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This independent study aimed to explore customer satisfaction toward the service of
Paddy Field hotel. Data collection was conducted through the distribution of questionnaire to
120 customers. The data was then analyzed by descriptive statistics using for frequency,
percentage, and means.

According to the findings, most respondents were single, female whose ages were
between 21 - 30 years old. The highest level of education was found in Bachelor’s degree. They
were mostly employees of companies, and earned 10,001 — 20,000 baht as the average monthly
income. Most of them knew about Paddy Field hotel by the recommendation from
persons/fellows. At the time they answered the questionnaire, it was their first time to stay at
Paddy Field hotel. It was revealed that the most favorite service they took from the hotel was to
rent rooms for the period of 2-4 days. Most respondents stated that they would return to stay at
this hotel because it was located in the city that helped facilitating them in an aspect of
transportation. It was found that they mostly came from the central part of Thailand with the
business reason.

Based upon the studying results regarding service marketing mix factors, it was
found that in average, respondents rated for their satisfaction at the moderate level towards
factors namely place, process, promotion, price, people, produce/service, and physical
evidence, respectively.

The first sub-factor of each which rated by the respondents was shown as follows. In
product/service factor, they rated for the treasure security inside the room, while the availability
of credit card payment came first for ihe price factor. In place factor, they rated for the
convenience of transportation, while the price reduction for regular guests came first for the
promotion factor. In people factor, they rated for the polite communication of staff, while the
atmosphere inside the room came first for the physical evidence factor. Lastly, in process factor,
they rated for the fast services they received.

For problems found by respondents, its overall view was rated at the low level. The
first three problems they mentioned were about the rooms and pathway, insufficient light, and

the inappropriate water temperature caused by the hot water system.





