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Abstract

The independent study “Customer Satisfaction Towards Marketing Mix Factors of
Northern Chemicals and Glasswares Limited Partnership, Mueang Chiangmai District” aimed to
investigate the satisfaction of customers towards marketing mix factors of Northern Chemicals
and Glasswares Limited Partnership, Mueang Chiangmai District. The population for this study
was 280 customers. The data was analyzed by using descriptive statistics consisting of frequency,
percentage, and mean. The results were summarized as follows.

The majority of the customers were government educational institutions, and an average
frequency of buying goods was twice a month, with an average budget between 5,000-10,000
baht per purchase. They decided to buy when they ran out of goods or materials and the reason
for buying was because of good relationship between sale persons and customer. The purpose for
buying was for research experiments and the most bought materials were chemicals. The person
who had the most influence in buying decision was the buyer or lab staff who used the chemicals.

When compared between actual perceived performance and the respondent’s expectation,
it was found that the customers were satisfied with all 4 factors. Their expectation and their

actual perceived performance were both at the high level.



In terms of product, the respondents were not satisfied with the following factors: several
brands of product to choose from, standard quality, and complete product selection, as their
expectation was at the highest level, while their actual perceived performance was at the high
level.

In terms of place, the respondents were not satisfied with the following factors: complete
delivery according to the order and the correction of delivered products, as their expectation was
at the highest level while their actual perceived performance was at the high level.

In terms of promotion, the respondents were not satisfied with the following factors:
advertising and discount, as their expectation was at the high level while their actual perceived

performance was at the medium level.



