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This independent study aimed to explore members satisfaction toward the
marketing mix of Green Diamond Co., Ltd., in Chiang Mai province. Data collection was
conducted through the distribution of questionnaire to 313 members from 3 Chiang Mai
branches. Then, the narrative statistic which consisted of frequency, percentage, and mean was
applied in order to analyze the data.

According to the study, it was found that most members were single female whose
ages were between 20-30 years old. Most of them were general employees graduated in
Bachelor’s degree. They earned 15,001-20,000 baht as average monthly income and had been
members of Green Diamond Co., Ltd., for 1-3 years. Reason of subscribing as the company’s
members was mentioned to the self-product éonsumption. Their most favorite center where they
mostly used services from was Chang Puak 1 Distribution Center. The amount of grand total
they spent for each month was not over than 3,000 baht, and the frequency in ordering products
was counted at GD -11 times a month.

Based upon the studying results regarding members’ expectation towards the

marketing mix factors of Green Diamond Co., Ltd., in Chiang Mai, it was found that they rated
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respectively at the high level of expectation for factors namely product, price, promotion, and
place.

For the satisfaction towards marketing mix factors of Green Diamond Co., Ltd.,
members indicated that they rated high satisfaction for two factors namely product, and place.
They, anyway, rated at the moderate level of satisfaction for factors namely price, and
promotion,

In product factor, the first three aspects that members satisfied with were product
qualities, the indication of manufacturing and expiring dates, and the actual quantities of
product as indicated on its label. »

In price factor, the first three aspects that members satisfied with were explicit
price label, clear price details in boih invoices and receipts, and payment diversity.

In place factor, the first three aspects that members satisfied with were the
availability of centers or distributors that facilitated convenient and easy contact, the full
product stocks that were sufficient with the members’ needs, and the uncomplicated order
processes.

In promotion factor, the first three aspects that members satisfied with were to
have officers who could provide advises and suggestions, to have officers who were expert and
knowledgeable in products, and to provide free copies of documents and brochures at all
distributing centers.

The comparison between expectation level and satisfaction level towards
marketing mix factors agreed by research respondents indicated that the expectation level was

rated higher than satisfaction level.





