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ABSTRACT

The independent study entitled “Customer Satisfaction towards Service Marketing Mix
of Pattanayont Chiang Mai Limited Partnership” aimed to explore customer satisfaction toward
service marketing mix of Pattanayont Chiang Mai Limited Partnership. This is based on the
service marketing mix theory in the customer satisfaction of Philip Kotler and the organization
marketing theory.

| In the research, the data was collected by the questionnaires from the customers who took
service from Pattanayont Chiang Mai Limited Partnership for totally 230 mentioned populations
by the quota sampling in 4 provinces; Chiang Mai, Chiang Rai, Lamphun and Mae Hongson and
then this data was also chosen by the convenience sampling. The data was aﬁalyzed by the
narrative statistic composing of frequency percentage, mean and also T-test.

- Based upon the findings, most respondents were male in the age between 31-40 years old
and had their own garage business. Those took service from Pattanayont Chiang Mai Limited
Partnership for more than 10 years and had daily purchased around 10,001-20,000 Baht per
months. The customers had the expectation level in the good autopart shops.

The most 3 highest factor of customer expectation level were people, process and

product/service in order.
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The most 3 highest factor of customer perceived level were product, process and people
in order.

. The minor factor which the customers had most dissatisfied in the product and service
“factor was the products had less useful life than other shops but the variety of brand choices was
the most customer satisfaction.
= The min-or factor which the customers had most dissatisfied in the price factor was the
‘price negotiation but the variety of product price was the most customer satisfaction.

The minor factor which the customers had most dissatisfied in the promotion factor was

- the channel of product order, such as telephone, fax.

The minor factor which the customers had most dissatisfied in the people factor was the
number of service employees but the good manner of employees was the most customer
satisfaction.

In the physical factor, the customers had dissatisfied and had low expectation in overall.

In the process factor, the customers had dissatisfied in overall and the minor factor which

the customers had most dissatisfied was the service response.





