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The objectives of this independent study were to determine the marketing mix affecting
customer satisfaction towards micro-organism products of Ping Thammachad brand.
Questionnaires were used for data collection from 200 customers which were selected by
convenience sampling method from 3 organic shops in Chiang Mai Province and 5 retail sales
representatives in Bangkok and surrounding area. The collected data were then analyzed by
descriptive statistics using frequency, percentage, and mean.

The results of the study were summarized as follows: the majority of the respondents were
female, married, aged between 31-40 years old, with a Bachelor’s Degree, worked as employees in
private companies with an average income of over 20,000 baht per month. The product respondents
were from friend’s recommendation. Their frequency of buying were unpredictable and reason for
using were non-toxic chemicals. In addition, their purpose in using was to preserve the
environment. Most of them used the micro-organism all-purpose orange cleanser product.

The respondents considered product factor of the marketing mix factors at a high
satisfaction level, except for distribution, price and promotion factors were at a moderate level. The
sub-factors were all at a high satisfaction level as follows: the product factor of being safe product,
promotion factor of seller advisory, distribution factor of availability, and price factor of fair price
for quality.

The number one problem were listed in using Ping Thammachad product was identified as
no advertising. Then no properly display location and also difficult to obtain.

It was recommended that products should obtain a formal product quality and
standardization accredited certificate and together with expiry date be imprinted on the labels and

products be available in several sizes.





