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Retail Mix Management for Survival of W

\/\/3>®
Dr.Wassaria @uwanvijit
Lecturer of Department of Bu@e&dministration,

Faculty of Economics and Business Adminishaksin University

ABSTRACT %

he impact of the change in retail business model/stru (e a competition fierce from

the Traditional Retailers

“Modern trade” and “e-Commerce” causes some of itio®ll retailers closed down. This

article is intended to offer suitable guidance or retail mix management for survival of

traditional retailers amid the current environment{( \&sexdary data from literatures, theories,

and research involved was used to analyze, synthesize arize, in order to create value and
develop retail mix management for the traditional retai s f&%ows: Location, Merchandise management,

Pricing, Customer service, Store design & display, and”Communication mix.

Keywords: Management, Retail Mix, Survival, Tradi@etailers
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