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ABSTRACT

174014

This research aims to : 1) study levels of customer’s opinions on the management of
herbal cosmetic distributive center in Central Thailand, 2) study levels of satisfaction of
customers on the marketing factors, 3) compare the levels of customer’s opinions on the
management of herbal cosmetic distributive center categorized by personal factors of customers,
4) compare levels of satisfaction of customers on the marketing factors of herbal cosmetic
distributive center categorized by personal factor of customers, and 5) study the relation between
the management of herbal cosmetic distributive center and the satisfaction of customers on the
marketing factors.The sample group consisted of 390 customers using herbal cosmetic
distributive center services.The instrument of data collection took the form of questionnaire.Data
were analyzed by computer using statistical methods of percentage, mean, and standard
deviation.Variable differences were compared using t-test, One Way Anova was performed with
F-test. Once there was statistical significance, LSD method and Pearson’s Product-Moment
Correlation Efficient Analysis were employed to test correlation.The findings are summarized as
follows :

1.The opinion of the customers in Central Thailand on the management of the herbal
cosmetic distributive center was at the high level. Considering each aspect, it was found that the
opinidn on the management of herbal cosmetic distributive center was at the moderate to the high
level in the particular order : management, marketing planning, quality controlling and customer
motivation.

2.The customers’satisfaction towards the marketing factors of the herbal cosmetic

distributive center was at the high level. Considering each aspect, it was found that the
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satisfaction of the customers was at the moderate to the high level in the particular order : price,
products, after sale service, marketing promotion and distribution channel.

3.The customers in Central Thailand with different status and occupations affected
different levels of the opinions on management and marketing planning.

4.The customers in Central Thailand with different status affected different levels of
satisfaction on product and after sale service, and customefs with different education levels and
occupations affected different levels of satisfaction on prices.

5.Results of correlation analysis at the statistically significant level of 0.01 showed that
the administration on marketing planning, organization management, customer motivation and
quality controlling related positively to customers’satisfaction towards marketing factors on
products, prices, distribution channels, marketing promotion and after sale service at the moderate

to very high level.



