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ABSTRACT

The objectives of the research were to survey the competitive strategies and marketing
strategies for the retail business management in Kalasin province, to assess the outcomes of the
retrial business management in Kalasin province and to analyze the relations between the
competitive strategies and marketing strategies with the results of retail business management,
The samples were three hundred and thirty five retailers in Kalasin Province. They were selected
by the stratified random sampling technique. The research instrument was a rating scale
questionnaire with .97 reliability index. The statistics used were mean, and standard deviation,

and variable analysis with Pearson Product Moment Correlation Coefficient,

Results of the research were as follows:

1. The average opinion of the retailers on the competitive strategies was high
(X =4.10). Three high-level strategies were making a remarkable product (X =4.17), quick
response (X =4.05) and cost of production (X =4.04) respectively.

2. The average opinion of the retailers on the marketing strategies was high
(X = 4.09). Four high-level strategies were product ( X = 4.20), price (j_( = 4,13}, distribution
channels (X =4.07) and marketing promotion (X = 4.00) respectively. -

3. The average opinion of the retailers on the retail business management in Kalasin
was high (X =4.09), Four high-level issues of the management were finance (X = 4.16),
internal process, (X =4.1 1), learning and development ( X =4.08) and customers (X =3.99)

respectively.



4. The competitive strategies related significantly to the retal business management

at the .05 level (1'xy =0.516). It is obvious that the research result asserts the assigned hypothesis.

5. The marketing strategies related significantly to the retail business management at

the .05 level (r,, = 0.778). It is obvious that the research result asserts the assigned hypothesis,




