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ABSTRACT

The objective of this independent study was to study the cusg:mEer’]s. ssatiasfgc't?o;)1
towards the marketing mix of Likid Silp Stationery & Sport Limited Partnership, Chiang Mai
Province. The population for this study was 114 organizational customers, 40 business buyers and
74 government agencies and institutional buyers. The data was collected from questionnaires and
analyzed by frequency, percentage and mean, and was summarized as foilows.

The majority of the business cusiomers were service businesses and the majority of the
government agencies and institutional customers were educational institutions. Most customers
had an average frequency of buying stationery once a month, with an average budget between
10,000 — 50,000 baht per month. Customers had more than 3 stationcry suppliers and they have
been Likid Silp’s customers for more than 10 years. Most respondents have worked in the
purchasing department and were females between 40-49 years old.

The customers ranked their satisfaction towards price, product and place factors at a
high level rating, while promotion was at a moderate level. The 3 highest level of the customer’s
satisfaction in price were the credit system, the suitability of price and quality, and the selling
price. The 3 highest level of the customer’s satisfaction in product were the product exchange and
the product return policy, the fast service, and the product quality. The 3 highest level of the
customer’s satisfaction in place were the right product delivery, the product delivered with no
damage, and the product availability for sale. The 3 highest level of the customer’s satisfaction in
promotion were the customer contact via telephone, the politeness and hospitality of salesperson,
and the enthusiasm of salesperson.

The respondents indicated a moderate level of problems in price, place and promotion,
while a low level of problem in product. The 3 highest level of problems in price were too little
price bargaining, no discount, and unclear price label. The 3 highest level of problems in place
were not enough parking space, no obvious shop sign, and the damaged product delivery. The 3
highest level of problems in promotion were no sales premotion, for example, discount coupons,
sampling premiums and gifts. There were no advertising throngh various media and no customer
contact via internet. The 3 highest level of problems in product were little product variation, the

products being outdated, and the products appearance being too old.



