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Abstract

The objectives of the study were to find out buyers’ levels of satistaction with the
marketing mix of the Kanombanarjan products and to determine problems conceming the
marketing mix of the Kanombanarjan products. The data of this study was obtained from
responsés of questionnaires of 150 sample subjects and presented' descriptively in terms
of frequency value, percentage value, and mean average and weighted average

The resulis of the study were that most buyers were femaile aged between 20-30,
holding bachelor degree or equivalent, employed by government, semi-private, and
private sectors, and eamning between 5,000 — 10,000 baht per month.

In terms of product mix, it was fond that most buyers were most satisfied with the
freshness of the products, the quality of the products, and the taste of the products in this
order.

in terms of price mix, it was found that most buyers were most satisfied with the
cash payment method, price standard, and the price of Chinese cakes, in thi.s orders.

In terms of place mix, it was found that most buyers were most satisfied with the
cleanliness of the shop, the waiting area, and the interior decorations, in this orders.

‘In terms of promotion mix, it was found that most buyers were most satisfied with
the salesperson's manner and courtesy, good human relations, and personality, in this

order.



On the other hiands, the buyers were most dissatisfied with the product mix which
included lack of variety of products, package sizes of products, and the short shelf life of
the products. |

In addition, the buyers were most dissatisfied with the price mix which included
lack of bargaining, cash payment only, and unreasonable price range.

Also the buyers were most dissatisfied with the place mix which included lack of
limited parking space, inconvenient location, and limited number of distribution outlets.

Finally, the buyers were most dissatisfied with the advertisement, the sales

promotion such as discount rates, premiums, and lack of public relations.



