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ABSTRACT

This study has 3 objectives. 1) to understand customers’ satisfaction for Chiang Mai
Zoo Aquarium, 2) to assess customers’ willingness to pay for an admission fee to visit the
aquarium, and 3) to analyze factors affecting their satisfaction on the admission fee charged by
the aquarium.

Data for the study were obtained from interviewing a random sample of 300 Thai
customers who visited Chiang Mai Zoo Aquarium between June-July,2010.Likert scale was used
to assess consumers’ satisfaction. For the second objective on the willingness to pay, open ended
question was used to arrive at the mean value. On the study of factors affecting customers’
satisfaction on the charged admission fee, Logit model was used to study the relationship between
customers personal variable and their satisfaction to pay. Ranking scale was used to analyze the
importance of marketing factors on customers’ satisfaction to pay.

The results on the customers’ satisfaction showed that they were fairly satisfied for the
overall picture. On the marketing mix factors, they were most satisfied with channel distribution,

and least satisfied with sales promotion and public relations.



On the willingness to pay for presently charged of 290 baht. The results revealed that
57.67% of customers were satisfied with this admission fee while the rest 42.33 % were
unsatisfied. For the whole sample, the average willingness to pay was found to be 273.08 baht.
The results of the study using Logit model revealed that out of the 11 customers
personal variables, only 4 variables i.e. age, income, traveling with family and trip expenditure
were found to be significantly related with customers satisfaction at 0.05 level of statistical
significance.
On the study of the importance of marketing factors on customers’ satisfaction to pay.
The customers were divided into 2 groups, these who were satisfied and these who were not
satisfied with the charged fee. The results of the study showed that for the first group, product
related factors were most important. For the second group, price related factors were most

important. However both groups agreed that physical layout was least important.



