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Abstract

The purposes of this research were to study the branded metal product customers’ attitude towards
business operation of Pornsil factory, and to compare the branded metal product customers’ attitude towards
business operation of Pornsilp factory, classified by the customer status. The samples were 108 customers of
Pornsilp factory. The questionnaire was a research tool. The statistical data analysis were percentage, mean,
standard deviation, t-test, and analysis of variance.

The finding revealed that the branded metal product customers’ attitude towards business operation of
Pornsilp factory was overall at medium level. When considered aspect by aspect, the attitudes in all aspect were
also at medium level, which were, from the highest to the lowest, the production, price, image, and service
aspect. The comparison of the branded metal product customers’ attitude towards business operation of
Pornsilp factory, classified by the customer status showed that the customer with different business type had the
attitude overall with statistical difference at significant level of 0.05. Considering items by items the customer
with different business types had the attitude in the price aspect with statistical difference at significant level of
0.05 for 1 itém, which was the low-priced product. Also, the customer with different business type had the
attitude in the image aspect with statistical difference at significant level of 0.05 for 1 item, which was the good
financial history. The customer with different purchase order had the attitude with statistical difference at
significant level of 0.05, in the price aspect for 1 item, which was the fine product, in the service aspect for 1
item, which was the product specification details fast informed, and in the image aspect for 2 items, which were
the work operation with care, and the interest of follow-up. The customer with different yearly sale had the
attitude with statistical difference at significant level of 0.05 in the image aspect for 1 item, which was the

punctuality.
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