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Abstract TE 158967
The purposes of this research were to study strategies of marketing adjustment of
traditional Thai retailing stores in two aspects as follows (1).The relationship of competitive
status of retailing and strategies of marketing adjustment of traditional Thai retailing stores
(Show Huay) (2).Impacts of customers' needs on strategies of marketing adjustment of
traditional Thai retailing stores (Show Huay) .There were 2 variables in the study
independent variable and dependent variables. The independent variable was competitive
status and customers’ needs while the deoendent variable was strategies of marketing
adjustment. The subjects of this study were 300 customers and 100 retailing store owners.
Questionnaires, the main instrument in the research, were used for data collection .The
findings revealed that 1. Most customers in Bangkok areas were femalzs with ages ranging
from 20 to 29 and obtained a bachelor's degree. All of then preferred to buy products at
discount stores .According to dramatic competition, retailing store owners must improve
service quality to attract regular customers .As for competitive status, customers
concentrated on investment of new competitors. In terms of customers' needs, customers
required more safety of products. As for strategies of marketing adjustment, they preferred
strategies of service quality adjustment.
Another research section also focused on retailing store owners in Bangkok areas
-The findings indicated that Most of them were single owners whose their ages were 50-59

and their education was under the secondary school level. Their annual average levels of
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revenues were _200,000—250.000 baht .The size of their stores was one-room building
without air- conditioners .The best-sellers were all kinds of drinks and the payment for
products was cash and all products were ordered from suppliers .The convenient stores
were located nearest to the retailing stores. Large retailing stores had great impacts on sales
of traditional Thai retailing stores. As there were a lot of modern retailing stores, sales of
traditional Thai retaiiing stores decreased dramatically .In terms of competitive status,
traditional Thai retailing stores caught the careful sight on investment of new competitors.
As for customers' needs, the owners most concentrated on safety . in terms of strategies of
marketing adjustment, the owners praferred to adjust the service quality.

According to reliability and validity analysis, the findings stated that .The
reliability of customers was at 0.767-0.8767 and the reliability of retailing store owners was at
0.7709-0.9331 .The validity of the owners was at 0.7709-0.9331.Furthermoie, the validity of
the owners indicated that the percentage of variance was at 69.760-78.807 . There was a
significant relationship between the cempetitive status of retailing in Thailana and strategies
of marketing adjustment of traditional Thai retailing stores .There was a significant
relationship between customers’ needs and strategies of marketing acjustment of traditional
Thai retailing stores . However, not only retailing store owners should concentrate on
strategies of marketing adjustment but they should also focus on customers' needs.
Logically, if the customers’ needs increased, retailing stores would be much more adjusted.
Likewise, when there was a drastic increase of competitive status of retailing stores, the
adjustment of retailing stores would increase inevitably.

As there were a few cases on competitive status and customers’ needs, the further
researches should focus on variables of these two aspects. Moreover, more attention
should be paid to other relevant factors facilitating strategies of marketing adjustment in

"retailing such as convenient stores, department stores and discount stores.



