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The objective of this independent study was to investigate customer satisfaction
towards marketing mix factors of Fascino drug stores in Mueang Chiang Mai district. The study
was based on primary data collected by using survey questionnaires asking 400 customers of the
three branches of Fascino drug stores: Suan Dok, Khamtiang Market, and Chiang Mai Rajaphat
branch. The data collection was used convenience sampling technique and analyzed by using
descriptive statistics such as frequency, percentage, mean, and standard deviation.

The results was found that customers satisfied towards marketing mix factors of
Fascino drug stores in Mueang Chiang Mai district in medium level. The factors that satisfied at
high level were people, product and price. The factors that satisfied at medium level were
physical evidence, process, place and promotion.

Product factors: sub-factors that customers satisfied at high level were complete
choices of products, complete choices of brands, complete choices of sizes and quality of
products; sub-factor that customers satisfied at medium level was new products for sale.

' Price factors: sub-factors that customers satisfied at high level were price of
product was appropriate according to product quality and complete choices of price; sub-factor

that customers satisfied at medium level was showing price clearly.
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Place factors: sub-factor that customers satisfied at high level was open times of
drug stores; sub-factor that customers satisfied at medium level was convenience of location; and
sub-factors that customers satisfied at low level were numbers of chain stores and parking lot.

Promotion factors: sub-factor that customers satisfied at high level was
suggestions and information provided by salespersons; sub-factors that customers satisfied at
medium level were collect stickers for exchange rewards, distribute souvenirs in special
opportunity, discount products and distribute premium products; sub-factors that customers
satisfied at low level were advertisements in periodicals, advertisements in radios and
advertisements inlocal newspapers.

People factors: sub-factors that customers satisfied at véry high level were
enthusiasm in providing services of salespersons, good relationship with customers and
salespersons have ability to suggestions; sub-factors that customers satisfied at high level were
suggestions and information about drug provided by pharmacists, numbers of salespersons and
full-time pharmacists; sub-factor that customers satisfied at medium level was salesperson’s
uniforms.

Process factors: sub-factors that customers satisfied at high level were process of
advice giving and order; sub-factor that customers satisfied at medium level was process of
payment; sub-factor that customers satisfied at low level was process of solve problems after sale
services.

Physical evidence factors: sub-factor that customers satisfied at high level was
shelved according their categories; sub-factors that customers satisfied at medium level were
Fascino’s magazine, decoration in stores, renown of Fascino, cleanness in stores and signboard of
stores.

Customer’s problem was at low level in overall; Problem factors at high level
were no exchange or refund products, no transportation to serve and promotions were not
interesting; problem factors at low level were incomplete choices of products, poor quality of
products, expensive prices, and salespersons could not solve problems after sale services, slow
services process, process of payment was limit; however customers had no problem with impolite

staffs and very hard to contact by phone.





