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ABSTRACT 1 7 7 2 6 2

The objectives of this independent study were to study the customer
satisfaction, as well as to explore some problems and suggestions towards the marketing mix of
Copytex Co., Ltd., in Mueang Distirct, Chiang Mai province. The study group was 290
company’s customers who were divided into 2 groups; 146 customers from the private sectors,
and 144 customers from the government sectors. The data collection was conducted through the
questionnaire randomly distributed to those groups of customers. Then, the researcher applied the
descriptive statistic which consisted of frequency, percentage, and mean to analyze all collecting
data. Here were the results of the study.

Most of respondents were 21-30 years old female who held the bachelor level of
education. The respondents in private sectors were from the offices where registered as the
company limited, while the respondents in government sectors were mostly from the public
health organization and worked in the position of general officers/officers. In the office places,
they revealed that they had more than 10 computers that were mostly HP brand. Most of them
mentioned that in their offices, they had 3-4 HP ink-jet printers. The printer cost around 3,000-
6,000 baht. It was revealed that they used those printers more than 4 hours everyday, and spent
21-50 paper sheets a day. The purpose of printing was for general office purposes. Most
respondent said that they used the original ink f“or the printers according to its good quality. The
frequency in purchasing ink for printers was every 1-2 months and purchased through telesales
channel from the ink company. Most of them had purchased the ink from Copytex Co., Ltd., for
more than 24 months.

Based on the results of the study on the satisfaction of customers towards the marketing
mix factors, the results were shown as follows. The customers scored at the high level of
satisfaction for the following factors; product, distribution channel and promotion in orderly. The
highest sub-factors that the customers rated for were presented as follows. In term of product
factor, they rated for the return or warranty of product service. In term of distribution channel
factor, the customers rated for the telesales service. In term of promotion factor, the customers
rated for the politeness and good human relation of the employees. The customers scored at the
middle level of satisfaction in term of price factors, the customers rated for the 30 days of credit
duration.

The most problems that customers found were stated as follows. In term of product
factor, there were very few choices for purchasing. In term of price factor, the company did not
allow much opportunity to request for product bargain. In term of distribution channel factor, it
was found late transmission of the products. Finally, in term of promotion factor, it was found no

sample product for testing.





