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ABSTRACT

The objective of this study was to find out the Customer Satisfaction Towards
Motorcycle Repair Service Center of Thoen Tawatyont Limited Partnership in Lampang
Province. The study instrument was a questionnaire to request information from 400 customers
who came to use the service of the center. The descriptive statistics, frequency, percentage and
means, was used to analyze the collected data.

The study’s finding was summarized as follow: the questionnaire responders were
female, aged 41-50 years, independent employee and earned income not more than 5,000 Baht a
month. They owned 101-150 cc. Honda motorbikes and used them for more than 5 years. The
reason why they visited to the fixing center was that the center had good reputation, had parts
available. They mostly came to the center when checking time was due, for example, mile
checking/oil changing or when their motorbikes were not working with broken parts. For the visit
frequency, they came to the center approximately 3-4 times during a year and the cost of each
time was not over 500 baht. The customers liked to change real parts.

From the study on the satisfaction level on all 7 Ps marketing mix, all factors was at the
much level, which were product, people , place, physical evidence, process, promotion, and price,
respectively.The first 2 factors which obtained the highest means were product, as the customers
were satisfied with the availability of parts and reliability of the service center; and price factor as

the prices were appropriate with the service quality and parts. In addition, and place was the



convenience of visiting the center and the contact with the center. The promotion factor was that
the customers were satisfied with public relation of the center in various forms, including radio,
automobile announcement, labels and sending postcards to introduce the center to the customers.
Besides, people factor was found that the customers were satisfied with how the staff got dressed
and their friendliness, and for the physical evidence factor, the customers were satisfied with the
outstanding shop name label, clean and modern equipments. Finally, the process factor was that
the customers were satisfied with the fast welcome of the staff and the accurate communication

between the staff and the customers.



