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ABSTRACT

This independent study aimed at exploring customer satisfaction towards marketing mix
of Chiang Mai Laitong Ltd., Partnership in Chiang Mai Province. Data collection was compiled
from the distribution of questionnaires to 400 customers of Chiang Mai Laitong Ltd., Partnership
in Chiang Mai Province by using stratified random sampling method. The given data were then
analyzed by applying descriptive statistics composing of frequency, percentage, and mean.

Based upon the findings, most respondents were from Europe. They were married male
and female equally, aged between 41— 50 years old, graduated with vocational
certificates/diplomas. They were employees of private companies. Their monthly income was
USD 2,501 — 3,000. It was the first time visiting Chiang Mai with travel agencies. The souvenirs
they purchased were lacquerware products. They knew about Chiang Mai Laitong Ltd.,
Partnership, Chiang Mai Province from their travel agencies or tour guides. The merchandises
they purchased at Chiang Mai Laitong Ltd., Partnership, Chiang Mai Province this time were
golden lacquerware products. The specific type of merchandise they purchased was multi-
purpose box. They spent approximately USD 100 — 300 in purchasing merchandises this time.
The main purpose they purchased merchandises at Chiang Mai Laitong Ltd., Partnership, Chiang
Mai Province was to give to others as souvenirs. The main reasons they purchased merchandises
at Chiang Mai Laitong Ltd., Partnership, Chiang Mai Province were the product’s attractive

design and color.



According to the study, the customers had high satisfaction with all marketing mix
factors, which were Promotion, Product, Place, and Price, respectively. The sub-factors that they
ranked the highest satisfaction with for each marketing mix factors were as followed. In term of
Promotion, it was the sale promotion i.e. “buy 5 get 1 free” and premium giveaways during New
Year season. In term of Product, it was the quality of the lacquerware products. In term of Place,

it was the welcoming reception staffs. In term of Price, it was the accuracy of price calculation.



