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ABSTRACT

This tesearch aims to study customer opinion levels on retail’s market
strategy, compares of customer opinion on retail’s market strategy implementations
classified by basic demographical propertics and customer purchasing behaviors, and
study on obstacles and recommendation on market strategy implementation. Sample
group were 353 customers of “Saowanece shop”, Maha Sarakham Province, who lives
in Maha Sarakham Province, purchasing self-decision making, and purchased goods
during past month. Tool used in this research was a rating scale questionnaire while
statistic used were means, standard deviation, and F-test (ANOVA).

Results found that the overall opinion of customers on implementation of
retail’s market strategy were at high level. Once considered by aspect also found high
level in all aspects with higher to lower order as : market promotion, product,
distribution channel, and price aspects. On market promotion aspect also found high
level in all items with higher fo lower order as : item 13, Saowanee shop should
give discount for large amount purchase; items 14, should introduced membership

card ; item [6, sale person have knowledge on the product ; and item 135, the



willingness of sale person to give service and assistance. On product aspect also
found high level in all items with higher to lower order as : item 1, the goods have
quality standard ; item 4, sufficient amount of goods ; item 3, the shop has
diversified goods ; and item 2, shelves arrangement were convenience, On
distribution channel aspect also found high level in all items with higher to lower
order as : item 12, the shop set appropriate service time (10.00—22.00 hrs.) ; item
11, the shop should be air-conditioned ; item 8, convenient location ; item 9, parking
lot available ; and item 10, clean place. On price aspect also found high level in all
items with higher to lower order as : item 6, accurafe calculation ; item 5, the prices
higher than other shops ; and item 7, the shop has fast refunding.

Customners with different demographical data such as gender, age, family
size, occupation, education, and income have no different opinion on all aspects of
retail’s market strategy implementation while customers with different purchasing
behavior such as purchasing reason, goods types purchased, and purchasing pattern
differ with statistic significance at 0.05 except the different amount of money
purchased customers have no different opinion on all aspects of retail’s market
strategy implementation but those customers who have different purchase frequencies
have different opinion on product aspect, prices aspect and overall with statistic
significance at 0.05 while no difference were found on distribution channel and

market promotion aspects.



