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ABSTRACT

This independent study aimed at investigating customer satisfaction towards
services marketing mix factors of Pan Service Garage. Questionnaires were used as the tool to
collect data and were distributed, in according to convenient samplings, to 320 customers who
took services at Pan Service Garage during a year ago. All data obtained were analyzed by the
descriptive statistics, consisting of frequency, percentage and mean.

The findings presented that most customers were female, married, graduated in
Bachelor’s degree as the highest educational level and aged between 41-50 years old. Most of
them were business owners, earned monthly income at amount of over than 25,000 baht in
average and resided in Mueang district, Chiang Mai. Most cars that were brought to Pan Service
Garage were a personal car (sedan) whose working life was more than 5 years. The frequency in
taking services from Pan Service Garage in a year was uncertain; but the majority had brought
their cars to this garage for 1-4 years. Service that they mostly took from the garage was to have
break repair. In each time, they mostly spent more than 3,000 baht for service expenses. Due to
the recommendation from persons (relatives, friends, fellows), they thus came to receive the
services from Pan Service Garage.

The results of the study on customer satisfaction towards service marketing mix

factors of Pan Service Garage showed that the respondents ranked their overall satisfactions at



high level for factors namely process, product, people, service process, and physical evidence; but
at moderate level for factors namely price and promotion.

Hereafter were shown sub-factors that the respondents ranked their satisfaction
on at highest level. In Product factor, the highest satisfied sub-factor was the quality of repairing
works/the repair done at the right problematic parts. In Price factor, the highest satisfied sub-
factor was the worthy repairing/service charge comparing to repairing quality. In Place factor, the
highest satisfied sub-factor was the convenient contact channel. In Promotion factor, the highest
satisfied sub-factor was the free-of-charge consultations to car-related aspects. In People factor,
the highest satisfied sub-factor was the honesty and reliability of staff. In Service Process factor,
the highest satisfied sub-factor was the calling service to inform customers when repairing
process was done. In physical evidence factor, the highest satisfied sub-factor was the safety of

customer’s car and properties.



