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The purpose of this study was to investigate the marketing promotion strategies of
Hattasilthai Shop, Samut Sakhon Province, by investigation of 5 promotion factors : appropriateness
of developmental problem analysis; appropriateness of problem identification; appropriateness of
strategic goal determination; effectiveness of strategic working system units; appropriateness of
contextual resource management. Data collection was conducted from July to September 2005
while marketing promotion strategies had been already used since April to December 2004. Data
sources comprised of 1 entrepreneur, 2 employees and 310 customers. Data of the shop derived
from various kinds of documents, including meeting reports, customers’ name lists and records of
incomes and expenses. The research instruments used for data collection were the researcher’s
records, questionnaires about satisfaction on services and questionnaires about perception on the
marketing promotion of the shop. Logical conclusion, percentage, means, standard deviation,
Chi-square and T-test were used for data analysis.

The findings revealed that :

1. The investigative results of all factors of the marketing promotion strategies
indicated that the developmental problem analysis was at appropriate level and problem of low
customer quantity was found. The problem identification was appropriate but it also showed that the
shop lacked marketing promotion. The strategic tarket indentification: constructing market
promotion for service user and income increasing, was appropriate. Strategic working system units
were marketing promotion and impressive service; they were effective enough to increase customer
quantity and profits. Contextual resource management was effective.

2. Customers’ satisfaction on service of the shop was at high level.





