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The objective of this research is to understand the signification of multiplex theatre
space in Bangkok and to measure the customer satisfaction regarding the signification
mentioned. In order to arrive at the conclusion, the researcher studied the customer
satisfaction toward the signification of space of 3 multiplex theatres including
EGV Metropolis, Major Cineplex Ratchayothin, and SF Cinema City MBK Center with

90 samples.

The research results indicate that each multiplex theatre has similar signification of
space which can be interpreted as followed; 1. The allocation of space as an entertainment
complex satisfies three quarters of the samples. 2. The allocation of space that reflects the
identity of customers satisfies three quarters of the samples. 3. The allocation of space in
order to respond to human senses satisfies four fifths of the samples. 4. The allocation of
space that provides additional services satisfied four fifths of the samples. 5. The allocation
of specific space to involve customers to take part in the activities voluntarily satisfies two
thirds of the samples. 6. The utilization of space to emphasize the costumer security satisfies
two thirds of the samples. 7. The utilization of space to provide convenience to customers
satisfies only a third of the samples. This less significant satisfaction results mainly from a
limited parking space. 8. The utilization of space that can be rearranged according to

changing needs satisfies a half of the samples.





