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Keyword: How move goods or services
nearer or closer to consumers?

*  Asst. Prof. Dr. Pattana Sirichotpundit, Ph.D. 2
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® Jszianveanamsaaa (Marketing Channel Types)
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Channel Strategy
Decisions

Product Factors

Producer Factors
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o ffadefidananemsiaenreamamsnain (Factor Affecting Channel Choice)
adadunainrisognan (Market or Customer Factors)
U a v d
Hadeunandan (Product Factors)
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ﬂ%%ﬂ%ﬂﬂ%ﬁﬂﬁ%‘ﬂqwaﬂ (Company or Producer Factors)
ﬂ%%’ﬂé’imguq (Other Factors)

° FTAUANNANMUYNVUUDIFDINIINITAAA (Level of Distribution Channel)
Soamanuuis (Intensive Distribution)
‘l}ﬂ\‘]‘i’INl!‘U‘U!Sﬂﬂﬁﬁﬁ (Selective Distribution)

¥OINMINVUITIENAL (Executive Distribution)
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o MSAEN (Wholesaling)

- wiirfluaIn1sdade  (Functions of Wholesale)
- Usuanaasdndy (Types of Wholesaler)

WHAT IS WHOLESALING?
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(Place Strategy)

® i5219NY0IHMAS (Types of Wholesaler)
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. ANSATUAN (Retailing)
- Usuanaavsfinlan (Types of Retailer)
- wuwaMlun1sA1l&n (Trend of Retailing)
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® rjAJanfifisudn (Store Retailers)
® jAanlann Lisisnudn (Non-Store Retailers)

TrendWatching Quarterly

THE FUTURE OF

RETAIL

5 trends reshaping the future
of retail in 2019 and beyond!
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® radanin lallis1UA1  (Non-Store Retailers)
N19U18M59 (Direct Selling)

® N1SASITULHEN (SLM, Single Level Marketing)
® n1anTIratadu (MLM, Multi Level Marketing)

N19AIANINNATY  (Direct Marketing)

® AFavuaANAERaR TUNR (Automatic Vending
Machines)

39NN EaINTI (Home Shopping Networks)

N5 1 auLuunausu1nansy (Direct-Response
Advertising)

ANUNI1LNII65Y (Direct Mail)
daA1uFU (SMS, Short Massage System)
n1stan1usruuaan lail (Online Shopping)
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@ vgmﬂann‘luu'ﬂum (Non-Store Retailers)
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- msvudrefudilunarn (Market Logistics)
- mMsdamsvinlggunme  (Supply Chain Manag
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Management) ﬁ
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