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Abstract

This research aimed to: 1) examine the level of adaptation among
traditional grocery stores in Nonthaburi Province, 2) investigate the level of
business survival in the digital era, and 3) analyze the influence of adaptation on
business survival. The study employed a quantitative survey research design. The
sample consisted of 400 traditional grocery store entrepreneurs in Nonthaburi
Province, selected through convenience sampling. The research instrument was
a five-point Likert scale questionnaire that had been validated for content validity
and demonstrated a high level of reliability. Data were analyzed using descriptive
statistics and multiple regression analysis.

The findings revealed that: 1) The overall level of adaptation among
traditional grocery stores was high (X= 4.03), with the service dimension recording
the highest mean score (X= 4.25) 2) The overall level of business survival in the
digital era was also high (X= 4.05), with the customer dimension having the
highest mean score (X= 4.10) 3) The factors of service, management, marketing,
and technology had a positive influence on business survival at a statistically
significant level of .01. Collectively, these factors explained 60.70% of the
variance in business survival (Adjusted Rz = 0.607, F = 155.432, p < .001). The new
knowledge generated from this study indicates that the survival of traditional
grocery stores in the digital era depends on the systematic integration of service,
management, marketing, and digital technology. Such integration enhances

competitive capabilities and promotes long-term business sustainability.
Keywords: Management, Marketing, Service, Technology
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=

Unstandardized | Standardized p-
Uaven1susunaduly Coefficients Coefficients t value
Y B SE Beta
(Constant) 0.850 | 0.210 - 4.048* | <.001
1. Muwmalulag 0.210 | 0.055 0.215 3.818** | <.001
2. AUNITUIUITIANTS 0.280 | 0.060 0.290 4.667* | <.001
3. FIUNITHAN 0.240 | 0.058 0.245 4.138* | <.001
4. AIUAITUIANS 0.310 | 0.062 0.305 5.000%* | <.001
R = 0.782, R?= 0.611, Adjusted R?=0.607, SEE = 0.285, F = 155.432 p = <.001
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M5lUINsfa MsuImsianised sliusgdniaim manaefiviangan waznnsly
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AMNTING Auazen wagarsnduiuies Sunumdfgsonsifineenuisunndige
sesasNAoNTUTINTIANITUaE IR TITUsEAME A vz el uladTvswarion
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Kotler & Keller, 2016; Parasuraman et al., 1988; Drucker, 2007)
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senlugaRavialsigs (Adjusted R2 = 0.581) Taon1susnsilaviswaunndign sesasnde
M3UTNsdnns msnan wazmalulad Sstasaiiseaunndng iaUsansaw way
LASUANENINATTUYTUVRITINA (Parasuraman et al., 1988; Drucker, 2007; Kotler &
Keller, 2016; Bharadwaj, 2000)

29ARNFIn

nsUfustarie 4 fufiansnsoosunemiuegsesasiniliglugaiiva las
annsafiarsanlalunaedis lawn srumalulad a1un1suimsInnig aunsnann
LazAIUN1TUINIT Tusumalulad nsusudiaunsasduiglamisuuiAnniseausy
welulad (Technology Acceptance Model: TAM) #stlsiiuinnsiuneluladunls
Tungfun1ssuifeussleniuazanudislunisldon (Davis, 1989) Arunisuinis
dnn1s ofeuAnmsiamsadelmifatiuussansamuaznslimineinsosnsdue
(Drucker, 1995) A1UA15AAIA @1015095 UIENTULUIAAF IUUTZANNIINITAAA
(Marketing Mix: 4Ps) (Kotler & Keller, 2016) LazAUN1TUINT 91BIMUIAAANAIN
A15U5n"5 (SERVQUAL) sratfu nsu§usialusie 4 AUAINA1ITILUNUINEIA YA O
Anuasatunsudsiularateysenvasuluieluganava
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1.4UsEnauNs3ulenig AISHRIIANAINNTUSNSIEaNUNTReUAURIAIY
Foensvesgnanldenssialiles mugifunisuiuussszuumsumsdnnisameluil
fiuszansamunniu suadineluladAdvauldaiuayunisue msdoaistugnén
uazmsdnnisteya eriuanuaznin 9051 wazairsmnulfiuToulumsussdu

2. mirsaunasuazesAnsUnasesdwieadiu msduasuuazatuayy
fuszneumsiulyiieitunisdneuss Ty wazliduinwiAeadunisuing
M3UIMITANIS Manatn uaznsldmeluladadsia ietisensedudnenimyes
Fuszneumswanunsausufsonsiddsuutasuesaninuindennisgsialdesis
RETREEH

2. Forauouurlunitonduioly

2.1 vwrengusegauasiuiiang asludeulsheludmindy vteiiud
Soswazauun Wisllddeyaiinseunquuarannsasisuliisuguuuunisususluus
avuiuylddaaud s

2.2 14353388 @nvSouuuNaNHaIY (Mixed Methods) Asldnsduniuaiis
&n Msaunuingy viensideuuunaNnaus AU TITeidwTna Welilidoyad
anBen soUdu wanifneudelovenanisideundsiu
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