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ABSTRACT

This independent study aimed at exploring customer satisfaction towards services
Marketing Mix of Rot Nueng Fish Noodle restaurant in Mueang Chiang Mai District. Data
collection was compiled from the distribution of questionnaires to 400 consumers of Rot Nueng
Fish Noodle restaurant in Mueang Chiang Mai District. The given data were then analyzed by
applying descriptive statistics composing of frequency, percentage, and mean.

Based upon the findings, most respondents were married female aging from 31 to 40
years old. The highest level of education was a Bachelor’s Degree. Most of the respondents
worked for private companies, earning averagely 20,001 — 25,000 Baht per month. The frequency
of their visit to Rot Nueng Fish Noodle restaurant in Mueang Chiang Mai District was twice per
week, mostly during Monday to Thursday between 12.01 PM to 3.00 PM. People with the most
influence on where to dine were friends / colleagues. They usually ordered what their friends
recommended or let their friends order for them. Their most favorite order was Fish Ball Noodle.
Their most favorite drink was water. The average cost was 201 — 300 Baht for each visit. The

main reason for selecting Rot Nueng Fish Noodle restaurant was the good taste of the food.



According to the study regarding the service marketing mix factors, the customers had
high satisfaction with Product and People. The customers also had medium satisfaction with
Process, Price, Physical Evidence, Place and Promotion, respectively. The sub-factors with the
highest average for each category were as followed. For Product, the sub-factor was the flavor of
the food. For People, the sub-factor was the care-taking and the enthusiasm of the employees. For
Process, the sub-factor was the greetings and the welcoming when the customers walked in
through the door. For Price, the sub-factor was the appropriateness between the food / drink price
and quantity. For Physical Evidence, the sub-factor was the cleanliness of the overall space in the
restaurant. For Place, the sub-factor was the convenience and accessibility of the location of the

restaurant. And for Promotion, the sub-factor was the free tea for customers, respectively.



