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ABSTRACT 210819

This research aimed to 1) Customer’s opinion in photo shop management satisfaction with
the services, 2) study the using service behavior, 3) examine the customers’ satisfaction on the
management of the photo shop (studios) 4) compare the customers’ opinion on the management in
relation to their personal factors, 5) compare the level of customers’ satisfaction with the services in
relation to their personal factors, 6) explore the relationship between the customers’ personal factors
and their behavior when using the services,7) determine the relationship between the customers’
satisfaction when the services and their opinions on the management, Instrument : Questionnaire was
used with 384 customer in Phranakhon Si Ayutthaya. Statistical analysis was performed in terms of
percentage, mean, t-test, F-test, the Chi-square test and the Pearson correlation coefficient. The
findings were as follows:

1. Most of customer agree in photo shop management.

2. Most customers used the services 1-2 times a month and spent less than 500 baht. Most
of them visited the shops between 1 pm and 4 p.m. The service requested most by the customers was
taking photos as a couple for their souvenir.

3. The customers’ opinion on management of the photo shop (studios) when it was
considered as a whole was high in product, price, service, location, and marketing promotion.

4. Difference in age, monthly income, educational background and occupation yielded
different opinions on the management at a statistically significant level of 05

5. Difference in sex, age, monthly income, educational background occupation also
frequency of the visit, expenses incurred, type of service sought and reason for using the services
yielded difference in customers’ satisfaction at a statistically significant level of .05

6. Sex, age, monthly income, educational background and marital status related to the
customers’ behavior when using the services with a statistically significant level of .05

7. The customers’ satisfaction in product, price, services, location, and marketing
promotion related to their opinion with the services at a moderate level with the services of the photo

shops (studios) at a statistically significant level of .01





