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ABSTRACT

The objective of this independent study was to study customer satisfaction towards
marketing mix factors towards the services of Sing Sing Heng Company Limited. The factors
studied were product, price, place, promotion, people, physical evidence, and process. The data
was collected by questionnaire distributed to 356 customers selected by quota sampling with
equal in number from all sales areas covered by Sing Sing Heng Co. Ltd. The data was analyzed

using descriptive statistics, namely frequent, percentage, and mean.

The results of the study showed that most questionnaire respondents were female, 21-35
years old. They were owners or head of staff of grocery stores, convenient stores, or mini-marts.
Each business had not more than 10 staff. They had been in business for not more than 10 years.
They had been customer of Sing Sing Heng Co. Ltd. for more than one year, but not more than 4
years. They bought from Sing Sing Heng Co. Ltd. 1-2 times a month, with the total buying cost
of 5,001-50,000 baht. They chose Sing Sing Heng Co. Ltd. because there was delivery service,
the company was responsible when there were problems, there was a wide variety to choose from,

the products were fresh and new, and the buying process was convenient.



From the study of marketing mix factors, it was found that the respondents ranked most
factors at the high level, namely place, product, people, process, and physical evidence,

respectively. They ranked price and promotion factors at the medium level respectively.

The first 3 sub-factors for each category were as follows. For product, all types and sizes
of products were available, the products were fresh and new, and products were always available
upon demand. For price, the price was reasonable, payment was in cash, and discount was
offered according to the amount of products bought. For place, there were enough products in
stock for the demand of customers, products delivered were according to buying orders, and
products delivered were in good condition. For promotion, discount was offered according to the
amount of products bought, the company offered regular promotion, and there were regularly new
promotions and information for every type of customers. For people, staff were reliable, staff
were efficient (e.g. took care of customers’ products in the stock, displayed products on shop
windows, accepted and made delivery for short-noticed orders), and delivery staff were well-
mannered and efficient. For physical evidence, tax form was accurate; the environment was nice,
safe and clean; and staff were in uniform which made them reliable. For process, tax form was
corrected in a speedy manner, the delivery period was reasonable and information was delivered

in on time, and there were details about newly-launched and regular products.

The first 5 problems found from the services of Sing Sing Heng Co. Ltd. were news
about promotion plans were not evenly distributed, promotion did not reach all customers, there
was a lack of modern technology for fast sales, staff could not solve problems and could not give

information customers needed, and quotation price process and promotions were slow.



