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Independent study title: The Marketing Mix in Purchasing Dry Ice Products of Freezco Company Limited
Customers in Samut Prakan Province
Researcher: Miss Thanyaporn Prathumma. Degree: Master of Business Administration (General Management).
Dhonburi Rajabhat University. Independent study advisors: 1) Dr. Jariya Rukkhaphan 2) Dr. Sittichai

Farlangthong. Academic year: 2015. 109 pp. Keywords: marketing mix, purchasing, dry ice

Abstract

The purposes of this research were to: 1) study the marketing mix in purchasing dry icesproducts of Freezco
Company Limited customers in Samut Prakan Province, and 2) compare the marketing mix: in purchasing dry
ice products of Freezco Company Limited customers classified by customer informations. The sample used in this
research was 136 dry ice purchasing customers of Freezco Company Limited customers in Samut Prakan Province.
The instrument used in this research was a questionnaire. The data were analyzed by percentage, means, standard
deviation, t-test and ANOVA.

The research results revealed that: 1) holistically the customer opinions on marketing mix in purchasing
dry ice was at high level; considering by aspects it was found that the 4 high level aspects in descending order were
distribution channel, promotion, price and product. 2) The results in comparing the marketing mix in purchasing dry
ice products of Freezco Company Limited customers classified by customer information were found that: holistically
the opinions of the customers with different work positions had no statistical difference; and the customers with
different business types and customer service periods had significantly different opinions in marketing mix in
purchasing dry ice.at-.01;-and the customers with different average monthly purchasing orders had significantly
different opinions in marketing mix in purchasing dry ice at .05 respectively. Considering by aspects, it was found
that the customers with different business types had significantly different opinions in terms of product at the
statistical significance at .01; the customers with different business types and average monthly purchasing orders had
significantly different opinions in terms of price at of .01; and the customers with different business types and duration

of being customers had significantly different opinions in terms of distribution channel at .01.
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