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ABSTRACT

The purposes of this research was to 1) study the level of service marketing
mix factors of Kitseree Agrochemical Limited Partnership, 2) compare the level of
service marketing mix factors classified by personal factors and customer types. The
population used in this study consisted of the customers of Kitseree Agrochemical
Limited Partnership’s group across the country, Is was divided into 4 regions with 180
shops in the northem region, 150 shops in the north eastern region, 30 shops in the
central region, and 40 shops in the southern region for a total of 400 shops. The
sample consisted of 200 shops as calculated using Taro Yamane’s formula with a
reliability of 95%. The instrument used to collect the data was a questionnaire. The
statistics used in the data analysis were frequency, percentage, mean, standard
deviation, and hypothesis testing with t-test, One Way Anova and Least-Significant
Difference (LSD) or Dunnett’s T3 to compare multiple compairsons.

The research findings were as follows:

1. Overall, the level of service marketing mix factors of Kitseree Agrochemical
Limited Partnership was at a good level (X = 3.79, S.D. = 0.36) When Considering each
aspect, individually it was found that theiaspect of staffiwas at the highest level (X =
3.98, SD. = 0.63) followed by.the aspect of prices (X = 3.92, S.D. = 0.59), service process
(X = 3.90,S.D. = 0.66), products (x = 3.85,S.D. = 0.65), physical appearance and
presentation (X = 3.76,S.D. = 0.66), marketing promotion (X = 3.60, S.D. = 0.58), and
place (X = 3.52, SD. = 0.59) respectively.

2. The hypothesis test revealed that the personal factors gender, age, status,
education level and income of the customers of the different shops produced
difference regarding the level of service marketing mix factors of Kitseree Agrochemical
Limited Partnership, at the significance level of 0.05.

3. The hypothesis test involving customer types meaning customers form the
different areas: the north, the north east, the central region, and the south, produced
differences regarding the service marketing mix factors of Kitseree Agrochemical Limited

Partnership, at the significance level of 0.05.
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