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ABSTRACT
This study aimed to determine customer satisfaction towards the services of Australia

Center, Chiang Mai.

Data was collected from 100 customers of Australia Center during January-February

2004 using questionnaires. The data was then analyzed using frequency, percentage and means.

The results indicated that most respondents were female students with undergraduate
education, 20-25 years of age, having monthly income below THB 5,000. Their residences were
4-10 kilometers away from Australia Center. For the respondents, courses in high demand were
General English, IELTS Preparation, and English for Academic Purposes, respectively. Most
respondents decided to continue studying in the next term, and they would recommend Australia

Center, Chiang Mai, to their relatives and friends.

The study found that respondents were satisfied with overall service marketing mix of
Australia Center in most aspects as follow: the service personnel, service process, and product

offering.

For the service marketing mix, i.e. distribution channel, pricing, promotion, and physical
evidence, the respondents were not satisfied. However, when specific aspects were considered,

respondents were satisfied with most aspects except the following.

For distribution channel, respondents were not satisfied with the aspect of online
communication, which was not as convenient as direct contact with the school or other options for
unrestricted customer contact with the school.

For price, respondents were not satisfied with the aspects of convenience of payment;
payment methods e.g. via bank countcr, credit card; and that tuition fees were higher than
competitors’ offerings.

For promotion, respondents were not satisfied with the aspects of complimentary
promotional items given to customers, e.g. bag, T-shirt, and free trials.

For physical evidence, respondents were not satisfied with the aspect of stylish interior

decoration.





