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ABSTRACT

The independent study concentrates to study the article 29 of The Trade Competition
Act B.E. 2542 (1999) that prohibits a business operator carry out any act which is not free and fair
competition and has the effect of destroying, impairing, obstructing, impeding or restricting
business operation of other business operators or preventing other persons from carrying out
business or causing their cessation of business. In case of unfair trade practices, that the modern
retail-business- operators that have higher negotiation power. It’s the disadvantages of household
manufactures or suppliers who supported to the big retailer. Including the regulations of The
Office of Trade Competition Committee according to the guidance of consideration of trade
practices between the House Brand and the Manufacturers or the Sellers B.E. 2549 by analogy
with other laws such as, The Consumer Protection Act B.E. 2522 and the foreign law; U.S.A.,
Taiwan, and Japan, that the regulations or the guidance of Article 29 and such regulations have
not enough provisions to enforce for efficiently in real world.

From these above reasons, to use as guidelines to consider for business practices
between the leading house brand and the manufactures or suppliers, for free and fair competition,

the author suggests the way of solving by issuing the ministerial regulation by article 5 with



v

article 8 (1) that is the prohibition of unfair business behavior in case of the modern house brand
entrepreneur who has high negotiation power takes advantage from the house brand retailer,
manufacturer and the house brand seller that stated in the regulations of The Office of Trade
Competition Committee according to the guidance of consideration of trade practices between the
House Brand and the Manufacturers or the Sellers B.E. 2549 and revised by Fair Trade Act of 2011
(Taiwan) of Taiwan and the Guidelines Concerning Designation of Specific Unfair Trade Practices
by Large-Scale Retailers Relating to Trade with Suppliers of Japan in case of limitation of sales-
space, when the retailer leader pricing of transportation understated by comparing with the others
and retail leader force for the quality of products from paying the necessary materials by the

manufacturers or suppliers.



