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ABSTRACT

 The objectives of this independent study were to study customer satisfaction towards

service marketing mix factors of  P.T. Residence Chiang Mai Province and to study problems

from renting monthly room at P.T. Residence Chiang Mai Province.

 The data was collected from questionnaire responded by 241 customers who rented

monthly room at P.T. residence Chiang Mai Province.  The data was analyzed by using descriptive

statistics namely frequency, percentage, and mean.

 It was found that most of customers are female, 21 - 25 years old and single. The level of 

their education was Bachelor’s degree. They were private company employees, with salary of 

10,001 – 15,000 Baht. They knew the P.T. Residence Chiang Mai Province by traveling pass the

building. Most had stayed in the P.T. residence Chiang Mai Province over 8 months, with 1 friend.

They decided to stay in the P.T. residence Chiang Mai Province by their own.

 It was found that the satisfaction in each services marketing mix factors in high level were

place, product, and physical evidence. In moderate level were people, place and price.  In low

level was on promotion.

 The top 3 ranking factor which customers’ satisfaction in each services marketing factors 

were shown as follows; 
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 Product factors: large and safe parking lot, cleanliness and suitable atmosphere and the 

room size. 

 Price factors: flexibility to pay for electricity, service charge and utilities such as water,

electricity, telephone expenses and room rental rate.

 Place factors: convenience to transport, the location is near the market or the shopping

center and convenience to park customer’s vehicles.

 Promotion factors: word of mouth from peers, banners advertising and local newspapers

 People factors: trustworthiness of the owner or residence staff,  good relationship between 

owner, residence staff and customers and empathy of owner, residence staff and responsiveness

services.

 Process factors: could solve problems rapidly eg. replaced the lamp, convenience and

rapid steps  to communication, room inspected when customers went to other Provinces.

 Physical evidence factors: large and beautiful areas, external environment of the

residence, clean and beautiful parking lot and silence and quite atmosphere.

 Three problems were found in the service of P.T.  Residence Chiang Mai Province were

inconvenience services, the staff served without empathy and responsiveness, it took long time to

communicate with the staff, and the staffs did not have knowledge about their job.
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