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ABSTRACT

This independent study aimed to investigate customer satisfaction towards services
marketing mix of Lamai Inn 99 Bungalows, Amphoe Ko Samui, Surat Thani province. Samples of
this study were identified to 265 customers, of which 185 were foreign tourists and 80 were Thai
tourists. Questionnaire was used as the tool to collect data. Data analysis was completed by the
applications of the Descriptive Statistics, which included frequency, percentage, and mean to
compare the different levels of satisfaction, the Independent Sample T-test and the Analysis of
Variance: ANOVA.

General data of a group of foreign tourists indicated that the majority was single male
in the age of 30-39 years old with Bachelor’s degree. They were mostly self-employed/merchandise
who earned monthly income at the amount of 60,001-80,000 Baht. Most of them resided in Europe.
In this time of their visit to Ampohe Ko Samui, they were accompanied with their couple and it was
their first time to be there. They mostly arranged their travel to Amphoe Ko Samui, Surat Thani
province during January — March. The majority had stayed at Lamai Inn 99 Bungalows for 1-2
times. Source of information where they learned about the mentioned hotel was internet. Service
that they mostly took from this hotel was food and beverage.

For a group of Thai tourists, most of them were single male in the age of 30-39 years

old with Bachelor’s degree. They were mostly self-employed/merchandise who earned monthly



income at 20,000-40,000 Baht. Their domicile was mostly found at a province in the central
Thailand. In this time of their visit to Ampohe Ko Samui, they were accompanied with family
members and it was their first time to be there. They mostly arranged their travel to Amphoe Ko
Samui, Surat Thani province during January — March. The majority had stayed at Lamai Inn 99
Bungalows for 1-2 times. Source of information where they learned about the mentioned hotel was
internet. Service that they mostly took from this hotel was food and beverage.

The respondents highly satisfied with the following services marketing mix factors:
place, people, physical evidence, process and product; but fairly satisfied with price and promotion
factors.

Hereafter were shown the top satisfied elements of factors being ranked as high
satisfaction. In product factor, the top satisfied sub-factors were the sufficient toiletries as needed
(such as soap, shampoo, toothbrush, toothpaste and towels) and the availability of swimming pool
service. In price factor, the top satisfied sub-factor was the hotel room rate. In place factor, the top
satisfied sub-factor was the beach-front location. In people factor, the top satisfied sub-factor was
the reliable services as offered by hotel staff. In physical evidence factor, the top satisfied sub-factor
was the clean hotel area. In process factor, the top satisfied sub-factor was the accurate and reliable
payment system. In promotion factor which was ranked as fair satisfaction, the top satisfied sub-

factor was the special room rate during low tourist season.



