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ABSTRACT

This independent study aimed to investigate the satisfaction of sub-dealers in
Chiang Rai province towards marketing mix strategy of SCG Network Management Company
Limited. Research samplings were identified to 170 sub-dealers; the data obtained were analyzed
by the descriptive statistics consisting of frequencies, percentages, means and standard deviation,
together with Inferential Statistics: T-test and One Way ANOVA.

Based upon the findings, most respondents were shop owners. Most were married
female whose ages were between 40-49 years old and the highest educational level was
Bachelor’s degree. Their average monthly sale was 10,000,001-15,000,000 baht. It was found that
most of them had operated their retailed shop businesses for 21-25 years.

In terms of product factor, the respondents paid the highest expectation on the
availability of various products and brands of SCG and its fame. After receiving actual services,
their highest satisfaction was the standard product quality and their most dissatisfaction was about
the damage assurance. However, the respondents, in the overall view, had low level of
dissatisfaction towards product factor.

In terms of price factor, the respondents paid the highest expectation on the
alternative ranges of product price. After receiving actual services, their highest satisfaction was

still for the alternative ranges of product price and their most dissatisfaction was about the price



negotiation. However, the respondents, in the overall view, had moderate level of dissatisfaction
towards price factor.

In terms of place and customer service factor, the respondents paid highest
expectation on its capacity in delivering products at the needed time and the good condition of
products without damage. After receiving actual services, their highest satisfaction was the
facilitation of SCG to order products for customers and their most dissatisfaction was about the
product delivery at the needed time. However, the respondents, in the overall view, had moderate
level of dissatisfaction towards place and customer service factor.

In terms of place and customer relationship management factor, the respondents
paid highest expectation on the good cooperation with sub-dealers. After receiving actual
services, their highest satisfaction was still for the good cooperation with sub-dealers and their
most dissatisfaction was about the chance to have two-way communication between the company
and the sub-dealers. However, the respondents, in the overall view, had moderate level of
dissatisfaction towards place and customer relationship management factor.

In terms of promotion factor, the respondents paid highest expectation on the
regularity of advertisement and public relations to sub-dealers: offering stand for showing
products, providing devices for promoting sales, and etc, the concentration and attention of SCG
salespersons to close the deal with sub-dealers, the informative SCG salespersons to explain all
product inquiries of sub-dealers clearly and the soft and polite conversation of SCG salespersons.
After receiving actual services, their highest satisfaction was for the soft and polite conversation
of SCG salespersons and their most dissatisfaction turned to the concentration and attention of
SCG salespersons to close the deal with sub-dealers. However, the respondents, in the overall

view, had low level of dissatisfaction towards promotion factor.



