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Abstract

Objectives of this independent study on “The Marketing  Strategies of the Security
Brokerage Business in Amphoe Muang of Chiang Mai Province were to study important issues
in the marketing strategies of service firms and to understand the critical problems of security
brokerage business operations in Amphoe Muang of Chiang Mai Province.

The target study group consisted of executives from 18 security brokerage firms located
in Amphoe Muang of Chiang Mal province, which were members of the Stock Exchange of
Thailand in 1993. In practice, the study and data gathering were implemented and carried out
for only 17 finrms. A questionnaire was ﬁsed for the data gathering. The statistic programme
SPSS/PC’ was utilized as a selective methodology for the data analysis, the calculation of the
frequency, the percentage, the mean, and the standard deviation. The results of the research
were reported by a descriptive analysis as follows:

The important issues in the marketing strategy for service firms were mainly classified
into three parts, Internal Marketing Strategy, Interactive Marketing Strategy, and External

Marketing



Strategy, which executives considered to be of varied importance. Interactive Marketing Strategy
was the first priority to executives in importance, the second was internal marketing stra.tegy, and
external marketing strategy was the last priority.

As for interactive marketiﬁg strategy, the most important factors from the view point of the
executives were the speed and accuracy of bidding orders, the perception of customers® instructions,
and the understanding of and responsiveness toward customers’ needs.

The important issue in internal marketing strategy was human resources. The following
were considered as the critical factors which an individual should possess in order to be successful:
good human relationship, ability to work in a teamn, and good personality.

The external marketing strategy is composed of 4 Ps, Product, Price, Place, and Promotion.
The findings of the study revealed that the executives ranked them in descending priority as Product,
Place, Promotion, and Price. A company’s goodwill and image were considered as the most
important factor for a product’s success. The critical issue of place was the selection of a good
locétion which should be on a main street with easy access and sufficient parking space. For
promotion, sales promotion was the most important aspect. Equal interest rate margin for all
customers was said to be the most important factor for the category of price.

The security brokerage business operation was mostly encountered with shortage of
equipment problem. The following problem areas were clients, human resources, and location

respectively.




