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ABSTRACT

The objective of this independent study was to examine customer satisfaction towards
service marketing mix of The Net in Chiang Mai Province. The study outcomes could be utilized
for the purpose of strategic planning and service development in order to satisfy customer needs.
The study samples were 406 customers of The Net. The data collection was conducted through
questionnaire and analyzed by using descriptive statistics which consisted of frequency,
percentage and mean. Followings were the research outcomes.

Most respondents were male, aged 21 - 25 years old, with average income lower than or
equal to 5,000 Baht per month. Their educational attainment was high school/vocational
certificate. They came to use services of The Net 3 - 4 times a week during weekdays (Monday —
Friday). They spent time more than 4 hours for each visit. The main purpose of using the services
was to play online games. The main reason they chose to use services of The Net was its
inexpensive internet charge.

Based on the study results on customer satisfaction towards the service marketing mix,
the marketing mix factors which customers scored the satisfaction at medium level were as
follows; process, people, place, product, promotion and price, repectively, and the marketing mix

factors which they scored the satisfaction at low level was physical evidence.



The sub-factors that customer gave the highest rating were as follows. For process,
customers rated for freedom to choose their preferred seats. For people, customers rated for
courtesy and hospitality of staffs. For place, customers rated for accessibility of the location. For
product, customers rated for up-to-date software and games. For promotion, customers rated for
“1 Complimentary Hour for Every 3 Continuous Hours” campaign. For price, customers rated for
inexpensive internet charge compared to other internet shops. For physical evidence, customers

rated for outstanding visibility of the business sign.



