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Abstract

The independent study aimed at studying customer satisfaction towards services
marketing mix of Chiang Mai Surgery Clinic, Mueang Chiang Mai District. Sample of this study
were specified to 200 customers who received services provided by Chiang Mai Surgery Clinic.
The group of samples was according to conveniences sampling, questionnaires was sending by
electronic mail survey. Data obtained were analyzed by descriptive statistics consisting of
frequency, percentage and mean.

Results of the study found that most of questionnaire respondents were single
female in the age between 20-29 years old, holding Bachelor’s degree, working as employee of
private company and owner of the business, earning monthly income at the amount of 20,001 —
30,000 Baht. The majority chose Rhinoplasty for self-confidence and friend participated in
making decision on choosing Chiang Mai Surgery Clinic. They spent more than 40,000 Baht per
time. The fame of Dr.Chatree Promchot was the main reason for choosing Chiang Mai Surgery
Clinic. They mostly got to know the information of Chiang Mai Surgery Clinic from friend. They
will be return for the services and will exactly recommend Chiang Mai Surgery Clinic to the
others.

Results of the study found that satisfaction of the respondents towards services
marketing mix of Chiang Mai Surgery Clinic, Mueang Chiang Mai District at the average level

and it can be ranked in ascending order as in the details below.



The product factor was the safety in the pharmaceutical (drug). The price factor was
the equivalent price to the quality. The place factor was the convenient access to the clinic. The
people factor was the certified plastic surgeon. The physical evidence factor was the sufficiency
of the rehabilitation beds. The process factor was the appointment reminding call to the
customers. And for the promotion factor was the clear introduction of the surgery details in the
clinic website.

Five sub-factors of services marketing mix that the respondents ranked as
importance and be served the most satisfying level which in quadrant B were the certified plastic
surgeon, safety in the pharmaceutical (drug), the result suited with the requirement, fame and
reliability of the clinic, and the convenient access of the clinic.

Five sub-factors of services marketing mix that the respondents ranked as very
important level and moderate level but didn’t reach the satisfying level which in quadrant A and
should be urgently improved were the easy to park cars, get an on-time service, short waiting time

for the service, the appropriate open-closing time and staff were very polite relationship.



