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ABSTRACT TE 1 4 51 8 3

The purpose of this research was to study the satisfaction of the customer toward
marketing mix factors of Plastic Container of Jomphan Group Co., Ltd. The sampling group was
limited to limited 45 business owners who were in the industries of food and beverages. These
business owners were purchasing customers of Jomphan Group Co., Ltd. which supplied plastic
containers for both domestic and international orders. In this study, the theory of Marketing Mix
Factors of product, price, channel and marketing promotion was used.

The data collecting came from primary and secondary sources. Primary source was
obtained from questionnaires given to 45 purchasing customers of Jomphan Group Co.,Ltd. on
August 11, 2003 (verification of customers according to sales records from Jomphan Group
Co.,Ltd. from January 2, 2003 to August 11, 2003). Since the researcher knew the exact number of
population, a survey was conducted. The questionnaires were divided into 3 parts : (1) Personal
information concerning the customer and the choice of plastic containers purchased. (2) Information
concerning the satisfaction of the customer toward marketing mix factors of product, price, channel
and marketing promotion of Jomphan Group Co., Ltd, For each question a 5-levels rating scale of
most satisfied, very satisfied, satisfied, less satisfied and least satisfied were used. (3) Problems and
other suggestions. The secondary source was collected from related documents such as journal,
related researches and the internet.

Data analysis consisted of descriptive statistics : frequency, percentage, and means by

Likert’s Scale.

The result of the study was that most of the customers were females. Both female and
male customers were between the ages of 31-40 years old with a bachelor degree. They were the
owners of dried food business and made orders when stock was running low or almost empty.

In general, it was found that customers were satisfied in product, price, channel and
promotion by arranges. The satisfaction in product and quality was at the high level. The
satisfaction in channel was at the medium level when the product was delivered to the right
destination. The satisfaction in price was also at the medium level when the cost of the goods sold
was consistent. Finally, the satisfaction in marketing promotion was at the medium level when
customers were met with polieness of the company representatives.

Concerning problems, it was found that the customers had problems at the medium to
low level. The Problem at the medium level was in product and price while the problem in low
level was in channel and promotion.

As for receiving information, customers preferred to receive information through
mail.Compared to other companies, it was discovered that the products of Jomphan Group
Co.,Ltd. had a better image. The main reason that customers placed their orders was on the
quality of the products.

In summary, this study showed that the satisfaction of the customers of Jomphan Group

Co., Ltd. were at high level in every aspect and had fewer problems.





