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ABSTRACT

The objective of this independent study was to study Customer Satisfaction 

Towards  Marketing Mix of Ready-mixed Concrete for Boral Company (Thailand) Company 

Limited, Chiang Mai Branch. Data was collected by the distribution of questionnaires to 124 

customers of the mentioned company. Then, in order to analyzed those obtained data, the 

descriptive statistics, including frequencies, percentages, and means, was applied. 

The study showed that the customers were male with 30 – 39 year of age, holding 

bachelor’s degree. They were the owners or in the position of Managing Director. Their working 

places were formed in type of Legal organization which were juristic partnership and had been 

operated for 6-10 years. The number of persons engaged was less than 50 persons. The study 

revealed that in average there were 1-5 construction projects a year. The total budget for each 

project was less than 3,500,001 baht; thus the company could earn approximately less than 

400,000 baht a month. The influencing person towards the purchase of ready-mixed concrete was 

referred to the owner or Managing Director. The majority got to know the Boral Concrete 

(Thailand) Company Limited from its sales persons and had been the company customers for 1-3 

years.

Considering Satisfaction Towards  Marketing Mix of Ready-mixed Concrete for 

Boral Company (Thailand) Company Limited, Chiang Mai Branch it was found that the 

customers ranked their satisfaction at a moderated level. Hereafter were shown the first priority 



element of each factor that the respondents ranked. In place factor, they ranked for the availability 

of ordering products through phone line. In promotion factor, they ranked for the good and 

reliable personalities of sales persons, the sincerity and honesty of sales persons, the politeness 

and friendliness of sales persons and attendance of sales persons in providing services to 

customers. In product factor, they ranked for the delivery service. In price factor, they ranked for 

the reasonable set price comparing to product's quality. 

The result of the study showed that the problems of each marketing mix factors in 

which the customers found the most were shown as follows: the unknown product's brand as 

found in product factor, the too short credit-term as found in price factor, the delay in delivering 

products as found in place factor, and the non-advertisements as found in promotion factor. 


