A A v Y a = ¥ 1 A A v Jda & '
FOLIDINIFIAHUAINUUDAFS ﬂ?WNWQW@i%m@Q@L%WWHﬂT@Q BIATTWUTNNY WaIE

= 1

NI RY
Y A 4
R, UWIATIA 1300
Saan VINIIFINIUNT NN

td' = Y % a
aaznssumsnlsnmsauanuuudase

1 4 v d
Ar0maninnsd mssemi yauaaen Usgsmnssums
dan a o a
5’[‘]\1?“?(@]515]']58’55685@] THYAIUA NITUNIT

% ]

UNANED
= =< 9 1 dy A [ A 4 [} = 1
ﬂﬁﬁﬂ‘]&ﬂﬂ’ﬂiJW\iW@Gli]GUfNQL%WWH%GU’EN DIATTWUHTNNY WA wea v

Ao s A = = =< y 1 & 4 o Jda o A '
Njﬂf}ﬂﬁgﬁ\?ﬂlwaﬁﬂ‘ﬂ']ﬂQﬂ')’]ilW\‘]W@ﬁlWUﬂﬂEjlslf'lwuﬂallﬂ\iﬂ']ﬂ']ﬁwuﬁ‘ﬂwﬂwa']“lﬂlﬁb'f]\ialﬁm

A A Aq < v A 3 o 1 ,
ﬂ3E]QllEJ“I/IGI,GI)'“luﬂﬁLﬂ‘Ui’J‘Ui’)iﬂl’ﬂyjaﬂmmﬂﬁﬂﬂﬂﬂ\l Tﬂﬂ!ﬂﬂﬂ’mﬂﬁlm‘ﬂﬁ]wﬁ]ﬂ ﬁ]TﬂﬂQiJ

o=

A 9 1 dy ~ @ A o = 1 = o
Uszmnsae I?JLGH'IWHT]’E)"I?TI?WuﬁﬂWﬂWﬁW“ﬁL%ﬂﬂﬁlﬁﬂJ TuT w.e. 2551 WU 142 519 N5
a <Y Y Aaa a 9 1 d' 9 1 d‘
ﬂlﬂi"lgﬁeuﬂﬂaljajﬂﬂi%ﬁﬂ@ﬁf\?Wiﬁﬂ‘!UT ulﬂ!,!,ﬂ AMUD TIDYAS LLIASAURAY

[

=2 "9 [ [~ a =
HaM AN MU uLUde U AU N AN ey 21-30 T szAY
= a =1 o ] 9 a a o a A [y A 4
MsfnSyanes @urtiadvesntms szeznamatladuiiuninslueimsiugang
] = 1 1 = a A 9 = 491 d'z 9 Qﬂll A
was Feelnd 1103131 UseannanmsAenIvenILAEY WHNAIUBI3 U FUN 1 ¥Ua
Y v
YDINUNFIVDITIY 24 M1T1UUAT TIMAUFINDAITNUNATAS 250 VN 528za11unITM
[ [] g { 1 1 1 Aa 1 o I~ 1 1 1
dagusriui innnd 1 Yualinu 2 I mausaiusiedeu (hisaua ldwaza
2’ a d ] a o
111)52111) 10,001-20,000 VM YsznveamsdszneunamsginisidenABNNUADT LA
9 Y dy A A 9 " 9 A
N3doyans IMFNUNNNNOUAIFININNTIAIUDY
= = Y} o v & A v Jda o '
HamsAnIANUNINe lavesgnirdinmsniunomsRugINgnaIan
= ] 1 [} 1 a 9 = =< [
wealvy wuniateaulssaumsnaiausms gaeunuvasuniwianuiane lannilady

A A o ~ o o A v 9 Y ) @
naunasszavthunasesdiaune JadeaumsasuazitauodnyuULNINNIININ



v Y
%

[ a [ a [ 4 a (% o Y]
Mademunszurumsusms dadedunaasas/usms dadeauinangs dasedu

yaans Javedusia vazililieaumsdudiumsaain

[
]

[ a o Jd a ' o W
Todedunanduai/nims gasuuuvaeuniuiinnuiianeleaeilviodosnl

J

1 { o v 4 1Y { { 9 o 1 o
Aundegega 3 Swuusnie guda saassiun Idmsumsuaunn sesaanfio gqudd

v [ L 1 1 L] 4 a a
Hszuunievie e InsdniIiundodraiieaws uaz quialiansiualumsan

N Y 9 Y 9

uasnihiulaaudeans

favedunm gaeunvudeunwiianuiianeleliaundogege 3§ 1
FMITIIRUNAeIUIUD 509090770 TIANAUFIAALVUADAITNNAT LD TIAIAUF
A~ [ s A
iegufuguiaY

v 9 o d':ll 9) = =2 A A o w

fadeduiuaias gaeunuudeuamiianuianelalinundegiga 3 ey
A ' ! A ' A A o Y ! & A v =
Avogluduagury  sesaamfe edluiunndludiunmsn uazegluiunlnaaaiufnm,
1 ~ J a [ ~ = A [
iy lsaTeuNaosnInends 1susenseuyaIneds

Padedumsduasumsaaia daouuuuaeunminnuianelalisunge

o v A I v Aa 1 1w = @ d? ~
gaga 3 MAUAD NNAUINMITANING TUMTVIBNUNANAANNUFU TUATHIY TUIUT)
] v o A A a 4 o J J o

Tnii setaamnne mavamhdedeniuniilszhguialdunnsasuaniinilszme nazna

Audlimsdananssuduasumsneswiudinaasannhou

v
= = o 3

Padearyaains gaeunvudouninianuiiane lalinundegega 3§

U q

J A {

foyaninsvesguda Tanwdedad sesaunie yaansvesguiafisamiisswedines
TRuSms lundazdu uag yaansvesguialinypdduiusa osondoa

Podedumsadazinauednyazniimenn gaouuuudouniuiinay
fanelafidundogega 3 Sivude feuhazern loime setaunie quda lszuuiu
omaluituiidaunans 1AzANELDIAVIRUEM wazuSnulaesol wag quda Jszuy
Smnanutlasasonnen 24 52 Tue midu

flasedunszuumsuims daeunvuaeuniuiinnuianelafisundvgage
3 MdufeszuumIsndtatazimuaiusiszdann s03amie Ianusiaisagndos

TumsaaERu tazmsfaaeminau Wivinazaln



Independent Study Title Lessee Satisfaction Towards the Servise Markeging of Pantip

Plaza Building, ChiangMai

Author Mr. Jaturong Chaivech

Degree Master of Business Administration

Independent Study Advisory Committee

Assistant Professor Dararatana Boonchaliew Chairperson
Associate Professor Sirikiat Ratchusanti Member
ABSTRACT

The study of lessee satisfaction toward the space rent at Pantip Plaza Building,
Chiang Mai aimed to examine lessee who rented space at Pantip Plaza Building, Chiang Mai.
The tool used for collecting data was determined to the questionnaire distributed to 142 lessees
who rented spaces at Pantip Plaza Building, Chiang Mai in the year 2008 as the specific study
population. Then, the collected data were analyzed by the descriptive statistics including
frequencies, percentages, and means.

According to the study, most respondents were female in the ages between 21-30
years with Bachelors’ degree, and business owner. It was found that the shops where they
worked for had been operated at Pantip Plaza Building, Chiang Mai for more than 3 years and
the type of shops was considered as the individual business type. The location of their shops
was on the 1" floor with the size 24 square meters and the rental rate was 250 baht per a square
meter. The space leasing duration as signed in the contract was more than 1 year but not over
than 2 years and the monthly leasing rate (excluding electricity and water supple costs) was
found in between 10,001 — 20,000 baht. The business feature was to sell the computer series
and the source of space leasing information was obtained from the lessee’s friends.

Based upon the study on the satisfaction of lessees after rented the space at Pantip

Plaza Building, Chiang Mai, it was found that the respondents rated their satisfaction towards



the following service marketing mix factors average at moderate level; physical evidence,
process, product/service, place, people, price, and promotion, in orderly.

In terms of product/service, the first three sub-factors which the respondents rated
at the highest level of satisfaction were the many spaces for lease, the sufficiency of electric and
telephone network system for all lessees, and the permission to decorate the shops as needed, in
orderly.

In terms of price, the first three sub-factors which the respondents rated at the
highest level of satisfaction were the variety of payment methods, the rental rate which
calculated in square meter basis, and the proper rental rate comparing to other centers, in
orderly.

In terms of place, the first three sub-factors which the respondents rated at the
highest level of satisfaction were to be located in community area, to be located in trading area,
and to be located near academic institutions such as Monfort College and Regina College, in
orderly.

In terms of promotion, the first three sub-factors which the respondents rated at the
highest level of satisfaction were the availability of special sale activities in relation to the
special festivals such as Chinese New Year, and New Year, the availability of printed media
which were distributed nationwide, and the availability of promotions done with the lessee’s
every month, in orderly.

In terms of people, the first three sub-factors which the respondents rated at the
highest level of satisfaction were the honesty of officers, the sufficiency of officers to provide
any kinds of service, and the good human relation and friendliness of officers, in orderly.

In terms of physical evidence and Presentation, the first three sub-factors which
the respondents rated at the highest level of satisfaction were the sufficiency of clean restrooms,
the availability of air-condition for the center space, the cleanliness of the center and its
surrounding area as well as the 24-hour security available.

In terms of process, the first three sub-factors which the respondents rated at the
highest level of satisfaction were the clear invoice system and determined due date of payment,
the rapidness and accuracy in cashier process, and the convenience in making contact with

officers.



