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ABSTRACT

This independent study aimed at exploring customer satisfaction towards marketing mix
of Chiangmai International Dec Limited Partnership. Data collection was compiled from the
distribution of questionnaires to 80 customers of Chiangmai International Dec Limited
Partnership. The data were then analyzed by applying descriptive statistics composing of
frequency, percentage, and mean.

Based upon the findings, most respondents were 41 to 50-year-old male from Europe.
The highest level of education was Bachelor’s Degree. They mostly were importing and
exporting companies operating for 6 — 10 years. The average purchasing order was USD 5,001 —
10,000 per month. Most of the respondents were the owners . The most recent products
purchased from Chiangmai International Dec Limited Partnership were gift boxes. The most
influential people in making purchase decision were themselves. The purchasing frequency was
less than once a month. The trade fair was mainly where the purchasing order was placed and the
information regarding Chiangmai International Dec Limited Partnership was gathered. The main
reason for purchasing from Chiangmai International Dec Limited Partnership was the diversity of
the products. The respondents attended trade fairs 3 — 4 times a year. Paperworld Frankfurt
(Germany) was the trade fair that the respondents usually attended and made purchasing
decisions at. Most respondents had medium satisfaction regarding the overall purchases and

services from Chiangmai International Dec Limited Partnership.



According to the study, the marketing mix which customers had high satisfaction with
was Product. The marketing mix which customers had medium satisfaction with were Promotion,
Price and Place/Distribution, respectively. The sub-factors being ranked with highest satisfaction
for each marketing mix were as follows. For Product, it was the quality of gift box set. For
Promotion, it was that the samples were shipped to customers as promise. For Price, it was the
variation of price range. For Place/Distribution, it was the plenty of products displayed in the

exhibition/fair.



