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ABSTRACT

This study employed qualitative and quantitative methods and it was aimed at
investigating the demographic characteristics of the administrators and customers and to compare
the brand image of Piboon Concrete Company Limited as viewed by the administrators and the
consumers which would affect the marketing mix of products, price, place, promotion, people,
process, physical evidence, pub}lic and politics. The sample included 3 administrators, 19
consumers who took part in th¢ focus group discussion, and 161 customers responding the
questionnaire. The data collection was composed of 3 parts. They are (1) in-depth interview with
the administrator, (2) the in-depth interview with the consumers, and (3) the questionnaire to be
responded by the customers.

It was found that the brand image as viewed by the administrators had good

image of being the community leaders, with diversity covering the needs, and had concept of

goods and service development in systematic way. The customers suggested the Company to

enhance the quality of the products.

The price was seen at middle range. The customers could check the price to
compare with other brands and fo‘und that sometimes the price was higher but compared with the
quality and service, the customers|could accept it. Besides, the Company also provided credit line
for the regular customers who had|outstanding credit record.

Concerning the llace, the Company was located in the good location, easy to

find as it was in downtown clos? to transportation. The Company had delivery system which

sometimes was delayed and subject to be improved.
In regard to the promotion, the Company was viewed at good level. It had

occasionally promoted the produdts which were well taken by the customers. It was suggested
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that the Company should set up the system of accumulation of the points from purchasing the
Company’s products and the Company should take part in the goods fair more frequently. The
Company had used the advertising strategies through various channels but could not well reach
the customers. The change of the brand was known by most of the customers but some of them
knew only through the old brand.

Regarding the personnel, they had good image. The administrators had quality
control of the services provided and set up incentive system of compensation and welfare for the
personnel. The customers then could get the convenient and friendly services from the personnel.
They had got sufficient information they needed. Only the labor level of personnel perceived that
there was still some problem in providing services.

Concerning the process, the Company had moderate level of brand image. The
administrators placed emphasis on communicating the brand image via every aspect of the
process including the use of new technology, shortening the process, and setting up the flow of
service. The customers would like to see the Company stressed more on the production process,
quality control, and service provision all of which had impact on the customers.

Regarding the physical facilities, the Company had good image. The
administrators were trying to communicate the image of facilities in the office space stressing the
modernity of them, and their functional relationship. Customers perceived that all these facilities
were appropriate. To them, the Company needed the space for the product showroom which had
~ been presently set up by the Company.

Regarding the public, the Company had moderate level of image. The
administrators set up the policy and continuously implemented it. Educational institutions,
government agencies, and local administrative organizations had minimal perception due to the
Company’s lack of public relation in regard to the brand image.

Concerning the politics, the Company had moderate level of image. It had
strictly operated in compliance with the laws and standards. The consumers had known about
this. In regard to regional and national politics, the administrators had expressed their view of
non-involvement and did not want to see the Company’s image attached to it. This was contrary
to the customers who viewed that the Company should involve in the politics in one way or

another.



