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ABSTRACT

The study of customer’s satisfaction towards the service marketing mix facfors of
Cargo Terminal, Thai Airways International Public Co., Ltd., Chiangmai International Airport
aimed to explore the satisfaction of customers towards the service marketing mix factors of
Cargo Terminal, Thai Airways International Public Co., Ltd., Chiangmai International Airport
and to find out problems and suggestions from its customers. The data collection, based on
convenience sampling, was done by distributing questionnaires to 140 of the cargo’s customers
as a sampling population. Then, the narrative analysis which consisted of frequency, percentage,
and mean, was applied in order to analyze data. Here were the results of the study.

There were in the vicinity numbers of female and male respondents. Most of them were
in the age group between 30-40 years old with the Bachelor’s Degree or the equivalent. Their
businesses were registered as a company limited and the major transaction they made with Thai
Airways Intemnational Public Co., Ltd., Chiangmai International Airport was about the product
transfer. Most customers were in the position of emplovers from the cargo agent companies.
The frequency in using the service was more than 7 times a weck. The amount of product’s
transfer would bc around 301-500 kilograms per time transferring through domestic flights ef

Thai Airways as the first choice carrier.



According to the study of customer’s satisfaction towards the seven services marketing
mix factors was found that the respondents satisfaction in the medivm level respectively as The
Price, followed by Physical Evidence and Presentation, Process, Product, Place, Promotion.
However, the satisfaction in People Factor was in the low level. The sub-factor rated at the
highest level of each marketing mix factors as follow the Price sub-factor was the rates for
special cargo while the sub-factor of Physical Evidence and Presentation was the good image of
the airline itself. The Process sub-factor was the appropriate documents for delivery receipt. The
Product was the frequency of flights operated per day in a week. The Place was the location of
the cargo terminal which was convenient in transportation. The Promotion was the credit
payment offered for those authorized agent companies. It was, however, stated that in People
factor, the satisfaction in the sub-factor was the understanding in the international standard rules

and regulations of air cargo transportation tariff of the officers.



