v Y Yy v a o o A " o Y Y a w ! ) Y a
HIVONIIAUANUVUDATY ﬂ1§‘]J3‘]Jﬂ'JLWfJﬂ13LLGU\1‘UuGU?Nﬁ']uﬂWﬂaﬂﬁﬁﬂﬂ@ﬁﬁW\ul‘U‘Uﬂ\uﬂN

< [ v o ' a @
‘Ummamm%mﬂﬂmﬂumﬁmmwjuﬂﬂﬁiﬂ%ﬁiﬂaﬂjﬁﬂ

noai ey Iny
Y A J 4
HIvE Y e ennua a1 lnyad
Seyan UIHIIFINIWMIL DN
= ¢ o v ' P o
AMzNISNMINY3n 919136 A3.25N81 LIINTLIN 9191581/ nEMan
4 a o 1
819156 A3. 13911 535 UM 919150M1/3n1159W
U
UNNAED

[

v P A 2 a s A = v o A " W
fnﬁﬂuﬂ'JulllUﬂﬁﬁguNQWQﬂigﬁﬂﬂLWﬂﬁﬂETﬂ']'i‘]_]'i‘]J@'l'J!W@ﬂ'ﬁ!LGUQsUusUf’JQ
I

[ 1 9 [

9
fruddaniagneadrunuaudvvuiadnuazvuanatsludsdadmuaegsnaalaniag
Aea el

= Y Ao D) o s Y o '
AITANEIATIU hlﬂlﬂ‘].lﬁ'llli')iﬂl@ll“aIﬂﬂﬂqiﬁj\lﬂqymP‘J‘ﬂﬁgﬂﬂﬂﬂ']ﬁfﬂulﬁuq
Y v A Y 9 Y o 1 Y <3 ) A o
ﬂﬁﬁllﬂ’]ﬁﬂ%ﬂﬂ’]ﬁﬁﬁ@ﬁ%ﬂﬂ’]ﬁﬁquﬂ']'lﬁﬂﬂﬂﬁi'msuu']ﬂlﬁﬂllagGU‘HWﬂﬂﬁ']\isl’uﬁl@]@uﬂ@luﬂﬁaqmu
o 9 ] 9 k) o Y U Y I ) 9 9
FTUIN 10 31U IﬂfJLnJ\‘]ﬁJUTIUﬂT"Uu']ﬂﬂﬁTQi]’]u'lu 5 ITULASITHUATUUIALANITIUIUN 5 31U (161)'

a

A A = 9 A o o b an .
Lﬂif]\ill’E']Gluﬂ15ﬁﬂ‘1&|1§ﬂﬂiﬂﬂﬂlﬂy’ﬁﬂﬁuﬂ“uﬂ@ AIDTN UUUTUNIH Y Iﬂﬂ')‘ﬁ Semi-structured
~ o = a a Ad .
interview Taglingoumnimwnieldnguinsounuifnveunnanu®d (McKinsey 7 s Framework)
9 ~ Y o a 4 Y a a < Y a . .
“llflﬂal'ﬁﬂi?ﬂiﬂllhlﬂﬂgu'lﬂJTJlﬂi'lZWI@Ui“lﬂ‘ﬂﬂuﬂﬂ']ﬁ’)!ﬂi'lZWﬂJ’f]iJ”ﬁL‘]Nﬂﬂ!ﬂ'lW (Qualitative
. ° (% 9 Y a a A o a 4 dy
Analysis) IﬂElﬂ'li%1LLHﬂ!Lﬂ$ﬂﬂ§$UUﬂJ@HaL!‘U‘U@1Q’f]\‘]°l/]ﬂ‘]&la LW’E]H'I“JJ'JL?]TIZWLH@W'I (Content
Analysis) Tﬂamiﬁ’mmﬁau%y‘a (Data organizing) mimmeﬁ'ﬁn@ (Data display) 40EN1T311
< a o
“ﬁl'ﬂﬁEﬂ ﬂWiaﬂﬂWiJL!ﬁZﬂ’]i@]ﬁ')%ﬁ@‘Uﬂ')'lllg ﬂﬁ@ﬂ@]ﬁﬁﬂizlﬂuﬂlﬂﬁﬂﬁﬂWiﬁﬂU (Conclusion,

interpretation and verification)



[ 1

9
J v A < o [
Naﬂ'lﬁﬁﬂ‘kl'lW‘U'N %WUﬁ}Wﬂaﬂ')ﬁﬂﬂ’t’)ﬁ%}'NLLUU@QL@?J‘UUW@LﬁﬂLLaZSUUWQﬂﬁ']\ﬂu%\iﬂ'lﬂ

q

amyuiinisdsudrlunmsuisdumeldnguinsevuulrfnnveunadudd (McKinsey 7 s
Framework) 719 @1UA17181371 (Shared Values) A udanuvuaudnldanudidiudes
VoaMIuIMs Anuaca neewaduanuiluiues samuazimihedudiinevausade
AUABINITVDIGNAT AIUNAYNT (Strategy) T1uA1And1ulva) 1¥nagnF 1LY Differentiate

A o A v A Aa Y Ay Y A g '
Strategy La’ﬁ]ﬂﬂ'lﬁWGJJl!'lﬂ'J'liJL“If‘t’J'J“IﬂﬂJulﬂW'l%ﬂWuWﬁf]iJﬁl!ﬂ'l‘ﬂuliJﬁ'liﬂﬁf]Wflﬂ\ﬂleWf]ﬁﬁNﬁﬂmu

[ 1 9 a d'

v ' Yy Y a A Y 9o X @
ngﬁﬁ\iﬂ’ﬂmmfWIN%'lﬂﬁuﬂWﬂaﬂ’Jﬁﬂﬂﬂﬁ'iNﬂu‘] ‘1J"I\15'luﬂ1’i’31lﬁiﬂ%ﬂl@@ﬂiziﬂ%u@]@

q

Y ° a 9 Ao ' ' LR, A o Y A a 4
YAVIYUBDITTU fﬂ‘l’iuﬂ’duﬂTﬂi]TH‘IHEJLLﬁ3ﬂ@ugﬂﬂ1lﬂ1ﬂu1ﬂﬂﬂfﬂﬁ]u NNITUUAITNAAL Y

o 9 9y a Yy 9 9 U =) a I Y

ATINUNAITITUMTIHVINMIgNAT A TATIa519 (Structure) a1 Ivalimivesnansiudqua
Y
AIVAUNITHIIUNINUARIAYY (Sole Proprietorship) 311 A1U19dIUT N5 UL ENLHUNIAL
o o (2 y 9 gy 1 = v Y Y Y =

wiinauausaminuununu Iduiag la'ldegununifernu auszu (Systems) 31ualan
' 1 o a J {o & ' @ . @ . J
dauluaihszuuaeunumesuaz Tusunsunsuilunige Auinue (Skills) nbgniwiaiu

] o w I a a Y] { v A { I ]
Tng Ianudaduiemae n1susns winaulanudnenvaudnaaiuedied Tae
wiinaweg 1dsumseusumumMsdeuNdIvINIMIHIONINNUAUD U HTBHIUMTFUFU

a ' % 4 Aq ¥ o w J a Y 9 Y

sUnvVNgANITUAIUIMUEITNRIANI N IRANUAIARUANTUTNT MUYAAINT (Staff) 31UA
UN@IUIZSUNINIUIeTURNANe S 1uIeA VAT AN NAT ALY (Style) $1uf
1 ] a o ) a I @ 1
daulngliszuuuSmsuuuaseuass msdesnuazmnnsivesnemaiundn Sruduedau
wiinauiidnnamsaadulawediunil

L4 o

a SY 9 [ [~ [ 1 <A o Y
AINNITAUATIEUUNTUNIHUITIUAN muﬂlwﬂgmumaﬂu’n ﬂﬁq%‘ﬁﬂﬁnJWiﬂuWU],ﬂﬁlﬂf

[ J 9

L% = @ ] 4 @
pisvunuiuanlaniaqnoadwaiolnild Ao nagntuuy Differentiate Strategy N1 WAL

q

A A

~ Y a Y Ay v Y A P ' ) Y (a
ﬂ’JHJL"]iEJ’J“]ﬂiLJmW13@1TL!”Hiif)ll’r?f“Llﬂ1‘1/]llll’CTHJ15’01’?11@\1WEILW'é)ﬁiNﬂ’JHJLWIﬂGIN%Wﬂiﬂuﬂﬁjﬁﬂ

o 1 y A 7 i Y Y Aoy 1 Yo
ﬂﬁﬂﬂ@ﬁﬁqﬁ@uﬂ nagnsiLyy Niche Market Iﬂﬂﬂ']iﬁ']ﬂ'J']iJGIf’Nﬂ']isUﬂQgﬂﬂ'WllelﬂJhlﬂi‘ﬂﬂ']i

' P
Y A

[ ' Y aa 1 Y o [] a 9 = 12
&3]f)‘]Jﬁui’NLLﬁ3%UﬂqllQﬂﬂTﬂllﬂﬂiJGli’NﬂﬁuTﬂmﬂWW WU U eI UMl ST nRe el

v A A A A A Yy o oa Y a & ) Ay
ﬂ'J’]?Jﬁﬁ’]ﬂﬁﬁ’]fJ(lﬁlﬁ@ﬂ HASHUINMSEETUNNIIUDINUAUAITUAUU (Niche Product) HIDIUU

' Y Ao 9 a 9 Y & ! ' Y oA Y Ao a 9
ngugnmniianudesmsdudinasningnana ll wu ngugnmanedarsognmmiaud ld
1 = v Y d‘ﬁ/ <3 v A F) Y a ,3 a 9
WPAD HIDNGUYNAIFNNADINITANYIIAGI IUMITVAUA Az ABINIATAR TUMIFRAUM
wothdum Il ldneunazdszRuaiendilaglfinsaaungna1ilszs1 (Niche Customer) 1ag
A A o 1 A A o a s A A A
mMsuaaanIsnaou I nFesn las1soan 19Uz aIuIsad uiunagn 5oy
A a o l [ { J { J
Uszaninmnasiinu wu msdSudyuddsunasluesans wasulnssadwesdnivsoe

o A a Y @ 1o & 1 a
DUITUNUNIULNULAY Lmz‘wmumﬂyzﬁmxﬂummﬂﬁ'mmigﬂﬁﬁ



Independent Study Title Competitive Adaptation of Small-and-Medium-Sized, Traditional
Construction Material Retailers in Lamphun Against Modern

Trade Counterparts

Author Ms. Ekkamon Danpaiboon
Degree Master of Business Administration
Advisory Committee Dr. Warattaya Jangkajang Advisor
Dr. Rojana Thammajinda Co-advisor
ABSTRACT

This independent study aimed to explore customer satisfaction towards marketing mix of
Aukkharaphan Phanit. Questionnaires were used as the tool to collect data. Data obtained were
analyzed by the descriptive statistics, including frequency, percentage, and means.

The findings presented that most respondents were female in the age of 15-18 years old and
earned monthly income at lower than 5,000 Baht. Their education background was undergraduate
level. Presently they were students. Products that they purchased were A4 paper, cover paper, lined
paper, and bond paper. In each purchase, the estimated expense for stationaries was 100-300 Baht.
They learned about the Aukkharaphan Phanit from friends, relatives, and acquaintance. They rarely
took services from the studied store on uncertain day during 9.01-11.00 hrs. Person who owned
authority in purchasing stationaries was the respondents themselves. Reason of purchasing
stationaries from the Aukkharaphan Phanit was product varieties.

According to the study, the respondents satisfied with the overall marketing mix of
Aukkharaphan Phanit at high level. Their satisfaction was respectively given to the marketing mix

factors namely place, price, product, and promotion in descending order, with the details as follows.



In an overview, the respondents satisfied with the product factor of Aukkharaphan Phanit at
high level. The top satisfaction was to have all products as needed and the last satisfaction was the
beauty of product and its package.

In an overview, the respondents satisfied with the price factor of Aukkharaphan Phanit at
high level. The top satisfaction was the variable product pricing: high, medium, and low product
prices and the last satisfaction was the negotiable price for large order.

In an overview, the respondents satisfied with the place factor of Aukkharaphan Phanit at
high level. The top satisfaction was the location where was easy to find and the last satisfaction was
the ease and convenience to make a contact via phone.

In an overview, the respondents satisfied with the promotion factor of Aukkharaphan
Phanit at high level. The top satisfaction was the staff, who was knowledgeable on a certain type of
product and could introduce products to customers and the last satisfaction was the attractive events

on special festival such as back-to-school season.



