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ABSTRACT

The objective of this independent study was to study customer satisfaction towards
service marketing mix factors of Banrai Coffee stores in Bangkok. The data was collected by
questionnaire from 414 customers in 18 branches through random sampling and analyzed by
descriptive statistics namely frequency, percentage, mean and standard deviation. The result was
found as follows.

Customer satisfaction towards service marketing mix factors of Banrai Coffee stores was
at the medium level overall. The factors that affected customer satisfaction at the high level were
process, people, physical evidence, and product factors. The factors that affected customer
satisfaction at the medium level were place, price, and promotion factors.

Product factors affecting customer satisfaction at the high level were taste, product
quality, and product image or brand. The factor that affected customer satisfaction at the medium
level was the variety selection of service products.

Price factors affecting customer satisfaction at the medium level in all sub factors were
price and quality agreement, and discount when customers bought a lot.

Place factors affecting customer satisfaction at the high level were everyday operation

and the store location at gas stations. The factors that affected customer satisfaction at the



medium level were convenience, store location at sky-train stations, number of stores in various
locations, and internet ordering.

Promotion factors affecting customer satisfaction at the medium level in all sub factors
were membership privilege, discount coupons, advertising, and downloading the store logo onto
cell phone for discount.

People factors affecting customer satisfaction at the high level were staff’s uniform and
dress, politeness, speed of service, and clarity of communication. The factor that affected
customer satisfaction at the medium level was number of staff.

Process factors affecting customer satisfaction at the high level in all sub factors were
service process, which consisted of customer greetings, welcoming, accurate order taking,
product recommendation, and good cash registering.

Physical evidence factors affecting customer satisfaction at the high level in all sub

factors were cleanliness, decoration, product display, light, and comfortable atmosphere.



