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The objective of this independent study was to study customer satisfaction towards the
marketing mix of Sompol Construction Limited Partnership, Mueang District, Lamphun
Province. The study was divided into 2 parts; the satisfaction of organization customer, and the
satisfaction of consumer customer. The data was collected by using questionnaires completed by
among 2 groups of customers of the Sompol Construction Limited Partnership; 70 organization
customers, and 208 consumer customers. The method used was sampling at Sompol Construction
Limited Partnership. The data then was analyzed by descriptive statistic using frequency,

.percentage, and mean.

The study showed that the majority of organization customers were male with 41 -50
years of age, holding bachelor’s degree or equivalent. They were the owners or entrepreneurs of
the construction business with more than 10 years of establishment. The organization monthly
income was more than 600,000 baht in average. The respondents learned about the Sompol
Construction Limited Partnership by themselves/ driving passing by. They have been the
customer of the Sompol Construction Limited Partnership less than 1 year. The reasons for
buying product of the Sompol Construction Limited Partnership was various kinds of product for
choices. They bought cement, blocks, bricks, pillar cement pipe and concrete.

For the marketing mix factors, the study revealed that the respondents were satisfied at a

high level with place and product, while promotion and price were satisfied at the moderate level.
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The sub-factors which were ranked at the first highest level for place were location, accurate
product delivery according to the order, and the perfect condition of product, respectively. The
sub-factors which were ranked at the fist highest level for product were the quality of product, the
variety of product’s brand, and choices of sample product, respectively. The sub-factors which
were ranked at the fist highest level for promotion were the public relation which took part in
promoting society, the human relation of staff, and staff’s service for customers. The sub-factors
which were ranked at the fist highest level for price were credit, each product have variety of
price, and the selling price fit the quality of product

For the consumer customer respondents, were mostly married male with 41 — 50 years of
age, holding bachelor’s degree or equivalent. They have their own business. Their monthly
income were 20,001 — 30,000 baht. They leamed about the Sompol Construction Limited
Partnership by their personal knowledge/ driving pass by. They have been the customers of the
Sompol Construction Limited Partnership less than 1 year. The reason for buying products at the
Sompol Construction Limited Partnership was because it had various kinds of product. They
bought cement, block, brick, pillar, cement pipe, and concrete.

For the marketing mix factors, the study revealed that the respondents were satisfied at a
high level with product and place, while promotion and price were satisfied at the moderate level.
The sub-factors which were ranked at the first highest level for product were the variety of
product, product quality, and choices of sample product. The sub-factors which were ranked at
the first highest level for place were location, easy noticeable of business’s sign, and accurate
delivery of ordered product, respectively. The sub-factors which were ranked at the first highest
level for promotion were staff’s service for customers, politeness and good human relations of
staff, and understanding of customer’s need, respectively. The sub-factors which were ranked at
the first highest level for price were various price of each product, credit, appropriate selling

price for quality product, price negotiation, respectively.





