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ABSTRACT

The objectives of this study were to investigate: 1) the marketing factors of Mont
Nomsod Shop (Chiang Mai Branch) and its business competitors; 2) problems and obstacles of
customers patronizing the shop; and 3) guidelines for marketing development of Mont Nomsod
Shop (Chiang Mai Branch). A set of questionnaires was used for data collection through
convenience sampling which resulted to respondents comprised of 400 customers patronizing the
shop within the time prescribed. Obtained data were statistically analyzed using frequency,
percentage, mean and standard deviation values.

Results of the study revealed that most of the respondents were female
customers of 21-25 years of age and with highest educational background at the bachelor level.
Customers were either students or workers with monthly income ranging from 5,001 to 10,000
baht.

Further results of the study showed that, as a whole, marketing factors that
affected buying preference of products from Mont Nomsod Shop (Chiang Mai Branch) were at a
high level. Concerning factors affecting the buying preference of customers, the levels were listed
from high to low, as follow: process, product, physical appearance, physical appearance as
created and recommended, personnel, price, and product sales distribution. Meanwhile, factor on
market promotion was at a moderate level.

On the other hand, results of the study on the problems and obstacles
encountered by customers buying products from Mont Nomsod Shop, showed that the product
factor was at a moderate level with the sub factor on safe consumption having the highest average

value. Similarly, factor on price was also found in moderate level with sub-factory on product
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price which was more expensive than other shops while having the same level of quality, to have
the highest average value. On the factor of sales management, it was found that as a whole, it was
at a moderate level with sub-factor on parking space which was inconvenient and inadequate, to
have the highest average score. The factor on market promotion was also found at a moderate
level with sub-factor on the lack of price reduction and premium awarding having the highest
average score. The factor on personnel, as a whole, was again found at a moderate level with
sub-factor on shop employees being not attentive and patient with customers having thn;: highest
average score. The factor regarding the creation and recommendation of product physical
appearance showed that, as a whole, it was at a moderate level with sub-factor of the size of the
shop as too small having the highest average value. And, the factor on process was found to be
also at a moderate level with sub-factor on the difficult method of ordering food or drinks having
the highest average score.

Results of the study on the guidelines for marketing development of the Nomsod
Shop (Chiang Mai Branch) indicated that on product, there should be added diversity with
products available for health care lovers such as low fat milk and healthy bakery including
products specifically sold during specific festivals. On product price, there should be no price
discounts or original price but only in the reduction of the amount and quantity since t-hese can
decrease the value of the “Nomsod” brand, however, the shop should use a strategy to maintain
regular customers particularly the segment group. On sales management, the shop should rent
more land area to extend the parking space for its customers and allow the latter to use the
parking coupon for price discount of products in the shop; on market promotion, the shop should
held market promotion activities during festivals to enable its customers to feel they are part of
the events. On personnel, the shop should have a full-time receptionist to greet and usher the
customers with courtesy, charm and with warm relationship with customers and being able to
remember the names of regular customers to make them feel the warmth of patronizing the shop
and creating good impression for first time customers. On the creation and recommendation of
physical appearance, the shop should provide an opinion box. Finally, on process, the sho-p should
have a correct and rapid billing systein with the use of computer together with a software program
for sales management and for checking data including assessment survey and summary of sales in

order to use the results to further develop the sales strategy.



