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ABSTRACT

The objectives of this study were to study level of service marketing mix using for
Hall Hostel and Apartment on consumer View in Amphur Muang, Maha Sarakham Province,
to compare service marketing mix using separated by demographic characteristic and
behaviors in using the service , and to study problem and suggestion for Hall Hostel and
Apartment on consumer view. The sample were 196 consumer of Hall Hostel and
Apartment, resulted from Taro Yamane formula and sampling with purposive random
sampling method. The collected instrument was questionnaire with checklist, ratting scale
with reliability at 7897 level, and the open-ended questions for recommendation. The data
statistically were analyzed by percentage, mean, and standard deviation at the significance
level of 0,05, and using statistically analyzed the data differentiate from two and three median
by t-test, one-way ANOVA respectively. In the case of duality comparison differentiate of
the hypothesis we analyzed the data by Schetfe’s test.

Research Result found that :

1. The consumer’s opinion toward service marketing mix using was found as a
" whole and aspects at the good level, Sorting atithmietic mean from high to'low namely;-— -

Price, product, process in service, environment evidence, place , people, and promotion ,

respectively.




2. 'The consumer who demographic characteristic with different gender, age,
marital status, occupation, education level, income, and resident have different opinions on
service marketing mix using for Hall Hostel and Apartment with statistically significant
difference at 0.05

3. The consumer who demographic characteristic with different roommate, In a
decision, and source of the Hall Hostel and Apartment service have different opinions on
service marketing mix using for service with statistically significant difference at 0.05. When
order for average from high to small as the following. The highest averages were time in
service factors and the second was price factors, using the vehicle factors, the lowest
average was the resident factors on Hall Hostel and Apartment service

4. The data anal.ysis on the recommendations on problem and suggestion for
characteristic Hall Hostel and Apartment on consumer view were found as follow ; should
develop to different internal and external image, and service. To help decision of using in
service for impress and retention customer. Have mission and autharity care of safety in
customer’s life and property expediently, should improve the service convenience and

should make a method to protect taking advantage of customer especially carfare.




