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Abstract

Local businesses are an integral part of local economic development and is an
important guideline that helps build the country's economic growth. This article aims to study
the concept of The Tong Chom Market. Which is The Tong Chom Market, there is integration
between the public and private sectors in the form of a civil states. According to the strategy
framework of creating fairness, reduce inequality in society, create opportunities for everyone
in the society to have access to resources and financial resources for their careers. To raise
incomes and drive the foundation economy and strategies to create economic strength and
compete sustainably according to the Thailand 4.0 model, which is a change of the traditional
economic structure of an economy driven by innovation. Develop and upgrade all types of
products to have quality and meet safe standards in line with consumer demand. Promote
trade fairness and proactively developing community markets to enable traders in the

community to continue trading sustainably.
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