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ABSTRACT

This independent study aimed to examine the customers’ satisfaction toward the Service
Marketing Mix of Wimplecom Laos Company Limited in Vientiane Capital. The samples were 400
prepaid 3G users of Wimplecom Laos Company Limited. The analysis included frequency,
percentage, and mean. The data collection tool used was a questionnaire consisting of the 5 level
rating scales investigating the customers’ levels of expectations and perceptions. The average levels
of expections and perceptions included 5 levels: highest, high, middle, low, lowest. These level
were compared to derive the customers’ satisfaction levels. From the comparison, the higher level
of perceptions of the service than the level of expectations indicated that the customers were
impressed. Also the level of perceptions of the service was the same as the level of expectations
indicated that the customers were satisfied. However, the higher level of expectations of the service
than the level of perceptions indicated that the customers were not satisfied.

For the customers’ satisfaction toward the Service Marketing Mix of Wimplecom Laos
Company Limited in Vientiane Capital, the Service Marketing Mix included product, price,
placement, promotion, people, physical evidence, and process.The data revealed that the
participants, mostly single female students aged 15-20 with less than 500,000 kip, were satisfied
with the price, and physical evidence of the Service Marketing Mix. However, they were not

satisfied with the product, place, promotion, people, and process. For the attitude towards the 3G



prepaid service of Wimplecom Laos Company Limited, it was found that 41.75% of the samples
would continue using the service, 48.75% were not sure, and 9.50% would discontinue the service.

Furthermore, the data indicated the following 10 problems (in order of frequency): the signal
did not cover all areas especially outside the city, sometimes the speed of the 3G was not fast, the
data usage of the 3G was not accurate, the service fee was not accurate, there were not enough
service centers, the assistance service was slow, the customer service officials were lack of service
skills, the service centers were too small without facilities for the customers, there were too many
promotional messages and news sent to the users, the customers did not get informed about the
winners of the after sale promotions. These were the problems the company needs to solve in order
to increase the customers’ satisfaction and their loyalty.

This independent study aimed to examine the customers’ satisfaction toward the Service
Marketing Mix of Wimplecom Laos Company Limited in Vientiane Capital. The data collection
tool used was a questionnaire consisting of the rating scales (5 levels) investigating the customers’
satisfaction toward Service Marketing Mix which included product, price, promotion, people,
physical evidence, and process. The samples were 400 prepaid 3G users of Wimplecom Laos
Company Limited. The analysis included frequency, percentage, and mean.

The data revealed that the participants, mostly single female students aged 15-20 with less
than 500,000 kip, were satisfied with the place, price, and physical evidence of the Service
Marketing Mix. However, they were not satisfied with the promotion, people, and process. For the
attitude towards the 3G prepaid service of Wimplecom Laos Company Limited, it was found that
41.75% of the samples would continue using the service, 48.75% were not sure, and 9.50% would
discontinue the service.

Furthermore, the data indicated the following 10 problems (in order of frequency): the signal
did not cover all areas especially outside the city, sometimes the speed of the 3G was not fast, the
data usage of the 3G was not accurate, the service fee was not accurate, there were not enough
service centers, the assistance service was slow, the customer service officials were lack of service
skills, the service centers were too small without facilities for the customers, there were too many
promotional messages and news sent to the users, the customers did not get informed about the
winners of the after sale promotions. These were the problems the company needs to solve in order

to increase the customers’ satisfaction and their loyalty.



