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Abstract

The purpose of this study is two fold. Firstly, the study aims at exploring marketing manage-
ment practices of grocery stores in Southern Thailand in terms of merchant relationship management,
product decision making, product management, pricing, promotion and customer relationship manage-
ment. Additionally, the study aims at suggestion marketing campaigns that are appropriate for Thai
lifestyles. The sample for the population of this study was drawn from grocery stores with less than 30
employees. Such stores are located in Southern provinces existed multinational department stores. Such
provinces consist of Songkhla, Nakhon Si Thammarat, Suratthani and Phuket. Systematic sampling
technique is employed to select 240 samples. The statistical analyses are factor analysis, Chi-Square,

and ANOVA. Variables include store sizes and marketing management techniques.
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The results indicate that small stores are less successful in merchant relationship management
than large stores. Small stores have no promotion campaigns. However, their customer relationship
management is effective. The study suggests that small stores need to find out their location advan-
tages, provide variety of goods, maintain store cleanliness, provide fair pricing and focus on product
quality. Moreover, store owners and their sale representatives must realize the importance of customer
relationship management.

Additionally, the study suggests that success factors of slightly small stores are location, price,
customer acquaintance, product variety, customer relationship management and merchant relationship
management. In addition, success factors of slightly large stores consist of price, product quality,
product variety, promotion campaigns and community relationship management. Further more,
such stores should develop their product management strategies and systems and create friendly
environment in stores.

Moreover, success factors of large stores are merchant relationship management, marketing
management plans and systems, price and product quality. The study also reports limitations of large
grocery stores which include product variety, product procurement and inventory management. The
suggestions for such stores are improvements on product quality, pricing, trust, store image and

positioning
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o mmdsansveagndy Sunuffie 8.6 6.5 14.3 14.3 13.312
® MUy 132 8.7 7.1 0 (347
o é]’unuﬁcﬁe 74.2 84.8 71.4 71.4
® Huq 2.6 0 0 14.3
- msilszdiumsdanan (n=156) (n=48) (n=15) (n=8)
® ngnM 12.2 14.6 0 25.0 27.856
e iladniuaingnd 19.9 354 26.7 0 (.006)
o sl usansduasumsie 28.8 39.6 46.7 75.0
® 5 385 10.4 26.7 0 13.6
- 35madasia (n=156) (n=49) (n=16) (n=9)
o lidenuiy @y §110.50 1 3.2 0 12.5 0 17.592
® Y31 NALINUNNAY 46.2 449 12,5 11.1 (.001)
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M 9 (%19)
MIVIMIMIamamunansm vinavesdu Chi Sq.
510 tazMsawaINNMINAA 1-5 AU 6-12Au  13-20Au  21-30AU (Sig)
® AMuATIAANANAUATNAUMHYDIAUM 9.0 16.3 375 333
o fimmgnninddy 45 8.2 6.3 333
o simnedilndifesiudiinenm 25.6 24.5 6.3 11.1
) g@ﬁmqq 6 0 0 0
o iiloinniimgn 5.1 6.1 18.8 0
® Huq 5.8 0 6.3 1.1
- mawalumsansim (n=159) (n=45) (n=13) (n=6)
o SyvwFudumesny 27.7 35.6 53.8 66.7 33.198
® UyIanIIN 15.7 222 23.1 0 (.000)
o Foamisudagniainguaie 1.9 15.6 15.4 0
® Huq 54.7 26.7 7.7 333
MmsguasumInan
- giluuumm'ma?ummmﬂf;ﬂ%' (n=158) (n=45) (n=11) (n=6)
L IGJJ“H‘IMW%IWU 5.7 6.7 27.3 333 65.634
® aasImaum 17.1 422 18.2 16.7 (.000)
o SumAndanusuianssuluRenu 8.2 311 273 16.7
o lfwiinauwneludu 10.1 11.1 18.2 333
® Huq 3.8 22 0 0
o lififanssu 55.1 6.7 9.1 0
- mstmvathmneranulumsasasumsama (n=162) (n=50) (n=16) (n=9)
® Ay 16.7 28.0 56.3 66.7 64.733
o liFanu 26.5 64.0 375 333 (.000)
o liifinanssu 56.8 8.0 6.3 0
- msmruasudszinadanulumsauasy (n=162) (n=50) (n=16) (n=9)
M3naA
® Al 15.4 32.0 62.5 77.8 66.345
L “lij%ﬂlﬂu 27.8 58.0 31.3 22.2 (.000)
o lififanssu 56.8 10.0 63 0




a v o AR v a [
NIIVINIINITINANAINUVISUVDIB ﬂimﬂﬂ‘ﬂ‘ﬂﬂﬂ1?ﬂﬂ 13 13INYINIVANIT

AfINE U 20 N 24 R1UN 2 N.A. - 5.0. 2549

M319N 9 (fd)

MIVIMIMINMAMUNAAT N YAV Chi Sgq.
1A HAzMSFAATUMIANA 1-5 Ay 6-12 AU 1320 A 21-30 AN (Sig)
- PR IHHA N 3N (n=161) (n=50) (n=16) (n=9)
® 409 18.0 20.0 12.5 222 61.591
® 4 43 22.0 62.5 55.6 (.000)
o liifinanssu 77.6 58.0 25.0 222
- FeihdunisTamaniu (n=156) (n=49) (n=15) (n=8)
® mmdnyaiveadu 5.8 4.1 26.7 0 27351
o Fufiine 16.7 327 26.7 62.5 (.007)
o msliusmsvesdm 15.4 18.4 20.0 12.5
® 5uq 6 0 0 0
o Tiififanssu 61.5 449 26.7 25.0
- MIINTVAIHMSAMAN VR e (n=161) (n=50) (n=16) (n=9)
° i 267 46.0 50.0 77.8 30.806
o i 733 54.0 438 222 (.000)
- Bnadudifiaanm (n=161) (n=49) (n=15) (n=9)
o oy 18.6 30.6 20.0 11.1 34.727
® AANOANAIT 34.2 53.1 66.7 88.9 (.000)
o antanuaiitadonluin 1.9 4.1 6.7 0
® uq 453 122 6.7 0
- gﬂnmumsdam%umsmmﬁmmzauf“fu%’m (n=158) (n=45) (n=11) (n=7)
o Tgyan 7.6 17.8 273 143 (24.834)
o shonnssuluiesty 20.3 333 18.2 0 (.016)
® QA LAN LAN LDV 40.5 422 273 57.1
o ldwinauane 139 6.7 273 14.3
® 5uq 17.7 0 0 143

WIngme : wamama eudilizFad vinafiudnduezuanmenuludumMImInInaa Mundasaei
IMUAsMT U TUMIAaA HannlTunmManIvedndas cell Wesnil 5 a0 25%
VINAIUNWUNNIY 21-30 AN VUIUTTRY)
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MAKNUIN 4 MIVABINYTZNAUMTUINITNITAAIAAIUNTVANMS U

msld Factor Analysis sanguaautsdunmssams udld 2 asdilsznou 1dun eadfilsznouil 1
Frum " uf wazesdilsznoud 2 dumInarumMsTams Ui AnhminvesesdlszneuuasAniiTIw
yosmaudsilullamunual Tageaddszneudl 1 falenu s.61 etneanuulslnuiulddesas 34.16
padilszneuit 2 Jatlony 1.15 esuneanuulslsuihulddesas 33.93 lawia esadlszneuiuiy
asneaNnuulslnldiesas 68.09 AuANYNZAY  UMUATANANHVZAIUNTINUNUNTIANT UM @
neazBealdmusiilsznoud 2 uazananei 10

M39N 10 AnnKnesnlszneuuazamInIINVeInlIAIUMTVIANT UM

. . Y a9nsznau
AUANHUZMUNMIDAMTAUA Communality
1 2
=1 a Y 3 d' <;
1. 1MIATRAOVFUMVUFUINVBINVBAN UTND 79 64
2. Sudiiauivaneszan 74 64
3. Aududazlsznildideonnarogiuuy 74 64
19 a Y o KR =K dy d'
4. MITANIAUMAITIDIOAVIY NN 2 54
5. PUAUMINEAUMHUATDAEUDITIULAAZIADUBEITAIIL 87 80
= @ d’l a Y Y 9 ' A 3
6. TUHUMITAFAUA NI ILIAA IR LT ALY 84 82
=) @ dy a Y [ 9 U @
7. Jupumssageauininaaluduedaranu 71 70
\
mlonu 3.61 1.15
v
Sesazvaannuulssiu 34.16 33.93 68.09

MAIN 5 MIvaeedlszneumIusHisaaaduIgyaalumums 19aN) UWUEIUgNA

sl Factor Analysis $angusaulsduni “uiussugnld 4 eadfilsznon 1dud sadlszneuii
1 M3 Huany WiuslaslFninaune esddszneuil 2 msvam um manm uaziiafiaaveanily
me wiungugndiinmua ssddsznen 3 mstinguihminesanu vuiinlssiagnd nas au Sums
wneluAngugniiidvun uazosdlsznen 4 naugniimuualiasadunduaniiulfizmsiaasia
ussme i eaadestungugnd Arhvitinvesesdilszneuuazmmssinvesdaudsihiliamnaai Tay

padsznoud 1 falenu 4.41 efneanuulalsusiulddesas 20.93

paddsznoud 2 falenu 1.99 efuneanuulnlrusldlesas 16.32

padsznoud s falenu 1.38 efvrsanuulnlruslddesas 13.0

wazoadsznoeud 4 dalenu 1.01 eSeanuulslsusiulddesas s.37

T “eafilszneuiinsuetinennuulslsulddovas 5s.62

Auanyae 1) M3 S9Ny wiiuslagldwinaug 2) msvam Tum MTAN UazTaRAavDa

Hulivune waungugnamnmvue 3) misdnduithvinesanu tuinlszignd waz a Sunsue



a ¥ ° AR ¥ a o
PMSUINIMIAAATIUVIBVEIT © n3aianulumald 3 1INNNMIVAMSI
AfINE U 22 N 24 R1UN 2 N.A. - 5.0. 2549

AegangugnMNmvua uazIAuIIeINIANIY oANdeINUgNAABINIS 4) naugnMmimvualinseny

]
' v A

ngqugnmnulFuinse gneazideaudazesdisznouldluasi 11

Q- a

M3 11 Annwnn esndszney Msinwesminlsdman unusnugnm

d
. ) o e ee panilszney
AadEnHaMUANNFNRUETUgAM Communality
1 2 3 4
Y St o Y
1. anwwalavesgnififiaeminamaieludu 77 65
2. winaunedsnIsmaiweuedud maudde Tauduas 73 69
Jamsug
@ 9 o 1 A 9
3. wiinawwiganlagnd assuuzihgiomaegni 71 62
4. wiinawanenswdsdsigndanle wu s1an @ 3msld 69 62
QA = @ Y
5. anududeodwvesminauaeludu 63 59
o o Y Y
6. wiinauviesignan 1a 50 60
7. FuMniammasanuaudesnsvesgninimue 78 63
o A o ' Y Ao
8. Rafidumnzaniungugninisivua 66 50
9. wenewia sa i dsngnimaniansedesns 1 60 53
Y
maluim
(4 1
10. siMFuMAG@eandvanungugniiimua 58 52
N o K wa 9
11. Nunnilseiagnm 69 61
12. msisuduiai ldasmuanqugnanihmineedadamu 67 70
v A =2 ' Y o
13. M3IANINTTV AA L1an uon uaN AegangugnANiImua 67 52
14. D5501MAM3IAS U nagms THUTMsaeandesiungu 65 46
Y & o
gniifmua
' Y Ao o Y a A Y a A VoA o
15. ngugnmnmmuaiugnanssiinldusms fe nquiReniu 47 57
mlenu 441 199 138 101

Sosazvaannuuilsilsau 2093 1632 13.0 837 58.62




