Ad' A Y Y a =2 Y g v 2
FOLIDINIAUAIUVUDAIS ﬂTJﬁJW\‘lWi’ﬂ%ﬂJ’BQQﬂﬂ"l@]i’]"ﬂi]i]ﬂﬂiuﬂizﬁllﬂ”liﬁa1ﬂ'ﬂiﬂﬁ

= = J = ]
V04 15UTUATY 1an Saoin el

Y A a J a
HIvE WIBNANT  WANDa
USayan VINIIFINIMITUND (MIAA1A)

A= Yy v a
ﬂﬂ!%ﬂ'i33»1f'n5ﬂﬂ5ﬂﬂ1ﬂ]§ﬂuﬂ?1!!ﬂﬂﬂﬁ§$
(] Iy ) A
é%?ﬂﬁ’lﬁﬁﬁ’liﬂiﬂﬂﬂWﬁﬁm naunNay ﬂig‘ﬁ'luﬂiillﬂ'li

GRDRETTEV BT EAM TR EAN NITUNT
QU v
UNAEo

Y Y a dydw S A = =< Y A
NITAUAINMVUDHISU Nﬂﬁqﬂ‘i$ﬁQﬂLW’0ﬁﬂ‘H1ﬂ313JW\1W61%“1]@\1Qﬂﬂ1‘1/111§]@

@ 1 a J I 1] 1 H
flaveaiudszaunsana1nusnIsvea IsasUNTY 1an 903N 39 IAFed vy Uszwnsn

A ' ]

A 9y Aa S = o o U o 1 IJa
AYINNANANANIFUTNIS ISIUTUNTUIAATHOTN UAUNANAIDYNI 200 318 Taale7s

Q U

o))

" o 1 A A A Y < 9 A o
quAIRELUAINAEAIN TaanTalen lFlumsnuIIusINToyanouUTUNINNING
a d Y 9 A A 9 J A 9 1 -
AnszndoyalaeldanaFanssau 1dun anud Sovag uazaunie

= 19 I = = ~ !

INMIANEINVIGAB VUV VAU WNARIY U1y 20-29 Vurnfiga 1

[y =2 a = = I LY Aa o Y A
aounmausd szaumsanulsyniad  ordwluminauuiinensu s1eldnodou
10,001-15,000 UM 1AUNIHININNIANAI Taelidsaaunsnoiousauam diulng
A A a = [ 1 1 Y o = = 4 = [l u’j dy
@oundun U uFsd vy lumiven Whinlulswnsunauan Saosn Fealuuluasail
= o A Y o A Yo Y} A o o °
iWuasasn wazszeza o 2-3 au lasunsudoyamednuTsawsuannduuziines
augdn drulnainluiesingian 1,000-1,200 1masdv

= "9 = =< Y [ 1

HAMSANEINUNIRAULUUa U INIANUNINe ladeiladediualsz ey
a [ = o w 1 A A v 9 A U

Msaaausns lagsduluszauuin Seamudinuaunasne dadeaiuaniun a1y
a [} 4 Y] a ) (%
paRduH auyaans/minaugliuims sumsafuazinauednyuzn1InIenw

9 9 [l a o [ v Ao = [ Y 1
AMUIIN MU TaUEsuMmsaain dmsuilevenianunanelaluszauihunais “lmm

9 Y a
muﬂizu’sumﬂwmmi



lhdvdesigaounuuaeunmiianuiiane lugege 3 Suauusnvesilederan

G
9

1 Y v A
ueiaza 1y Usinguanail
9 a [ S A ~ 9 o I [ [l 9 9 = I 1 o
AMurannaan e IMioonuuuresinludadiulianuianiludiua,
1 1 { I~ [ 4
3992917 UN1300ALUUANLAIDIAITAIUBNEIINN  LAZMTANLAINLANNT LN AYAL
MNIZA
Musia ao UIMISVTAIAIAnluMITITLEY T09a911 TINIAI1DIROINN
' Y =~ Y A A A
A219KTNU5 1 191800910 L821IA1N1T 909 BALIIAIBIHITUALIATOIAUUDA 15T
AMTATUNE
Y A A ] 9 4 =\ =1 A A
AuanIuN Ao og lnagudsiymsuazauInnm 700 1 5998981 IN99A30
v Y
A NazaInaUIe taziangeazan lumsay Madnaa
9 1 a A = ] @ A a 4 o A ~
AUMTAUATUNITAAIA AD WUHUNWY FINUN uuziaoIunnounelu
T daFealviuanns o989 MIaasiaaesRnd msununnnilszds1 ludes e
MANA Wi3ousnggnIaneuiied tazlinslsuasnaaslurisuenggnianeaiie’
9 o 9Yqg ¥ Aa A =\ Y a Y 9 [ [l
amyaans/minaudldnins ae Imslduimsgnmdieaimuion Tu
A a oA aan 1 9 1 =\ Qy 9 9 @
wenia 5030911 UNTE19I00 UMY gaIweaU lou LaslinsBuLdn N13ABUSY tay
M3NaAIBIaN
9 9 o [ A =1 I~
AUNITAI WAL HUAUDANHUSINIINIENN  AB UTTEINAReVTIVLT U
Y
AUA7 7990911 HANNEI8NY Geude 1ndFassuna tazdeuihluieainazeln
) Y a A a 1A EY 9 ke
AUNITUIUMITHUTNS AD AAIIAIAILTNMIYNABIATUDIU T9IAIUINT 14

] A A 9 1 =\ [ A 9
ﬂ’JHJ‘I)"JEJma’E]LM’E)QﬂﬂT]Jigﬁ‘U‘ﬂﬂJuﬁW]N‘] L!ﬁZiJﬂ’JHJﬂaﬂﬂﬂﬂﬂlﬂ\‘lﬁﬂ‘ﬂﬂ@ﬂq?



Independent Study Title Customer Satisfaction Towards Service Marketing Mix Factors

of Green Lake Resorts, Chiang Mai

Author Mr. Pisut Pisuttakoon

Degree Master of Business Administration (Marketing)

Independent Study Advisory Committee

Assistant Professor Piyaphan Klunklin Chairperson
Lecturer Renus Sermboonsang Member
ABSTRACT

This independent study aimed to study customer satisfaction towards service
marketing mix factors of Green Lake Resorts, Chiang Mai. Research sampling group was
specified conveniently to 200 hotel customers by using questionnaires, as the research tool to
collect data. Data were then analyzed by the descriptive statistics consisting of frequency,
percentage and mean.

Based upon the studying results, it was found that most respondents were married
male aged 20-29 years old, holding Bachelor’s degree and being private company’s employees
who earned for monthly income at the amount of 10,001-15,000 Baht . The majority came from
the central part of Thailand and was accompanied by colleague. They mostly visited Chiang
Mai at an uncertain month and revealed that it was the first time for them to stay at Green Lake
Resort, Chiang Mai during the period of 2-3 nights. Source of information where they learned
about this hotel was from their friend’s suggestion. They mostly stayed at a room costing at
1,000-2,000 Baht per night.

The results shown that in an overall view, the respondents satisfied with service

marketing mix factors of the hotel at high level as follows: Place, Product, People, Physical



Evidence and Support, Price and Promotion in orderly. However, they satisfied with the Process
factor at moderate level.

Hereafter were shown the top three subfactors of each factor that the respondents
paid the highest satisfaction to.

In Product, those subfactors were the appropriate interior design focusing on sense
of privacy, the stylish exterior design and the unique designs for both interior and exterior.

In Price, those subfactors were the acceptance of credit card payment, the various
deposit rates according to different booking durations and the reasonable food and beverage
prices.

In Place, those subfactors were the location located near the government center
and 700" Anniversary Stadium, the sufficient parking space and the convenient location to
transport and access.

In Promotion, those subfactors were the distribution of brochures and other free
copies of Chiang Mai tour guides, the discount for returning guests during non-festival period or
the low season and the room rate reduction during low season.

In People, those subfactors were the impartiality of staff in serving services to
every customer, the modesty and politeness of staff and the cheerfulness of staff as seen through
their smiles, greetings and farewells.

In Physical Evidence and Support, those subfactors were the peaceful and private
atmosphere, the beauty, simply, and close-to-nature of its atmosphere and the cleanliness of
hotel’s restrooms.

In Process, those subfactors were the accuracy in billing tasks, the assistances to
be provided when the customers faced with problems and the security for vehicles parked at the

parking space.



