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Factors Affecting Customer Satisfaction
A Case Study: Hotel Labaris Khao Yai
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ABSTRACT

This research examines the impact of the 7Ps of marketing mix, including Product, Price,
Place, Promotion, People, Process, and Physical Evidence, on customer satisfaction at
Labaris Hotel Khao Yai, Nakhon Ratchasima. The study employed a quantitative
approach, collecting data from 400 hotel customers through a convenience sampling

method, and analyzed the data using multiple regression analysis.

The results indicate that the majority of respondents were female, and most
customers became aware of the hotel through its website. Although the images and
messages on the website were found to have a positive effect on decision-making, a
significant number of respondents still felt hesitant and preferred to compare the hotel
with others before making a booking. Regarding the intention to return to the hotel, the
majority expressed a preference to explore other options first. This suggests areas for the

hotel to improve and enhance its offerings to attract repeat customers.

The multiple linear regression analysis revealed that the most significant factor
affecting customer satisfaction was Place, which had a positive influence on customer
satisfaction. In contrast, the Product factor showed a negative effect on customer
satisfaction. The analysis also found that Price, Promotion, People, Process, and Physical

Evidence did not significantly influence customer satisfaction.

Keywords: 7P's Marketing Mix, Customer Satisfaction, Labaris Hotel Khao Yai, Place and
Service Channels, Product and Services, Price, Promotion, People, Process, Physical

Evidence.
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