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Abstract

Title Guidelines for Managing Thai Modern Trade for Long-Term
Sustainability
Filed Economics

Name Mr. Tharade Chearapaisanjaroen Course NDC Class 65

This Research is "A Guidelines for Managing Thai Modern Trade for Long-
Term Sustainability”, which is developed to study and understand the behavior of
consumers in each generation in terms of spending volume, shopping time,
development of small and medium enterprises along with the growth of modern
trade, environmental concerns (Zero Carbon), and Human resource development to
compete against competitors in modern trade industry around the world.

After we are having understood of all above information, this research
will build on with “13" National Economic and Social Development Plan” (2023 -
2027), which is 2™ level strategy to support “20 Years National Strategy Plan”, which
is 17 level strategy using to control all Thai sovernment policy during 2018 - 2037.
The results are involved with 4 interesting pin points out of 13 key pin points, which
are (1) 6" Pin Point, supporting Thailand to be ASEAN digital hub, (2) 7" Pin Point,
supporting Thailand to have better competitive advantage in small and medium
enterprise (3) 10" Pin Point, supporting Thailand to be low carbon society (4) 14" Pin
Point, supporting Thailand to be a life-time learning society. At the end, this research
will find the preliminary conclusion and solution together with some interesting
examples for supporting all reader to develop Thai modern trade and related parties

in next 5 years.
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5 Components of Marketing 5.0
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.o “ININFUANGNAD1TANNABINITTENTNNILAUNAN 7 (Display the
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promotion is place, not price.) mﬁm’mﬁuﬁﬂﬂﬂu%%ﬂ%ﬁé\’aqmﬂﬂuﬁtﬁa’m}adﬁ
andusgndanailunistevedidunn tnensdndudludiudededivssansam onavili
anfieduianiuiidrudlannis mo% veswenieisnun
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0.5 “daaunaszninaduiiignidesnsiuauiy 4 Nalnddesnisue”
(Balance the role of your store’s vital few with the rest of your extensive line.) T#iaas
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.0 “nM3¥nsnlusluduresdudsndu” (Paying to get your own vital

few into favorable placement within the store makes sense, depending on the
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0.2 “Wufingenueiuauisnduiived” (Focus on the vital few within
your brand and that of your competition. Some of your own vital few will not make
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nssmeAazaanlEtugndngull malfiusenunefugnéingudondn dendiunn fu
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o.00 “UdldlussazBoanniuneuiigniasduialunisiedudn” (Stores
are excessively verbose. Products and packing are a significant part of the clutter.)
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2019P 2020E 2021E 2022E 2023-25F
Department stores 35 -14.0 -5 35 40-50
giyssz:"r:;rslfgtrse/sslupercenters 2 Aile e =Y 30340
Supermarkets 40 -11.0 -8.0 6.0 6.0-70
Convenience stores 29 -6.5 -45 45 45-55
Modern retail sales growth 28 -120 -9.0 3.0-40 40-50
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Birth of "big box” retail Shopping malls as Online shopping Omni-channel retail
combining wide family destinations transformed shopping and personalization. N eW
product range, quality, and center of life.
and affordability.
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BHUANT lo-b A79819NUNMSWRILINEAgyvasundlu ¢ Udreniin

BJC - Actively seek and develop partnership opportunities to grow our businesses

Recent examples of ongoing partnership development

Form joint venture with Al and robotics solutions provider
1 @ to establish aesthetic marketplace application and develop

other medical services offline
Form joint venture with medical professor from Thailand's
top university to be licensed distributor of albumin test kit

T o Invest in IT solution company to develop POS for Don Jai
*° shops and support BigC IT system development project

Seeking opportunities to partner with global retailers
4 @ to develop IT infrastructure to become one of the leading

digitized omni-channel retailer in the region

711 : marketeeronline, aaulal, bewno
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Globally, retailers are increasingly setting science-based targets to add
credibility and accountability to their sustainability efforts.

Global retailers’ setting science-based targets each year, # of companies

I Targetsset Il Committed?

) Targets must be submitted and approved within
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Greenhouse-gas emissions by source, based [ Key sources of emissions
on CDP' reported emissions data from 6 home
and clothing retailers, % of total W ScopeTand?2 Ml Scope 3

o [opm - 272 Emissions from extraction,
. production, and transportation of

goods and services purchased

9 r;":'l-‘ Capital goods 01 Emissions include all Scope 1, 2,
- and 3 emissions of the upstream
suppliers
;_: Fuel- and energy- o
e Ol related activitios | 0 Includes emissions from paper

and packaging material, water

consumption, etc
Scope 3 Upstream
Upstream e = 5 transport and 15 Includes emissions
activities ~ distribution related to inbound and

outbound logistics to
get products to retailers'

T Waste generated N
o CH,‘ in Opergﬁong 01 distribution centers

< o 7 X
e oAl Business travel 01
LAY

o [\ Employee 0.4

‘=  commuting '

Scope 1 -fr Direct emissions | 0.5
= Purchased

Scope 2 ”Q” electricity, steam, | 1.3
’ heat, and cooling

Emissions from end use
. Downstream of goods that consume
5o  Iransportation : direct energy or produce
and distribution emissions upon combustion
(eg, appliances)
Processing of

sold products va

Scope 3
Downstream

(1oRieh
activities 1o Use of sold
684
fo | products

o End-of-life
’lf‘é‘ treatment of n/a
sold products

Mote: Scope 1 and 2 emissions ar
Fi may not sum to 10

! CDP, or Carbon Dis

s with negligible emissions or insufficient peer data have been omitted.

3 ; Mckinsey.com, aaulaﬁ, o&o&
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