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ABSTRACT

The objective of this independent study was to study electronic marketing mix factors
affecting customer satisfaction based on quality of services by Idea Plus Dot Net. The data was
collected from questionnaire distributed to143 Idea Plus Dot Net customers and then analyzed by
using descriptive analysis namely frequency, percentage and mean.

It was found from the study that most questionnaire respondents were private
organizations. Most were service businesses. Most held positions related to information
technology. Most had been in business for 1-5 years.

The electronic marketing mix factors which the respondents were satisfied with at the
high level were in the following order: privacy, price, and product. The electronic marketing mix
factors which the respondents were satisfied with at the medium level were in the following
order: promotion, personalization and place.

The first 3 important sub-factors that affected customer satisfaction in each category
were as follows. For product, the first 3 important sub-factors were variety of service packages,
fast access to the website, and working space could be conveniently expanded or cut down after
registering to use the web site.

For price were price per unit of web space, no registering fee for setting up the system,

and fair price.



For place were application could be done through the web, application via e-mail, and
application via phone or fax.

For promotion were free domain name registration for 1 year, discount for the next
service, and adding working space, for instance from 100Mb to 120 Mb.

For privacy were no distribution of customers’ name, credit card number, phone number
and e-mail account; anti-virus and outside system protection; and no junk mail to customers’
e-mail.

For personalization were 24 hours contact hours, various ways to contact service

provider, and ability to collect customer information from organization or individual.



