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ABSTRACT

The objectives of the study were to determine customers’ level of satisfaction and
problems concerning the marketing mix of industrial electrical components : The case of
Tunti Automation Limited Partnership.

Questionaires were used to collect data from all 45 companies, that were Tunti
Automation’s customers, In each companies respondents were divided into 2 subgroups,

_ﬁl&' first was respondent who worked in purch-asing départment and the second was respondent
who worked in facility/mainténance department. The data was anélyzed by descriptive staﬁstigs,
i.e., frequency, percentage, mean and weighted averége. |

The resuits of the study indicated that most customers were maie, working in large
scale factories with the main shareholders being foreigners. Most companies were in electronic
components manufacturing industries,

In terms of product mix, it was found that customers’ level of satisfaction were in the
medium level for all factors. The factor with the highest score was the trustworthiness of brand

and the lowest score was after sales services,



In terms of price, it was found that customers’ level of satisfaction were mostly in
the medium level. The factor with the highest score was the payment method and the lowest
score was quantity discount.

In terms of place mix, it was found that customers’ level of satisfaction were in the
medium level for all factors. The factor with the highest score was the convenience to
co-ordinate with the company and the lowest score was company’s location.

In terms of promotion mix, it was found that customers’ level of satisfaction were
in the medium leve) for all factors. The factor with the highest score was the convenience
co-ordinate with sﬁlesperson a;nd the lowest score was public relations.

The product mix factors that most respondents mostly realized as problems
were the after sales services, exchange/refund policy and users/operation manuals, respectively.

The price factors that most respondents mostly realized as problems were the selling
price, quantity discount and credit term, respectively.

The place mix factors that most respondents mostly realized as problems were the
accuracy of invoice, convenience to co-ordinate with the company and lead time, respectively.

The promotion mix factors that most respondents mostly realized as problems were the

appropriateness of uniform, knowledge/performance of salesperson and the variety of training

course for customer, respectively.



