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The objectives of this research are as follows: (1) to study-general information of
consumer goods business operators and customers from the Lao. PDR; (2) to study opinions
about the service marketing mix of consumer goods business operators and customers from
the Lao PDR; and (3) to formulate marketing strategies for.consumer goods businesses in the
Thai-Laos border trade area at the Chong Mek Permanent Checkpoint, Ubon Ratchathani
Province. This was qualitative research. The researcher used an in-depth interview to collect
and analyze data. There are groups of key informants as follows: (1) 5 entrepreneurs with at
least 5 years experience operating their business in the Thai-Laos border trade area at the
Chong Mek Permanent Checkpoint, Ubon Ratchathani Province; (2) 5 customers from the
Lao PDR who have been trading partners with entrepreneurs in Thailand for at least 3 years
in the Thai-Laos border 'trade area. The results from a “Marketing Strategy Study for
Consumer Goods Business Entrepreneurs in the Thai-Laos Border Trade Area: A Case Study
of the Chong Mek Permanent Checkpoint, Ubon Ratchathani Province were products, prices,
distribution channels marketing promotion, personnel, processes, and physical characteristics”.

These results can be summarized as follows: the product aspect involved the quality
and the.brand. The price factor comprised costs which were determined by references
ffom other operators. The distribution channel involved the various forms of distribution,
such as having a storefront and internet channel for product perusal. Marketing promotion
was comprised of offering volume discounts, rebates, discount exchanges, and giveaways.
Personnel factors comprised employees who have good human relations and
interpersonal skills with the ability to effectively handle unexpected problems. The process
factor involved concerned the receipt of orders through the process of delivering the
products to customers accurately within the specified time. Physical characteristics
consisted of the image and quality of service, store conditions, and the orderly classification

of goods on the shelves and at points or areas waiting to receive or unload goods.





