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Abstract

The objectives of this independent study on the marketing-mix
strategies of drugstores in Amphoe Muang, Changwat Chiang Mai were.

1) To study the marketing-mix strategies of drugstores in Amphoe
Muang Changwat Chiang Mai

2) To compare the marketing-mix strategies of the drugstores in
different areés.

Questionnaires were completed by all 46 pharmacies in Amphoe
Muang, Changwat Chiang Mai. The data were analyzed by microcomputer
using an SPSS/PC+ program. The descriptive analysis was explained by

%The drugstores under studies more, those owned by the pharmacies.




frequency tables, percentages, mean, mode and testing hypothesis by
the Chi-Square Method.

The marketing mix strategies study of the drugstores were based
on the four P's namely product, place, promotion and price

The results of the data studied.

1. General information

78.1 % of the drugstores under studies had male owners while 3.9
% had female owners All owners were aged over 26 years. 63 % of the
pharmacists worked full time at their drugstores while 37 ¥+ of the
pharmacists i took other part-time job as well. Opening hours of the

drugstores were 7.00 A.M. to 12.00 A.M.

2. Marketing-mix strategy imformation
Product : Each drugstore stocked 500-1,000 pharmacutical items. Most
of which were locally produced, the rest were directly imported. The
pain drugs were common cold, antibiotic, anti-diarhoea, contraceptive,
gastro-intestinal, antithemitic, homeopathic, topical and optical These

drugstores also carried consumer products, tonic beverage and food items

Place : Almost all drugstores were retailers. 63 # of the drugstores
were located in_large communities, having movable customers. Therefore
there were many competitors. 37 % of the drugstores were located in
small communities with customers living in that area and hence had

fewer competitor.




Promotion : Most of drugstores did not used advertise. A space of the
product sold in their drugstore less than one square meter. Some of
the drugstores had one to five advertisments for the products they

carried.

Price : Most pharmacies priced their drug items in according to
manufacture retail price printed on the product box. The prices were
high depend on manufactor and supplier. For the regnlar customer, they

offered low price strategy.

3. The'marketing mix strategies for the following were semilar :
Total sale, pharmacst’s choice of drug stock, introducing new drug
lines to the pharmacy, the number of consulting customers and the type
of sale promotion in the drugstore located in the large communities

and those in the small ones.

4. Marketing strategies of drugstores botween different areas =
Percentage of chemical and homeopathic drug-stock stock, introducing
new drug for sale, amount of drug advertising, factors of net sales,

pricing and mark up method had the same strategies in.both areas.

The drugstores in both areas had different. stratesy on the types
of product, the number of manufacture invoices, the type of
consumers, the mumber of competitors, the work of the pharmacists and

the type of sale promotions.




Suggestion for the pharmacist who planed to set up a new drug
store. : The most important strategy was a location because it had a
strong influence on the total sale and rate of return. For the owners
should improve their business and Jjoin among the pharmacists to work

out. their plans in the area of this business.




