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ABSTRACT

The objective of this independent study was to study services marketing mix factors
affecting customer selection of transformer maintenance service providers in Samut Sakhon
province. The data was collected by questionnaire from 270 customers that installed transformer
capacity above 315 kVA and analyzed by descriptive statistics such as frequency, percentage,
mean and standard deviation. The result was found as follows:

Service marketing mix factors affecting customer selection of transformer maintenance
service providers was at high level in overall. The factors that affected at high level were physical
evidence, process, product, people and place in respectively. The factors that affected at medium
level were price and promotion in respectively.

Product factors affected customer selection at high level in overall. The sub-factors that
affected at high level were service guarantee, extensive service, quality of service, fast service in
respectively. The sub-factor that affected at medium level were on request maintenance service

and yearly maintenance contract in respectively.



Price factors affected customer selection at medium level in overall. All of sub- factors
that affected at medium level were service price, transportation price, spare part price, credit term
and quotation validity in respectively.

Place factors affected customer selection at high level in overall. The sub-factors that
affected at high level were easy contact, 24 hour call service center in respectively. The sub-
factors that affected at medium level were on request maintenance service and involved
transformer service in respectively.

Promotion factors affected customer selection at medium level in overall. All of sub-
factors that affected at medium level were direct mail promotion, web-site advertising, free spare
part for yearly contract, special discount for old customer, inform interesting news and site
service in respectively.

People factors affected customer selection at high level in overall. All of sub-factors
affected at high level were nice conversation, ability to recommend the service, consulting by
engineer, good human relation and reliable personality officer in respectively.

Process factors affected customer selection at high level in overall. The sub-factors that
affected at high level were service process, transformer maintenance process, transformer
inspection process and service maintenance report in respectively. The sub-factor that affected at
medium level was quotation process.

Physical evidence factors affected customer selection at high level in overall. All of
sub-factors affected at high level were reliability of service providers, reputation of service
provider, ISO9000 certified company, satisfied service and modern maintenance equipments in

respectively.



