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Abstract

This research was qualitative research with an objective to study and compare

the old and new selling formats in vertical housing business in Thailand as well as to
propose possible innovation for the improvement of new selling formats to increase
its performance. The research employed and analyzed the situation with a high increase
in supply but a constant demand in order to find different ways of sales management.
This research synthesized obtained data and provided suggestion. The results indicated
that the independent sales persons who has knowledge about postmodern marketing can
boost sales volume as compared to classical marketing and modern marketing.
Moreover, postmodern marketing was a change and an innovation in sales management.
Also, it is considered a new to the market strategy which has never been conducted

by competitors.
Keyword: classical marketing, modern marketing, postmodern marketing
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