they represent
a strategic response to evolving consumer demands. Wang (2024, 528-531) emphasizes their
irreplaceable role in retail, especially in China, where localization and supply chain integration
drive performance. The distinction between chain-managed and franchise models, such as 7-
Eleven’s dual franchise system, highlights structural differences in profitability and control.
Additionally, the integration of digital technologies, including unmanned 24-hour operations,
reflects a shift toward operational efficiency. These insights challenge simplistic views and
underscore that success depends on adaptability, location, and efficient supply chain

coordination.
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Customer Engagement

Customer engagement has evolved beyond transactional satisfaction, emerging as a
multidimensional construct encompassing emotional, cognitive, and behavioral elements that
shape brand relationships. Lim et al. (2022, 439) argue that customer engagement outperforms
traditional satisfaction measures in predicting long-term loyalty. This perspective is reinforced
by Sharif and Sidi Lemine (2024, 27), who emphasize emotional bonds such as trust and pride
as key drivers of engagement, aligning with attachment theory. Behnam et al. (2021, 18)
expand this view by integrating behavioral outcomes like loyalty and advocacy. These insights
suggest that engagement operates as both antecedent and outcome within relational
marketing frameworks. Perez-Vega et al. (2021, 903) highlight how digital contexts amplify
engagement behaviors, including co-creation and brand interaction, while Bozkurt et al. (2021,
997) underscore the role of social media interactivity. Thus, customer engagement theory
reflects a paradigm shift, positioning customers as active participants who co-create value and
influence brand equity through ongoing, meaningful interaction.

Brand Experience

Brand experience is increasingly recognized as a dynamic, multidimensional construct
that extends beyond functional utility to encompass emotional, cognitive, and sensory
responses. Husain et al. (2022, 1184) frame it as an evolving intellectual phenomenon shaped
by temporal interactions past, present, and anticipated where experiential touch points act as
mediators transforming isolated encounters into integrated brand meaning. This aligns with
Pine and Gilmore’s experiential economy theory, where consumer value emerges through
personalized and immersive experiences. Xi et al. (2022, 11) further contextualize brand
experience within broader socio-cultural transformations, highlighting that evolving consumer
values foster a desire for self-expression and identity construction. Their emphasis on co-
creation and environment-driven stimuli parallels the service-dominant logic framework,
suggesting that value is co-produced through contextual engagement. Together, these
perspectives underscore that brand experience is not passive reception but an active, identity-
reinforcing process that shapes customer perception and influences long-term loyalty.

Social Influence

Social influence plays a pivotal role in shaping individual decision-making, particularly
within consumer behavior contexts. Spears (2021, 369) highlights its basis in group identity

theory, noting that conformity arises when individuals align with perceived in-group norms.
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This aligns with Zhang et al. (2016, 709), who emphasize the interpersonal mechanisms
through which behavior is shaped by collective validation, reflecting normative social influence
theory. Egitim (2025, 45) extends this view by presenting social influence as a dynamic force
that affects cognition, affect, and behavior, promoting gsroup cohesion. Widarko and Anwarodin
(2022, 126) further link social influence to cultural competence, suggesting that behavior is
socially constructed through enculturation. Vahdat et al. (2021, 190) empirically validate the
effect of peer networks on mobile purchasing decisions. Collectively, these perspectives
support a socio-cognitive framework in which identity, social validation, and culture act as
mechanisms that guide consumer actions and reinforce group-based preferences.

Brand Love

Brand love is conceptualized as a deep emotional attachment that extends beyond
satisfaction, promoting long-term loyalty and advocacy. Ghorbanzadeh and Rahehagh (2021,
20) describe it as emotional passion that transforms satisfaction into durable loyalty. Luo and
Hamlin (2022, 488) frame it within consumer-brand relationship theory, emphasizing emotional
identification as a driver of brand equity. Joshi and Garg (2021, 261), drawing from Sternberg’s
triangular theory intimacy, passion, and commitment highlight psychological depth as central
to brand love. Quezado et al. (2022, 1174) and Marmat (2025, 1261) expand this by linking
trust, empathy, and uncertainty as moderating forces. However, the literature insufficiently
addresses contrasting contexts where emotional intensity may not sustain behavioral
outcomes. This theoretical gap invites further investigation into how brand love functions
under varying psychological and market conditions, thereby reinforcing hypotheses on its
relationship with consumer retention and emotional loyalty.

Value Perception

Perceived value plays a pivotal role in shaping consumer behavior, functioning as a
multidimensional construct that integrates utility, quality, and emotional benefit. Hanaysha et
al. (2021, 63-64) emphasize its influence on consumption continuity and decision-making. Ilyas
et al. (2021, 12) extend this by highlighting the role of perceived usefulness and satisfaction in
building trust and long-term relationships. Drawing on equity theory, value perception reflects
consumers’ cost benefit evaluations, aligning with satisfaction and loyalty outcomes. Social
value, as discussed by Shen et al. (2022, 4-5), underscores how network benefits such as
emotional support and reciprocal norms enhance perceived value through interpersonal

connection. However, while Lee et al. (2021, 365-370) and Wong (2021, 5-6) support
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community-based value creation, few studies consider how individualistic versus collectivist
cultural orientations mediate value perception. Addressing this gap strengthens hypotheses
linking perceived value to repurchase intention and emotional loyalty across varied consumer
contexts.

Repurchase Intention

Repurchase intention is widely regarded as a strategic, attitudinal construct shaped by
past satisfaction and trust. Anjani (2021, 297) conceptualizes it as a deliberate decision based
on previous positive experiences, aligning with expectancy disconfirmation theory, where
fulfillment of expectations fosters repeat behavior. Javed and Wu (2020, 2) highlight the role
of long-term continuity, while Chiguvi (2020, 4) emphasizes trust as a key mediator in repeated
transactions. Cuong (2022, 538) underscores its predictive value in identifying loyal consumer
behavior, while Chatzoglou et al. (2022, 4032) contend that consistency in delivery, not
necessarily top-tier quality, underpins consumer confidence. However, Palalic et al. (2021,
1255) caution that external stimuli, such as promotions, packaging, and peer influence also
shape repurchase decisions, suggesting behavioral complexity. Despite empirical support, few
studies examine the threshold at which functional performance alone sustains loyalty.
Addressing this gap informs hypotheses linking perceived satisfaction and marketing cues to
repurchase behavior.

The conceptual framework

This research has been constructed upon a foundation of extensive literature reviews
from numerous relevant prior studies. It is proposed in this study that Customer Engagement,
Brand Experience, and Social Influence exert a positive influence on both Brand Love and
Value Perception. Meanwhile, Brand Love and Value Perception are postulated to positively

influence Repurchase Intention. Please refer to figure 1.
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Customer Engagement H9
Bianchi et al (2017) 1

H2 Brand Love
(Kumar et al., 2021)

N
H3 Repurchase Intention

Brand Experience H10 (Chatzoglou et al., 2022)
(Chen-Yu et al., 2016; Ferreira et al., 2019)

1 R4 Value perception 8
(Nuzula and Wahyudi, 2022) /
6
Social Influence t11

(Davis et al., 1989: Varshneya et al., 2017)

Figure 1: Research Model Framework

The conceptual framework integrates theories of brand experience, social influence,
and customer engagement to explain repurchase intention in digital environments. Brand
experience, as conceptualized by Zhang (2019, 557), is a multidimensional interaction
encompassing sensory, emotional, and behavioral responses, which significantly enhances
brand loyalty. This aligns with the cognitive-emotional-behavioral framework, where brand
perception is formed through repeated experiential contact. Gupta et al. (2025, 2) contribute
insights from social neuroscience, showing that social conformity in decision-making driven by
neural reward pathways such as the ventromedial prefrontal cortex and striatum can influence
consumer trust and reinforce behavioral alignment with social norms. Chaurasia and Parmar
(2023, 2) extend this by framing online customer engagement as a co-creative and affective
relationship that incorporates motivational, technological, and social antecedents. However,
gaps remain in understanding how these variables interact across cultural or platform-specific
contexts. This framework supports hypotheses linking experiential perception and social

interaction to engagement behavior and sustained repurchase intention.
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Research Methodology

This study adopts a quantitative research approach with a hypothesis-testing
framework to investigate the relationships between Consumer Engagement, Brand Experience,
Social Influence, Brand Love, Value Perception, and Repurchase Intention (Creswell & Creswell,
2017, 3-4). A pretest with 30 respondents was conducted to evaluate the reliability of the
measurement tools, resulting in Cronbach’s alpha coefficients above 0.70 (Christmann & Van
Aelst, 2006, 1661), confirming strong internal consistency.

Population and Sample

The target population includes customers of major convenience store chains in
Bangkok, Thailand, comprising an estimated 5,428,097 users across 5,979 stores (Department
of Business Development, 2023). Four main store chains were selected as sampling strata: 7-
Eleven, CJ Express, Mini Big C, and Lotus Go Fresh. Stratified random sampling was applied in
two stages:

1. Store selection: 400 stores were proportionally selected from the four major chains
based on market share.

2. Customer selection: One customer was randomly selected per store using on-site
interception and screening criteria (must be 18+ and a repeat customer).

The sample size was calculated using Yamane (1973, 129-162) formula, based on a
95% confidence level and 5% margin of error, yielding 375 respondents. However, 400 valid
samples were collected to enhance robustness and reduce sampling errors. This approach
helps minimize Type | and Type Il errors while improving statistical power and generalizability.

N
" ¥ Ne?

This sample size ensures that the data collected will be statistically significant and
reliable, providing a precise representation of the user population. Collecting data from 400
users helps minimize the likelihood of Type | errors, which involve falsely detecting a significant
effect when none exists, and Type Il errors, which involve failing to detect a significant effect

when one exists. Please refer to table 1.
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Table 1
Population and Sample
Sample group of Sample group of
Convenience stores Population
convenience store customers
7-Eleven 5,431 363 363
CJ Express 79 6 6
Mini Big C 185 12 12
lotus go fresh 284 19 19
Total 5,979 400 400

This sample size ensures statistical significance and reliability, providing a precise
representation of the target population. Collecting data from 400 participants minimizes the
likelihood of Type | errors (false detection of significant effects) and Type Il errors (failure to
detect real effects).

Research Instruments

A structured questionnaire was used to measure the key constructs, divided into six
sections. All items were adapted from previously validated instruments (see Table 2). A 5-

point Likert scale was used (1 = Strongly Disagree to 5 = Strongly Agree).

Table 2

Constructs, Measurement Items, and Sources

Construct No. of Items Source(s)

Consumer Engagement a4 Razmus (2021, 4-5)

Brand Experience Sang & Cuong (2025, 5-6)

Social Influence Spears (2021, 371-375)

Brand Love Joshi & Garg (2021, 261-262)

Value Perception Hanaysha et al. (2021, 57-58)

N N N N N

Repurchase Intention Anjani (2021, 296-297)

All measurement items were adapted from validated scales used in previous studies.
The instrument was pre-tested with 30 respondents, and Cronbach’s alpha coefficients
exceeded 0.7, indicating strong reliability (Christmann & Van Aelst, 2006, 1661; Guad
et al, 2021, 7-8).
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Data Collection
Data were collected in August 2023 through both online (Google Forms) and offline
(in-store) channels to improve response diversity. The process involved:
1. Pretest Phase: 30 respondents for questionnaire refinement and reliability testing
2. Main Collection Phase: 400 valid responses from targeted customers
3. Data Screening: Removal of incomplete and inconsistent responses
Data Analysis
To ensure analytical rigor, multiple statistical techniques were used:
- Descriptive Statistics: Analyze respondent demographics
- Reliability Testing: Cronbach’s alpha > 0.70 for all constructs
- Construct Validity: Confirmatory Factor Analysis (CFA) using AMOS version 24,
applying thresholds: Average Variance Extracted (AVE) > 0.50 Composite Reliability (CR) > 0.70
- Structural Equation Modeling (SEM): To test the proposed hypotheses and
relationships
- PROCESS Macro in SPSS (v4.2): Mediation testing to examine indirect effects of
constructs
This multi-method approach enhances both the measurement accuracy and validity

of the findings, offering robust support for theoretical and managerial implications.

Results

Findings for Objective 1
A structural equation model incorporating Consumer Engagement (CE), Brand

Experience (BE), Social Influence (SI), Brand Loyalty (BL), Value Perception (VP), and Repurchase
Intention (RI) was estimated. Figure 1 depicts all hypothesised paths, and the statistics
reported below confirm adequate model fit.

CE showed strong positive effects on BL (B = 0.45, SE = 0.06, p <.001) and VP
(B = 0.40, SE = 0.05, p <.001). SI positively influenced BL (B = 0.31, SE = 0.07, p < .001) and
VP (B = 0.18, SE = 0.06, p = .002) but contributed little directly to RI (B = 0.08, p = .065). VP
emerged as the most powerful direct driver of RI (B = 0.42, SE = 0.05, p < .001), while BL also
promoted RI (B = 0.37, SE = 0.06, p < .001). These results confirm that emotional, social, and

value-related factors jointly shape repurchase decisions.
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Table 3
Direct effects (H1-H9)

Path B SE p-value 95 % Cl Supported
CE— BL 0.45 0.06 <.001 [0.33, 0.57] Yes
CE— VP 0.40 0.05 <.001 [0.29, 0.51] Yes
BE — BL 0.38 0.07 <.001 [0.24, 0.52] Yes
BE — VP 0.35 0.06 <.001 [0.23, 0.47] Yes
Sl — BL 0.31 0.07 <.001 [0.17, 0.45] Yes
Sl — VP 0.18 0.06 .002 [0.07, 0.29] Yes
BL — Rl 0.37 0.06 <.001 [0.25, 0.49] Yes
VP — RI 0.42 0.05 <.001 [0.32, 0.52] Yes
CE — Rl 0.15 0.05 .004 [0.05, 0.25] Yes

Findings for Objective 2

Objective 2 assessed the indirect pathways linking engagement and social influence to

repurchase behaviour. Table 4 summarises the standardised indirect effects, while Table 5

reports the corresponding effect-size (f?) estimates.

Table 4

Indirect effects (H10-H11)

Mediation path B SE p-value 95 % ClI Supported
CE — BL — Rl 0.17 0.04 <.001 [0.10, 0.24] Yes
BE — BL — Rl 0.14 0.04 <.001 [0.06, 0.22] Yes
S| — BL — Rl 0.12 0.05 .009 [0.03, 0.21] Yes
CE— VP —RI 0.16 0.04 <.001 [0.09, 0.23] Yes
BE — VP — Rl 0.15 0.04 <.001 [0.08, 0.22] Yes
SI— VP —RI 0.08 0.03 011 [0.02, 0.14] Yes
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Table 5
Effect sizes (f2)
Relationship f2 Magnitude

BL—RI 0.077 Small
CE — BL 0.643 Large
CE —RI 0.068 Small
CE — VP 0.235 Medium-Large
SI— BL 0.364 Large
SI— Rl 0.007 Very small
SI— VP 0.031 Small
VP — RI 0.375 Large

Findings for Objective 3

Goodness-of-fit statistics (Table 6 ) indicate excellent absolute and satisfactory
incremental fit (SRMR = 0.053 < 0.08; NFI = 0.900 > 0.90). Very low d ULS and d G values
further confirm minimal discrepancy between the estimated and saturated models. Together

with the substantive effect sizes (Tables 1-3), these results verify the model’s adequacy.

Table 6
Model fit indices

Index Threshold Value Interpretation
SRMR < 0.08 0.053 Excellent absolute fit
NFI > 0.90 0.900 Good incremental fit
d ULS Closerto 0 0.594 Low discrepancy
dG Closer to 0 0.256 Low geodesic discrepancy
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Figure 2: Standardised SEM path diagram

Discussion

The current study provides robust evidence that consumer engagement (CE) exerts
strong influence on both brand loyalty (BL) and value perception (VP), reinforcing the
proposition that active interaction and emotional involvement shape enduring brand
relationships. This pattern aligns with recent findings by Senachai and Julagasigorn (2024, 6),
who emphasize the role of consumer co-creation in building affective loyalty pathways,
particularly in high-frequency retail environments. The observed path coefficients from CE to
BL (B = 0.45) and to VP (B = 0.40) are notably stronger than reported in prior digital-channel
contexts, likely due to the tangible, habitual nature of in-store experiences in Thai
convenience stores.

However, beyond engagement and social cues, the results underline a crucial but
previously underdiscussed construct—Brand Experience (BE). BE demonstrated substantial
indirect effects on Repurchase Intention (RI), mediated through both VP and BL. The BE —
BL (B = 0.38) and BE — VP (B = 0.35) pathways affirm the experiential branding frameworks
discussed by Wang et al. (2024, 3, 8), who argue that multi-sensory, emotional, and behavioral
experiences deeply inform brand trust and image in the FMCG sector. The study’s findings
lend empirical support to the idea that BE operates not merely as a passive outcome of design
but as an active cognitive-emotional stimulus that influences downstream consumer behavior.

In particular, the impact of BE on VP is noteworthy. Participants who reported higher

levels of experiential resonance with the store environment—through product packaging,
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store layout, and visual communication—also perceived higher brand value. This supports
Kim’s (2021, 85, 94) assertion that immersive brand experiences enhance perceived benefits
and reduce perceived sacrifice, thereby intensifying repurchase intention. BE also enriched
brand love (BLove), which in turn significantly amplified Rl (B = 0.17). Thai consumers’ strong
response to emotionally expressive experiences suggests that BE functions as a signal of brand
sincerity and care, reinforcing affective ties in a collectivist culture.

Interestingly, while CE showed a marginal direct path to Rl (B = 0.15), the indirect
effects via VP and BL were more substantial. This pattern suggests that in settings like
convenience stores—where consumer decisions are often habitual and utilitarian—BE and CE
function differently. CE stimulates interaction and short-term engagement, but BE cultivates
the holistic familiarity and sensory recognition that support long-term attachment and
perceived worth. This interpretation aligns with Wang et al. (2024, 7-8), who found that design
elements such as color, package form, and visual appeal significantly enhance trust and
loyalty, especially in the context of frequently purchased items.

Social Influence (SI), though not directly significant to RI (B = 0.08, p = .065), still shaped
VP and BL, reaffirming Senachai and Julagasigorn’s (2024, 4) observation that normative cues
drive attitudinal conformity more than transactional behavior. In Thailand’s collectivist milieu,
social approval may manifest more in emotional endorsement than in immediate action.

In sum, the model explains 69% of Rl variance and exhibits acceptable fit indices (SRMR
= 0.053; NFI = 0.900). The findings underscore a socio-cognitive model in which affective
resonance (via BE and BlLove) and cognitive evaluation (VP) operate as dual engines of
repurchase behavior. BE deserves particular managerial attention—not merely as a
background factor but as a catalyst of emotional connection and perceived value. For retailers,
investing in experiential design—visual aesthetics, tactile cues, and consistent sensory

messaging—can translate routine visits into affectively rich and loyalty-enhancing interactions.

Conclusion

This study investigated how Consumer Engagement (CE), Brand Experience (BE), Social
Influence (SI), Value Perception (VP), and Repurchase Intention (RI) interact in Bangkok’s
convenience-store sector. Structural Equation Modelling confirmed CE as a potent driver of
Brand Loyalty (BL) and RI; BE substantially enhances VP; SI augments both BL and VP; and VP

remains the most powerful direct predictor of RI.
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Practical recommendations for convenience-store retailers

1. Launch a gamified mobile=app loyalty programme that pushes personalised
coupons, supports click=and=collect, and enables seamless mobile payment—thereby
deepening CE and encouraging repeat visits.

2. Redesign store layouts for experiential value by incorporating sensory branding
(ambient scent, music), clear category zoning, erconomic shelving, and self-checkout stations;
these upgrades enhance BE and translate into stronger VP.

3. Embed social proof in=store and online through real-time purchase tickers,
‘top-seller’ shelf tags, and curated user-generated content walls, converting Sl into positive
BL and VP.

4. Partner with micro=influencers who mirror Bangkok shoppers’ daily routines; their
endorsements extend SI’s indirect effect on Rl beyond the store walls.

5. Apply data-driven personalisation using basket-level analytics to recommend
next-best offers and timed notifications, simultaneously boosting CE and perceived value.

6. Invest in frontline staff training to deliver consistent, friendly service that nurtures
Brand Love and ultimately secures RI.

By integrating digital engagement, experiential design, and social validation, Thai
convenience stores can convert the study’s relational drivers into sustainable competitive
advantage.

Replicating this model in secondary Thai cities or contrasting traditional
‘mom=-and-pop’ outlets with hybrid formats would clarify the boundary conditions of these

strategic levers.

Limitation and future research direction

Despite the valuable insights provided by this study, there are several limitations that
should be acknowledged. Firstly, the study's sample was limited to retail customers in
Bangkok, Thailand, which may affect the generalizability of the findings to other geographical
regions or cultural contexts. Future research should consider expanding the sample to include
participants from diverse locations and backgrounds to enhance the external validity of the

results.
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Secondly, the cross-sectional nature of the study limits the ability to infer causality
between the constructs. While the structural equation modeling provides insights into the
relationships among variables, longitudinal studies are needed to confirm the directionality
and causality of these relationships over time. Future research could employ a longitudinal
design to track changes in customer engagement, brand experience, social influence, value
perception, and repurchase intention.

Thirdly, the reliance on self-reported data may introduce response biases, such as
social desirability or recall bias, which could affect the accuracy of the findings. Future studies
should consider using a combination of self-reported data and objective measures, such as
actual purchase behaviors, to provide a more comprehensive understanding of consumer
behavior.

Additionally, the study focused on specific constructs related to customer
engagement, brand experience, social influence, value perception, and repurchase intention.
Other relevant factors, such as customer satisfaction, brand trust, and perceived risk, were not
included in the model but could play significant roles in influencing consumer behavior. Future
research should explore the integration of these additional constructs to develop a more
holistic model of brand loyalty and repurchase intention.

Moreover, technological advancements and changes in consumer behavior over time
could impact the relevance of the findings. Future studies should continuously update and
adapt the research framework to reflect the evolving retail landscape, considering factors such
as digital transformation, omnichannel experiences, and emerging trends in consumer
preferences.

Lastly, the study's methodological approach focused on quantitative analysis, which
provides valuable statistical insights but may overlook the nuances of consumer experiences
and perceptions. Future research could incorporate qualitative methods, such as interviews
or focus groups, to gain deeper insights into the underlying motivations and attitudes of

consumers.
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