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ABSTRACT

The objective of this 'independent study was to examine satisfaction towards service
marketing mix of Pharma Choice drug stores in Mueang Chiang Mai district. The studied
outcome could be utilized for the purposed of strategic planning and service development in
order to satisfy customer needs. The studied population was 400 customers of Pharma Choice;
drug stores in Mueang Chiang Mai district. The data collection was conducted through
questionnaire and analyzed by using descriptive statistics which consisted of frequency,
percentage and mean. Following were the research outcomes.

Most respondents were female, at age between 20 - 34 years old, with 10,000 — 20,000
Baht average monthly income. Their educational level was bachelor’s degree. They came to
Pharma Choice drug stores in Mueang Chiang Mai district 1-2 times a month, in the evening
(4.01 pm — 9.30 pm), on weekdays (Monday — Friday). The branch they regularly visited was
Suan Dok branch on Suthep road. They spent 100 — 500 Baht on products on each visit. The
products they regu}aﬂy purchased were cold medicines. The main purpose of their product
purchase was to treat their present sicknesses. The main reason they bought at Pharma Choice
drug stores was the complete selection of products.

Based on studied results on customer satisfaction towards the service marketing mix, the
mmketing mix factors which the customers scored the satisfaction at high level were as follows;
people, price and physical evidence. The marketing mix factors which they scored the satisfaction

at medium level were as follows; product, place, process, and promotion.



238772

The highest-scored sub-factors that customers rated were as follows. In teﬁn of people
factor, the customers rated for presence 6f pharmacist during opening hours. In term of price
factor, the customers rated for their perception of worthiness when purchasing products from
Pharma Choice drug stores. In term of physical evidence factor, the customers rated for
appropriate and sufficient lighting in the stores. In term of product factor, the customers rated for
vast variety of prodﬁcts available. In term of place factor, the customers rated for sufficient
district-wide branches. In term of process factor, the customers rated for pharmacist’s assessment
before filling prescription and dispensing drugs and medications. In term of promotion factor, the

customers rated for free blood pressure checking service upon request.





