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                 The objectives of this research were to study the levels of the satisfaction, factors  
affecting the levels of satisfaction purchase decision of Chemical fertilizers of the main dealer  
in central area 1 of Thai central chemical public company limited. To bring information to  
development and improve sales management and services in central area 1 provide more  
effective. The data were collected by using a constructed questionnaire, and analyzed by  
using frequency, percentage and mean as descriptive statistics, using one way ANOVA to  
test hypotheses and using Multiple Linear Regression for constructing model of relationships  
between independent and dependent variables. The results from data analysis suggested that  
the dealer did not affect the levels of satisfaction. But the marketing mix affected the levels of  
satisfaction at α = 0.05. This can be separated into different areas as follows. 

    Corporate reputation affected the levels of satisfaction at α = 0.05 (p-value  
=0.008). Price affected the levels of satisfaction at α = 0.05 (p-value =0.000). Promotion 
affected the levels of satisfaction at α = 0.05 (p-value =0.000). The others such as brand and 
sales will likely affect levels of satisfaction. Because brand affected the corporate reputation 
and sales affected the discount and extend the payment.  

According to the study. Therefore recommended that the operators.                                 
The management of the following methods.  

    1. To build corporate reputation, The company should emphasize the importance 
of maintaining the company's reputation such as highlighting the consistent quality products 
and better. Creating a good image to dealers and consumers such as providing scholarships 
for children of agricultural company's purchases. Chosen by dealers in that area. For create a 
good image of the company and loyalty to the company's brand. The environmental social 
responsibility such as the development of improved environmental management (ISO 14000) 
and improves plant and warehouse environments. 

     2. It should focus on setting the right price that the dealers can be profitable. The 
price is will not different from the competitors. The price should be adapted in appropriate with 
economic situation. 

     3. It should be program promotion in the way such that more attractive such as the 
bonus programming when purchasing full 50 tons getting 1 ton or 1 ton of fertilizer purchased 
getting 1 T-shirt, for example.   
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 

 

Program of Public and Private Management   Graduate School, Silpakorn University   Academic Year 2009 

Student's signature........................................ 
Independent Study Advisor's signature........................................ 


