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ABSTRACT

The purpose of this independent study was to study Customer Satisfaction
Towards Service Marketing Mix of A-Fast 22 Car Care

In this study, Questionnaire was used as a tool to collect data from A-Fast 22 Car
Care customers in 4 branches. All 369 members is our sample and separate data by quota
sampling method. All obtained data were analyzed by descriptive statistics, which were
frequency, percentage and mean.

The results showed that customers feel satisfied in all elements at high level. The
highest average ranking of factor was Process factor, Physical evidence factor, Product factor,
People factor, Place factor, Promotion factor and Price factor.

These are the marketing mix factors that almost customers feel satisfaction at
highest level. For product factor is quality of cleanness. For price factor is clearly shown price.
For place factor is adequate washing and serving zone. For promotion factor is suitable and
interested media plan. For process factor are payment process and recipe is clear, fast, and
correct. For people factor is reliable and honest of staff. For physical evident factor is customer

waiting room has coffee tea serving for free.



