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ABSTRACT

This independent study aimed to explore customers’ satisfaction towards services
marketing mix factors of Power Buy Company Limited, Kadsuankaew branch, Chiang Mai
province. Data collection was conducted through the distribution of questionnaire to 320
customers. The data was then analyzed by descriptive statistics using for frequency, percentage,
and means.

Based upon the findings, most respondents were single female in the age between
20-30 years old, worked as employees for private companies with Diploma or equivalence as
their highest educational level. They earned lower than 10,000 baht for monthly income and
stayed in Mueang district, Chiang Mai province. According to the results, type of the product
that most respondents bought from Power Buy Co., Ltd. was television. Apart from
Kadsuankaew branch, the branch where the respondents bought products from was at Robinson-
Chiang Mai branch. Person influencing the buying decisions was mentioned to their own
couple. Television, anyway, was rated for the source of information where they mostly learnt

about the company through and a type of service they usually took from the company was to



buy products. The respondents revealed that they had bought products frorﬁ the company for
more than 1-2 years. The payment was generally done by installments paid through credit cards
issued by the banks at the period of 10 months. For the installment paid through credit cards
issued by Power Buy, they mostly selected 12-month length for payment period., The
respondents mentioned that the most interesting sales promotion given by the company was the
premium. Finally, the reason for using services from Power Buy Co., Ltd. was mentioned for
the interesting promotion offered by the company. |
According to the sfudying results on customers’ satisfaction towards services
marketing mix factors of the Power Buy company Limited, the respondents averagely rated
their satisfactions at high levél.for factors namely service process, price, promotion,
people/officers product/service, physical evidence and presentation, and service channel/place,
in orderly.
In a factor of service process, the respondents rated their satisfaction at highest
Jevel for the clear expenditure summary.
In a factor of price, the respondents rated their satisfaction at the highest level for
the payment done by installment.
) In a factor of promotion, the respondents rated their satisfaction.at the highest
level for the free of charge for product delivery.

Ina fact.or of people/officers, the respondents rated their satisfaction at the highest
level for the employees who had good product proficiency.

In a factor of product/service, the respondents rated their satisfaction at the highest
level for the quality of products’ type.

In a factor of physical evidence and presentation, the respondents rated their
satisfaction at the highest level for the well-ordered arrangement of pro&uct categorized by
types/services.

In a factor of service channel/place, the respondents rated their satisfaction at the
highest level for the office hours. .

Problems found in each factor were mentioned as follows. In a factor of product,
the models that customers wanted were not available. In a factor of price, the price negotiation

was not accepted. In a factor of service channel/place, the respondents complained for the



inconvenience of the parking lots. In a factor of promotion, there were too small numbers of
advertisements and those advertisements were not interesting. In a factor of pedple/ofﬁcérs, the
officers were not enough for some counters. In a factor of service process, the officers offered
some services slowly. In a factor of physical evidence and presentation, there were no facilities

for customers i.e. copy machine, and drinking water.



