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ABSTRACT

The purpose of this independent study was to study customer satisfaction towards service
marketing mix factors of Jampha Plaza Department Store Company Limited, Mueang Lumphun
District Branch. The data were collected from 400 customers by using questionnaires. The data were
then analyzed by using descriptive statistics, namely frequency, percentage and mean.

The study found that most respondents were married female with age of between 21-30 years
old and with Bachelor's degree. Their monthly income was less than 5,000 Baht. The number of
their household members was 4-6 persons. The frequency of purchase and using services at the store
was 2-3 times a week. Each purchase costed more than 900 Baht. The time of purchase was between
17:01 and 19:00 hrs. The reason for buying during this time period was their convenience. The
respondents came to the store with other family members. When buying, they made decision
themselves. The products they usually bought were personal hygiene products such as soaps,
toothpaste and etc. They were member customers of the store. They had been shopping at the store
for more than 12 years. They obtained information about services from advertisement in front of and
inside the store. The promotion they liked most was the discounts. The reason for shopping at the

store was the reasonable price.



The results of the study showed that the respondents were satisfied at high level with price,
product, personnel, place, promotion, process, and physical appearance, respectively.

For product factor, the study showed separate customer satisfactions for supermarket section
and for department store.

For supermarket, the first 3 highest ranked sub-factors of product factor were availability of
seasonal products such as gift basket for different seasons, adequate goods for customers, and product
quality, respectively.

For department store, the first 3 highest ranked sub-factors of product factor were adequate
goods for customers, wide variety of products to meet all customer need i.e. brands, sizes, styles and
models, and product quality, respectively.

For price factor, the first 3 highest ranked sub-factors were special-price products regularly
offered, cheap merchandise comparing to other stores, and price-matched with price tag policy,
respectively.

For place factor, the first 3 highest ranked sub-factors were appropraite opening hours,
variety of vendors for examples, electronic devices, video, clothes, shoes, and etc. and easily
accessible product display, respectively.

For promotion factor, the first 3 highest ranked sub-factors were the promotions such as
special price products as well as special discounts on different occasions, membership discounts, and
sales promotion, for examples, free gifts, discount coupons, points and prize drawing, respectively.

For personnel factor, the first 3 highly ranked sub-factors were good service, well-mannered
and polite staffs, and knowledgeable staffs, respectively.

For physical appearance factor, the first 3 highest ranked sub-factors were being well-known
to the public, nicely dressed and active staffs, and good shelfing system, respectively.

For process factor, the first 3 highest ranked sub-factors were accurate billing processed

shelful of products, and quick payment process, respectively.



