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ABSTRACT

The objective of this independent study was to study the customer satisfaction towards
the marketing mix of Chiang Mai Lampang Parquet Sukkapan Limited Partnership, Amphoe
Mueang, Changwat Chiang Mai. The data was collected from questionnaires distributed to 313
randomly selected customers. The data was then analyzed using descriptive statistics, namely
frequency, percentage and arithmetic mean.

It was found from this study that the majority of the respondents were male of 41-50
years old, with undergraduate education. They had own business and made average of 10,001-
15,000 baht per month.

According to customer satisfaction towards the marketing mix factors, the respondents
gave an overall average at high level in the following order: products factors, promotion factors,
place factors, and price factors.

In products, the sub-factors which ranked at the three highest averaged of satisfaction
level were variety of products, variety of brands and quality of products. In price, the sub-factors

which ranked at the three highest level were products showing price tags, the variety of price



and reasonable price. In place, the sub-factors which ranked at the three highest level were store
brightness, the atmosphere and location. In marketing promotion, the sub-factors which ranked at
the three highest level were politeness, friendliness and performance of staff, staff’s expert and
knowledge of product, numbers of the staff.

As for product problems, the respondents gave an overall average at the “no problem”
level, with shortage of products and had taken long time for product claimed averaged at the
highest score. In price, the respondents gave an overail average at lowest level, with no discount
upon cash payment averaged at the highest sore. In place, the respondents gave an overall average
at lowest level, with limited parking space averaged at the highest score. In promotion, the
respondents gave an overall average at the “no problem” level, with uninteresting promotion
offers (discount, free gifis, etc.) averaged at the highest level.



