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This research aimed at 1) investigating the operation of the traditional trade in Srisaket, Yasothon,
Amnatjaroen and Ubonratchathani 2) studying strengths, weaknesses, opportunities and threats of
traditional trade and 3) studying customers’ satisfaction with marketing mix strategy of traditional
trade towards consumers’ purchase decisions. The research data were collected through questionnaires
asking 400 consumers. The interviews were used with the entrepreneurs and 10 authorities involved in
retail businesses. Focus group was also used to collect opinions from the people involved in retail
businesses from both government and private sectors. The statistical methods were Frequency,
Percentage, Mean, Standard Deviaticn, Chi-square and One-Way ANOVAs. The results of the

research were as follows.

The questionnaire respondents were the owners of the traditional trade. Most of them were female
aged 61 or older and possessed high school diploma or lower. They have operated their businesses for
less than 10 years. Most of their shops were about the size of two booths. They usually opened from 6
am to 9 pm. The average income per day was about 1000 baht or less. The reasons to conduct these
businesses were unemployment, continuation of family businesses, and the need to have private

businesses and alternative careers.

The strengths of the traditional trade were 1) having good relationship customers, 2) ability to provide
products that met customer’s need and retail sale, 3) low budget investment and 4) no complicated
organizational structures. The weaknesses were the lack of the following: an extensive range and
variety of products, the suitability and tidiness of the shop, reasonable pricing, stock management,
promotions, and technology. In addition, most owners of the businesses did not have business plans,

visions and training.

Opportunities were as follows. Some groups of customers had sympathy for the owners of the
traditional trade as the modern retail enterprises had grown rapidly and affected the smaller
businesses. Therefore, the customers wanted to help the traditional trade to survive this competition.
Threats were the changes of customer behavior. The customers needed more convenience, extensive

selections and entertainment. At the same time, there were more rival retail businesses and more
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serious competitions. The modern retail enterprises used new technology to manage their stocks in
order to save cost and offer cheaper prices. Some traditional trade could hardly survive because they
had negotiating power less than the bigger organizations. In addition, the economic recession was a
factor affecting sales. However, there were no clear short-term and long-term policies to help these

businesses immediately.

The satisfaction of the consumers towards marketing mix revealed that the questionnaire respondents
had a moderate of satisfaction for the following: products (2.88), price (2.75), place of distribution

(2.94) and promotion (2.63).





