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ABSTRACT

This independent study aimed at investigating customer satisfaction towards
services of Pantip Plaza Chiang Mai. Data collection was completed by using questionnaires as
the research tool distributed to 359 customers. The data were analyzed by using the descriptive
statistics, including frequency percentage, and means.

The findings showed that most respondents were 20 — 30 years old, single, female
students, with Bachelor’s degree, with monthly income of less than 10,000 Baht, and residing in
Mueang Chiang Mai District. The frequency in using services at Pantip Plaza Chiang Mai was
once or twice a week, with nonspecific days and during 15:01-18:00. In each visit, they mostly
spent 1-2 hours and less than 500 Baht in purchasing products and services. Computer products
and services that were purchased were mostly in the category of IT devices and accessories.
Besides the computer and IT products, services at the Food Center were the reason they visited.
The person influencing them to visit Pantip Plaza Chiang Mai was the respondent himself/herself.
In each visit, there were about 2 people coming together. The main reason in using services at
Pantip Plaza Chiang Mai was the reasonable prices of products and services.

The results of the study on customer satisfaction towards services of Pantip Plaza
Chiang Mai showed that customers were satisfied with all service marketing mix factors at high
level as follows: people, process, place, physical evidence and presentation, price, product and
promotion, respectively.

Regarding the customer satisfaction towards product factor, the respondents were

satisfied the most with the first two sub-factors as follows: the availability of well-known brands



such as Sony, HP, ACER, and Toshiba and the variety of accessories such as the computer
softwares and computer programs.

The two highest satisfactions on price factor of those respondents were price
variety of products and the convenience in price check.

The two highest satisfactions on place factor of those respondents were the suitable
office hours of between 10.00 and 22.00 and the location in business district near the tourist
spots and public transportation.

The two highest satisfactions on promotion factor of those respondents were the
distribution of product and service guide books at the plaza and the product exhibitions and
promotion events by giving discounts, accepting product exchange, and distributing free gifts.

The two highest satisfactions on people factor of those respondents were the
friendly and reliable employees and clean, proper and refined dress.

The two highest satisfactions on physical evidence and presentation factor of those
respondents were the well-organized floor plan and the cleanliness of the plaza.

The two highest satisfactions on process factor of those respondents were fast

services and the accuracy in product delivery, including the after-sale services.



