A A Yy v a = Y A Y (a
FOLIDINIIAUAINUVUDA IS ﬂ’TmWQWE]GLC‘UsU@\‘]Qﬂﬂ'W]iJ@@ﬁjﬂﬂigallﬂ'ﬁﬂ']ﬂaﬂ

v

Y 9 ! o v A ' + 9
YOIN WA UAIUDING 15831 HUAIIH
=
R BN InAasuUINa
USyan VIMIFINIWMITUNG (MINaIA)
da (= v Y a 4 = 7
219138NUTNHIMIAUANIVYBATE  T9INAATINGEG BIYT WAl eW

UNAAL

Y 4

= v A A
NITANEINITIU U

[ Y Aa

s A = = '
G]QIJ53ﬁ\“lﬂl‘W@ﬁﬂ‘H'lﬂ')'liJW\?WE]Gli]GU'ENQﬂ WVIllﬁ'ﬂﬁ'JUﬂigﬁiJ

Y = Y Y 1 o = "o o+ Y Ja < Y
msadanvearniaquarudinaresInidegide Taglsisnmsinusiusindoyalas

HUDARUMWYNAT $113U 350 3R AT MIduammazaIn uaziifeyadi IdinTnszideya
SreadiBanssann Useneudas mauanuaannud sandiudevas tazaunds

nansany Iy gaeuuuuaeuauduInaiilumene Torgeglusae 20-29
U imsfnuszaulsaanas s1wldaseunsa 10,000-19,999 AU Ysznoue 1T

AINS/SUIDATY

9 9 1 1

9 =3 Ao 9y 2 Y Y !
ﬂlﬂyjﬁﬂﬁiﬂﬂnlWQW’E)Elﬁ]‘IJfNQﬂﬂTVIiJG]E]ﬁﬂuﬂizﬁuﬂ1§ﬂ1ﬂaﬂﬂlﬂﬂﬁ1ﬁﬂuﬁ’lu

9 E4
[} + 9 v v A

o = [IN-Y d' 1 [ LY Ly [ o A 1 a 9
3100 1Fe9 1HUADLE Tﬂﬂmaﬂag“lusmumﬂm 4 a7 uAAVAIU Ao dIUYTTaNTUM

LTl

HAazUIMS sodaaaulszana dulsaumInizagdiaua tazaIulszaunams

ﬁ@ﬁﬁﬂﬁ@ﬁTﬂlmﬂﬂuﬁﬂﬂﬂﬁ ANAIAL

[ v
A0 =S =

fudrulszaudud uazusnsiladedosniaunasanuiansle 3 S1auusn

9

@ a ) a a3 a 3| @
ﬁﬂﬂluﬁ@uﬂ15‘]J§ﬂ”lﬁii!ﬂ”li%?i%!ﬂu@,ﬂg{ﬂﬂ LagIIALIN flﬂ1§TJNfT1.!f’%JHLEJﬂL‘]J‘L!WlITJﬂ%mﬁ]u
s A 1 a 9 d‘d
HAZHUTMITINDUTUANUAUNN
9 1 [y [ | d’d 1 d' =2 o w A A
amuandszausia Padedesninunasnunane 1o 3 ANAULITN ‘ﬂﬂll‘ﬂ?fmﬂﬂ
a8 9 o Y v a 9 =) A Y o Y
ﬂmaummmugﬂma TAUNNZTUNUAUNINT UM LLa%NﬂWiﬂuiWﬂﬂ‘HﬂU@,ﬂﬂW
9 ] v A Y o [V | d'd 1 d' = o w
ﬂ?ﬂﬁﬂuﬂigﬁmﬂTiﬂiZi]'lfJG]’JﬁuﬂW “lJi]i]ﬂﬂﬁ]ﬁ]ﬂllﬂ'lmaﬂﬂ’HiJW\“IW’fﬂi] 3a1au
|

A A a a Y A 1 v 9 A ~ =
Uin ﬂamzﬂznanﬂﬂ-ﬂﬂ NINANLUUDU NITIATTUNTL DA Lﬂuigl"lJEJ‘]JiJﬂ’J'lilﬁ"JEJ\ﬂiJ uag

o o & gy o ¢
mmm‘mmiﬁwa"lﬂmﬂmﬁww



v ! & o v 1 Aa d'

ﬂ"IL!ﬂ"J‘L!‘]J§$ﬁ3J°VINﬂ'Iiﬁﬁ]ﬁ']iﬂ"lﬁ@]ﬁWﬂLL‘]J‘U‘]J“iﬂHﬂﬁ fladedeaniuamagnI
=2 o w A A @ = =~ 9 o a [ S Y
wanale 3 Sauusn ADNNWUNNIUNANUTNIN LTYUI DY mmammzmwammm%ﬂ ag

awnsolddwugihudilomIdungni 1ddamu



Independent Study Title Customer Satisfaction Towards Retail Mix of

Chiangmai Tung Oo Seng Limited Partnership

Author Mr.Chayakorn Kosoltanakul

Degree Master of Business Administration (Marketing)

Independent Study Advisor Assoc. Prof. Orachorn Maneesong
ABSTRACE

The objective of this independent study was to study the Customer Satisfaction
Towards Retail Mix of Chiangmai Tung Oo Seng Limited Partnership. The data was collected by
questionnaires distributed to 350 randomly selected customers. The data was analyzed using
descriptive statistics, Frequency, Percentage, and means.

The result of this study found that the majority of the respondents were male aged
between 20-29 years old, with undergraduate education. They had own business or employed, the
average family income was between 10,000 to 19,999 bath per month.

According to customers satisfaction towards retail mix of Chiangmai Tung Oo Seng
Limited Partnership, the respondents gave an overall average at a high level and all four factors in
the following order : Goods snd Service Mix, Price Mix, Physical Distribution Mix and Integrated
Marketing Communication Mix, respectively.

In Goods and Service Mix, the sub-factors which ranked at the three highest
averaged of satisfaction level were process in payment correct and speedly, proper arrangement
and sent quality goods.

In Price Mix, the sub-factors which ranked at the three highest averaged of
satisfaction level were clear and correct price tag, price appropriate to quality, and warranty price

for customer.



In Physical Distribution Mix, the sub-factors which ranked at the three highest
averaged of satisfaction level were certain time in open and close hour, clean and great design,
and able to order by phone.

In Integrated Marketing Communication Mix, the sub-factors which ranked at the
three highest averaged of satisfaction level were polite employees, expert in advise products, and

problem solving.



