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ABSTRACT

The objective of this independent study was to study the satisfaction of customers in
Sansai District, Chiang Mai, towards marketing mix factors of Rose drinking water. The data
was collected from 222 Rose drinking water customers in Sansai District using questionnaire.
The data was then analyzed using descriptive statistics, namely frequency, percentage and mean.

The results of the study showed that most questionnaire respondents were female, more
than 50 years old, with Bachelor’s degree as the highest level of education. They were
government or state enterprise employees, with monthly salary of 10,001-20,000 baht. The
number of their household was 3-4 persons. The total buying cost of Rose water was 61-90
baht/week. They had used Rose drinking water for 4 years and did not buy any other brands.
They knew about Rose drinking water because they knew the owner and they recommended
Rose drinking water to friends.

From the study of Sansai customers towards marketing mix factors, it was found that
they ranked marketing mix in the following order: price, physical evidence, place, product,
service process, people, and marketing promotion.

For product, the customers ranked their overall satisfaction at the highest level. The 3
sub-factors with the highest ranking were Rose drinking water was standardized by Ministry of
Health, problems were being solved, and quantity label was accurate.

For price, the customers ranked their overall satisfaction at the highest level. The 3 sub-

factors with the highest ranking were Rose drinking water was cheaper than other brands, the



price matched the quality just like other brands, and customers were given monthly credit just
like other brands.

For place, the customers ranked their overall satisfaction at the highest level. The 3 sub-
factors with the highest ranking were prompt delivery, accurate order delivered, and ordering
was convenient.

For marketing promotion, the customers ranked their overall satisfaction at the high
level. The 3 sub-factors with the highest ranking were availability of emergency delivery (such
as when drinking water ran out at a party), extra containers available, and complaint channel.

For people, the customers ranked their overall satisfaction at the high level. The 3 sub-
factors with the highest ranking were staff carried water containers to the spot, good personality
and clean clothes, and staffs were well-mannered.

For physical evidence, the customers ranked their overall satisfaction at the highest
level. The 3 sub-factors with the highest ranking were availability of delivery trucks, delivery
trucks and factory were clean and up to the standard, and delivery trucks had logo that was easy
to spot.

For service process, the customers ranked their overall satisfaction at the high level.
The 3 sub-factors with the highest ranking were customers were able to check for previous

orders from staffs at any time, easy order process, and first-come-first-served policy.



