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This independent study aimed to research the marketing mix factors influencing
small consumer retailers selection of consumer product suppliers in Mueang District, Chiang Mai
Province. Questionnaires were used to collected data from 160 samples of small consumer
retailers, drawn by Convenience Sampling. Data were then analyzed using Descriptive Statistics,
e.g. frequency, percentage, and means.

The study found that most respondents were: female; 41-50 years old; had completed
primary school education; owning a retail store; running a store in the size of 2 shop houses
(approximately 64 square meters); have been in business for more than 10 years; have average
monthly sales over THB70,000; buying merchandise from more than 5 suppliers or sources; and
the primary source that they bought from were manufacturers or companies that sell their

merchandise through salespersons.

The study of the marketing mix factors that influences small consumer retailers in
selecting consumer product suppliers discovered that small consumer retailers rated Place, Price,

and Product as important, while rated Promotion as moderately important.

In Product, the study revealed that small consumer retailers rated these factors highly
important: suppliers can provide product types and brands as desired; defective or expired product
replacement service; adequate product availability; and supplier reputation.

In Price, the study found that small consumer retailers rated as important the factor
that suppliers offered lower prices than others.

In Place, the study showed that small consumer retailers rated as important: a
supplier’s delivery service; appropriate and convenient location; and always having complete
product offeririgs as desired.

In Promotion, the study found that small consumer retailers rated these factors as
important: suppliers have friendly salespersons; have staff to maintain contact regularly; and have
friendly store staff.

Problems faced by small consumer retailers in buying merchandise from consumer
product suppliers were ranked as follows: no standard pricing and more expensive than others;

unfriendly supplier staff; poor service; and dishonest staff.





