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Abstract

This study aims to A Study of Customer Satisfaction of Ajanta Packaging (Thailand)
Ltd. according to following objectives: 1.) Study customer satisfaction Classified by general
customer information 2.) Study the relationship between General customer information with
customer satisfaction of Ajanta Packaging (Thailand) Ltd. Using a sample of 70 from a total of

84 ordered customers in 2020. The research results were found that.

1. Most customers they have a period of 2 to 4 years (51.4%). Most of the business
size is the purchase amount not exceeding 1,000,000 baht / year (45.7%). Most of the products
are food & beverage (accounted for 41.4%) and most of the business type is limited company

(accounting for 68.6%).



2. Customer of Ajanta Packaging (Thailand) Ltd. All levels were satisfied at a high level
with the mean ()_() 4.00, in order of mean as follows. The average of place the average was
()_() 4.09, the average of promotion was average ()_() 4.06, the average of products ()_() 3.97

and the average price (X) 3.89.

3. Relationship between customer general information and satisfaction level the results
of hypothesis testing revealed that all aspects of customer general information. Including the
duration of the customer, business size, type of products and business model are satisfied with

the product and the service is no different.

Keywords: Satisfaction; Products and services, 4P's marketing mix.
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