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ABSTRACT
176290
The main objective of this Independent Study was to compare customer satisfaction
towards buying air conditioners from specialty stores and hypermarkets in Mueang District,
Chiang Mai. This Study also compared problems experienced by customers who purchased air
conditioners from those outlets in Mueang District, Chiang Mai.
The data in this Study was collected using questionnaires. The respondents were
purchasers of air conditioners --- 300 customers who purchased from specialty stores, and 100
customers who purchased from hypermarkets --- and they lived in Mueang District, Chiang
Mai. Descriptive statistics, frequency percentage means, and t-test were used for data analysis.
When comparing the satisfaction of both groups of respondents, there were significant
differences in the marketing mix factors of Place and Promotioﬁ. Respondents who bought
from hypermarkets reported higher average satisfaction than those who boﬁght from specialty
stores, for both factors respectively.
When comparing the satisfaction of both groups over the sub-factors of Product and

Service, a significant difference was shown in the sub-factor of reliable service standard.
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Respondents who bought from specialty stores reported higher average satisfaction than those
who bought from hypermarkets.

When comparing the satisfaction of both groups of respondents in regards to Price
factor, significant differences were noted in the sub-factors of installation fee, non-negotiable
pricing and installment payment option. In the sub-factors of installation fee and non-
negotiable pricing, respondents who bought from specialty stores reported higher average
satisfaction than those who bought from hypermarkets. While in the sub-factor of installment
payment option, respondents who bought from hypermarkets reported higher average
satisfaction than the other group.

When comparing the satisfaction of both groups of respondents towards Promotion
factor, significant differences were found in almost all sub-factors. In every sub-factor, the
average satisfaction of respondents who bought from hypermarkets were higher than those who
bought from specialty stores, except that they were indifferent to the capability of sales and
service personnel to provide advice.

The problems with marketing mix were broken down by factors. For Product factor,
specialty store customers faced problems with poor after-sales service, no price label, and no
products in stock; while hypermarket customers had problems with poor after-sales service, no
products in stock, and no after-sales service.

In the Price factor, specialty store and hypermarket customers experienced problems
with expensive installation fees, expensive retail pricing, non-negotiable pricing, and limited
payment methods.

In the Place factor, specialty store customers stated problems with limited branch
network, stores closed on Sundays & holidays, no price labels, and lack of store decoration to
motivate purchasing.

In the Promotion factor, specialty store and hypermarket customers cited problems with
unattractive promotional schemes, poorly trained sales staff, and actual sales promotions

inconsistent with promotional materials.





