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ABSTRACT

This independent study aimed to explore customer satisfaction towards marketing mix of
Time Street Shop in Chiang Mai Province. The data were gathered from 250 questionnaires
distributed to customers who visited the shop. The given data were then analyzed by using
descriptive statistics consisted of a frequency, a percentage, and a mean.

Based on the findings, the majority of the respondents were married, male customers aged
between 31 and 40. Their highest level of education was a bachelor’s degree. They were employees
of private companies with an average monthly income ranged between 40,001 — 60,000 baht. They
already owned 2 to 3 watches and were interested in buying automatic system watches. Their
preferred type of watches was made of stainless steel for both the body and the strap. Their
preferred color of clock face or dial was white. The reason for buying watches is to use for telling
time. There was no exact opportunity for purchasing watches. They purchased watches from
specialty watch shops in the department stores. They discovered Time Street Shop by themselves.
Their purchase decision on buying watches was solely made by them as they were not externally
influenced by others. The average spending on their watches from the shop ranged between 10,001
and 30,000 baht. Their most preferred brand for their watch purchase was Rado. The reason they

chose to buy watches was because of a good reputation of the shop.



According to the study, a satisfaction of customers towards marketing mix of Time Street
Shop in Chiang Mai Province at a high level were Price, and Product ;while, the marketing mix

factors affecting customer satisfaction at a medium level were Promotion, and Place respectively.



