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Marketing Distribution Channel Management Models for ‘Pha Kab Bua' Clothing from

Community to Market
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Abstract

This guantitative research was aimed at studying the characterisiics of Pha Kab Bua’
traders in Ubonratchathani Province and consumers, decision-making factors, and distribution
channel management models for ‘Pha Kab Bua'. Samples were 133 traders of ‘Fha Kab Bua’
and 400 consumers. Data were collected by means of questionnaire and statistically analyzed
in terms of mean, percentile, standard deviation, t-test, F-test and Scheffe’'s test. It was found
that most traders were married and female with primary education, and were happy with
vocational group forming and community development. Most consumers were married and
female with graduate degrees. They favored Pha Kab Bua' because of their positive attitudes to
the product and external stimulation. The characteristics and decision-making factors among
traders were different. Similarly, the characteristics among consumers were different, but their
decision-making factors were not different. The suitable distribution channel management was
to be in accord with the community ways of life and channel management was found o be

significantly related to product distribution at the level of 0.03.



