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ABSTRACT

The purpose of this study was to study customer satisfaction towards services
marketing mix of Lanna Lab Company Limited. The samples were 350 general customers using
health check-up services at the company. Questionnaires were used to collect data. Descriptive
statistics such as frequency, percentage, and average were used to analyze the data.

The study found that most respondents were females, age of 31-40 or 41-50 years
equally. Mostly their income was between 10,000 and 20,000 baht. A majority of them were
educated at bachelor’s degree level and worked as employee or company employee. They visited
the company for health check-up by using blood analysis service and paid for it themselves.
They knew the company through people’s recommendation. The frequencies of visit were
uncertain depending on symptoms or demands. Visiting days were Monday to Friday between
8:00 and 12:00.

For the customer satisfaction towards services marketing mix of Lanna Lab
Company Limited, the respondents were satisfied at a high level on products, personnel, process
of service, price, marketing channel, presenting physical characteristic, and marketing promotion.

For the product factor, the respondents were satisfied at a high level with the
accuracy of the results followed by the safety in tools and the medical equipment used.

For the price factor, the respondents were satisfied at a high level with the service
prices, which were appropriate and fair, followed by the price notifications before services being

rendered.



For the marketing channel factor, the respondents were satisfied at a high level with
the conveniences in travelling followed by the short distance from there residents and working
place

For the marketing promotion factor, the respondents were satisfied at a high level
with the easy-to-read service and treatment documents followed by the reliable easy-to-read
advertisement.

For the personnel factor, the respondents were satisfied at a high level with the
skillful medical technicians followed by the reliable and sufficient advice given by the
technicians.

For the presenting physical characteristic factor, the respondents were satisfied at a
high level with the reliable operations followed by the absence of mildew and medicine odors in
the company.

For the process of service factor, the respondents were satisfied at a high level with

the accuracy services followed by the delivery of the test results through post or e-mail.



