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ABSTRACT

This independent study aimed to explore customer satisfaction towards services marketing mix
of Damnoensaduak Coffee Café, Chiang Mai Province. Data collection was compiled from the
distribution of 300 questionnaires to customers of Damnoensaduak Coffee Café, Chiang Mai Province.
The given data were then analyzed by applying descriptive statistics composing of frequency,

percentage, and mean.

The results were found that most respondents were male, aged between 16-24 years old,
graduated with Bachelor’s Degrees. They were students and monthly income was among 5,001 —
10,000 baht. The faculty of Engineering branch was the most frequent visit they applied the service
more than 3 times per month. They paid less than 100 baht per time and mostly drank coffee. They
spent time in coffee shop during 12.01-3.00 PM on weekday. Their friend or colleagues were who
invited them to drink and eat at the coffee shop. They knew the coffee shop from their friend & they

applied the coffee shop service for meeting.

According to the study, the customer had satisfaction level towards services marketing mix of
Damnoensaduak Coffee Café, Chiang Mai Province with total mean in high level and the mean of

factors were respectively as follows.

In term of people factor, the staff charged the bill correctly. In term of process factor, it was not
complicated on order process. In term of physical evidence factor, the coffee shop was decorated

beautifully, modernly and friendly. In term of product factor, the container and package were clean. In



term of price factor, there were the menu with obviously and reasonably price. In term of promotion

factor was the overall of service by the staff.

The 5 sub-factor of services marketing mix which were given importance and had been
serviced with high satisfaction within Quadrants B were as follows; the staff was taken bill correctly,

clean container and package, Beautiful, modern and friendly decoration, and willingness of service

staff.

The 5 factors of services marketing mix which were given importance but had satisfaction in
lower level than the satisfaction in service within Quadrants B as follows. The major issue that need to
be resolved urgently were the parking space, the advertisement on other media such as internet, the
signature coffee availability, the discount offering on special occasion and the point collect card for the

gift.



