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ABSTRACT
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This research aimed to: 1) study the levels of the member’s opinions on the
management of a company named Dr. Saroj's Herbal Products Co. Ltd.; 2) study the levels of the
member’s opinions on the marketing mix of the company; 3) compare the levels of the member’s
opinions on the management of the company, classified by personal factors of member;
4) compare the levels of the member’s opinions on the marketing mix of the company, classified .
by personal factors; and 5) study the relationship between the levels of the member’s opinions on
the management and the levels of the member’s opinions on the marketing mix of the company.
The sample group consisted of 440 members of the company in the central region of Thailand.
The data was analyzed by using percentage, frequency, mean and standard deviation. Variable
differences were compared by using t-test and one-way ANOVA was analyzed by using F-test
and Pearson’s product-moment correlation efficient.

The results of this study can be summarized as follows:

1. The member’s opinions on the management of the company were at a high level in

all cases.

2. The member’s opinions on the marketing mix of the company were at a high level in
all cases.

3. The education of members affected the opinion levels on the planning and
motivation management. Their careers and incomes affected the opinion levels on the planning

and organizing management. The reason for application to be a member affected the opinion

levels on the controlling management.
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4. The different education levels of members affected the opinion levels on the
marketing mix. Their careers and incomes affected the opinion levels on the marketing mix of
products and promotion.

5. The levels of member’s opinions on the planning management related to the opinion
levels of members on the marketing mix were related at a medium to a high level. The levels of
member’s opinions on the organizing management related to the marketing mix at a medium to a
high level. The motivation management related fo the marketing mix a medium to a high level.

The controlling management related to the marketing mix at a low to a high level.



