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This independent study aimed to investigate the satisfaction of dealers in northern
Thailand towards marketing mix factors of SCG Network Management Company Limited. Data
analysis was conducted in descriptive statistics consisting of frequencies, percentages, means,
and standard deviation. The Inferential Statistics applied to this study were T-test and One Way
ANOVA.

Based upon the findings, most respondents were shop owners. Most were married
male whose ages were between 50 — 59 years and the highest educational level was Bachelor’s
degree. Their average monthly sales was less than 5,000,000 baht. It was found that most
respondents had operated their businesses for more than 26 years and had mostly been appointed
to be dealers for SCG Network Management Company Limited for more than 26 years.

The studying results on the satisfaction towards marketing mix factors of SCG
Network Management Company Limited were shown hereafter.

In terms of the product factor, the respondents paid their highest expectation on the
fame of the company while the satisfaction of actual service perceived performance was paid to
the standard quality of products. They were, however, unsatisfied the most with the product
designing/reproducing service that the company offered. However, the respondents were
unsatisfied with the overall product factor at a medium level.

In terms of price, the respondents paid their highest expectation on the discounts;

the discount for cash/quantity/trade, while the satisfaction of actual service perceived
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performance was paid to-the appropriate credit period. They were, however, unsatisfied with the
appropriateness of concurring profits for dealers. However, the respondents were unsatisfied with
the overall price factor at the highest level.

In terms of ﬁlace and customer services, the respondents paid their highest
expectation on the good condition, without any damage, of products as received from the factory
while the satisfaction of actual service perceived performance was paid to the convenience found
in ordering process. They were, however, unsatisfied with the sufficiency of the product amounts
to be sold. However, the respondents were unsatisfied with the overall place and customer
services factor at a medium level.

In terms of place and supply chain management, the respondents paid the highest
expectation on the company’s ability in reducing overall distributing costs (such as product cost,
transportation cost, and storage cost, for example) in the most effective way. The actual service
perceived performance that they satisfied the most was mentioned to the company’s ability in
managing the effective collaborative exchanges (especially for the SCG Logistics section).
However, the respondents were unsatisfied with the effectiveness in reducing overall distributing
costs (such as product cost, transportation cost, and storage cost, for example). However, the
respondents were unsatisfied with the overall place and supply chain management factor in a
high level.

In terms of place and customer relationship management, the respondents paid the
highest expectation on the establishment of reliance towards the business of dealers as continually
provided by the company. The actual service perceived performance that they satisfied the most
was mentioned to the good collaboration of the company to dealers. However, the resp;)ndents
were unsatisfied with the clarity in company’s business operation strategies, such as annual
policy, financial support to the dealer development, for example, given to the dealers. However,
the respondents were unsatisfied with the overall place and customer relationship management
factor at a medium level.

In terms of promotion, the respondents paid their highest expectation on the
pleasant/polite conversation made by salepersons of the company and the satisfaction of actual
service perceived performance was also paid to the pleasant/polite conversation made by sale
persons. They were, however, unsatisfied with the promotion given to the dealers. However, the

respondents were unsatisfied with the overall promotion factor at a medium level.





