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Customer Satisfaction Toward Office Facility Management by Plus Property Co.,
Ltd.: A Case Study of the Rattanawitthayapat Development — Proton Center,
King Chulalongkorn Memorial Hospital, Thai Red Cross Society
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Abstract

This research aimed to assess the satisfaction levels of service users toward the office
management of Plus Property Company Limited under The Rattanawitthayaphat and Proton Center
Project, King Chulalongkorn Memorial Hospital, Thai Red Cross Society. The study also examined
the relationship between demographic factors, the marketing mix (4 Ps), and office management
quality with service user satisfaction The research employed a quantitative approach, using a
questionnaire to collect data from 430 respondents who were users of the office space. The data
were analyzed using descriptive statistics and inferential statistics. The majority of the respondents
were female, aged between 21 and 30 years old, held a bachelor's degree, had monthly income of
10,001-20,000 baht, and had used than the service for more than three years. Overall users
expressed high satisfaction particularly in terms of cleanliness, safety, and convenience. In terms
of the marketing mix the average satisfaction score was at the highest level 4.67, with the highest
ratings given to the product and place components. Demographic factors such as age income,
education level, and experience were significantly correlated with satisfaction at the 0.05 level of
statistical significance. However, no statistically significant differences were found in satisfaction
across other demographic groups. The findings suggest that effective office management,
combined with a strong marketing strategy, can contribute significantly to higher levels of user

satisfaction and improve service delivery performance.

Keywords : User satisfaction, Office management, Marketing mix (4Ps), Building management,

Plus Property Co., Ltd.
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