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ABSTRACT 

As the Smart phone market is growing as well as the development of society, now 

Thailand is full of Smart phones. In 2012, the Android and IOS system Smart phone 

also occupied the Smart phone market quickly. It is estimated that the Smart phone 

market competition will be more intense. All kinds of brands of Smart phones will 

choose to cut prices to attract customers, and the Smart phone market competition will 

be fierce. More and more customers must face the choice of which goods to buy; the 

competition among the enterprises is becoming fiercer. So, simply satisfying the 

customers achieved already can not make the enterprises survive in the industry. 

Therefore, the essential purpose of enterprise has become how to retain the customers 

and cultivate customers’ loyalty. Under this background, writers in a large number of 

absorbing predecessors on the basis of existing research results, by investigating the 

influences among the marketing mix (7P), service quality, customer satisfaction and 

customer loyalty, expected to explore the mechanism of customer loyalty and  

provide Smartphone Enterprise certain help to win the competitive advantage from 

the perspective of customers. This article will introduce the factors that can affect the 

customer loyalty from the marketing mix, service quality and customer satisfaction. 

Chapter 1 will introduce the whole study’s details including study questions, study 

benefits, scope of the study and the operating definition. Chapter 2 will review about 

the literature which includes conceptual framework and research hypothesis. Chapter 



 

3 will focus on the research in research design, research tools, and the data collection 

and data analyze. Chapter 4 will show the result of the study. Chapter 5 will be the 

conclusion and discussion after the study and research.  
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CHAPTER 1 

INTRODUCTION 

1.1 Introduction and Problem Statement 

1.1.1 Introduce the background of research 

 Smart phones refers to the independent mobile operating system that can install 

applications, games and other programs to expand mobile phone function, and 

calculation ability and function were superior to the traditional function of mobile 

phones. This kind of mobile phone in China is called "Smart phones", hereinafter 

referred to as "Smart phones"; In Taiwan said "Smart phones"; In Hong Kong said 

"Smart phones" or "smart phones". Smart phones use Google's Android mobile 

operating system (Android) system, apple's IOS system, Nokia's Symbian (Symbian) 

system, the blackberry company blackberry OS, Samsung’s Bada system, Microsoft's 

Windows Phone system, HP's Web OS and other embedded Linux system.  

 According to South Korea, on March 17, the Asian economic news, the Wall 

Street journal technology blog investigated 3000 smart phone users from the United 

States, Britain, and Australia. The results showed that the highest customer loyalty 

belongs to apple phone and Samsung ahead of the competition.  

 In the survey, 76% of apple users said they would repurchase the iPhone; 

Samsung electronics was 58%, which was ranked second, followed by LG electronics 

(37%), Nokia (33%), HTC (30%), SONY (24%), MOTOROLA (22%), and 

Blackberry (21%), etc. The Wall Street journal said apple customers most satisfied 

with the "I" series, using the apple IOS, find it very difficult to switch to other 

products, while the users of Samsung or HTC android mobile phones, find it easier to 

switch to other products. And professionals also said that considering this factor, the 

iPhone customer willing to buy Samsung was accounted for a quite high proportion of 
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58%. The famous American economic January, according to Forbes magazine,  

Samsung electronics brand likeability is dare to chase apple quickly. Forbes pointed 

out that at the consumer electronics show in Las Vegas in January, CES brand 

dependency index released by Samsung is the top one. Samsung made a lot of effort 

in order to get the favor of consumers and has achieved effective results with 

relatively low price to increase customer loyalty. And Forbes also said that Samsung 

has surpassed apple in Smart phone sales, and it is expected to catch up with apple in 

the tablet. This should reassess the Samsung’s customer brand likability. 

Smart phone market in Thailand 

 As mobile broadband is finally gaining momentum in the kingdom, 2014 is 

shaping up to be another exciting year for the Thai ICT market. Operators will benefit 

from increased smart device usage, but will struggle with competition from OTT 

services at the same time. Fixed broadband growth will remain low, while regulatory 

challenges over mobile spectrum will continue to impede growth while the mobile 

gaming market is set to flourish.  

1. Smart phone customer migration will be the key challenge for mobile operators in 

this year.  

 Currently, the Thai mobile market has 15.3 million Smart phone users which 

represent roughly 25% of the domestic mobile user base. In 2014, we believe that 

encouraging mobile users to adopt smart phones will be the key challenge for local 

operators, as revenue from data services; especially using 3G services will be the best 

way for operators to stabilize their ARPUs in the face of cannibalization of voice and 

texting services from OTT platforms. The smart phone market will expand steadily in 

2014 to reach over 20 million users and roughly 38% of the total mobile user base.  

2. Tablets will also continue to grow quickly, but will remain a niche market for the 

time being. 
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 Thailand tablet ownership will grow strongly in 2014, but will remain a niche 

product in the kingdom for the time being. We believe that tablet ownership is 

currently about 6% of the market with 4 million tablet users, but we expect that this 

number will increase to 7 million users in 2014 or about 11% of the population.  

Tablets will grow strongly as users continue to buy tablets instead of PCs, and Thai 

game developers should put more emphasis on tablet based gaming as tablet users 

spend considerably more on tablet games compared to Smartphone games.  

3. Android will remain the dominant mobile operating system in the Thai market in 

2014.  

 Android is the dominant operating system in the Thai market which currently 

holds 70% market share of smart device owners in the country. We expect Android to 

increase its market share to 78% in 2014, largely due to a migration of users away 

from Blackberry but also due to the increasing inflow of low-end Android devices 

mainly coming from China. We do not expect any significant traction for Windows 

smart devices in Thailand in 2014. 

4. LINE will continue to be a major disruptive force in the Thai market in 2014.  

 Since its launch in the Thai market in Q1 2012, LINE has become a dominant 

force in the market, and with over 18 million users, it is even catching up with 

Facebook, which now has over 25 million users. Naver has successfully partnered 

with a variety of local content providers, and has been the top grossing app in the 

country largely due to the popularity of its stickers. We expect that LINE will 

continue to increase its service offerings in the market and continue its success in the 

coming year. 

5. Mobile revenues will continue to increase, although margins will be lower.  

 We believe that the mobile market will still grow in 2014, although at a lower rate 

that what the market saw in 2013. Mobile operator revenue is expected to grow 8% in 
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2014, due to increasing handset sales by operators and increasing 3G usage. Although 

this will be hampered by lower mobile voice revenue, especially SMS revenue which 

will be hurt by customers using OTT services, such as LINE, WeChat, Skype and 

Facebook. These apps in turn damage margins.  

6. Fixed broadband growth will stagnate.  

 The fixed broadband market will not grow rapidly in the market as operators will 

mostly focus on upgrading existing infrastructure to faster speeds as opposed to 

extending coverage. Household broadband penetration is currently 24% and we 

expect this will increase to 28% by the end of 2014. Thailand should consider 

adopting a national broadband plan similar to that of Malaysia which has been very 

successful in increasing coverage.  

7. Spectrum allocation will still be a regulatory headache 

 Mobile spectrum allocation will continue to be a huge issue in the country as 

operators prepares to deploy 4G LTE services. Thailand urgently needs a transparent 

spectrum allocation system which conforms to global trends, as the previous system 

has resulted in Thailand having some of the lowest 3G usage in the world. Current 

regulation has not allocated enough spectrums for a full mobile broadband 

deployment and we expect that full LTE coverage will not happen until 2016 at the 

earliest. 

8. Mobile gaming will grow significantly and surpass US$100m in revenues  

 The local mobile gaming sector is still very small compared to most APAC 

markets, but is growing strongly due to smart device uptake and more localized 

content. PC Online MMO games will still dominate the market with over a 50% 

market share, but mobile games will be the fastest growing while console sales will be 

stagnant. The Thai mobile gaming market is dominated by LINE games such as 

Pokopang and LINE POP, and casino games also remain popular. Most foreign 
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companies do not localize their content into Thai script, creating an opportunity for 

those that do. Thailand also has the potential to become a major hub for game 

production, and the government should do more to encourage foreign investment in 

the sector. 

 

Table 1.1.1: Top Smart phone Vendor, Shipments, and Market Share, 2013 (Units in 

Millions) 

 

Vendor 
2013Shipment 

Volume 

2013Market 

Share 

2012Shipment 

Volume 

2012Market 

Share 

Year-over-year 

Change 

Samsung 

Apple 

Huawei 

LG 

Lenovo 

Others 

Total 

313.9 

153.4 

48.8 

47.7 

45.5 

394.9 

1,004.2 

31.3% 

15.3% 

4.9% 

4.8% 

4.5% 

39.3% 

100.0% 

219.7 

135.9 

29.1 

26.3 

23.7 

290.5 

725.3 

30.3% 

18.7% 

4.0% 

3.6% 

3.3% 

40.1% 

100.0% 

42.9% 

12.9% 

67.5% 

81.1% 

91.7% 

35.9% 

38.4% 

Source: IDC Worldwide Mobile Phone Tracker, January 27, 2014  

 

Table 1.1.2: Top 5 Smartphone Vendors, Shipments and Market Share, 2013 Q2 

(Units in Millions) 

 

Vendor 2Q13 

Shipment 

Volume 

2Q13 

Market  

Share 

2Q12 

Shipment 

Volume 

2Q12 

Market  

Share 

 

Year-over-Year 

Change 

Samsung 72.4 30.4% 50.3 32.2% 43.9% 

Apple 31.2 13.1% 26.0 16.6% 20.0% 

Huawei 10.1 4.2% 6.4 4.1% 57.8% 

LG 12.1 5.1% 5.8 3.7% 108.6% 

Lenovo 11.3 4.7% 4.9 3.1% 130.6% 

Others 100.8 42.4% 62.8 40.2% 60.5% 

Total 237.9 100.0%  156.2 100.0%  52.3%  

Source: IDC via Engadget 
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Table 1.1.3: Top Five Smart phone Vendors, Shipments, and Market Share, 2013 Q4 

(Units in Millions) 

 

Vendor 

4Q13 

Shipment 

Volume 

4Q13 

Market 

Share 

4Q 

Shipment 

Volume 

4Q12  

Market  

Share 

Year-over-year 

Change 

Samsung 

Apple 

Huawei 

LG 

Lenovo 

Others 

Total 

82.0 

51.0 

16.4 

13.2 

13.9 

107.9 

284.4 

28.8% 

17.9% 

5.8% 

4.6% 

4.9% 

37.9% 

100.0% 

66.7 

47.8 

10.5 

8.6 

9.4 

85.9 

229.0 

29.1% 

20.9% 

4.6% 

3.8% 

4.1% 

37.5% 

100.0% 

22.9% 

6.7% 

56.5% 

53.2% 

47.3% 

25.6% 

24.2% 

Source: IDC Worldwide Mobile Phone Tracker, January 27, 2014 

Global Smart phone market 

 The worldwide smart phone market reached yet another milestone, having shipped 

one billion units in a single year for the first time. According to the International Data 

Corporation (IDC) Worldwide Quarterly Mobile Phone Tracker, vendors shipped a 

total of 1,004.2 million smart phones worldwide, up 38.4% from the 725.3 million 

units in 2012. This aligns with IDC's most recent forecast of 1,010.4 million units, 

making for a difference of less than 1%. Smart phones accounted for 55.1% of all 

mobile phone shipments in 2013, up from the 41.7% of all mobile phone shipments in 

2012. In the fourth quarter of 2013 (4Q13), vendors shipped a total of 284.4 million 

smart phones worldwide, up 24.2% from the 229.0 million units shipped in 4Q12. In 

the worldwide mobile phone market (inclusive of smart phones), vendors shipped 

1,821.8 million units, up 4.8% from the 1,738.1 million units shipped 2012. In 4Q13 

alone, vendors shipped a total of 488.4 million units worldwide, up 0.9% from the 

484.0 million units shipped in 4Q12. This is 2.8% lower than the 502.4 million units 

that IDC had recently forecast. "The sheer volume and strong growth attest to the 

smart phone's continued popularity in 2013," says Ramon Llamas, Research Manager 

with IDC's Mobile Phone team. "Total smart phone shipments reached 494.4 million 

units worldwide in 2011, and doubling that volume in just two years demonstrates 
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strong end-user demand and vendor strategies to highlight smart phones." "Among the 

top trends driving smart phone growth are large screen devices and low cost," said 

Ryan Reith, Program Director with IDC's Worldwide Quarterly Mobile Phone Tracker. 

"Of the two, I have to say that low cost is the key difference maker. Cheap devices are 

not the attractive segment that normally grabs headlines, but IDC data shows this is 

the portion of the market that is driving volume. Markets like China and India are 

quickly moving toward a point where sub-$150 smart phones are the majority of 

shipments, bringing a solid computing experience to the hands of many.  

 According to a survey in 2012, about half of America's mobile phone consumers 

use smart phones, at the age from 25 to 34 smart phone share could reach 62%. NPD 

Group reported that in the third quarter of 2011, the United States’ sales of smart 

phones have reached 59% in ≥18 age level. In the European mobile phone market, 

according to a comScore report, by the end of 2012, in Germany, France, Italy, Spain 

and Britain the total number of mobile Internet users reached 241 million, of which 

57% are smart phone users. It is already very clear that consumers are turning the 

trend of smart phones. In Germany, France, Italy, Spain and Britain smart phone 

penetration rate is more than 50%, with Spain ranked first at 66%. In December 2012, 

75% of mobile phones purchased in these five European countries were Smart phones.     

In China, sales of smart phones are more than half in the second quarter of 2012.  
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Figure 1: Worldwide Smartphone Sales (%) 

 

 Since the 21st century, more and more enterprises have started to realize the 

importance of increasing the customers’ satisfaction and customer loyalty for the 

enterprise’s survival and development in today’s increasingly competitive market 

environment. Because of the previous study showing that the cost of attracting new 

customers is 5 times to the cost of keeping the old customer, this means loyal 

customers can bring more benefits to the enterprises. There have been many scholars 

put forward that maintaining long-term relationships with customers, and improving 

customer satisfaction and customer loyalty is closely related to corporate profits and 

survival. 

 Under the external pressure of market competition, the study of factors that can 

affect customers’ loyalty management, so as to develop and implement the customer 

management, to provide comprehensive and differentiated services for customers and 

fulfill the customers’ high commitment are important guarantees for enterprises to 

keep long-term and bidirectional interaction relations with customers.  
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1.2 Objectives 

1. To study the relationship between demographic and customer satisfaction  

2. To study the relationship between marketing mix and customer satisfaction 

3. To study the relationship between service quality and customer satisfaction  

4. To study the relationship between customer satisfaction and customer loyalty 

1.3 Significance of the Research 

 With the development of regional economic integration and the world economy 

globalization, the enterprise competition environment is undergoing unprecedented 

upheaval and change. Customer loyalty and its great contribution to the enterprise 

business performance has increasingly become the focus of attention. Because of the 

root causes that an enterprise is profit driven, profit is the premise of enterprise 

existence, while the customer is the source of profits. With the customer as the core in 

the enterprise, the customer is not only marketing goals and objects, and marketing 

participants, and it is a start and control point of marketing decision. Customer loyalty 

is the foundation for an enterprise and power for its development. If there are no 

customers, that means an enterprise has no value and no direction. Through this 

research, the enterprises should attract new customers constantly, open up new 

markets, improve market share, and strive to maintain existing customers to cultivate 

loyal customers and stable market share.  

1. To make the enterprise get higher long-term profitability. 

2. In favor of the enterprise to consolidate the existing market.  

3. In favor of the enterprise to reduce operating cost.  

4. Make the enterprise have a better defense in the competition.  
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1.4 Research Questions 

1. Is there a relationship between the demographic and customer satisfaction? 

2. Is there a relationship between the marketing mix and customer satisfaction? 

3. Is there a relationship between the service quality and customer satisfaction? 

4. Is there a relationship between the customer satisfaction and customer loyalty?  

1.5 Scope of the Study 

 This study focuses on marketing mix, service quality, customer satisfaction and 

customer loyalty. Thus, this study also describes the relationship between these areas 

for smart phone market in Thailand.  

1.6 Expected Benefits 

1. To understand the relationship among marketing mix, service quality, 

customer satisfaction and customer loyalty, and the results of the study to 

provide information that will be useful for the Smart phone retailer to attract 

more customers and keep more loyal customers.  

2. To assist Smart phone enterprises to gain more competitive advantages than 

their competitors. 

3. To assist Smart phone enterprise to gain more market share. 

1.7 Operation Definition 

Smart phone 

 It is an independent mobile operating system that can install applications, games 

and other programs to expand mobile phone’s function, and calculation ability and 
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function were superior to the traditional function of mobile phones. 

Service Quality 

 It is whether the product production services meet the requirements of regulation 

or potential (or need) features and characteristics of the combined. Its focus is on the 

purchase service in the Smart phone’s purchase process.  

Customer Satisfaction 

 It is the directly comprehensive evaluation of the products and services that an 

enterprise provided to customers and its employees; it is customer recognition for the 

enterprise, products, services and employees; according to the customer and their 

evaluation and judgment of the value of products and services. Its focus is on the 

satisfaction with the Smart phones. 

Customer Loyalty 

 In marketing practice, customer loyalty is defined as customer continuity buying 

behavior. The loyalty comes from the Smart phone users.  

Target Group 

 On this research, target group focus on Samsung, Apple, Huawei, LG, Lenovo and 

others. 

OTT Service 

 It is an abbreviation of over the top which is through the internet to provide any 

kinds of services for customers. 
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CHAPTER 2 

LITERATURE REVIEW 

2.1 Theory and Related Research 

2.1.1 Introduce Marketing Mix, Service quality, customer satisfaction and  

customer loyalty  

Marketing Mix (Neii Borden, 1953) 

 In 1964, McCarthy proposed 4 P’s marketing mix, named by product, Price, Place 

and the channel and Promotion. Than in 1981, Booms and Bitner on the basis of this 

put forward 7 P’s marketing mix. The three added Ps are: increase the People, tangible 

demonstration (Physical Evidence) and Process these elements. The 7 P’s also 

constitutes the basic framework of service marketing.  

 The marketing mix is a business tool used in marketing and by marketers. The 

marketing mix is often crucial when determining a product or brand's offer, and is 

often associated with the 4 P's: price, product, promotion, and place. In service 

marketing, however, the 4 Ps are expanded to the 7 P's to address the different nature 

of services. 

 The ever increasing ubiquity of smart phone has seen consumers accessing the 

internet more frequently throughout the day, both indoors and outdoors. Over time, 

apps and data have become just as much an integrated part of everyday life as SMS 

and voice calls. This widespread change in user behavior has consequences for mobile 

network operators. 

 The 4P marketing mix is a classical theory of marketing, but following the change 

of the external marketing environment, 7P marketing mix theory is developed. The 4P 

marketing mix theory includes the basics of real marketing and is standing in the point 

http://en.wikipedia.org/wiki/Marketing
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of view of entrepreneurs. The 7P is the basic of service marketing; it focuses on the 

service and stands in the point of view of customer. The 7P theory usually thinks 

about the customers’ waiting, the customers’ buying, the customers’ own consumption 

knowledge and the requirement of the customer who was contacted in the process of 

consumption. 

Table 2.1.1: The basic framework of 7 P’s marketing theory 

 

Elements Contents 

Product Quality, Brand, Standard, Service Items, Guarantee and After-sale service 

Price 
Discount, Payment clause, Customer perceived value, Quality to price 

ratio and Differentiation 

Place Location, Accessibility, Channel of distribution and Distribution scope 

Promotion 
Ads, Personal promotion, Broadcast, Image sale promotion and Sales 

promotion 

People 
Attitude and Behavior, Responsibility, Communication and Customer 

Participation 

Process The degree of customer participation and Flow of activity  

Physical 

Evidence 
Environmental design and Facility 

 

1. Product: Pay attention to development of function, require that product has a 

unique selling point and put the function of the product appeal in the first 

place. 

2. Price: According to different market positioning to make different price 

strategy. 

3. Place: Usually, enterprises will not have direct contact with consumers, but 

pay attention to the sale dealers’ cultivation and establishment of the sale 

network. Enterprises contact its consumers by distributors.  

4. Promotion: Companies use short-term behavior contributed to the growth of 

consumption. 
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5. People: It refers to the service and the service in a form continuously, 

acceptable to customers. People refer to the customers, employees, 

management and everybody else involved. It is essential for everyone to 

realize that the reputation of the brand that you are involved with is in the 

people's hands. 

6. Process: It refers to the methods and process of providing a service and is 

hence essential to have a thorough knowledge on whether the services are 

helpful to the customers, if they are provided in time, if the customers are 

informed in hand about the services and many such things. When and 

enterprise produces and provides service at the same time, the management 

process can guarantee the availability and stability of service quality. Without 

a good process management, it is extremely difficult to balance the demand 

for services and service supply. Services cannot be stored, so one must find a 

way to deal with peak demand, seeking the way that can bring maximum 

satisfaction at the different levels to meet the different needs of different 

customers.  

7. Physical Evidence: It refers to the experience of using a product or service. 

When a service goes out to the customer, it is essential that you help him see 

what he is buying. For example- brochures, pamphlets etc. serve this purpose.  

The core of the 7 P’s marketing mix theory  

 Reveal the significance of employees’ participation to the whole marketing 

campaign. Enterprise staff is the main body of enterprise organizations, each 

employee’s duty will be a part of the customer service experience for the enterprise, 

and it will produce certain effects to the enterprise image. Thus, the enterprise should 

let each employee actively participate in the enterprise management decision and 

perform the real staff's host status.  



 15 

 The enterprise should pay attention to the whole process of the service to the 

customers through interactive communication to understand the customers’ feelings in 

the service process. This will make customer participants in the service marketing 

process; thereby improving their service in time to meet the customer's expectations. 

Enterprise marketing also should pay attention to internal management of the process 

of labor division and cooperation among different departments. Because marketing is 

a work of the department all staff should participate in the activities, and the effective 

division of labor and cooperation among the departments is the fundamental 

guarantee of marketing activities.  

The relationship between marketing mix and customer satisfaction  

 American marketing expert professor Robert F. Lauter proposed the 4C marketing 

theory in 1993. It takes consumers as the orientation of the 4P model, the purpose is to 

help to adapt the needs of the mass marketing in the marketing blank better. He reset 

the 4 basic elements of the marketing mix: namely Customer, Cost, Convenience and 

Communication. It emphasizes that enterprises should put the pursuit of customer 

satisfaction first, followed by effort to reduce the customers purchase cost, and then 

fully notice the purchase convenience in the customer purchase process. Compared 

with the product orientation of the 4P theory, the 4C theory has made great progress 

and development; it attaches great importance to the customer orientation, and pursuit 

of customer satisfaction is the goal. In fact, this is the inevitable requirement as 

today's consumers have more and more active position in the market for the 

enterprise.  

Customer 

 Retail enterprise have direct contact to the Customer and consider more the 

customer's needs and desires, establish the customer-focused retail concept, and take 

"customer-oriented" as a red line throughout the entire process of marketing activities. 

Retail enterprise should stand in the customer's position to help customers select 
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commodity sourcing according to the requirements of the customer's needs and 

buying behavior to organize the commodity sales, study the customer's purchase 

behavior to meet the customers’ needs better, and pay more attention to provide high 

quality service to customers. 

Cost 

 When customers buy a commodity, in addition to consuming a certain amount of 

money, they also spend a certain amount of time, energy and physical strength. These 

make up the total customer cost. So, the customer total cost includes monetary cost, 

time cost, spirit cost and energy cost, etc. For the customer to buy goods, they always 

want to reduce the relevant cost of money, time, mental and physical strength to a 

minimum and gain the maximum satisfaction. Therefore, the retail enterprises must 

consider the total customer cost in order to meet customers’ needs and what they are 

willing to pay. Efforts to reduce the customers total purchase cost includes lowering 

the goods purchase price cost and marketing cost to reduce the commodity prices. In 

order to reduce the customer's currency cost, the enterprise should make efforts to 

improve the work efficiency as far as possible to help customers save time through 

various channels to provide detailed information and a good after-sales service for 

customers and to reduce customer mental and physical cost.  

Convenient 

 Providing maximum convenience to consumers is the serious problem that retail 

enterprise should consider in the condition of excessive competition. As mentioned 

above, when retail enterprises choose the location of the retailer, they should consider 

the regional choice, area choice, especially "accessibility of consumers" to make 

consumers easy to access. Even remote consumers, can also access the shop through 

the convenient traffic. At the same time, enterprise should consider the convenience of 

store design and layout for the consumers coming in and out, up and down, and 

convenience for the consumers to visit, browse, choose, pay and settle and so on. 
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Communication 

 To create a competitive advantage, the retail enterprises must communicate with 

consumers constantly. Communication with customers including offering some 

information to consumers, such as store location, goods, services, prices and other 

aspects of information will influence consumer attitudes and preferences, and 

persuade consumers to patronize shops and buy goods, setting a good corporate image 

in the minds of consumers. In today's competitive retail market environment, the 

managers of retail enterprises should realize that communication with consumers is 

more important than selecting the appropriate commodity, price, place, and promotion. 

This is more conducive to the enterprise’s long-term development.  

Service quality 

 A comparison of expectations with performance. A business with high service 

quality will meet customer needs whilst remaining economically competitive. 

Improved service quality may increase economic competitiveness. This aim may be 

achieved by understanding and improving operational processes, identifying problems 

quickly and systematically, establishing valid and reliable service performance 

measures and measuring customer satisfaction and other performance outcomes.  

 Service quality can be divided into two aspects. 1. The expected service quality is 

customer service expectations and satisfaction offered by service enterprises. It is an 

important premise of customer perception of service quality. If the expected quality is 

high or unrealistic, even from a certain objective sense the service received is very 

high quality, they will still think that the enterprise service quality is low. The 

expected quality is influenced by four factors: the market communication, corporate 

image, customer reputation and customer needs. 2. Perceived service quality is the 

customers’ actual level of perception provided by service enterprises. If the customer 

service perception meet or exceed the expected level, the customers will obtain higher 

satisfaction, so that enterprises have a higher quality of service; on the other hand, 
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customer may think the enterprise service quality is low. From this perspective, 

service quality is the combination between customer expectations of service quality 

and perceived service quality. 

 

 

Figure 2: SERVQUAL Model 

 SERVQUAL or RATER is a service quality framework. SERVQUAL was 

developed in the mid-1980s by Zeithaml, Parasuraman & Berry. SERVQUAL means 

to measure the scale of Quality in the service sectors. The SERVQUAL service 

quality model was developed by a group of American authors, 'Parsu' Parasuraman, 

Valarie Zeithaml and Len Berry in 1985. It highlights the main components of high 

quality service. The SERVQUAL authors originally identified 10 elements of service 

quality. (1) reliability; (2) responsiveness; (3) competence; (4) access; (5) courtesy; (6) 

communication; (7) credibility; (8) security; (9) understanding/knowing the customer; 

(10) tangibles. In later work, these ten elements were collapsed into 5 factors: 

Reliability: The ability to perform the promised service dependably and accurately;  
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Assurance: The knowledge and courtesy of employees and their ability to convey trust 

and confidence; Tangibles: An appearance of physical facilities, equipment, personnel 

and communication materials; Empathy: A provision of caring, individualized 

attention to customers; and Responsiveness: Willingness to help customers and to 

provide prompts service. 

 Businesses using SERVQUAL to measure and manage service quality deploy a 

questionnaire that measures customer expectations of service quality in terms of these 

5 dimensions, and their perceptions of the service they receive. When customer 

expectations are greater than their perceptions of received delivery, service quality is 

deemed low and that also means customers will be dissatisfied; on the other hand, if 

customers’ perceptions exceed their expectations, the customers will be satisfied.  

 SERVQUAL measures the differences between what is expected from a service 

encounter and perception of the actual service encounter (Parasuraman et. al., 1988). 

The authors name this the disconfirmation paradigm, and operationalized it as:  

  So, from the recent literatures review show that SERVQUAL could measure a 

customer satisfaction.  

Customer satisfaction 

 Customer Satisfaction is a term frequently used in marketing. It is a measure of 

how products and services supplied by a company meet or surpass customer 

expectation. Customer satisfaction is defined as "the number of customers, or 

percentage of total customers, whose reported experience with a firm, its products, or 

its services (ratings) exceeds specified satisfaction goals." In a survey of nearly 200 

senior marketing managers, 71 percent responded that they found a customer 

satisfaction metric very useful in managing and monitoring their businesses. 

http://en.wikipedia.org/wiki/Marketing
http://en.wikipedia.org/wiki/Contentment
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Customer satisfaction metrics measure subjective responses to factors such as pricing, 

product delivery, issue resolution, the company's ability to respond, dependability, and 

personalization. When companies measure customer satisfaction, they often survey a 

sample set, which is comprised of a predetermined number of customers. It is 

assumed that the data obtained from the sample set will represent the larger customer 

base. The different types of customer satisfaction metrics are used to gauge how well 

the company is meeting market expectations and identify areas that could benefit from 

improvements. 

The relationship between customer satisfaction and customer loyalty  

 In most cases, the customer satisfaction and customer loyalty is not a simple linear 

relationship. This shows that some adjustment variables exist between customer 

satisfaction and customer loyalty. These adjustment variables and their strength will 

vary because of the industry.  

Social norms and situational factors. 

 Ajzen and Fishbein (1972) argue that subjective norms will be affected by the 

social norms. For example, when a young consumer shows the high attitude tendency 

on a piece of fashion clothing, he might feel that his parents are antipathetic about his 

wearing such clothing and cancel the purchase decision. Australian academic 

Macintosh and Lockshin (1997) proved shops in the study of retail type, geographical 

location and other social norms and situational factors impact on customer loyalty.  

Product experience. 

   Customer's previous experience and knowledge will greatly influence the 

customer's attitude and behavior (Montoya Weiss Voss and GrewaI. 2003). Customers' 

previous experience virtually is constituted the threshold of use of this kind of service 

satisfaction in the future. In the process of the formation of customer loyalty, product 

experience usually plays a role in situational factors (YanHaoRen.2005) 
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Instead of selectively. 

  If the customer perceives that the existing enterprise competitors can provide 

cheap, convenient and complete service projects or higher returns, they may decide to 

terminate an existing relationship and accept competitors' service or product. If a 

customer cannot find an attractive competitive enterprise, then they will keep the 

existing relationship. Even if they are not satisfied with this relationship by customer 

perception (Bendapudi and Berry, 1997; Dube and Maute, 1998; YanHaoRen, 2005) 

Switching costs 

 Switching cost refers to facing the one-time cost by the customer to purchase 

goods from existing manufacturers or to purchase goods from other manufacturers. 

Because the customer will suffer switching costs to end the current relationship of 

previous investment. So he is forced to maintain the current relationship with 

suppliers. Even if the customers are not satisfied with this relationship, then the 

behavior of customer loyalty is higher when customer switching cost is higher. Jones 

and Mother Baugh research shows that when switching cost is low, and because most 

people like to try diversity, even though some customers have high satisfactions, the 

repurchase rate is not high.  

Customer Loyalty 

 A degree of customer loyalty, it is a quantitative concept. And customer loyalty is 

due to the influence of the quality, price, service and other factors to make the 

customers have feelings about particular businesses’ products or services, and form 

degree of preference and long-term repurchase of the product or service. USA senior 

marketing expert Jill Griffin believes that customer loyalty is customer out of business 

or brand preference and repurchases degree. The real customer loyalty is a behavior, 

and customer satisfaction is a kind of attitude. According to statistics, when the ratio 

of enterprises retains customers increased by 5%, profit can be increased 25% to 
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100%. Many scholars also expressed directly that the loyal customer is the main 

source of enterprise’s competitive advantage. Therefore, to retain customer loyalty is a 

very important task for enterprise operators. 

 
Figure 3: Customer Loyalty Conceptual Model 

 

Optimize your Customer Loyalty Drivers 

 To attract new customers and retain and grow your existing customer base, one 

best practice is to identify and measure the relative importance of the specific 

attributes that drive customer loyalty and retention. It is necessary to understand 

specific customer’s needs and the impact on loyalty of satisfying those needs.  

 However, focusing primarily on performance quality, product features, and 

existing internal processes will not create a loyal customer base or present any true 

differentiation relative to competition. There is a significant difference between 

satisfaction, which is largely a passive customer condition, and loyalty, which is an 

active or even proactive relationship with the product or service supplier.  
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 Loyalty is based on delivering a superior value proposition, based on a deep 

understanding of customer segment needs. Truly aspiring to meet customer needs, 

developing direct measures of loyalty, retention, and attraction based on these same 

needs, and linking those measures to internal processes is what finally puts companies 

on the path to creating shareholder value through loyal customers. Loyalty metrics 

and the ability to define the drivers of customer loyalty for specific market segments 

can help marketing and business managers to develop their competitive strategies 

based on one or a combination of the loyalty drivers. Additionally, building a direct 

link between customer requirements supported by business strategy and targeted value 

propositions allows the organization to align its people and processes to better deliver 

value to targeted customers. An effective, comprehensive quality program is critical to 

operationalizing the business strategy and the marketing plan. The conceptual model 

shown below is an overview of the factors contributing to customer attraction and 

retention. 

There are 9 principles to do great customer service and improve the customers’ 

loyalty: 

Control product quality and price  

 Product quality is the basis for an enterprise start high quality service and 

improves the customer loyalty. Many brands’ product development history told us that 

customer’s brand loyalty also is the loyalty in goods’ quality. Just high quality product 

can attract more customers, but just high quality product is not enough, it also needs a 

reasonable price to improve customer’s loyalty. Enterprise must take normal profit as 

their pricing objective. The enterprise must try their best to price according to 

customers “expected price” (expected price is the psychological assessment of most 

customers for some products). If enterprise pricing exceeds expected price, customers 

will feel the price is too high to buy; if enterprise pricing cannot catch the customers’ 

expected price, the customer will doubt the price and then hesitate buy or not buy.  
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Understand the enterprise’s goods  

 Enterprise’s employees (sales) must have a strong understanding of enterprise’s 

goods, transfer the relevant information to customers and provide relative service and 

then help the enterprise gain more customer trust. At the same time, the sales must 

initiative understanding of enterprise’s goods, service and all discount information, 

and predict some problems that the customers have as much as possible.  

Understanding the customer of enterprise 

 Enterprise should understand some relevant information of customers, and then 

you can provide the most appropriate goods and services to customers. 

Communication with your customers and listen their feedback is helpful for 

enterprises to find the reasons that customers are dissatisfied. And it also can help 

enterprises to reduce the service cost and increase profits.  

Improve service quality 

 Every employee should devote themselves to create a wonderful purchase 

experience for customers, and try to do the best to exceed the customers’ expectations. 

Because these satisfied customers always do positive advertising for an enterprise, 

and they will recommend their satisfied service or product to their fr iends, neighbors, 

partners and others. Under this situation, enterprises do not need pay an additional 

cost for attracting new customers.  

Improve customer satisfaction 

 Customer satisfaction is the measure of the way for corporate operation quality in 

a certain sense. Through customer satisfaction surveys and interviews, the enterprise 

gains a real understanding of what the customers most need now, what is most 

valuable to them, and what they think about the services that they receive from you 

with the best practices in these cognitive. For those customers who have the 
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psychological characteristics and social behavior and depart, but had been loyal to the 

enterprise, abandon is the best choice for the enterprise undoubtedly. In this sense, 

corporate should try to improve customer satisfaction, but not at all costs, even 

extreme commitment to full customer satisfaction 

Exceed the customer expectation 

 Do not stick to the basic and predictable levels and desire to provide customers 

with service and even surprise. Determine the regular in the industry, and then look 

for the outside of regular opportunities to give more choices that go beyond "normal 

needs". Customers will notice your high service standards. Perhaps these could be 

emulated by business competitors, but the company continues to improve as long as 

possible, it will not fall upon people.  

Satisfy the personalized needs 

 Typically, companies will follow their own imagination to predict the target 

customer action. In fact, all of the information about the customer demographic and 

psychological aspects has limitations, and predictive modeling software also has 

limitations. Therefore, enterprises must change the idea of "mass marketing" to meet 

the customer personalized requirements. To do this part, we must try to occupy the 

customer knowledge; you can take advantage of all kinds of useful opportunities to 

get a comprehensive customer situation, including analysis of customer's language 

and behavior. If the business does not have a continuous understanding of customer, it 

is impossible to form a compelling product or service using customer knowledge 

gained. 

Deal customer problems correctly 

 There is a survey showing that a best customer will always be a compliant one. In 

major issues of complaint, 4% of people would repurchase after solving the problem. 
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While after small problems, the repurchase rate can reach 53%. If the enterprise can 

solve the complaints and problems quickly, the repurchase rate can get to 52%-95%.  

Simplify the purchase process 

 Enterprises both in the store, or business catalog on the website, purchase process 

should be as simple as possible. Simplify all unnecessary writing, filling steps to help 

businesses customers find the products they need, explaining how the product works, 

and doing anything to simplify the transaction process will develop standards to 

simplify the process of service. 
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2.2 Conceptual Framework 
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Demographic 

 

■ Gender     

■ Age 

■ Nationality      

■ Education Level 

■ Monthly Income 

Marketing Mix (7P) 

 

■ Product    

■ Price 

■Place  

■ Promotion              

■ People   

■ Process 

■ Physical Evidence 

Service Quality 

 

■ Tangible          

■ Reliability                     

■ Responsiveness     

■ Assurance 

■ Empathy 

 

Customer 

Satisfaction 

Customer Loyalty 

 

■ Brand Image    

■Customer Relationship  

■Production Performance  

■Service Performance 
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2.3 Research hypothesis 

   Aaker and Day (1990) defined a hypothesis as a possible answer to the research 

question. Lehmann et al. (1998) stated that hypothesis translates a problem statement 

into a series of questions that can be addressed with data, and thus largely determines 

the research design by specifying the data needed.  

H1: Customer satisfaction is related to the Demographic characteristics  

    H1.1: Customer satisfaction is related to the gender of customer 

    H1.2: Customer satisfaction is related to the age of customer 

    H1.3: Customer satisfaction is related to the nationality of customer 

    H1.4: Customer satisfaction is related to the education level of customer 

    H1.5: Customer satisfaction is related to the occupation type of customer 

    H1.6: Customer satisfaction is related to the monthly income of customer 

H2: Customer satisfaction is related to the Marketing mix factors 

    H2.1: Customer satisfaction is related to the product 

    H2.2: Customer satisfaction is related to the price 

    H2.3: Customer satisfaction is related to the place 

    H2.4: Customer satisfaction is related to the promotion 

    H2.5: Customer satisfaction is related to the people 

    H2.6: Customer satisfaction is related to the process 
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    H2.7: Customer satisfaction is related to the physical evidence 

H3: Customer satisfaction is related to the Service quality factors 

    H3.1: Customer satisfaction is related to the tangible 

    H3.2: Customer satisfaction is related to the reliability 

    H3.3: Customer satisfaction is related to the responsiveness 

    H3.4: Customer satisfaction is related to the assurance 

    H3.5: Customer satisfaction is related to the empathy 

H4: Customer loyalty is related to the customer satisfaction 
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CHAPTER 3 

 

METHODOLOGY 

 

3.1 Research Design 

3.1.1 Research framework 

   “Study the relationship between marketing mix, service quality, customer 

satisfaction and customer loyalty in the Smart-phone market” This study is divided 

into 2 types consisting of: 

Quantitative Research is used to provide insights into the setting of a problem, 

generating ideas and/or hypotheses for later quantitative research.  

Qualitative Research is used to quantify data and generalize results from a sample to 

the population of interest and measure the incidence of various views and opinions in 

a chosen sample, sometimes followed by qualitative research which is used to explore 

some findings further 

3.1.2 Process of Research 

Step 1: The plan of research study problems, construct conceptual framework and set 

objectives. 

Step 2: Construct the questionnaire, improve the questionnaire, and survey the 

population and sample. 

Step 3: Collect the information and data of questionnaire from the on- line research. 

Step 4: Use the statistic program to find out the result of hypotheses.  
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Step 5: Summarizes and discuss the research.  

3.1.3 Sample and Population  

Population: The population of customer who use Smart phones in the Bangkok area. 

According to the information was given by IDC (International Data Corporation) 

which indicated the population of customers who use Smart phones in Thailand is 

284.4 million. 

Sample: The sample size of this research based on Yamane (1973) recommended the   

formula for random sample size to study a research as below:  

21 Ne

N
n


  

n = Numbers of Sample  

N = Population of Sample  

e= Probability of error that is 0.05 or 5% (at 95% confidence level)  

Calculation for the sample size for the study has been calculated according to the 

recommendation as follows: 

N= Proportion of population in this study who use the Smart-phone in Thailand about 

284.4 millions 

   (https://www.idc.com/getdoc.jsp?containerId=prUS24645514) 

e = 5% (at 95% confidence level) 

n = 399.99 samples 
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3.1.4 Research Instrumentation  

According to the research framework, the research focused on 6 parts: 

Part 1 Demographic: Includes Gender, Age, Nationality, Education level and 

monthly Income. This research used nominal scale to measure the demographic data.  

Part 2 Marketing Mix: Includes Product, Price, Place, Promotion, People, Process 

and Physical Evidence. This part will use nominal scale and Likert scale 5 point to 

measure it. It includes 7Ps which was ranked from very unimportant to very 

important. 

Part 3 Service Quality: Includes 5 aspects which are Tangible, Reliability, 

Responsiveness, Assurance and Empathy, and which was ranked from very 

dissatisfied to very satisfy. This part will use Likert scale 5 point to measure it.  

Part 4 Customer satisfactions: This part will use the Likert scale 5 point to measure 

its data, and ranked from very dissatisfied to very satisfy from 6 factors. Customer 

Relationship, Production Performance, and Service Performance use the Likert scale 5 

point and ranked from very unimportant to very important. 

Part 5 Customer loyalty : Includes 4 factors which is Brand Image, Customer 

satisfaction, production performance and service performance will ranked from very 

dissatisfied to very satisfy.  

Part 6 Additional information from respondents: Is just additional information that 

was feedback from the respondents, it does not need explained and analyzed.  

3.2 Research Tools 

 This research will use questionnaire survey to do the research. And this 

questionnaire will be designed into 2 languages: English and Thai, because this 

questionnaire will focus on the people who live in Thailand, both Thai citizens and 
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other citizens. 

Table 3.2: Categories of research questions 

 

Part Questions Categories 
Questionnaires 

Items 

1. Demographic 1-6 

2. Marketing mix 7 

3. Service quality 8 

4. Customer satisfaction 9 

5. Customer loyalty 10 

6. Additional information from respondents 11 

 

3.3 Research Survey 

 The total was 400 questionnaire surveys used in online research survey. The 

research design of this research is planned to conduct quantitative research (survey 

research) which focuses on the study of how the service quality and customer 

satisfaction can affect the customer loyalty. And this research is divided into five 

categories. First is the background information of the respondents (6 questions), the 

second is the Marketing mixed (7P’s) (7 questions), and this part will using the Likert 

Scale 5 point scale to rank from very unimportant, unimportant, neutral, important 

and very important. The third is service quality (2 questions) and this part were used 

the Likert Scale 5 point scale to rate from very satisfied, satisfied, acceptable, 

dissatisfied and very dissatisfied to perform the level of the customer’s satisfaction on 

Smart phone’s service quality. The forth part is customer satisfaction (1 question). 

The last category is customer loyalty which was identified from 3 indicators (1 

question): 

 The overall customer satisfaction (Shown on the forth category), the probability of 

repurchase, the possibility of recommending to others (Most likely, likely and 

impossibility) 
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Variable of research 

Independent variable: 

-Demographic Factors: Gender, Age, Nationality, Education level and monthly 

income. 

-Marketing Mix: Product, Price, Place, Promotion, People, Process and Psychology 

evidence. 

-Service Quality: Tangible, Reliability, Responsiveness, Assurance and Empathy.  

Dependent variable: 

-Customer Satisfaction 

-Customer Loyalty: Brand Image, Customer Relationship, Production Performance,       

Service Performance. 

3.4 Experiments and Data Collection 

There are 2 sections of the data collection 

Primary data: Collect data from the questionnaire and the target group is customers in 

Thailand by random sampling people who using the Smart-phone. 

Secondary data: Collecting from textbook, articles, magazines and some related 

research for information in idea, theory study and references data.  

3.5 Data Measurement and Analysis  

Data Measurement 

 After the data collection period, the researcher will analyze the data variables 
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from the questionnaires processed by statistic program, the results are as follows: 

 Questionnaire with 5 point rating scale will be used to collect the data from the 

sample and 5 point scale also used to measure the Smart phone users’ loyalty in the 

research questionnaire ranked from (5) Very satisfied to (1) Very dissatisfied. Every 

question consisted of many statements to better capture the perception degree.  

5= Number of samples those choose very satisfied  

4= Number of samples those choose satisfied 

3= Number of samples those choose acceptable 

2= Number of samples those choose dissatisfied 

1= Number of samples those choose very dissatisfied  

For determining the range of result, it can be divided into 5 equally likely ranges, 0.8 

each. SERVQUAL (Parasuman, Zeithmal and Berry 1988, 1991, 1985) 

Evaluative Criteria: N (Width of the range) = (max-min) / Level  

                        8.0
5

15



 

It means items with scores fall between the ranges of: 

Average mean score “between” 4.20 - 5.00 are considered as very satisfied 

Average mean score “between” 3.40 - 4.19 are considered as satisfied 

Average mean score “between” 2.60 - 3.39 are considered as acceptable 

Average mean score “between” 1.80 - 2.59 are considered dissatisfied 
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Average mean score “between” 1.00 - 1.79 are considered as very dissatisfied  

Data Analysis 

1. Descriptive Statistics are used to describe the basic features of the data was 

gathered in various ways. 

1.1 Percentage: Used to analyze part 1 of questionnaire-demographic, such as: Gender, 

Age, Nationality, Education Level and Monthly Income.  

2. Inferential Statistics are used to test hypothesis  

2.1 ANOVA which is a method of testing differences between more than two groups 

or treatments. ANOVA is for hypothesis 1.1 Gender; 1.2 Age; 1.3 Nationality; 

hypothesis 1.4 Education Level and hypothesis 1.5 Monthly Income.  

2.2 Pearson Product Moment Correlation Coefficient is a common measurement of 

the correlation (Line dependence) between two variables that are used for test 

hypothesis 2, 3, 4 

Pearson Product Moment Correlation Coefficient have values between −1 < r < 1 

mean the level of significance is: 

If, r has valuable (−) which indicates that X and Y have Negative Correlations  

If, r has valuable (+) which indicates that X and Y have Positive Correlations 

If, r has valuable (0) which indicates that X and Y have No Correlations  

If, r has close to 1 which indicates that X and Y Correlations have Positive Correlation 

and the Correlation became stronger  

If, r has close to −1 which indicates that X and Y Correlations have Negative 

Correlation and the Correlation became more and more strong 
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If, r has close to 0 which indicates that X and Y Correlation became more and more 

weak 

Usually, through the following scope to determine the relevant variables strength: 

If, r has between 0.8−1.0 it indicates Very Strong Correlations  

If, r has between 0.6−0.8 it indicates Strong Correlations  

If, r has between 0.4−0.6 it indicates Average Correlations  

If, r has between 0.2−0.4 it indicates Weak Correlations  

If, r has between 0.0−0.2 it indicate Very Weak Correlations or No Correlations  
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CHAPTER 4  

 

RESULTS 

   Chapter 4 introduces all analysis results that were collected from 400 

questionnaires which was the primary data of this research. This questionnaire 

research was based on the conceptual framework and whole chapter 4 consists of 4 

parts as follows: 

Part 1: Basic information of data 

Part 2: Hypothesis Testing (Appendix A) 

Part 3: Mean, Std. Deviation 

Part 4: The summary of all hypotheses testing result (Appendix B) 

 

4.1 Basic information of data 

Table 4.1.1: The Smart phone brand that you are using now 

 

 Frequency           Percent 

 Apple            141                35.25 

Huawei           15                 3.75 

Lenovo           15                 3.75 

LG               20                 5.0  

Others            32                 8.0  

Samsung          177                44.25 

Total             400                100.0  

 

   As Table 4.1.1 shows: There were 141 persons that choose Apple Smartphone and 

accounted for 35.25% in total; Huawei Smartphone has 15 persons that accounted for 

3.75% in total; Lenovo Smartphone has 15 persons that accounted for 3.75% in total; 

LG Smartphone has 20 persons that accounted for 5% in total; Samsung Smartphone 

has 177 persons that accounted for 44.25% in total; Other Smartphone brands has 32 

persons that accounted for 8% in total.  
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Table 4.1.2: Details about respondents Demographic 

 

Demographic  Frequency Percentage 

Gender 

Male 170 42.5 

Female  230 57.5 

Total 400 100.0 

Age 

Less than 20-years-old  33 8.25 

21-30 285 71.25 

31-40 67 16.75 

Over 41 15 3.75 

Total 400 100.0 

Nationality 

Thai 343 85.8 

Others 57 14.2 

Total 400 100.0 

Highest level of Education 

High school 35 8.8 

Bachelor 294 73.5 

Master 67 16.8 

Doctor 4 1.0 

Total 400 100.0 

Occupation 

Student 135 33.75 

Owner of business 47 11.75 

Employee in company 190 47.5 

Government’s employee 18 4.5 

Unemployed or retired 10 2.5 

Total 400 100.0 

Monthly Income ( Baht) 

Less than 10,000 98 24.5 

10,001-20,000 117 29.25 

20,001-30,000 134 33.5 

30,001-40,000 31 7.75 

More than 40,001 20 5.0 

Total 400 100.0 

 

   As Table 4.1.2 shows: There were 170 males that accounted for 42.5% in total and 

230 females that accounted for 57.5% in total.  

The age less than 20-years-old has 33 persons that accounted for 8.3% in total; 

21-30 has 285 persons that accounted for 71.3% in total; 31-40 has 67 persons that 
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accounted for 16.8% in total; Over 41-years-old has 15 persons that accounted for 

3.8% in total. 

   Thai nationality has 343 persons that accounted for 85.8% in total; other 

nationality has 57 persons that accounted for 14.2% in total.  

   There were 35 persons who have the highest level of education in High school and 

it accounted for 8.8% in total; The highest level of education in Bachelor Degree has 

294 persons that accounted for 73.5% in total; The highest level of education in 

Master Degree has 67 persons that accounted for 16.8% in total; The highest level of 

education is Doctorate Degree, which has 4 persons that accounted for 1.0% in total.  

There were 135 persons who are students and accounted for 33.8% in total; Owner of 

business has 47 persons that accounted for 11.8% in total; Employee in company has 

190 persons that accounted for 47.5% in total; Government’s employee has 18 

persons that accounted for 4.5% in total; Unemployed or retired has 10 persons that 

accounted for 2.5% in total.  

 

4.2 Hypothesis Testing (Appendix A) 

Hypothesis 1 

Ho1: Customer satisfaction is independent on the Demographic  

Ha1: Customer satisfaction is dependent on the Demographic 
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Table 4.2.1: One-Way ANOVA Test Result for Gender and Customer Satisfaction 

 

 
Sum of 

Square 
df 

Mean 

Square 
F Sig. 

The overall satisfaction for the product location 

Between Groups .088 1 .088 .114 .736 

Within Groups 305.810 398 .768   

Total 305.898 398    

The overall satisfaction for the product quality 

Between Groups .549 1 .549 .722 .396 

Within Groups 302.549 398 .760   

Total 303.097 399    

The overall satisfaction for the product price  

Between Groups .885 1 .885 1.086 .298 

Within Groups 324.275 398 .815   

Total 325.160 399    

The overall satisfaction for the staff service  

Between Groups .110 1 .110 .142 .706 

Within Groups 307.468 398 .773   

Total 307.578 399    

The overall satisfaction for the purchase environment 

Between Groups .251 1 .251 .354 .552 

Within Groups 282.059 398 .709   

Total 282.310 399    

The overall satisfaction for the promotion activ ity 

Between Groups .005 1 .005 .007 .935 

Within Groups 282.293 398 .709 
  

Total 282.298 399  

 

   In Table 4.2.1, the results show the overall satisfaction for the product location Sig. 

=.736 > .05, thus accepts Ho1.1.1: The overall satisfaction for the product location is 

independent on the gender of customer.  

The overall satisfaction for the product quality Sig. =.396 > .05, thus accept Ho1.1.2: 

The overall satisfaction for the product quality is independent on the gender of 

customer. 

The overall satisfaction for the product price Sig. =.298 > .05, thus accept Ho1.1.3:          

The overall satisfaction for the product price is independent on the gender of 

customer. 

The overall satisfaction for the staff service Sig. =.706 > .05, thus accept Ho1.1.4:     
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The overall satisfaction for the staff service is independent on the gender of customer. 

The overall satisfaction for the purchase environment Sig. =.552 > .05, thus accepts 

Ho1.1.5: The overall satisfaction for the purchase environment is independent on the 

gender of customer. 

The overall satisfaction for the promotion activity Sig. =.935 > .05, thus accepts 

Ho1.1.6: The overall satisfaction for the promotion activity is independent on the 

gender of customer. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 43 

Table 4.2.2: One-Way ANOVA Test Result for Age and Customer Satisfaction 

 

 
Sum of 

Square 
df 

Mean 

Square 
F Sig. 

The overall satisfaction for the product location 

Between Groups 1.419 2 .709 .605 .548 

Within Groups 131.242 112 1.172   

Total 132.661 114    

The overall satisfaction for the product quality 

Between Groups .185 2 .093 .071 .932 

Within Groups 146.545 112 1.308   

Total 146.730 114    

The overall satisfaction for the product price  

Between Groups .352 2 .176 .142 .868 

Within Groups 138.570 112 1.237   

Total 138.992 114    

The overall satisfaction for the staff service  

Between Groups 3.899 2 1.949 1.564 .214 

Within Groups 139.632 112 1.247   

Total 143.530 114    

The overall satisfaction for the purchase environment 

Between Groups 6.134 2 3.067 2.722 .070 

Within Groups 126.213 112 1.127   

Total 132.348 114    

The overall satisfaction for the promotion activ ity 

Between Groups .065 2 .033 .028 .972 

Within Groups 129.535 112 1.157   

Total 129.600 114    

 

In Table 4.2.2, the results show the overall satisfaction for the product location Sig. 

=.548 > .05, thus accepts Ho1.2.1: The overall satisfaction for the product location is 

independent on the age of customer.  

The overall satisfaction for the product quality Sig. =.932 > .05, thus accept Ho1.2.2:   

The overall satisfaction for the product quality is independent on the age of customer.  

The overall satisfaction for the product price Sig. =.868 > .05, thus accept Ho1.2.3:   

The overall satisfaction for the product price is independent on the age of customer.  

The overall satisfaction for the staff service Sig. =.214 > .05, thus accept Ho1.2.4: The 
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overall satisfaction for the staff service is independent on the age of customer.  

The overall satisfaction for the purchase environment Sig. =.070 > .05, thus accepts 

Ho1.2.5: The overall satisfaction for the purchase environment is independent on the 

age of customer. 

The overall satisfaction for the promotion activity Sig. =.972 > .05, thus accepts 

Ho1.2.6: The overall satisfaction for the promotion activity is independent on the age 

of customer. 
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(Nationality & Customer Satisfaction) 

 

Table 4.2.3: One-Way ANOVA Test Result for Nationality and Customer Satisfaction 

 

 
Sum of 

Square 
df 

Mean 

Square 
F Sig. 

The overall satisfaction for the product location 

Between Groups 5.242 1 5.242 6.940 .009 

Within Groups 300.655 398 .755   

Total 305.897 398    

The overall satisfaction for the product quality 

Between Groups 6.753 1 6.753 9.099 0.033 

Within Groups 296.345 398 .745   

Total 303.097 399    

The overall satisfaction for the product price  

Between Groups 1.953 1 1.953 2.405 .122 

Within Groups 323.207 398 .812   

Total 325.160 399    

The overall satisfaction for the staff service  

Between Groups 5.725 1 5.752 7.548 .006 

Within Groups 301.853 398 .758   

Total 307.578 399    

The overall satisfaction for the purchase environment 

Between Groups 2.610 1 2.610 3.714 .055 

Within Groups 279.700 398 .703    

Total 282.310 399    

The overall satisfaction for the promotion activ ity 

Between Groups .019 1 .019 .027 .870 

Within Groups 282.278 398 .709   

Total 282.297 399    

 

In Table 4.2.3, the results show the overall satisfaction for the product location Sig. 

=.009 < .05, thus rejects Ho1.3.1: The overall satisfaction for the product location is 

dependent on the nationality of customer.  

The overall satisfaction for the product quality Sig. =.003 < .05, thus reject Ho1.3.2: 

The overall satisfaction for the product quality is dependent on the nationality of 

customer. 

The overall satisfaction for the product price Sig. =.122 > .05, thus accept Ho1.3.3:   

The overall satisfaction for the product price is independent on the nationality of 
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customer. 

The overall satisfaction for the staff service Sig. =.006 < .05, thus reject Ho1.3.4: The 

overall satisfaction for the staff service is dependent on the nationality of customer.  

The overall satisfaction for the purchase environment Sig. =.055 > .05, thus accepts 

Ho1.3.5: The overall satisfaction for the purchase environment is independent on the 

nationality of customer. 

The overall satisfaction for the promotion activity Sig. =.870 > .05, thus accepts 

Ho1.3.6: The overall satisfaction for the promotion activity is independent on the 

nationality of customer. 
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(Education Level of customer & Customer Satisfaction) 

 

Table 4.2.4: One-Way ANOVA Test Result for Education level and Customer 

Satisfaction 

 

 
Sum of 

Square 
df 

Mean 

Square 
F Sig. 

The overall satisfaction for the product location 

Between Groups 2.908 2 1.454 1.034 .359 

Within Groups 144.828 103 1.406   

Total 147.736 105    

The overall satisfaction for the product quality 

Between Groups 1.375 2 .687 .520 .596 

Within Groups 136.182 103 1.322   

Total 137.557 105    

The overall satisfaction for the product price  

Between Groups 5.417 2 2.708 1.979 .143 

Within Groups 140.961 103 1.369   

Total 146.377 105    

The overall satisfaction for the staff service  

Between Groups 4.823 2 2.412 1.716 .185 

Within Groups 144.733 103 1.405   

Total 149.557 105    

The overall satisfaction for the purchase environment 

Between Groups 5.876 2 2.938 2.255 .110 

Within Groups 134.209 103 1.303   

Total 140.085 105    

The overall satisfaction for the promotion activ ity 

Between Groups 1.858 2 .929 .768 .467 

Within Groups 124.557 103 1.209   

Total 126.415 105    

 

   In Table 4.2.4, the results show the overall satisfaction for the product location S ig. 

=.359 > .05, thus accepts Ho1.4.1: The overall satisfaction for the product location is 

independent on the education level of customer.  

The overall satisfaction for the product quality Sig. =.596 > .05, thus accepts Ho1.4.2: 

The overall satisfaction for the product quality is independent on the education level 

of customer. 



 48 

The overall satisfaction for the product price Sig. =.143 > .05, thus accept Ho1.4.3: 

The overall satisfaction for the product price is independent on the education level of 

customer. 

The overall satisfaction for the staff service Sig. =.185 > .05, thus accept Ho1.4.4: The 

overall satisfaction for the staff service is independent on the education level of 

customer. 

The overall satisfaction for the purchase environment Sig. =.110 > .05, thus accepts 

Ho1.4.5: The overall satisfaction for the purchase environment is independent on the 

education level of customer. 

The overall satisfaction for the promotion activity Sig. =.467 > .05, thus accepts 

Ho1.4.6: The overall satisfaction for the promotion activity is independent on the 

education level of customer. 
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(Occupation & Customer Satisfaction) 

 

Table 4.2.5: One-Way ANOVA Test Result for Occupation and Customer Satisfaction 

 

 
Sum of 

Square 
df 

Mean 

Square 
F Sig. 

The overall satisfaction for the product location 

Between Groups 10.156 3 3.385 4.547 .004 

Within Groups 259.822 349 .744   

Total 269.977 352    

The overall satisfaction for the product quality 

Between Groups 4.155 3 1.385 1.921 .126 

Within Groups 251.602 349 .721   

Total 255.756 352    

The overall satisfaction for the product price  

Between Groups 1.004 3 .335 .418 .740 

Within Groups 279.472 349 .801   

Total 280.476 352    

The overall satisfaction for the staff service  

Between Groups 8.048 3 2.683 3.575 0.014 

Within Groups 261.867 349 .750   

Total 269.915 352    

The overall satisfaction for the purchase environment 

Between Groups 11.306 3 3.769 5.708 .001 

Within Groups 230.444 349 .750   

Total 241.751 352    

The overall satisfaction for the pro motion activ ity 

Between Groups 7.938 3 2.646 4.049 .008 

Within Groups 228.074 349 .654   

Total 236.011 352    

 

   In Table 4.2.5, the results show the overall satisfaction for the product location Sig. 

=.004 < .05, thus rejects Ho1.5.1: The overall satisfaction for the product location is 

dependent on the occupation of customer.  

The overall satisfaction for the product quality Sig. =.126 > .05, thus accepts Ho1.5.2: 

The overall satisfaction for the product quality is independent on the occupation of 
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customer. 

The overall satisfaction for the product price Sig. =.740 > .05, thus accepts Ho1.5.3: 

The overall satisfaction for the product price is independent on the occupation of 

customer. 

The overall satisfaction for the staff service Sig. =.014 < .05, thus rejects Ho1.5.4: 

The overall satisfaction for the staff service is dependent on the occupation of 

customer. 

The overall satisfaction for the purchase environment Sig. =.001 < .05, thus rejects 

Ho1.5.5: The overall satisfaction for the purchase environment is dependent on the 

occupation of customer. 

The overall satisfaction for the promotion activity Sig. =.008 < .05, thus rejects 

Ho1.5.6: The overall satisfaction for the promotion activity is dependent on the 

occupation of customer. 
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(Monthly Income & Customer Satisfaction) 

 

Table 4.2.6: One-Way ANOVA Test Result for Monthly income and Customer 

Satisfaction 

 

 
Sum of 

Square 
df 

Mean 

Square 
F Sig. 

The overall satisfaction for the product location 

Between Groups 3.321 3 1.107 1.382 .266 

Within Groups 232.643 279 .834   

Total 235.965 282    

The overall satisfaction for the product quality 

Between Groups 1.016 3 .339 .413 .744 

Within Groups 228.751 279 .820   

Total 229.767 282    

The overall satisfaction for the product price  

Between Groups .326 3 .109 .125 .945 

Within Groups 242.218 279 .868   

Total 242.544 282    

The overall satisfaction for the staff service  

Between Groups 3.724 3 1.241 1.539 .205 

Within Groups 225.067 279 .807   

Total 228.792 282    

The overall satisfaction for the purchase environment 

Between Groups 4.587 3 1.529 1.999 .114 

Within Groups 213.378 279 .765   

Total 217.965 282    

The overall satisfaction for the promotion activ ity 

Between Groups 2.209 3 .736 .936 .424 

Within Groups 219.473 279 .787   

Total 221.682 282    

 

   In Table 4.2.6, the results show the overall satisfaction for the product location Sig. 

=.266 > .05, thus accepts Ho1.6.1: The overall satisfaction for the product location is 

independent on the monthly income of customer.  

The overall satisfaction for the product quality Sig. =.744 > .05, thus accepts Ho1.6.2: 

The overall satisfaction for the product quality is independent on the monthly income 

of customer. 

The overall satisfaction for the product price Sig. =.945 > .05, thus accepts Ho1.6.3: 



 52 

The overall satisfaction for the product price is independent on the monthly income of 

customer. 

The overall satisfaction for the staff service Sig. =.205 > .05, thus accepts Ho1.6.4: 

The overall satisfaction for the staff service is independent on the monthly income of 

customer. 

The overall satisfaction for the purchase environment Sig. =.114 > .05, thus accepts 

Ho1.6.5: The overall satisfaction for the purchase environment is independent on the 

monthly income of customer. 

The overall satisfaction for the promotion activity Sig. =.424 > .05, thus accepts 

Ho1.6.6: The overall satisfaction for the promotion activity is independent on the 

monthly income of customer. 

 

Hypothesis 2 

Ho2: Customer satisfaction is independent on the Marketing mix  

Ha2: Customer satisfaction is dependent on the Marketing mix  
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Product (Smartphone design/ smartphone quality/ smartphone brand)  

 

Table 4.2.7: Correlations between the product and Customer satisfaction 

 

 

The overall 

satisfaction 

for the 

product 

location 

The overall 

satisfaction 

for the 

product 

quality 

The overall 

satisfaction 

for the 

product 

price 

The overall 

satisfaction 

for the staff 

service 

The overall 

satisfaction 

for the 

purchase 

environment 

The overall 

satisfaction 

for the 

promotion 

activity 

Smartphone Design 

Pearson Correlation 

Sig. (2-tailed) 

N 

.614 .508 .459 .575 .577 .588 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Smartphone Quality  

Pearson Correlation 

Sig. (2-tailed) 

N 

.568 .472 .393 .577 .603 .542 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Smartphone Brand 

Pearson Correlation 

Sig. (2-tailed) 

N 

.601 .369 .318 .515 .492 .497 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   In Table 4.2.7, the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.1.1, that 

is the overall satisfaction for the product location is dependent on the Smartphone 

design. The Pearson Correlation Value (r) = 0.614 which is in 0.6 - 0.8, demonstrated 

Smartphone design and the overall satisfaction for the product location has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.1.2; that is the 

overall satisfaction for the product quality is dependent on the Smartphone design. 

The Pearson Correlation Value (r) = 0.508 which is in 0.4 - 0.6, demonstrated 

Smartphone design and the overall satisfaction for the product quality has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.1.3, that is the 

overall satisfaction for the product price is dependent on the Smartphone design. The 

Pearson Correlation Value (r) = 0.459 which is in 0.4 - 0.6, demonstrated Smartphone 

design and the overall satisfaction for the product price has average correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.1.4, that is the overall 

satisfaction for the staff service is dependent on the Smartphone design. The Pearson 
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Correlation Value (r) = 0.575 which is in 0.4 - 0.6, demonstrated Smartphone design 

and the overall satisfaction for the staff service has average correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.1.5, that is the overall satisfaction for 

the purchase environment is dependent on the Smartphone design. The Pearson 

Correlation Value (r) = 0.577 which is in 0.4 - 0.6, demonstrated Smartphone design 

and the overall satisfaction for the purchase environment has average correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.1.6, that is the overall 

satisfaction for the promotion activity is dependent on the Smartphone design. The 

Pearson Correlation Value (r) = 0.588 which is in 0.4 - 0.6, demonstrated Smartphone 

design and the overall satisfaction for the promotion activity has average correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.2.1, that is the overall 

satisfaction for the product location is dependent on the Smartphone quality. The 

Pearson Correlation Value (r) = 0.568 which is in 0.4 - 0.6, demonstrated Smartphone 

quality and the overall satisfaction for the product location has average cor relations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.2.2, that is the overall 

satisfaction for the product quality is dependent on the Smartphone quality. The 

Pearson Correlation Value (r) = 0.472 which is in 0.4 - 0.6, demonstrated Smartphone 

quality and the overall satisfaction for the product quality has average correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.2.3, that is the overall 

satisfaction for the product price is dependent on the Smartphone quality. The Pearson 

Correlation Value (r) = 0.393 which is in 0.2 - 0.4, demonstrated Smartphone quality 

and the overall satisfaction for the product price has weak correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.2.4, that is the overall satisfaction for 

the staff service is dependent on the Smartphone quality. The Pearson Correlation 

Value (r) = 0.577 which is in 0.4 - 0.6, demonstrated Smartphone quality and the 

overall satisfaction for the staff service has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.2.5, that is the overall satisfaction for the 

purchase environment is dependent on the Smartphone quality. The Pearson 

Correlation Value (r) = 0.603 which is in 0.6 - 0.8, demonstrated Smartphone quality 
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and the overall satisfaction for the purchase environment has strong correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.2.6, that is the overall 

satisfaction for the promotion activity is dependent on the Smartphone quality. The 

Pearson Correlation Value (r) = 0.542 which is in 0.4 - 0.6, demonstrated Smartphone 

quality and the overall satisfaction for the promotion activity has average correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.3.1, that is the overall 

satisfaction for the product location is dependent on the Smartphone brand. The 

Pearson Correlation Value (r) = 0.601 which is in 0.6 - 0.8, demonstrated Smartphone 

brand and the overall satisfaction for the product location has strong correlations ; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.3.2, that is the overall 

satisfaction for the product quality is dependent on the Smartphone brand. The 

Pearson Correlation Value (r) = 0.369 which is in 0.2 - 0.4, demonstrated Smartphone 

brand and the overall satisfaction for the product quality has weak correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.3.3, that is the overall 

satisfaction for the product price is dependent on the Smartphone brand. The Pearson 

Correlation Value (r) = 0.318 which is in 0.2 - 0.4, demonstrated Smartphone brand 

and the overall satisfaction for the product price has weak correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.3.4, that is the overall satisfaction for 

the staff service is dependent on the Smartphone brand. The Pearson Correlation 

Value (r) = 0.515 which is in 0.4 - 0.6, demonstrated Smartphone brand and the 

overall satisfaction for the staff service has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.3.5, that is the overall satisfaction for the 

purchase environment is dependent on the Smartphone brand. The Pearson 

Correlation Value (r) = 0.492 which is in 0.4 - 0.6, demonstrated Smartphone brand 

and the overall satisfaction for the purchase environment has average correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.3.6, that is the overall 

satisfaction for the promotion activity is dependent on the Smartphone brand. The 

Pearson Correlation Value (r) = 0.497 which is in 0.4 - 0.6, demonstrated Smartphone 

brand and the overall satisfaction for the promotion activity has average correlations.  
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Price (Reasonable price / Value of the Smartphone) 

 

Table 4.2.8: Correlations between the price and Customer satisfaction 

 

 

The 

overall 

satisfactio

n for the 

product 

location 

The 

overall 

satisfactio

n for the 

product 

quality 

The 

overall 

satisfactio

n for the 

product 

price 

The 

overall 

satisfactio

n for the 

staff 

service 

The 

overall 

satisfactio

n for the 

purchase 

environme

nt 

The 

overall 

satisfactio

n for the 

promotio

n activity 

Reasonable Price  

Pearson Correlation 

Sig. (2-tailed) 

N 

.594 .429 .356 .617 .635 .497 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Value of the Smartphone 

Pearson Correlation 

Sig. (2-tailed) 

N 

.607 .473 .412 .598 .597 .531 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   From the Correlations in Table 4.2.8, the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.4.1, that is the overall satisfaction for the product location is 

dependent on the Smartphone reasonable price. The Pearson Correlation Value (r) = 

0.594 which is in 0.4 - 0.6, demonstrated Smartphone reasonable price and the overall 

satisfaction for the product location has average correlations; the results sho w sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.4.2, that is the overall satisfaction for the 

product quality is dependent on the Smartphone reasonable price. The Pearson 

Correlation Value (r) = 0.429 which is in 0.4 - 0.6, demonstrated Smartphone 

reasonable price and the overall satisfaction for the product quality has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.4.3, that is the 

overall satisfaction for the product price is dependent on the Smartphone reasonable 

price. The Pearson Correlation Value (r) = 0.356 which is in 0.2 - 0.4, demonstrated 

Smartphone reasonable price and the overall satisfaction for the product price has 

weak correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.4.4, that 

is the overall satisfaction for the staff service is dependent on the Smartphone 
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reasonable price. The Pearson Correlation Value (r) = 0.617 which is in 0.6 - 0.8, 

demonstrated Smartphone reasonable price and the overall satisfaction for the staff 

service has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.4.5, that is the overall satisfaction for the purchase environment is dependent on 

the Smartphone reasonable price. The Pearson Correlation Value (r) = 0.635 which is 

in 0.6 - 0.8, demonstrated Smartphone reasonable price and the overall satisfaction for 

the purchase environment has strong correlations; the results show sig. (2-tailed) = 

0.000 < 0.05, rejects Ho2.4.6, that is the overall satisfaction for the promotion activity 

is dependent on the Smartphone reasonable price. The Pearson Correlation Value (r) = 

0.497 which is in 0.4 - 0.6, demonstrated Smartphone reasonable price and the overall 

satisfaction for the promotion activity has average correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.5.1, that is the overall 

satisfaction for the product location is dependent on the Value of the Smartphone. The 

Pearson Correlation Value (r) = 0.607 which is in 0.6 - 0.8, demonstrated Value of the 

Smartphone and the overall satisfaction for the product location has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.5.2, that is the 

overall satisfaction for the product quality is dependent on the Value of the 

Smartphone. The Pearson Correlation Value (r) = 0.473 which is in 0.4 - 0.6, 

demonstrated Value of the Smartphone and the overall satisfaction for the product 

quality has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.5.3, that is the overall satisfaction for the product price is dependent on the Value 

of the Smartphone. The Pearson Correlation Value (r) = 0.412 which is in 0.4 - 0.6, 

demonstrated Value of the Smartphone and the overall satisfaction for the product 

price has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.5.4, that is the overall satisfaction for the staff service is dependent on the Value 

of the Smartphone. The Pearson Correlation Value (r) = 0.598 which is in 0.4 - 0.6, 

demonstrated Value of the Smartphone and the overall satisfaction for the staff service 

has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.5.5, that is the overall satisfaction for the purchase environment is dependent on 
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the Value of the Smartphone. The Pearson Correlation Value (r) = 0.597 which is in 

0.4 - 0.6, demonstrated Value of the Smartphone and the overall satisfaction for the 

purchase environment has average correlations; the results show sig. (2-tailed) = 

0.000 < 0.05, rejects Ho2.5.6, that is the overall satisfaction for the promotion activity 

is dependent on the Value of the Smartphone. The Pearson Correlation Value (r) = 

0.531 which is in 0.4 - 0.6, demonstrated Value of the Smartphone and the overall 

satisfaction for the promotion activity has average correlations.  
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Place (on-line / off-line / mail-order / telephone) 

 

Table 4.2.9: Correlations between the place and Customer satisfaction 

 

 

The overall 

satisfaction 

for the 

product 

location 

The 

overall 

satisfactio

n for the 

product 

quality 

The 

overall 

satisfactio

n for the 

product 

price 

The 

overall 

satisfacti

on for 

the staff 

service 

The overall 

satisfaction 

for the 

purchase 

environme

nt 

The 

overall 

satisfacti

on for 

the 

promotio

n activity 

On-line 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.532 .430 .459 .507 .508 .398 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Off-line 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.591 .470 .406 .628 .640 .473 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Mail-order 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.501 .446 .490 .377 .365 .472 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Telephone 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.415 .412 .462 .311 .317 .394 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   In Table 4.2.9, the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.6.1, that 

is the overall satisfaction for the product location is dependent on the On-line Channel. 

The Pearson Correlation Value (r) = 0.532 which is in 0.4 - 0.6, demonstrated On-line 

Channel and the overall satisfaction for the product location has average correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.6.2, that is the overall 

satisfaction for the product quality is dependent on the On-line Channel. The Pearson 

Correlation Value (r) = 0.430 which is in 0.4 - 0.6, demonstrated On-line Channel and 
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the overall satisfaction for the product quality has average correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.6.3, that is the overall satisfaction for 

the product price is dependent on the On-line Channel. The Pearson Correlation Value 

(r) = 0.459 which is in 0.4 - 0.6, demonstrated On-line Channel and the overall 

satisfaction for the product price has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.6.4, that is the overall satisfaction for the staff 

service is dependent on the On- line Channel. The Pearson Correlation Value (r) = 

0.507 which is in 0.4 - 0.6, demonstrated On- line Channel and the overall satisfaction 

for the staff service has average correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.6.5, that is the overall satisfaction for the purchase environment is 

dependent on the On- line Channel. The Pearson Correlation Value (r) = 0.508 which 

is in 0.4 - 0.6, demonstrated On-line Channel and the overall satisfaction for the 

purchase environment has average correlations; the results show sig. (2-tailed) = 

0.000 < 0.05, rejects Ho2.6.6, that is the overall satisfaction for the promotion activity 

is dependent on the On-line Channel. The Pearson Correlation Value (r) = 0.398 

which is in 0.2 - 0.4, demonstrated On-line Channel and the overall satisfaction for 

the promotion activity has weak correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.7.1, that is the overall 

satisfaction for the product location is dependent on the Off- line Channel. The 

Pearson Correlation Value (r) = 0.591 which is in 0.4 - 0.6, demonstrated Off- line 

Channel and the overall satisfaction for the product location has average correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.7.2, that is the overall 

satisfaction for the product quality is dependent on the Off- line Channel. The Pearson 

Correlation Value (r) = 0.470 which is in 0.4 - 0.6, demonstrated Off- line Channel and 

the overall satisfaction for the product quality has average correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.7.3, that is the overall satisfaction for 

the product price is dependent on the Off- line Channel. The Pearson Correlation Value 

(r) = 0.406 which is in 0.4 - 0.6, demonstrated Off- line Channel and the overall 

satisfaction for the product price has average correlations; the results show sig. 
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(2-tailed) = 0.000 < 0.05, rejects Ho2.7.4, that is the overall satisfaction for the staff 

service is dependent on the Off- line Channel. The Pearson Correlation Value (r) = 

0.628 which is in 0.6 - 0.8, demonstrated Off- line Channel and the overall satisfaction 

for the staff service has strong correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.7.5, that is the overall satisfaction for the purchase environment is 

dependent on the Off- line Channel. The Pearson Correlation Value (r) = 0.640 which 

is in 0.6 - 0.8, demonstrated Off- line Channel and the overall satisfaction for the 

purchase environment has strong correlations; the results show sig. (2-tailed) = 0.000 

< 0.05, rejects Ho2.7.6, that is the overall satisfaction for the promotion ac tivity is 

dependent on the Off- line Channel. The Pearson Correlation Value (r) = 0.473 which 

is in 0.4 - 0.6, demonstrated Off- line Channel and the overall satisfaction for the 

promotion activity has average correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.8.1, that is the overall 

satisfaction for the product location is dependent on the Mail-order Channel. The 

Pearson Correlation Value (r) = 0.501 which is in 0.4 - 0.6, demonstrated Mail-order 

Channel and the overall satisfaction for the product location has average correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.8.2, that is the overall 

satisfaction for the product quality is dependent on the Mail-order Channel. The 

Pearson Correlation Value (r) = 0.446 which is in 0.4 - 0.6, demonstrated Mail-order 

Channel and the overall satisfaction for the product quality has average correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.8.3, that is the overall 

satisfaction for the product price is dependent on the Mail-order Channel. The 

Pearson Correlation Value (r) = 0.490 which is in 0.4 - 0.6, demonstrated Mail-order 

Channel and the overall satisfaction for the product price has average correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.8.4, that is the overall 

satisfaction for the staff service is dependent on the Mail-order Channel. The Pearson 

Correlation Value (r) = 0.377 which is in 0.2 - 0.4, demonstrated Mail-order Channel 

and the overall satisfaction for the staff service has weak correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.8.5, that is the overall satisfaction for 
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the purchase environment is dependent on the Mail-order Channel. 

    

   The Pearson Correlation Value (r) = 0.365 which is in 0.2 - 0.4, demonstrated 

Mail-order Channel and the overall satisfaction for the purchase environment has 

weak correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.8.6, that 

is the overall satisfaction for the promotion activity is dependent on the Mail-order 

Channel. The Pearson Correlation Value (r) = 0.472 which is in 0.4 - 0.6, 

demonstrated Mail-order Channel and the overall satisfaction for the promotion 

activity has average correlations.  

    

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.9.1, that is the overall 

satisfaction for the product location is dependent on the Telephone Channel. The 

Pearson Correlation Value (r) = 0.415 which is in 0.4 - 0.6, demonstrated Telephone 

Channel and the overall satisfaction for the product location has average correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.9.2, that is the overall 

satisfaction for the product quality is dependent on the Telephone Channel. The 

Pearson Correlation Value (r) = 0.412 which is in 0.4 - 0.6, demonstrated Telephone 

Channel and the overall satisfaction for the product quality has average correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.9.3, that is the overall 

satisfaction for the product price is dependent on the Telephone Channel. The Pearson 

Correlation Value (r) = 0.462 which is in 0.4 - 0.6, demonstrated Telephone Channel 

and the overall satisfaction for the product price has average correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.9.4, that is the overall satisfaction for 

the staff service is dependent on the Telephone Channel. The Pearson Correlation 

Value (r) = 0.311 which is in 0.2 - 0.4, demonstrated Telephone Channel and the 

overall satisfaction for the staff service has weak correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.9.5, that is the overall satisfaction for the 

purchase environment is dependent on the Telephone Channel.  

   

   The Pearson Correlation Value (r) = 0.317 which is in 0.2 - 0.4, demonstrated 
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Telephone Channel and the overall satisfaction for the purchase environment has 

weak correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.9.6, that 

is the overall satisfaction for the promotion activity is dependent on the Telephone 

Channel. The Pearson Correlation Value (r) = 0.394 which is in 0.2 - 0.4, 

demonstrated Telephone Channel and the overall satisfaction for the promotion 

activity has weak correlations.  

 

Promotion (advertisement / image promotion / gift / reduced price) 

 

Table 4.2.10: Correlations between the promotion and Customer satisfaction 

 

 

The overall 

satisfaction 

for the 

product 

location 

The overall 

satisfaction 

for the 

product 

quality 

The 

overall 

satisfacti

on for 

the 

product 

price 

The 

overall 

satisfacti

on for 

the staff 

service 

The overall 

satisfaction 

for the 

purchase 

environment 

The 

overall 

satisfactio

n for the 

promotion 

activity 

Advertisement 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.611 .498 .441 .581 .579 .571 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Image promotion 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.569 .390 .393 .565 .600 .487 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Gift 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.519 .359 .296 .571 .566 .490 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Reduced price  

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.542 .376 .336 .589 .576 .486 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   In Table 4.2.10, the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.10.1, 
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that is the overall satisfaction for the product location is dependent on the 

Advertisement. The Pearson Correlation Value (r) = 0.611 which is in 0.6 - 0.8, 

demonstrated Advertisement promotion and the overall satisfaction for the product 

location has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.10.2, that is the overall satisfaction for the product quality is dependent on the 

Advertisement promotion. The Pearson Correlation Value (r) = 0.498 which is in 0.4 - 

0.6, demonstrated Advertisement promotion and the overall satisfaction for the 

product quality has average correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.10.3, that is the overall satisfaction for the product price is 

dependent on the Advertisement promotion. The Pearson Correlation Value (r) = 

0.441 which is in 0.4 - 0.6, demonstrated Advertisement promotion and the overall 

satisfaction for the product price has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.10.4, that is the overall satisfaction for the staff 

service is dependent on the Advertisement promotion. The Pearson Correlation Value 

(r) = 0.581 which is in 0.4 - 0.6, demonstrated Advertisement promotion and the 

overall satisfaction for the staff service has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.10.5, that is the overall satisfaction for the 

purchase environment is dependent on the Advertisement promotion. The Pearson 

Correlation Value (r) = 0.579 which is in 0.4 - 0.6, demonstrated Advertisement 

promotion and the overall satisfaction for the purchase environment has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.10.6, that is 

the overall satisfaction for the promotion activity is dependent on the Advertisement 

promotion. The Pearson Correlation Value (r) = 0.571 which is in 0.4 - 0.6, 

demonstrated Advertisement promotion and the overall satisfaction for the promotion 

activity has average correlations. 

    

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.11.1, that is the overall 

satisfaction for the product location is dependent on the Image promotion. The 

Pearson Correlation Value (r) = 0.569 which is in 0.4 - 0.6, demonstrated Image 

promotion and the overall satisfaction for the product location has average 
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correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.11.2, that is 

the overall satisfaction for the product quality is dependent on the Image promotion. 

The Pearson Correlation Value (r) = 0.390 which is in 0.2 - 0.4, demonstrated Image 

promotion and the overall satisfaction for the product quality has weak correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.11.3, that is the overall 

satisfaction for the product price is dependent on the Image promotion. The Pearson 

Correlation Value (r) = 0.393 which is in 0.2 - 0.4, demonstrated Image promotion and 

the overall satisfaction for the product price has weak correlations ; the results show 

sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.11.4, that is the overall satisfaction for the 

staff service is dependent on the Image promotion. The Pearson Correlation Value (r) 

= 0.565 which is in 0.4 - 0.6, demonstrated Image promotion and the overall 

satisfaction for the staff service has average correlations ; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.11.5, that is the overall satisfaction for the 

purchase environment is dependent on the Image promotion. The Pearson Correlation 

Value (r) = 0.600 which is in 0.4 - 0.6, demonstrated Image promotion and the overall 

satisfaction for the purchase environment has strong correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.11.6, that is the overall satisfaction for the 

promotion activity is dependent on the Image promotion. The Pearson Correlation 

Value (r) = 0.487 which is in 0.4 - 0.6, demonstrated Image promotion and the overall 

satisfaction for the promotion activity has average correlations.  

    

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.12.1, that is the overall 

satisfaction for the product location is dependent on the Gift promotion. The Pearson 

Correlation Value (r) = 0.519 which is in 0.4 - 0.6, demonstrated Gift promotion and 

the overall satisfaction for the product location has average correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.12.2, that is the overall satisfaction for 

the product quality is dependent on the Gift promotion. The Pearson Correlation Value 

(r) = 0.359 which is in 0.2 - 0.4, demonstrated Gift promotion and the overall 

satisfaction for the product quality has weak correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.12.3, that is the overall satisfaction for the 
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product price is dependent on the Gift promotion. The Pearson Correlation Value (r) = 

0.296 which is in 0.2 - 0.4, demonstrated Gift promotion and the overall satisfaction 

for the product price has weak correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.12.4, that is the overall satisfaction for the staff service is dependent 

on the Gift promotion. The Pearson Correlation Value (r) = 0.571 which is in 0.4 - 0.6, 

demonstrated Gift promotion and the overall satisfaction for the staff service has 

average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.12.5, 

that is the overall satisfaction for the purchase environment is dependent on the Gift 

promotion. The Pearson Correlation Value (r) = 0.566 which is in 0.4 - 0.6, 

demonstrated Gift promotion and the overall satisfaction for the purchase 

environment has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho2.12.6, that is the overall satisfaction for the promotion activity is 

dependent on the Gift promotion. The Pearson Correlation Value (r) = 0.490 which is 

in 0.4 - 0.6, demonstrated Gift promotion and the overall satisfaction for the 

promotion activity has average correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.13.1, that is the overall 

satisfaction for the product location is dependent on the reduced price promotion. The 

Pearson Correlation Value (r) = 0.542 which is in 0.4 - 0.6, demonstrated reduced 

price promotion and the overall satisfaction for the product loca tion has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.13.2, that is 

the overall satisfaction for the product quality is dependent on the reduced price 

promotion. The Pearson Correlation Value (r) = 0.376 which is in 0.2 - 0.4, 

demonstrated reduced price promotion and the overall satisfaction for the product 

quality has weak correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.13.3, that is the overall satisfaction for the product price is dependent on the 

reduced price promotion. The Pearson Correlation Value (r) = 0.336 which is in 0.2 - 

0.4, demonstrated reduced price promotion and the overall satisfaction for the product 

price has weak correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.13.4, that is the overall satisfaction for the staff service is dependent on the 
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reduced price promotion. The Pearson Correlation Value (r) = 0.589 which is in 0.4 - 

0.6, demonstrated reduced price promotion and the overall satisfaction for the staff 

service has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.13.5, that is the overall satisfaction for the purchase environment is dependent on 

the reduced price promotion. The Pearson Correlation Value (r) = 0.576 which is in 

0.4 - 0.6, demonstrated reduced price promotion and the overall satisfaction for the 

purchase environment has average correlations; the results show sig. (2-tailed) = 

0.000 < 0.05, rejects Ho2.13.6, that is the overall satisfaction for the promotion 

activity is dependent on the reduced price promotion. The Pearson Correlation Value 

(r) = 0.486 which is in 0.4 - 0.6, demonstrated reduced price promotion and the 

overall satisfaction for the promotion activity has average correlations.  

 

People (staff attitude / reliability staff / responsible staff / communication 

between customer and staff) 
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Table 4.2.11: Correlations between the people and Customer satisfaction 

 

 

The 

overall 

satisfacti

on for 

the 

product 

location 

The 

overall 

satisfactio

n for the 

product 

quality 

The 

overall 

satisfacti

on for 

the 

product 

price 

The 

overall 

satisfacti

on for 

the staff 

service 

The 

overall 

satisfactio

n for the 

purchase 

environme

nt 

The 

overall 

satisfacti

on for 

the 

promoti

on 

activity 

Staff attitude 

Pearson Correlation 

Sig. (2-tailed) 

N 

.586 .417 .377 .628 .627 .527 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Reliab ility staff 

Pearson Correlation 

Sig. (2-tailed) 

N 

.552 .406 .280 .630 .655 .544 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Responsible staff 

Pearson Correlation 

Sig. (2-tailed) 

N 

.566 .414 .343 .607 .598 .554 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Communicat ion between customer and staff 

Pearson Correlation 

Sig. (2-tailed) 

N 

.568 .425 .341 .633 .654 .565 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   In Table 4.2.11, the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.14.1, 

that is the overall satisfaction for the product location is dependent on the staff 

attitude. The Pearson Correlation Value (r) = 0.586 which is in 0.4 - 0.6, demonstrated 

staff attitude and the overall satisfaction for the product location has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.14.2, that is 

the overall satisfaction for the product quality is dependent on the staff attitude. The 

Pearson Correlation Value (r) = 0.417 which is in 0.4 - 0.6, demonstrated staff attitude 

and the overall satisfaction for the product quality has average correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.14.3, that is the overall satisfaction for 

the product price is dependent on the staff attitude. The Pearson Correlation Value (r) 

= 0.377 which is in 0.2 - 0.4, demonstrated staff attitude and the overall satisfaction 
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for the product price has weak correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.14.4, that is the overall satisfaction for the staff service is dependent 

on the staff attitude. The Pearson Correlation Value (r) = 0.628 which is in 0.6 - 0.8, 

demonstrated staff attitude and the overall satisfaction for the staff service has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.14.5, that is 

the overall satisfaction for the purchase environment is dependent on the staff attitude.  

The Pearson Correlation Value (r) = 0.627 which is in 0.6 - 0.8, demonstrated staff 

attitude and the overall satisfaction for the purchase environment has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.14.6, that is 

the overall satisfaction for the promotion activity is dependent on the staff attitude.  

The Pearson Correlation Value (r) = 0.527 which is in 0.4 - 0.6, demonstrated staff 

attitude and the overall satisfaction for the promotion activity has average 

correlations. 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.15.1, that is the overall 

satisfaction for the product location is dependent on the reliability staff. The Pearson 

Correlation Value (r) = 0.552 which is in 0.4 - 0.6, demonstrated reliability staff and 

the overall satisfaction for the product location has average correlations ; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.15.2, that is the overall satisfaction for 

the product quality is dependent on the reliability staff.  The Pearson Correlation Value 

(r) = 0.406 which is in 0.4 - 0.6, demonstrated reliability staff and the overall 

satisfaction for the product quality has average correlations ; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.15.3, that is the overall satisfaction for the 

product price is dependent on the reliability staff. The Pearson Correlation Value (r) = 

0.280 which is in 0.2 - 0.4, demonstrated reliability staff and the overall satisfaction 

for the product price has weak correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.15.4, that is the overall satisfaction for the staff service is dependent 

on the reliability staff.  The Pearson Correlation Value (r) = 0.630 which is in 0.6 - 0.8, 

demonstrated reliability staff and the overall satisfaction for the staff service has 

strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.15.5, 
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that is the overall satisfaction for the purchase environment is dependent o n the 

reliability staff. The Pearson Correlation Value (r) = 0.655 which is in 0.6 - 0.8, 

demonstrated reliability staff and the overall satisfaction for the purchase environment 

has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.15.6, that is the overall satisfaction for the promotion activity is dependent on the 

reliability staff. The Pearson Correlation Value (r) = 0.544 which is in 0.4 - 0.6, 

demonstrated reliability staff and the overall satisfaction for the promotion activity 

has average correlations. 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.16.1, that is the overall 

satisfaction for the product location is dependent on the responsible staff. The Pearson 

Correlation Value (r) = 0.566 which is in 0.4 - 0.6, demonstrated responsible staff and 

the overall satisfaction for the product location has average correlations ; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.16.2, that is the overall satisfaction for 

the product quality is dependent on the responsible staff. The Pearson Correlation 

Value (r) = 0.414 which is in 0.4 - 0.6, demonstrated responsible staff and the overall 

satisfaction for the product quality has average correlations ; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.16.3, that is the overall satisfaction for the 

product price is dependent on the responsible staff. The Pearson Correlation Value (r) 

= 0.343 which is in 0.2 - 0.4, demonstrated responsible staff and the overall 

satisfaction for the product price has weak correlations; the results show sig. (2-tailed) 

= 0.000 < 0.05, rejects Ho2.16.4, that is the overall satisfaction for the staff service is 

dependent on the responsible staff. The Pearson Correlation Value (r) = 0.607 which is 

in 0.6 - 0.8, demonstrated responsible staff and the overall satisfaction for the staff 

service has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho2.16.5, that is the overall satisfaction for the purchase environment is dependent on 

the responsible staff. The Pearson Correlation Value (r) = 0.598 which is in 0.4 - 0.6, 

demonstrated responsible staff and the overall satisfaction for the purchase 

environment has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho2.16.6, that is the overall satisfaction for the promotion activity is 
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dependent on the responsible staff. The Pearson Correlation Value (r) = 0.554 which is 

in 0.4 - 0.6, demonstrated responsible staff and the overall satisfaction for the 

promotion activity has average correlations. 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.17.1, that is the overall 

satisfaction for the product location is dependent on the communication between 

customer and staff. The Pearson Correlation Value (r) = 0.568 which is in 0.4 - 0.6, 

demonstrated the communication between customer and staff and the overall 

satisfaction for the product location has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.17.2, that is the overall satisfaction for the 

product quality is dependent on the communication between customer and staff. The 

Pearson Correlation Value (r) = 0.425 which is in 0.4 - 0.6, demonstrated 

communication between customer and staff and the overall satisfaction for the 

product quality has average correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.17.3, that is the overall satisfaction for the product price is 

dependent on the communication between customer and staff. The Pearson 

Correlation Value (r) = 0.341 which is in 0.2 - 0.4, demonstrated communication 

between customer and staff and the overall satisfaction for the product price has weak 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.17.4, that is 

the overall satisfaction for the staff service is dependent on the communication 

between customer and staff. The Pearson Correlation Value (r) = 0.633 which is in 0.6 

- 0.8, demonstrated communication between customer and staff and the overall 

satisfaction for the staff service has strong correlations; the results show sig. (2-tailed) 

= 0.000 < 0.05, rejects Ho2.17.5, that is the overall satisfaction for the purchase 

environment is dependent on the communication between customer and staff. The 

Pearson Correlation Value (r) = 0.654 which is in 0.6 - 0.8, demonstrated 

communication between customer and staff and the overall satisfaction for the 

purchase environment has strong correlations; the results show sig. (2-tailed) = 0.000 

< 0.05, rejects Ho2.17.6, that is the overall satisfaction for the promotion activity is 

dependent on the communication between customer and staff. The Pearson 
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Correlation Value (r) = 0.565 which is in 0.4 - 0.6, demonstrated communication 

between customer and staff and the overall satisfaction for the promotion activity has 

average correlations. 

 

Process (purchase process / professional service) 

 

Table 4.2.12: Correlations between the process and Customer satisfaction 

 

 

The overall 

satisfaction for 

the product 

location 

The overall 

satisfaction for 

the product 

quality 

The overall 

satisfaction 

for the 

product 

price 

The 

overall 

satisfacti

on for 

the staff 

service 

The overall 

satisfaction 

for the 

purchase 

environment 

The 

overall 

satisfacti

on for 

the 

promotio

n activity 

Purchase process 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.518 .527 .576 .527 .533 .476 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Professional service 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.544 .410 .328 .587 .634 .536 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   In Table 4.2.12, the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.18.1, 

that is the overall satisfaction for the product location is dependent on the process of 

purchase Smartphone (buy and pay) The Pearson Correlation Value (r) = 0.518 which 

is in 0.4 - 0.6, demonstrated the process of purchase Smartphone (buy and pay) and 

the overall satisfaction for the product location has average correlations ; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.18.2, that is the overall satisfaction for 

the product quality is dependent on the process of purchase Smartphone (buy and pay).  

The Pearson Correlation Value (r) = 0.527 which is in 0.4 - 0.6, demonstrated on the 

process of purchase Smartphone (buy and pay) the overall satisfaction for the product 

quality has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 
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Ho2.18.3, that is the overall satisfaction for the product price is dependent on the 

process of purchase Smartphone (buy and pay).  The Pearson Correlation Value (r) = 

0.576 which is in 0.4 - 0.6, demonstrated on the process of purchase Smartphone (buy 

and pay) and the overall satisfaction for the product price has average correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.18.4, that is the overall 

satisfaction for the staff service is dependent on the process of purchase Smartphone 

(buy and pay). The Pearson Correlation Value (r) = 0.527 which is in 0.4 - 0.6, 

demonstrated on the process of purchase Smartphone (buy and pay) and the overall 

satisfaction for the product price has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho2.18.5, that is the overall satisfaction for the 

purchase environment is dependent on the process of purchase Smartphone (buy and 

pay). The Pearson Correlation Value (r) = 0.533 which is in 0.4 - 0.6, demonstrated on 

the process of purchase Smartphone (buy and pay) and the overall satisfaction for the 

purchase environment has average correlations; the results show sig. (2-tailed) = 

0.000 < 0.05, rejects Ho2.18.6, that is the overall satisfaction for the promotion 

activity is dependent on the process of purchase Smartphone (buy and pay). The 

Pearson Correlation Value (r) = 0.476 which is in 0.4 - 0.6, demonstrated on the 

process of purchase Smartphone (buy and pay) and the overall satisfaction for the 

promotion activity has average correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.19.1, that is the overall 

satisfaction for the product location is dependent on the professional service to 

customer. The Pearson Correlation Value (r) = 0.544 which is in 0.4 - 0.6, 

demonstrated on the professional service to customer and the overall satisfaction for 

the product location has average correlations; the results show sig. (2-tailed) = 0.000 

< 0.05, rejects Ho2.19.2, that is the overall satisfaction for the product quality is 

dependent on the professional service to customer. The Pearson Correlation Value (r) 

= 0.410 which is in 0.4 - 0.6, demonstrated on the professional service to customer 

and the overall satisfaction for the product quality has average correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.19.3, that is the overall satisfaction for 
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the product price is dependent on the professional service to customer. The Pearson 

Correlation Value (r) = 0.328 which is in 0.2 - 0.4, demonstrated on the professional 

service to customer and the overall satisfaction for the product price has weak 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.19.4, that is 

the overall satisfaction for the staff service is dependent on the professional service to 

customer. The Pearson Correlation Value (r) = 0.587 which is in 0.4 - 0.6, 

demonstrated on the professional service to customer and the overall satisfaction for 

the staff service has average correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho2.19.5, that is the overall satisfaction for the purchase environment is 

dependent on the professional service to customer. The Pearson Correlation Value (r) 

= 0.634 which is in 0.6 - 0.8, demonstrated on the professional service to customer 

and the overall satisfaction for the purchase environment has strong correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.19.6, that is the overall 

satisfaction for the promotion activity is dependent on the professional   service to 

customer. The Pearson Correlation Value (r) = 0.536 which is in 0.4 - 0.6, 

demonstrated on the professional service to customer and the overall satisfaction for 

the promotion activity has average correlations.  
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Physical evidence (Facilities of stores / stores environment) 

 

Table 4.2.13: Correlations between the physical evidence and Customer satisfaction 

 

 

The overall 

satisfaction for 

the product 

location 

The overall 

satisfaction 

for the 

product 

quality 

The 

overall 

satisfacti

on for 

the 

product 

price 

The overall 

satisfaction 

for the 

staff 

service 

The overall 

satisfaction 

for the 

purchase 

environment 

The 

overall 

satisfacti

on for 

the 

promotio

n activity 

Facilit ies Of stores 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.618 .452 .397 .618 .630 .611 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Stores environment 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.530 .385 .320 .593 .624 .499 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   In Table 4.2.13, the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.20.1, 

that is the overall satisfaction for the product location is dependent on the facilities of 

stores. The Pearson Correlation Value (r) = 0.618 which is in 0.6 - 0.8, demonstrated 

on the facilities of stores and the overall satisfaction for the product location has 

strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.20.2, 

that is the overall satisfaction for the product quality is dependent on the facilities of 

stores. The Pearson Correlation Value (r) = 0.452 which is in 0.4 - 0.6, demonstrated 

on the facilities of stores and the overall satisfaction for the product quality has 

average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.20.3, 

that is the overall satisfaction for the product price is dependent on the facilities of 

stores. The Pearson Correlation Value (r) = 0.397 which is in 0.2 - 0.4, demonstrated 

on the facilities of stores and the overall satisfaction for the product price has weak 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.20.4, that is 

the overall satisfaction for the staff service is dependent on the facilities of stores. The 
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Pearson Correlation Value (r) = 0.618 which is in 0.6 - 0.8, demonstrated on the 

facilities of stores and the overall satisfaction for the staff service has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.20.5, that is 

the overall satisfaction for the purchase environment is dependent on the facilities of 

stores. 

 

   The Pearson Correlation Value (r) = 0.630 which is in 0.6 - 0.8, demonstrated on 

the facilities of stores and the overall satisfaction for the purchase environment has 

strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.20.6, 

that is the overall satisfaction for the promotion activity is dependent on the facilities 

of stores. The Pearson Correlation Value (r) = 0.611 which is in 0.6 - 0.8, 

demonstrated on the facilities of stores and the overall satisfaction for the promotion 

activity has strong correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.21.1, that is the overall 

satisfaction for the product location is dependent on the stores environment. The 

Pearson Correlation Value (r) = 0.530 which is in 0.4 - 0.6, demonstrated on the stores 

environment and the overall satisfaction for the product location has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.21.2, that is 

the overall satisfaction for the product quality is dependent on the stores environment. 

The Pearson Correlation Value (r) = 0.385 which is in 0.2 - 0.4, demonstrated on the 

stores environment and the overall satisfaction for the product quality has weak 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.21.3, that is 

the overall satisfaction for the product price is dependent on the stores environment. 

The Pearson Correlation Value (r) = 0.320 which is in 0.2 - 0.4, demonstrated on the 

stores environment and the overall satisfaction for the product price has weak 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.21.4, that is 

the overall satisfaction for the staff service is dependent on the stores environment. 

The Pearson Correlation Value (r) = 0.593 which is in 0.4 - 0.6, demonstrated on the 

stores environment and the overall satisfaction for the staff service has average 
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correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho2.21.5, that is 

the overall satisfaction for the purchase environment is dependent on the stores 

environment. The Pearson Correlation Value (r) = 0.624 which is in 0.6 - 0.8, 

demonstrated on the stores environment and the overall satisfaction for the purchase 

environment has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho2.21.6, that is the overall satisfaction for the promotion activity is 

dependent on the stores environment. The Pearson Correlation Value (r) = 0.499 

which is in 0.4 - 0.6, demonstrated on the stores environment and the overall 

satisfaction for the promotion activity has average correlations.  

 

Hypothesis 3 

Ho3: Customer satisfaction is independent on the Service quality 

Ha3: Customer satisfaction is dependent on the Service quality 

 

Tangibles (Entity shop’s elegant environment / Staff clean attire) 

 

Table 4.2.14: Correlations between the Tangibles and Customer satisfaction 

 

 

The overall 

satisfaction 

for the 

product 

location 

The 

overall 

satisfactio

n for the 

product 

quality 

The 

overall 

satisfacti

on for the 

product 

price 

The 

overall 

satisfacti

on for 

the staff 

service 

The overall 

satisfaction 

for the 

purchase 

environment 

The 

overall 

satisfacti

on for 

the 

promotio

n activity 

entity shops elegant environment 

Pearson Correlation 

Sig. (2-tailed) 

N 

.771 .677 .483 .654 .705 .627 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

staff clean attire  

Pearson Correlation 

Sig. (2-tailed) 

N 

.750 .654 .484 .683 .699 .618 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   From the Correlations in Table 4.2.14, the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.1.1, that is the overall satisfaction for the product location is 
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dependent on the Entity shops elegant environment. The Pearson Correlation Value (r) 

= 0.771 which is in 0.6 - 0.8, demonstrated on the Entity shops elegant environment 

and the overall satisfaction for the product location has strong correlations ; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.1.2, that is the overall satisfaction for 

the product quality is dependent on the Entity shops elegant environment. The 

Pearson Correlation Value (r) = 0.677 which is in 0.6 - 0.8, demonstrated on the Entity 

shops elegant environment and the overall satisfaction for the product quality has 

strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.1.3, 

that is the overall satisfaction for the product price is dependent on the Entity shops 

elegant environment. The Pearson Correlation Value (r) = 0.483 which is in 0.4 - 0.6, 

demonstrated on the Entity shops elegant environment and the overall satisfaction for 

the product price has average correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.1.4, that is the overall satisfaction for the staff service is dependent 

on the Entity shops elegant environment. The Pearson Correlation Value (r) = 0.654 

which is in 0.6 - 0.8, demonstrated on the Entity shops elegant environment and the 

overall satisfaction for the staff service has strong correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho3.1.5, that is the overall satisfaction for the 

purchase environment is dependent on the Entity shops elegant environment. The 

Pearson Correlation Value (r) = 0.705 which is in 0.6 - 0.8, demonstrated on the Entity 

shops elegant environment and the overall satisfaction for the purchase environment 

has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.1.6, 

that is the overall satisfaction for the promotion activity is dependent on the Entity 

shops elegant environment. The Pearson Correlation Value (r) = 0.627 which is in 0.6 

- 0.8, demonstrated on the Entity shops elegant environment and the overall 

satisfaction for the promotion activity has strong correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.2.1, that is the overall 

satisfaction for the product location is dependent on the staff clean attire. The Pearson 

Correlation Value (r) = 0.750 which is in 0.6 - 0.8, demonstrated on the staff clean 

attire and the overall satisfaction for the product location has strong correlations; the 
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results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.2.2, that is the overall 

satisfaction for the product quality is dependent on the staff clean attire. The Pearson 

Correlation Value (r) = 0.654 which is in 0.6 - 0.8, demonstrated on the staff clean 

attire and the overall satisfaction for the product quality has strong correlations ; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.2.3, that is the overall 

satisfaction for the product price is dependent on the staff clean attire. The Pearson 

Correlation Value (r) = 0.484 which is in 0.4 - 0.6, demonstrated on the staff clean 

attire and the overall satisfaction for the product price has average correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.2.4, that is the overall 

satisfaction for the staff service is dependent on the staff clean attire. The Pearson 

Correlation Value (r) = 0.683 which is in 0.6 - 0.8, demonstrated on the staff clean 

attire and the overall satisfaction for the staff service has strong correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.2.5, that is the overall 

satisfaction for the purchase environment is dependent on the staff clean attire. The 

Pearson Correlation Value (r) = 0.699 which is in 0.6 - 0.8, demonstrated on the staff 

clean attire and the overall satisfaction for the purchase environment has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.2.6, that is the 

overall satisfaction for the promotion activity is dependent on the staff clean attire. 

The Pearson Correlation Value (r) = 0.618 which is in 0.6 - 0.8, demonstrated on the 

staff clean attire and the overall satisfaction for the promotion activity has strong 

correlations. 
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Reliability (Ensure the product quality / Zero interest purchase / Overall 

satisfaction with the service quality) 

 

Table 4.2.15: Correlations between the Reliability and Customer satisfaction 

 

 

The 

overall 

satisfactio

n for the 

product 

location 

The 

overall 

satisfactio

n for the 

product 

quality 

The 

overall 

satisfactio

n for the 

product 

price 

The 

overall 

satisfactio

n for the 

staff 

service 

The overall 

satisfaction 

for the 

purchase 

environme

nt 

The 

overall 

satisfactio

n for the 

promotion 

activity 

Ensure the product quality 

Pearson Correlation 

Sig. (2-tailed) 

N 

.622 .650 .534 .628 .640 .636 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Zero interest purchase 

Pearson Correlation 

Sig. (2-tailed) 

N 

.626 .566 .501 .580 .616 .562 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Overall Satisfaction with the service quality 

Pearson Correlation 

Sig. (2-tailed) 

N 

.728 .690 .520 .699 .709 .632 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   From the Correlations in Table 4.2.15, the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.3.1, that is the overall satisfaction for the product location is 

dependent on the staff clean attire. The Pearson Correlation Value (r) = 0.622 which is 

in 0.6 - 0.8, demonstrated ensure the product quality and the overall satisfaction for 

the product location has strong correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.3.2, that is the overall satisfaction for the product quality is 

dependent on the staff clean attire. The Pearson Correlation Value (r) = 0.650 which is 

in 0.6 - 0.8, demonstrated ensure the product quality and the overall satisfaction for 

the product quality has strong correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.3.3, that is the overall satisfaction for the product price is dependent 

on the staff clean attire. The Pearson Correlation Value (r) = 0.534 which is in 0.4 - 

0.6, demonstrated ensure the product quality and the overall satisfaction for the 
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product price has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho3.3.4, that is the overall satisfaction for the staff service is dependent on the 

staff clean attire. The Pearson Correlation Value (r) = 0.628 which is in 0.6 - 0.8, 

demonstrated ensure the product quality and the overall satisfaction for the staff 

service has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho3.3.5, that is the overall satisfaction for the purchase environment is dependent on 

the staff clean attire. The Pearson Correlation Value (r) = 0.640 which is in 0.6 - 0.8, 

demonstrated ensure the product quality and the overall satisfaction for the purchase 

environment has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho3.3.6, that is the overall satisfaction for the promotion activity is dependent 

on the staff clean attire. The Pearson Correlation Value (r) = 0.636 which is in 0.6 - 

0.8, demonstrated ensure the product quality and the overall satisfaction for the 

promotion activity has strong correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.4.1, that is the overall 

satisfaction for the product location is dependent on zero interest purchase. The 

Pearson Correlation Value (r) = 0.626 which is in 0.6 - 0.8, demonstrated zero interest 

purchase and the overall satisfaction for the product location has strong correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.4.2, that is the overall 

satisfaction for the product quality is dependent on zero interest purchase. The 

Pearson Correlation Value (r) = 0.566 which is in 0.4 - 0.6, demonstrated zero interest 

purchase and the overall satisfaction for the product quality has average correlations; 

the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.4.3, that is the overall 

satisfaction for the product price is dependent on zero interest purchase. The Pearson 

Correlation Value (r) = 0.501 which is in 0.4- 0.6, demonstrated zero interest purchase 

and the overall satisfaction for the product price has average correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.4.3, that is the overall satisfaction for 

the staff service is dependent on zero interest purchase. The Pearson Correlation Value 

(r) = 0.580 which is in 0.4 - 0.6, demonstrated zero interest purchase and the overall 

satisfaction for the staff service has average correlations; the results show sig. 
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(2-tailed) = 0.000 < 0.05, rejects Ho3.4.4, that is the overall satisfaction for the 

purchase environment is dependent on zero interest purchase. The Pearson 

Correlation Value (r) = 0.616 which is in 0.6 - 0.8, demonstrated zero interest 

purchase and the overall satisfaction for the purchase environment has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.4.5, that is the 

overall satisfaction for the promotion activity is dependent on zero interest purchase. 

The Pearson Correlation Value (r) = 0.562 which is in 0.4 - 0.6, demonstrated zero 

interest purchase and the overall satisfaction for the promotion activity has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.4.6, that is the 

overall satisfaction for the product location is dependent on the overall satisfaction 

with the service quality. The Pearson Correlation Value (r) = 0.728 which is in 0.6 - 

0.8, demonstrated the overall satisfaction with the service quality and the overall 

satisfaction for the product location has strong correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.5.1, that is the overall 

satisfaction for the product quality is dependent on the overall satisfaction with the 

service quality. The Pearson Correlation Value (r) = 0.690 which is in 0.6 - 0.8, 

demonstrated the overall satisfaction with the service quality and the overall 

satisfaction for the product quality has strong correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho3.5.2, that is the overall satisfaction for the 

product price is dependent on the overall satisfaction with the service quality. The 

Pearson Correlation Value (r) = 0.520 which is in 0.4 - 0.6, demonstrated the overall 

satisfaction with the service quality and the overall satisfaction for the product price 

has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho3.5.3, that is the overall satisfaction for the staff service is dependent on the overall 

satisfaction with the service quality. The Pearson Correlation Value (r) = 0.699 which 

is in 0.6 - 0.8, demonstrated the overall satisfaction with the service quality and the 

overall satisfaction for the staff service has strong correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho3.5.4, that is the overall satisfaction for the 

purchase environment is dependent on the overall satisfaction with the service quality.     
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The Pearson Correlation Value (r) = 0.709 which is in 0.6 - 0.8, demonstrated the 

overall satisfaction with the service quality and the overall satisfaction for the 

purchase environment has strong correlations; the results show sig. (2-tailed) = 0.000 

< 0.05, rejects Ho3.5.5, that is the overall satisfaction for the promotion activity is 

dependent on the overall satisfaction with the service quality. The Pearson Correlation 

Value (r) = 0.632 which is in 0.6 - 0.8, demonstrated the overall satisfaction with the 

service quality and the overall satisfaction for the promotion activity has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.5.6, that is the 

overall satisfaction for the promotion activity is dependent on the overall satisfaction 

with the service quality. The Pearson Correlation Value (r) = 0.632 which is in 0.6 – 

0.8, demonstrated the overall satisfaction with the service quality and the overall 

satisfaction for the promotion activity has strong correlations.  

 

Responsiveness (Staff is willing to provide service / Staff good service attitude) 

 

Table 4.2.16: Correlations between the Responsiveness and Customer satisfaction 

 

 

The 

overall 

satisfactio

n for the 

product 

location 

The 

overall 

satisfactio

n for the 

product 

quality 

The 

overall 

satisfactio

n for the 

product 

price 

The 

overall 

satisfactio

n for the 

staff 

service 

The 

overall 

satisfactio

n for the 

purchase 

environme

nt 

The 

overall 

satisfactio

n for the 

promotio

n activity 

staff is willing to provide service  

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.695 .697 .498 .658 .659 .638 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

staff good service attitude 

Pearson 

Correlation  

Sig. (2-tailed) 

N 

.619 .479 .406 .627 .643 .572 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 
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   From the Correlations in Table 4.2.16, the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.6.1, that is the overall satisfaction for the product location is 

dependent on the staff is willing to provide service.  The Pearson Correlation Value (r) 

= 0.695 which is in 0.6 - 0.8, demonstrated the staff is willing to provide service and 

the overall satisfaction for the product location has strong correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.6.2, that is the overall satisfaction for 

the product quality is dependent on the staff is willing to provide service. The Pearson 

Correlation Value (r) = 0.697 which is in 0.6 - 0.8, demonstrated the staff is willing to 

provide service and the overall satisfaction for the product quality has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.6.3, that is the 

overall satisfaction for the product price is dependent on the staff is willing to provide 

service. The Pearson Correlation Value (r) = 0.498 which is in 0.4 - 0.6, demonstrated 

the staff is willing to provide service and the overall satisfaction for the product price 

has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects 

Ho3.6.4, that is the overall satisfaction for the staff service is dependent on the staff is 

willing to provide service. The Pearson Correlation Value (r) = 0.658 which is in 0.6 - 

0.8, demonstrated the staff is willing to provide service and the overall satisfaction for 

the staff service has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho3.6.5, that is the overall satisfaction for the purchase environment is 

dependent on the staff is willing to provide service.  The Pearson Correlation Value (r) 

= 0.659 which is in 0.6 - 0.8, demonstrated the staff is willing to provide service and 

the overall satisfaction for the purchase environment has strong correlations; the 

results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.6.6, that is the overall 

satisfaction for the promotion activity is dependent on the staff is willing to provide 

service. The Pearson Correlation Value (r) = 0.638 which is in 0.6 - 0.8, demonstrated 

the staff is willing to provide service and the overall satisfaction for the promotion 

activity has strong correlations.  

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.7.1, that is the overall 

satisfaction for the product location is dependent on the staff good service attitude.  
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The Pearson Correlation Value (r) = 0.619 which is in 0.6 - 0.8, demonstrated the staff 

good service attitude and the overall satisfaction for the product location has strong 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.7.2, that is the 

overall satisfaction for the product quality is dependent on the staff good service 

attitude. The Pearson Correlation Value (r) = 0.479 which is in 0.4 - 0.6, demonstrated 

the staff good service attitude and the overall satisfaction for the product quality has 

average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.7.3 

that is the overall satisfaction for the product price is dependent on the staff good 

service attitude. The Pearson Correlation Value (r) = 0.406 which is in 0.4 - 0.6, 

demonstrated the staff good service attitude and the overall satisfaction for the 

product price has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho3.7.4, that is the overall satisfaction for the staff service is dependent on the 

staff good service attitude. The Pearson Correlation Value (r) = 0.627 which is in 0.6 - 

0.8, demonstrated the staff good service attitude and the overall satisfaction for the 

staff service has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho3.7.5, that is the overall satisfaction for the purchase environment is 

dependent on the staff good service attitude.  The Pearson Correlation Value (r) = 

0.643 which is in 0.6 - 0.8, demonstrated the staff good service attitude and the 

overall satisfaction for the purchase environment has strong correlations; the results 

show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.7.6, that is the overall satisfaction for 

the promotion activity is dependent on the staff good service attitude. The Pearson 

Correlation Value (r) = 0.572 which is in 0.4 - 0.6, demonstrated the staff good service 

attitude and the overall satisfaction for the promotion activity has strong correlations. 
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Assurance (Staff check correct and efficient) 

 

Table 4.2.17: Correlations between the Assurance and Customer satisfaction 

 

 The 

overall 

satisfactio

n for the 

product 

location 

The 

overall 

satisfactio

n for the 

product 

quality 

The 

overall 

satisfactio

n for the 

product 

price 

The 

overall 

satisfactio

n for the 

staff 

service 

The overall 

satisfaction 

for the 

purchase 

environmen

t 

The 

overall 

satisfactio

n for the 

promotion 

activity 

staff check correct and efficient 

Pearson Correlation 

Sig. (2-tailed) 

N 

.619 .564 .587 .636 .655 .627 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   From the Correlations in Table 4.2.17, the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.8.1, that is the overall satisfaction for the product location is 

dependent on the staff check correct and efficient. The Pearson Correlation Value (r) = 

0.619 which is in 0.6 - 0.8, demonstrated the staff check correct and efficient and the 

overall satisfaction for the product location has strong correlations; the results show 

sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.8.2, that is the overall satisfaction for the 

product quality is dependent on the staff check correct and efficient. The Pearson 

Correlation Value (r) = 0.564 which is in 0.4 - 0.6, demonstrated the staff check 

correct and efficient and the overall satisfaction for the product quality has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.8.3, that is the 

overall satisfaction for the product price is dependent on the staff check correct and 

efficient. The Pearson Correlation Value (r) = 0.587 which is in 0.4 - 0.6, 

demonstrated the staff check correct and efficient and the overall satisfaction for the 

product price has average correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho3.8.4, that is the overall satisfaction for the staff service is dependent on the 

staff check correct and efficient. The Pearson Correlation Value (r) = 0.636 which is in 

0.6 - 0.8, demonstrated the staff check correct and efficient and the overall satisfaction 

for the staff service has strong correlations; the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.8.5, that is the overall satisfaction for the purchase environment is 
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dependent on the staff check correct and efficient.  

 

   The Pearson Correlation Value (r) = 0.655 which is in 0.6 - 0.8, demonstrated the 

staff check correct and efficient and the overall satisfaction for the purchase 

environment has strong correlations; the results show sig. (2-tailed) = 0.000 < 0.05, 

rejects Ho3.8.6, that is the overall satisfaction for the promotion activity is dependent 

on the staff check correct and efficient. The Pearson Correlation Value (r) = 0.627 

which is in 0.6 - 0.8, demonstrated the staff check correct and efficient and the overall 

satisfaction for the promotion activity has strong correlations.  

 

Empathy (Personalized service / Reasonable arrangement / Concerned about the 

customer and provide convenient service) 
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Table 4.2.18: Correlations between the Empathy and Customer satisfaction 

 

 

The 

overall 

satisfactio

n for the 

product 

location 

The 

overall 

satisfacti

on for 

the 

product 

quality 

The 

overall 

satisfacti

on for 

the 

product 

price 

The 

overall 

satisfacti

on for 

the staff 

service 

The 

overall 

satisfactio

n for the 

purchase 

environme

nt 

The 

overall 

satisfacti

on for 

the 

promoti

on 

activity 

Personalized service 

Pearson Correlation 

Sig. (2-tailed) 

N 

.524 .644 .655 .512 .520 .560 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Reasonable arrangement 

Pearson Correlation 

Sig. (2-tailed) 

N 

.513 .572 .640 .488 .475 .538 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

Concerned about the customer and provide convenient service 

Pearson Correlation 

Sig. (2-tailed) 

N 

.644 .614 .608 .688 .737 .717 

.000 .000 .000 .000 .000 .000 

400 400 400 400 400 400 

 

   From the Correlations in Table 4.2.18, the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho3.9.1, that is the overall satisfaction for the product location is 

dependent on the personalize service. The Pearson Correlation Value (r) = 0.524 

which is in 0.4 - 0.6, demonstrated the personalized service and the overall 

satisfaction for the product location has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho3.9.2, that is the overall satisfaction for the 

product quality is dependent on the personalize service. The Pearson Correlation 

Value (r) = 0.644 which is in 0.6 - 0.8, demonstrated the personalized service and the 

overall satisfaction for the product quality has strong correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho3.9.3, that is the overall satisfaction for the 

product price is dependent on the personalize service. The Pearson Correlation Value 

(r) = 0.655 which is in 0.6 - 0.8, demonstrated the personalized service and the overall 

satisfaction for the product price has strong correlations; the results show sig. (2-tailed) 

= 0.000 < 0.05, rejects Ho3.9.4, that is the overall satisfaction for the staff service is 
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dependent on the personalize service. The Pearson Correlation Value (r) = 0.512 

which is in 0.4 - 0.6, demonstrated the personalized service and the overall 

satisfaction for the staff service has average correlations; the results show sig. 

(2-tailed) = 0.000 < 0.05, rejects Ho3.9.5, that is the overall satisfaction for the 

purchase environment is dependent on the personalize service. The Pearson 

Correlation Value (r) = 0.520 which is in 0.4 - 0.6, demonstrated the personalized 

service and the overall satisfaction for the purchase environment has average 

correlations; the results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.9.6, that is the 

overall satisfaction for the promotion activity is dependent on the personalize service. 

The Pearson Correlation Value (r) = 0.560 which is in 0.4 - 0.6, demonstrated the 

personalized service and the overall satisfaction for the promotion activity has 

average correlations. 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.10.1, that is the 

customer satisfaction is dependent on the reasonable business hours.  

The Pearson Correlation Value (r) = 0.513 which is in 0.4 - 0.6, demonstrated the 

reasonable business hours and the overall satisfaction for the product location has 

average correlations;  

The Pearson Correlation Value (r) = 0.572 which is in 0.4 - 0.6, demonstrated the 

reasonable business hours and the overall satisfaction for the product quality has 

average correlations 

The Pearson Correlation Value (r) = 0.640 which is in 0.6 - 0.8, demonstrated the 

reasonable business hours and the overall satisfaction for the product price has strong 

correlations 

The Pearson Correlation Value (r) = 0.488 which is in 0.4 - 0.6, demonstrated the 

reasonable business hours and the overall satisfaction for the staff service has average 

correlations 

The Pearson Correlation Value (r) = 0.475 which is in 0.4 - 0.6, demonstrated the 

reasonable business hours and the overall satisfaction for the purchase environment 

has average correlations 
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The Pearson Correlation Value (r) = 0.538 which is in 0.4 - 0.6, demonstrated the 

reasonable business hours and the overall satisfaction for the promotion activity has 

average correlations 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho3.11.1, that is the 

customer satisfaction is dependent on the concerned about customer and provide 

convenient service. 

The Pearson Correlation Value (r) = 0.644 which is in 0.6 - 0.8, demonstrated the 

concerned about customer and provide convenient service and the overall satisfaction 

for the product location has strong correlations;  

The Pearson Correlation Value (r) = 0.614 which is in 0.6 - 0.8, demonstrated the 

concerned about customer and provide convenient service and the overall satisfaction 

for the product quality has strong correlations 

The Pearson Correlation Value (r) = 0.608 which is in 0.6 - 0.8, demonstrated the 

concerned about customer and provide convenient service and the overall satisfaction 

for the product price has strong correlations 

The Pearson Correlation Value (r) = 0.688 which is in 0.6 - 0.8, demonstrated the 

concerned about customer and provide convenient service and the overall satisfaction 

for the staff service has strong correlations 

The Pearson Correlation Value (r) = 0.737 which is in 0.6 - 0.8, demonstrated the 

concerned about customer and provide convenient service and the overall satisfaction 

for the purchase environment has strong correlations 

The Pearson Correlation Value (r) = 0.717 which is in 0.6 - 0.8, demonstrated the 

concerned about customer and provide convenient service and the overall satisfaction 

for the promotion activity has strong correlations 

 

Hypothesis 4 

Ho4: Customer loyalty is independent on the Customer satisfaction 

Ha4: Customer loyalty is dependent on the Customer satisfaction 
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Table 4.2.19: Correlations between the Customer loyalty and Customer satisfaction 

 

 

The corporate 

image of 

product is the 

reason why I 

chose to 

repurchase 

The corporate 

has a great 

relationship 

with its 

customer 

A good 

corporate 

product 

performanc

e 

The 

corporate 

performs a 

great service 

The overall satisfaction for the product location 

Pearson Correlation 

Sig. (2-tailed) 

N 

.561 .587 .633 .625 

.000 .000 .000 .000 

400 400 400 400 

The overall satisfaction for the product quality 

Pearson Correlation 

Sig. (2-tailed) 

N 

.553 .475 .614 .580 

.000 .000 .000 .000 

400 400 400 400 

The overall satisfaction for the product price  

Pearson Correlation 

Sig. (2-tailed) 

N 

.535 .480 .556 .576 

.000 .000 .000 .000 

400 400 400 400 

The overall satisfaction for the staff service  

Pearson Correlation 

Sig. (2-tailed) 

N 

.564 .523 .661 .625 

.000 .000 .000 .000 

400 400 400 400 

The overall satisfaction for the purchase environment 

Pearson Correlation 

Sig. (2-tailed) 

N 

.557 .495 .636 .604 

.000 .000 .000 .000 

400 400 400 400 

The overall satisfaction for the promotion activ ity 

Pearson Correlation 

Sig. (2-tailed) 

N 

.549 .579 .619 .588 

.000 .000 .000 .000 

400 400 400 400 

 

   From the Correlations in Table 4.2.19, the results show sig. (2-tailed) = 0.000 < 

0.05, rejects Ho4.1.1, that is Customer loyalty is independent on the overall 

satisfaction for the product location.  

The Pearson Correlation Value (r) = 0.561 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the product location and the corporate image of product is the 

reason why I chose to repurchase has average correlations;  

The Pearson Correlation Value (r) = 0.587 which is in 0.4 - 0.6, demonstrated the 
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overall satisfaction for the product location and the corporate has a great relationship 

with its customer has average correlations;  

The Pearson Correlation Value (r) = 0.663 which is in 0.6 - 0.8, demonstrated the 

overall satisfaction for the product location and a good corporate product performance 

has strong correlations;  

The Pearson Correlation Value (r) = 0.625 which is in 0.6 - 0.8, demonstrated the 

overall satisfaction for the product location and the corporate performs a great service 

has strong correlations 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho4.1.2, that is Customer 

loyalty is independent on the overall satisfaction for the product quality.  

The Pearson Correlation Value (r) = 0.553 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the product quality and the corporate image of product is the 

reason why I chose to repurchase has average correlations;  

The Pearson Correlation Value (r) = 0.475 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the product quality and the corporate has a great relationship 

with its customer has average correlations;  

The Pearson Correlation Value (r) = 0.614 which is in 0.6 - 0.8, demonstrated the 

overall satisfaction for the product quality and a good corporate product performance 

has strong correlations;  

The Pearson Correlation Value (r) = 0.580 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the product quality and the corporate performs a great service 

has average correlations 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho4.1.3, that is Customer 

loyalty is independent on the overall satisfaction for the product price.  

The Pearson Correlation Value (r) = 0.535 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the product price and the corporate image of product is the 

reason why I chose to repurchase has average correlations;  

The Pearson Correlation Value (r) = 0.480 which is in 0.4 - 0.6, demonstrated the 
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overall satisfaction for the product price and the corporate has a great relationship 

with its customer has average correlations;  

The Pearson Correlation Value (r) = 0.556 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the product price and a good corporate product performance 

has average correlations;  

The Pearson Correlation Value (r) = 0.579 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the product price and the corporate performs a great service 

has average correlations 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho4.1.4, that is Customer 

loyalty is independent on the overall satisfaction for the staff service.  

The Pearson Correlation Value (r) = 0.564 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the staff service and the corporate image of product is the 

reason why I chose to repurchase has average correlations;  

The Pearson Correlation Value (r) = 0.523 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the staff service and the corporate has a great relationship with 

its customer has average correlations;  

The Pearson Correlation Value (r) = 0.661 which is in 0.6 - 0.8 demonstrated the 

overall satisfaction for the staff service and a good corporate product performance has 

strong correlations;  

The Pearson Correlation Value (r) = 0.625 which is in 0.6 - 0.8, demonstrated the 

overall satisfaction for the staff service and the corporate performs a great service has 

strong correlations 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho4.1.5, that is Customer 

loyalty is independent on the overall satisfaction for the purchase environment.  

The Pearson Correlation Value (r) = 0.557 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the purchase environment and the corporate image of product 

is the reason why I chose to repurchase has average correlations;  

The Pearson Correlation Value (r) = 0.495 which is in 0.4 - 0.6, demonstrated the 



 94 

overall satisfaction for the purchase environment and the corporate has a great 

relationship with its customer has average correlations;  

The Pearson Correlation Value (r) = 0.636 which is in 0.6 - 0.8 demonstrated the 

overall satisfaction for the purchase environment and a good corporate product 

performance has strong correlations;  

The Pearson Correlation Value (r) = 0.604 which is in 0.6 - 0.8, demonstrated the 

overall satisfaction for the purchase environment and the corporate performs a great 

service has strong correlations 

 

   The results show sig. (2-tailed) = 0.000 < 0.05, rejects Ho4.1.6, that is Customer 

loyalty is independent on the overall satisfaction for the promotion activity.  

The Pearson Correlation Value (r) = 0.549 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the promotion activity and the corporate image of product is 

the reason why I chose to repurchase has average correlations;  

The Pearson Correlation Value (r) = 0.579 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the promotion activity and the corporate has a great 

relationship with its customer has average correlations;  

The Pearson Correlation Value (r) = 0.619 which is in 0.6 - 0.8 demonstrated the 

overall satisfaction for the promotion activity and a good corporate product 

performance has strong correlations;  

The Pearson Correlation Value (r) = 0.588 which is in 0.4 - 0.6, demonstrated the 

overall satisfaction for the promotion activity and the corporate performs a great 

service has average correlations 
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4.3: Mean, Std. Deviation 

Table 4.3.1: Level of Importance in marketing mix, customer satisfaction and 

customer loyalty 

 1 2 3 4 5 Mean 
Std. 

Deviation 

Level of 

importance 

Smartphone 

Design 
21 7 28 124 220 4.29 1.040 

Very 

important 

Smartphone 

Quality 
15 9 21 128 227 4.36 0.960 

Very 

important 

Smartphone 

Brand  
15 18 52 145 170 4.09 1.033 Important 

Reasonable price 16 11 32 120 221 4.30 1.008 
Very 

important 

Value of the 

smartphone 
15 8 20 112 245 4.41 0.956 

Very 

Important 

On-line 21 14 158 139 68 3.55 0.988 Importance 

Off-line 18 9 112 193 68 3.71 0.929 Important 

Mail-order 35 33 202 96 34 3.15 0.996 Neutral 

Telephone 31 35 203 57 74 3.27 1.100 Neutral 

Advertisement  20 13 51 220 96 3.90 0.969 Important 

Image promotion 17 9 47 155 172 4.14 1.001 Important 

Gift 21 12 53 156 158 4.05 1.059 Important 

Reduced price  17 9 47 120 207 4.23 1.029 Very important 

Staff Attitude 17 8 53 135 187 4.17 1.018 Important 

Staff is reliable  16 14 49 127 194 4.17 1.039 Important 

Staff is 

responsible 
20 9 34 134 203 4.23 1.041 

Very 

important 

Communicat ion 

between customer 

and staff 

17 11 29 127 216 4.29 1.013 
Very 

important 

Process of 

purchase 

smartphone ( buy 

and pay) 

16 10 116 164 94 3.78 0.968 Important 

Professional 

service to 

customer 

16 10 31 136 207 4.27 0.992 Very important 
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Continuing................  

 1 2 3 4 5 Mean 
Std. 

Deviation 

Level of 

satisfaction 

Entity shop's elegant 

environment 
16 10 44 220 110 4.00 0.920 Satisfied  

Staff clean attire  13 9 37 247 94 4.00 0.844 Satisfied  

Ensure the product quality 14 11 38 248 89 3.97 0.862 Satisfied  

Zero interest purchase 18 9 48 250 75 3.89 0.890 Satisfied  

Overall satisfaction with 

the service quality 
16 9 29 254 92 3.99 0.869 Satisfied  

Staff is willing to  provide 

service 
15 9 33 242 60.5 4.01 0.874 Satisfied  

Staff's good service attitude 15 7 28 210 140 4.13 0.901 Satisfied  

Staff check correct and 

efficient 
15 11 76 241 57 3.79 0.858 Satisfied  

Staff service different 

customers with 

personalized service  

18 12 180 124 66 3.52 0.955 Satisfied  

Reasonable arrangement on 

business hours 
15 10 200 121 54 3.47 0.892 Satisfied  

Concerned about the 

customer and provide 

convenient service 

16 7 56 279 42 3.81 0.800 Satisfied  

The overall satisfaction for 

the product location 
17 10 32 259 82 3.95 0.876 Satisfied  

The overall satisfaction for 

the product quality 
13 13 75 228 71 3.83 0.872 Satisfied  

The overall satisfaction for 

the product price 
17 7 148 171 57 3.61 0.903 Satisfied  

The overall satisfaction for 

the staff service 
17 10 42 255 76 3.91 0.878 Satisfied  

The overall satisfaction for 

the purchase environment 
14 9 44 255 78 3.94 0.841 Satisfied  

The overall satisfaction for 

the promotion activity  
14 13 74 248 51 3.77 0.841 Satisfied  
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Continuing................  

 1 2 3 4 5 Mean 
Std. 

Deviation 

Level of 

satisfaction 

The corporate image of 

product is the reason 

why I chose to 

repurchase 

16 0 79 177 119 3.98 0.936 Important 

The corporate has a great 

relationship with its 

customer 

15 0 73 231 69 3.87 0.837 Important 

A good corporate product 

performance 
15 0 41 231 105 4.05 0.846 Important 

The corporate performs a 

great service 
18 75 228 74 395 3.86 0.877 Important 

 

   From Table 4.3.1, the results showed: the respondents who answered the 

Smartphone design, the mean is 4.29, that means this group of customers think this 

part is very important; the mean of Smartphone quality is 4.36, that means this group 

of customers think this part is very important; the mean of Smartphone brand is 4.09, 

that means this group of customers think this part is important. 

 

   The results showed: the respondents who answered the reasonable price, the mean 

is 4.30, that means this group of customers think this part is very important; the mean 

of Value of the smartphone (good price with good quality) is 4.41, that means this 

group of customers think this part is very important.  

 

   The results showed: the respondents who answered the on-line, the mean is 3.55, 

that means this group of customers think this part is important; the mean of off- line is 

3.71, that means this group of customers think this part is important; the mean of 

mail-order is 4.15, that means this group of customers think this part is neutral; the 

mean of telephone is 3.27, that means this group of customers think this part is 

neutral. 

 

   The results showed: the respondents who answered the advertisement, the mean is 
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3.90, that means this group of customers think this part is important; the mean of 

image promotion is 4.14, that means this group of customers think this part is 

important; the mean of gift is 4.05, that means this group of customers think this part 

is important; the mean of reduced price is 4.23, that means this group of customers 

think this part is very important.  

 

   The results showed: the respondents who answered the Staff Attitude, the mean is 

4.17, that means this group of customers think this part is important; the mean of Staff 

is reliability is 4.17, that means this group of customers think this part is important; 

the mean of Staff is responsible is 4.23, that means this group of customers think this 

part is very important; the mean of communication between customer and staff is 4.29, 

that means this group of customers think this part is very important.  

 

 The results showed: the respondents who answered the Process of purchasing the 

Smartphone (buy and pay), the mean is 3.78, that means this group of customers think 

this part is important; the mean of Professional service to customer is 4.27, that means 

this group of customers think this part is very important.  

 

 The results showed: the respondents who answered the Entity shop's elegant 

environment, the mean is 4.00, that means this group of customers was satisfied in 

this part; the mean of Staff clean attire is 4.00, that means this group of customers was 

satisfied in this part; the mean of Ensure the product quality is 3.97, that means this 

group of customers was satisfied in this part; the mean of Zero interest purchase is 

3.89, that means this group of customers was satisfied in this part; the mean of 

Overall satisfaction with the service quality is 3.99, that means this group of 

customers was satisfied in this part; the mean of Staff is willing to provide service is 

4.01, that means this group of customers was satisfied in this part; the mean of Staff's 

good service attitude is 4.13, that means this group of customers was satisfied in this 

part; the mean of Staff check correct and efficient is 3.79, that means this group of 

customers was satisfied in this part; the mean of Staff service different customers with 

personalized service is 3.52, that means this group of customers was satisfied in this 
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part; the mean of Reasonable arrangement on business hours is 3.47, that means this 

group of customers was satisfied in this part; the mean of Concerned about the 

customer and provide convenient service is 3.81, that means this group of customers 

was satisfied in this part.  

 

 The results showed: the respondents who answered the overall satisfaction for the 

product location, the mean is 3.95, that means this group of customers was satisfied in 

this part; the mean of The overall satisfaction for the product quality is 3.83, that 

means this group of customers was satisfied in this part; the mean of The overall 

satisfaction for the product price is 3.61, that means this group of customers was 

satisfied in this part; the mean of The overall satisfaction for the staff service is 3.91, 

that means this group of customers was satisfied in this part; the mean of The overall 

satisfaction for the purchase environment is 3.94, that means this group of customers 

was satisfied in this part the mean of The overall satisfaction for the promotion 

activity is 3.77, that means this group of customers was satisfied in this part.  

 

 The results showed: the respondents who answered The corporate image of 

product is the reason why I chose to repurchase, the mean is 3.98, that means this 

group of customers think this part is important; the mean of The corporate has a great 

relationship with its customer is 3.87, that means this group of customers think this 

part is important; the mean of A good corporate product performance is 4.05, that 

means this group of customers think this part is important; the mean of The corporate 

performs a great service is 3.86, that means this group of customers think this part is 

important. 

 

4.4: The summary of all hypotheses testing result 

 The gender of the customer can influence the overall satisfaction for the product 

location, price, staff service, and purchase environment and promotion activity except 

product quality. The age of the customer can influence the customer satisfaction. The 

nationality of the customer cannot influence the overall satisfaction for the product 
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location, product quality and staff service, but it can influence the overall satisfaction 

for the product price, purchase environment and promotion activity. The education 

level of the customer can influence the customer satisfaction. The occupation type of 

the customer cannot influence the overall satisfaction for the product location, staff 

service, and purchase environment and promotion activity, except product quality and 

produce price. The monthly income of the customer can influence the customer 

satisfaction. 

 

 Both marketing mix and service quality have relationships with the customer 

satisfaction; and the customer satisfaction also has a relationship with customer 

loyalty. 
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CHAPTER 5 

  

CONCLUSION AND DISCUSSION 

  

5.1 Conclusion 

 According to the objective of this study: Study the relationship between 

demographic and customer satisfaction; Study the relationship between marketing mix 

and customer satisfaction; Study the relationship between service quality and customer 

satisfaction; Study the relationship between customer satisfaction and customer loyalty.  

  

5.1.1 Demographic 

  

 Base on the data which collected from 400 respondents. After surveying and 

analyzing these data, researcher found: Mostly, the smartphone’s user is female. That 

means the female customer is the main purchase power of the Smartphone. Customers 

who purchase the most Smartphones are the customer group in the 21-30 years-old and 

who have a Bachelors Degree and work for a company with 20,001-30,000 Baht 

monthly income.  

 

5.1.2 Marketing Mix (7p’s) 

 

Product: The Smartphone design can influence the customer satisfaction. The 

Smartphone quality can influence the customer satisfaction. The Smartphone brand can 

influence the customer satisfaction.  

 

Price: As results show, reasonable price and value of the smartphone (good price with 

good quality) can influence the customer satisfaction. 

 

Place: The results show place can influence the customer satisfaction; on line channel 

can influence the customer satisfaction; off line channel can influence the customer 

satisfaction; Mail-order channel can influence the customer satisfaction; and Telephone 

channel can influence the customer satisfaction.  
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Promotion: This research analyzed the promotion data from 4 promotion types: 

Advertisement promotion, image promotion, gift promotion and reduced price 

promotion. According to the results; all four of these promotion ways can influence the 

customer satisfaction. 

 

People: Staff attitude can influence the customer satisfaction; reliability of staff can 

influence the customer satisfaction; responsible staff also can influence the customer  

satisfaction and the communication between customer and staff can influence the 

customer satisfaction too. 

 

Process: Process of purchase Smartphone can influence the customer satisfaction; 

Professional service to customers also can influence the customer satisfaction. 

  

Physical evidence: Facilities of stores and stores environment can influence the 

customer satisfaction; and stores’ environment also can influence the customer 

satisfaction. 

  

5.1.3 Service Quality 

  

Tangibles: Entity shop’s elegant environment can influence the customer satisfaction; 

Staff clean attire also can influence the customer satisfaction.  

  

Reliability: Ensure the product quality, zero interest purchase and overall satisfaction 

with the service quality, all of these can influence the customer satisfaction. 

  

Responsiveness: Staff is willing to provide service can influence the customer 

satisfaction and staff’s good service attitude also can influence the customer 

satisfaction. 

Assurance: Staff check correct and efficient can influence the customer satisfaction. 

  

Empathy: Personalized staff service can influence the customer satisfaction; reasonable 

arrangement on business hours also can influence the customer satisfaction; Concerned 
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about the customer and provide convenient service also can influence the customer 

satisfaction. 

  

5.1.4 Customer satisfaction and customer loyalty 

  

   Customer satisfaction includes 6 dimensions: The overall satisfaction for the 

product location; the overall satisfaction for the product quality; the overall satisfaction 

for the product price; the overall satisfaction for the staff service; the overall 

satisfaction for the purchase environment and the overall satisfaction for the promotion 

activity. The finding of this research was: the overall satisfaction for the product 

location can influence the customer loyalty; the overall satisfaction for the product 

quality can influence the customer loyalty; the overall satisfaction for the product price 

can influence the customer loyalty; the overall satisfaction for the staff service, 

purchase environment and promotion activity also can influence the customer loyalty.  

  

 

5.2 Discussion 

 

   In this research, Customer satisfaction includes the overall satisfaction for the 

product location, product quality, product price, staff service, and purchase 

environment and promotion activity. According the chapter 4 results shown, this 

research found that the gender of the customer can influence the overall satisfaction for 

the product location, product price, staff service, and purchase environment and 

promotion activity, except product quality. The age of the customer can influence the 

Customer satisfaction. The nationality of the customer can influence the overall 

satisfaction for product price, purchase environment and promotion activity, it cannot 

influence the overall satisfaction for the product location, product quality and staff 

service. The educational level of the customer can influence the Customer satisfaction. 

The occupation type of the customer can influence the overall satisfaction for the 

product quality and product price, but it cannot influence the overall satisfaction for the 



 104 

product location, staff service, and purchase environment and promotion activity. The 

monthly income of the customer can influence the Customer satisfaction. 

 

1. In the research, price can influence the customer satisfaction. People can influence 

the customer satisfaction. Process can influence the customer satisfaction.  

 

   In the previous research, according to many researchers found that the customer 

satisfaction and trust is being influenced by the price perception (Oliver, 1997; Peng& 

Wang, 2006; Chengetal, 2008). And customer satisfaction is how a customer   

evaluates the product performance (Gustafsson, Johnson and Roos, 2005). Varki and 

Colgate (2001), whereby customer satisfaction from pricing was found to positively 

affect overall customer satisfaction.   

    

   And previous research already mentioned that enterprise should put the pursuit of 

customer satisfaction first, followed by effort to reduce the customer purchase cost, and 

fully notice the purchase convenience in the customer purchase process (Professor 

Robert F. Lauter). The market competition in the overall competition for the customers, 

and whether they have customers or not, mainly depends on the relationship between 

corporate and customers, and customers’ satisfaction with the corporate products and 

service. Marketing mix factors are important for the customer satisfaction research. 

And improving customer satisfaction will increase the customer repurchase behavior 

(Cardozo. R.N.) 

 

2. According to the research, the 5 factors of service quality (Reliability, Assurance, 

Tangibles, Empathy and Responsiveness) can influence the customer satisfaction.  

 

   In the previous research, customer satisfaction is influenced by service quality, price, 

environment and individual differences. Zeithaml and Binter (1990) pointed out service 

quality equals customer satisfaction to some extent because these two concepts are the 

comparison between their expectation and the actual service they receive. Turel and  
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Serenko(2006) found  that perceived service quality and perceived value are the key 

constructs affecting the customer's satisfaction with mobile services. Some scholars 

(e.g. Parasuraman et al., 1985, 1988) believe that service quality leads to satisfaction. 

Service quality decides customer satisfaction (Strandvik and Lijander 1994). And there 

is a positive relationship between service quality and customer satisfaction. Because 

service quality is the basic factor and it is also the most important factor that impacts 

customer satisfaction.  (Zeithaml&Bitner1996; Parasuraman, Zeithaml and Berry1994; 

Cronin and Taylor1992; Oliver1993; Bitner1990).  

 

3. According to the research’s results, the researcher found that both marketing mix and 

service quality have a relationship with the Customer satisfaction, and Customer 

satisfaction also has a relationship with Customer loyalty.  

 

   In the previous research, Customer loyalty is influenced by customer satisfaction 

directly (Cronin and Tayor, 1992). Goodman et. (1995) also pointed out that customer 

satisfaction leads to customer loyalty. And Fomell (1992) also mention customer 

satisfaction increases customer loyalty. Service quality, customer sat isfaction and 

customer loyalty is very closely related (Kandampully, 1998). Both the marketing mix 

and service quality have relationships with customer satisfaction and customer 

satisfaction has a relationship with customer loyalty.  

 

5.3 Implication for Business 

 

5.3.1 Demographic 

 

 The Smartphone corporate should pay more attention on the Thai students and 

employees of companies who are 21-30 years-old ages with a Bachelor’s Degree 

education level and 20,001-30,000 baht monthly income in both male gender and 

female gender.  

 

5.3.2 Marketing Mix 
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 Smartphone design and Smartphone quality are very important for the customer. So, 

the corporate should focus on these two important points to improve the marketing mix 

type to attract more customers. Reasonable price and value also are important for the 

Smartphone corporate. The Smartphone corporate should establish more channels to 

customers to purchase Smartphones, especially in On- line and off- line channel. About 

the promotion aspects, the Smartphone corporate should pay attention to reduce the 

Smartphone’s price to attract customers. Smartphone corporate also needs to focus on 

advertisement, image promotion and gift promotion ways. On the people factor, the 

Smartphone corporate should train more responsible staff and focus on the 

communication between customer and staff, because these two points are very 

important for corporate. Staff attitude and reliable staff also are important for the 

corporate. The corporate should provide professional service to customers.  

 

5.3.3 Customer Loyalty 

  

 Smartphone corporate should focus on the corporate image, good relationship with 

customers, product performance and service performance, because these factors are 

important for a corporate to attract customers and keep the customer loyalty. 

 

5.4 Research Recommendation and Limitations & Future Research  

  

 This research used Online Survey Tools to create the questionnaire and to collect 

the 400 questionnaires. Google Drive does not have enough programs to help me to 

analyze the data that was collected from Online Survey Tools. For example, the Online 

Survey Tools just helped me analyze the data and create statistic programs and some 

simple figures that were useless in the thesis. After opening statistic programs, the 

researcher must change the choice instead of numbers; it’s a waste of time. The 

researcher sent the questionnaire link by social chatting tools (Facebook, wechat, and 

LINE) to friends, and the respondents helped to spread the link to their friends too.  
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 This research just focused on some small parts that are marketing mix, service 

quality, customer satisfaction and customer loyalty. The way to collect the data by lack 

of fraction of coverage (sending the link one by one is too singular, maybe would have 

different results and feedback) 

  

In the future research, this research should discuss how customer relationship 

management can influence the customer loyalty and the relationship between them. 

The research should use some more authority and convincing on- line websites to do the 

research questionnaire, and sending the questionnaire / collecting data more abroad, 

and survey in diversity categories. 
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APPENDICES A: Hypothesis Categories 

(Gender & Customer satisfaction) 

H01.1.1: The overall satisfaction for the product location is independent on the gender 

of customer 

Ha1.1.1: The overall satisfaction for the product location is dependent on the gender 

of customer 

Ho1.1.2: The overall satisfaction for the product quality is independent on the gender 

of customer 

Ha1.1.2: The overall satisfaction for the product quality is dependent on the gender of 

customer 

Ho1.1.3: The overall satisfaction for the product price is independent on the gender of 

customer 

Ha1.1.3: The overall satisfaction for the product price  is dependent on the gender of 

customer 

H01.1.4: The overall satisfaction for the staff service is independent on the gender of 

customer 

Ha1.1.4: The overall satisfaction for the staff service is dependent on the gender of 

customer 

H01.1.5: The overall satisfaction for the purchase environment is independent on the 

gender of customer 

Ha1.1.5: The overall satisfaction for the purchase environment is dependent on the 

gender of customer 

H01.1.6: The overall satisfaction for the promotion activity is independent on the 

gender of customer 

Ha1.1.6: The overall satisfaction for the promotion activity is dependent on the gender 

of customer 

 

(Age & Customer Satisfaction) 

Ho1.2.1: The overall satisfaction for the product location is independent on the age of 
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customer 

Ha1.2.1: The overall satisfaction for the product location is dependent on the age of 

customer 

H01.2.2: The overall satisfaction for the product quality is independent on the age of 

customer 

Ha1.2.2: The overall satisfaction for the product quality is dependent on the age of 

customer 

H01.2.3: The overall satisfaction for the product price is independent on the age of 

customer 

Ha1.2.3: The overall satisfaction for the product price is dependent on the age of 

customer 

Ho1.2.4: The overall satisfaction for the staff service is independent on the age of 

customer 

Ha1.2.4: The overall satisfaction for the staff service is dependent on the age of 

customer 

Ho1.2.5: The overall satisfaction for the purchase environment is independent on the 

age of customer 

Ha1.2.5: The overall satisfaction for the purchase environment is dependent on the 

age of customer 

Ho1.2.6: The overall satisfaction for the promotion activity is independent on the age 

of customer 

Ha1.2.6: The overall satisfaction for the promotion activity is dependent on the age of 

customer 

 

(Nationality & Customer Satisfaction) 

Ho1.3.1: The overall satisfaction for the product location is independent on the 

nationality of customer 

Ha1.3.1: The overall satisfaction for the product location is dependent on the 

nationality of customer 

Ho1.3.2: The overall satisfaction for the product quality is independent on the 
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nationality of customer 

Ha1.3.2: The overall satisfaction for the product quality is dependent on the 

nationality of customer 

Ho1.3.3: The overall satisfaction for the product price is independent on the 

nationality of customer 

Ha1.3.3: The overall satisfaction for the product price is dependent on the nationality 

of customer 

Ho1.3.4: The overall satisfaction for the staff service is independent on the nationality 

of customer 

Ha1.3.4: The overall satisfaction for the staff service is dependent on the nationality 

of customer 

Ho1.3.5: The overall satisfaction for the purchase environment is independent on the 

nationality of customer 

Ha1.3.5: The overall satisfaction for the purchase environment is dependent on the 

nationality of customer 

Ho1.3.6: The overall satisfaction for the promotion activity is independent on the 

nationality of customer 

Ha1.3.6: The overall satisfaction for the promotion activity is dependent on the 

nationality of customer 

 

(Education Level of customer & Customer Satisfaction) 

Ho1.4.1: The overall satisfaction for the product location is independent on the 

education level of customer  

Ha1.4.1: The overall satisfaction for the product location is dependent on the 

education level of customer 

Ho1.4.2: The overall satisfaction for the product quality is independent on the 

education level of customer  

Ha1.4.2: The overall satisfaction for the product quality is dependent on the education 

level of customer 

Ho1.4.3: The overall satisfaction for the product price is independent on the education 
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level of customer  

Ha1.4.3: The overall satisfaction for the product price is dependent on the education 

level of customer 

Ho1.4.4: The overall satisfaction for the staff service is independent on the education 

level of customer  

Ha1.4.4: The overall satisfaction for the staff service is dependent on the education 

level of customer 

Ho1.4.5: The overall satisfaction for the purchase environment is independent on the 

education level of customer  

Ha1.4.5: The overall satisfaction for the purchase environment is dependent on the 

education level of customer 

Ho1.4.6: The overall satisfaction for the promotion activity is independent on the 

education level of customer  

Ha1.4.6: The overall satisfaction for the promotion activity is dependent on the 

education level of customer 

 

(Occupation & Customer Satisfaction) 

Ho1.5.1: The overall satisfaction for the product location is independent on the 

occupation type of customer  

Ha1.5.1: The overall satisfaction for the product location is dependent on the 

occupation type of customer  

Ho1.5.2: The overall satisfaction for the product quality is independent on the 

occupation type of customer  

Ha1.5.2: The overall satisfaction for the product quality is dependent on the 

occupation type of customer  

Ho1.5.3: The overall satisfaction for the product price is independent on the 

occupation type of customer  

Ha1.5.3: The overall satisfaction for the product price is dependent on the occupation 

type of customer  

Ho1.5.4: The overall satisfaction for the staff service is independent on the occupation 
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type of customer  

Ha1.5.4: The overall satisfaction for the staff service is dependent on the occupation 

type of customer  

Ho1.5.5: The overall satisfaction for the purchase environment is independent on the 

occupation type of customer  

Ha1.5.5: The overall satisfaction for the purchase environment is dependent on the 

occupation type of customer  

Ho1.5.6: The overall satisfaction for the promotion activity is independent on the 

occupation type of customer  

Ha1.5.6: The overall satisfaction for the promotion activity is dependent on the 

occupation type of customer  

 

(Monthly Income & Customer Satisfaction)  

Ho1.6.1: The overall satisfaction for the product location is independent on the 

monthly income of customer 

Ha1.6.1: The overall satisfaction for the product location is dependent on the monthly 

income of customer 

Ho1.6.2: The overall satisfaction for the product quality is independent on the 

monthly income of customer 

Ha1.6.2: The overall satisfaction for the product quality is dependent on the monthly 

income of customer 

Ho1.6.3: The overall satisfaction for the product price is independent on the monthly 

income of customer 

Ha1.6.3: The overall satisfaction for the product price is dependent on the monthly 

income of customer 

Ho1.6.4: The overall satisfaction for the staff service is independent on the monthly 

income of customer 

Ha1.6.4: The overall satisfaction for the staff service is dependent on the monthly 

income of customer 

Ho1.6.5: The overall satisfaction for the purchase environment is independent on the 
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monthly income of customer 

Ha1.6.5: The overall satisfaction for the purchase environment is dependent on the 

monthly income of customer 

Ho1.6.6: The overall satisfaction for the promotion activity is independent on the 

monthly income of customer 

Ha1.6.6: The overall satisfaction for the promotion activity is dependent on the 

monthly income of customer 

 

Product (Smartphone design/ Smartphone quality/ Smartphone brand)  

 

Ho2.1.1: The overall satisfaction for the product location is independent on the                 

Smartphone design 

Ha2.1.1: The overall satisfaction for the product location is dependent on the 

Smartphone design 

Ho2.1.2: The overall satisfaction for the product quality is independent on the 

Smartphone design 

Ha2.1.2: The overall satisfaction for the product quality is dependent on the 

Smartphone design 

Ho2.1.3: The overall satisfaction for the product price is independent on the 

Smartphone design 

Ha2.1.3: The overall satisfaction for the product price is dependent on the Smartphone         

design 

Ho2.1.4: The overall satisfaction for the staff service is independent on the 

Smartphone design 

Ha2.1.4: The overall satisfaction for the staff service is dependent on the Smartphone 

design 

Ho2.1.5: The overall satisfaction for the purchase environment is independent on the 

Smartphone design 

Ha2.1.5: The overall satisfaction for the purchase environment is dependent on the 

Smartphone design 
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Ho2.1.6: The overall satisfaction for the promotion activity is independent on the 

Smartphone design 

Ha2.1.6: The overall satisfaction for the promotion activity is dependent on the 

Smartphone design 

 

Ho2.2.1: The overall satisfaction for the product location is independent on the        

Smartphone quality 

Ha2.2.1: The overall satisfaction for the product location is dependent o n the 

Smartphone quality 

Ho2.2.2: The overall satisfaction for the product quality is independent on the 

Smartphone quality 

Ha2.2.2: The overall satisfaction for the product quality is dependent on the 

Smartphone quality 

Ho2.2.3: The overall satisfaction for the product price is independent on the 

Smartphone quality 

Ha2.2.3: The overall satisfaction for the product price is dependent on the Smartphone 

quality 

Ho2.2.4: The overall satisfaction for the staff service is independent on the 

Smartphone quality 

H2.2.4: The overall satisfaction for the staff service is dependent on the Smartphone 

quality 

Ho2.2.5: The overall satisfaction for the purchase environment is independent on the 

Smartphone quality 

Ha2.2.5: The overall satisfaction for the purchase environment is dependent on the 

Smartphone quality 

Ho2.2.6: The overall satisfaction for the promotion activity is independent on the 

Smartphone quality 

Ha2.2.6: The overall satisfaction for the promotion activity is dependent on the 

Smartphone quality 
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Ho2.3.1: The overall satisfaction for the product location is independent on the 

Smartphone brand   

Ha2.3.1: The overall satisfaction for the product location is dependent on the 

Smartphone brand 

Ho2.3.2: The overall satisfaction for the product quality is independent on the 

Smartphone brand 

Ha2.3.2: The overall satisfaction for the product quality is dependent on the 

Smartphone brand 

Ho2.3.3: The overall satisfaction for the product price is independent on the 

Smartphone brand 

Ha2.3.3: The overall satisfaction for the product price is dependent on the Smartphone 

brand 

Ho2.3.4: The overall satisfaction for the staff service is independent on the 

Smartphone brand 

Ha2.3.4: The overall satisfaction for the staff service is dependent on the Smartphone 

brand 

Ho2.3.5: The overall satisfaction for the purchase environment is independent on the   

Smartphone Brand 

Ha2.3.5: The overall satisfaction for the purchase environment is dependent on the       

Smartphone brand 

Ho2.3.6: The overall satisfaction for the promotion activity is independent on the   

Smartphone Brand 

Ha2.3.6: The overall satisfaction for the promotion activity is dependent on the       

Smartphone brand 

 

Price (Reasonable price / Value of the Smartphone) 

 

Ho2.4.1: The overall satisfaction for the product location is independent on the 

Smartphone reasonable price 

Ha2.4.1: The overall satisfaction for the product location is dependent on the 
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Smartphone reasonable price 

Ho2.4.2: The overall satisfaction for the product quality is independent on the 

Smartphone reasonable price 

Ha2.4.2: The overall satisfaction for the product quality is dependent on the 

Smartphone reasonable price 

Ho2.4.3: The overall satisfaction for the product price is independent on the 

Smartphone reasonable price 

Ha2.4.3: The overall satisfaction for the product price is dependent on the Smartphone 

reasonable price 

Ho2.4.4: The overall satisfaction for the staff service is independent on the 

Smartphone reasonable price 

Ha2.4.4: The overall satisfaction for the staff service is dependent on the Smar tphone 

reasonable price 

Ho2.4.5: The overall satisfaction for the purchase environment is independent on the   

Smartphone reasonable price 

Ha2.4.5: The overall satisfaction for the purchase environment is dependent on the       

Smartphone reasonable price 

Ho2.4.6: The overall satisfaction for the promotion activity is independent on the   

Smartphone reasonable price 

Ha2.4.6: The overall satisfaction for the promotion activity is dependent on the       

Smartphone reasonable price 

 

Ho2.5.1: The overall satisfaction for the product location is independent on the value 

of the Smartphone 

Ha2.5.1: The overall satisfaction for the product location is dependent on the value of 

the Smartphone 

Ho2.5.2: The overall satisfaction for the product quality is independent on the value 

of the Smartphone 

Ha2.5.2: The overall satisfaction for the product quality is dependent on the value of 

the Smartphone 
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Ho2.5.3: The overall satisfaction for the product price is independent on the value of 

the Smartphone 

Ha2.5.3: The overall satisfaction for the product price is dependent on the value of the 

Smartphone 

Ho2.5.4: The overall satisfaction for the staff service is independent on the value of 

the Smartphone 

Ha2.5.4: The overall satisfaction for the staff service is dependent on the value of the 

Smartphone 

Ho2.5.5: The overall satisfaction for the purchase environment is independent on the 

value of the Smartphone 

Ha2.5.5: The overall satisfaction for the purchase environment is dependent on the       

value of the Smartphone 

Ho2.5.6: The overall satisfaction for the promotion activity is independent on the 

value of the Smartphone 

Ha2.5.6: The overall satisfaction for the promotion activity is dependent on the value 

of the Smartphone 

 

Place (on-line / off-line / mail-order / telephone) 

 

Ho2.6.1: The overall satisfaction for the product location is independent on the 

on- line channel 

Ha2.6.1: The overall satisfaction for the product location is dependent on the on-line 

channel 

Ho2.6.2: The overall satisfaction for the product quality is independent on the on-line 

channel 

Ha2.6.2: The overall satisfaction for the product quality is dependent on the on-line 

channel 

Ho2.6.3: The overall satisfaction for the product price is independent on the on-line 

channel 

Ha2.6.3: The overall satisfaction for the product price is dependent on the on-line 
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channel 

Ho2.6.4: The overall satisfaction for the staff service is independent on the on-line 

channel 

Ha2.6.4: The overall satisfaction for the staff service is dependent on the on-line 

channel 

Ho2.6.5: The overall satisfaction for the purchase environment is independent on the 

on- line channel 

Ha2.6.5: The overall satisfaction for the purchase environment is dependent on the 

on- line channel 

Ho2.6.6: The overall satisfaction for the promotion activity is independent on the 

on- line channel 

Ha2.6.6: The overall satisfaction for the promotion activity is dependent on the 

on- line channel 

 

Ho2.7.1: The overall satisfaction for the product location is independent on the 

off- line channel 

Ha2.7.1: The overall satisfaction for the product location is dependent on the off- line 

channel 

Ho2.7.2: The overall satisfaction for the product quality is independent on the off- line 

channel 

Ha2.7.2: The overall satisfaction for the product quality is dependent on the off- line 

channel 

Ho2.7.3: The overall satisfaction for the product price is independent on the off- line 

channel 

Ha2.7.3: The overall satisfaction for the product price is dependent on the off- line 

channel 

Ho2.7.4: The overall satisfaction for the staff service is independent on the off- line 

channel 

Ha2.7.4: The overall satisfaction for the staff service is dependent on the off- line 

channel 
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Ho2.7.5: The overall satisfaction for the purchase environment is independent on the 

off- line channel 

Ha2.7.5: The overall satisfaction for the purchase environment is dependent on the 

off- line channel 

Ho2.7.6: The overall satisfaction for the promotion activity is independent on the 

off- line channel 

Ha2.7.6: The overall satisfaction for the promotion activity is dependent on the 

off- line channel 

 

Ho2.8.1: The overall satisfaction for the product location is independent on the 

mail-order channel 

Ha2.8.1: The overall satisfaction for the product location is dependent on the 

mail-order channel 

H02.8.2: The overall satisfaction for the product quality is independent on the 

mail-order channel 

Ha2.8.2: The overall satisfaction for the product quality is dependent on the 

mail-order channel       

Ho2.8.3: The overall satisfaction for the product price is independent on the 

mail-order channel 

Ha2.8.3: The overall satisfaction for the product price is dependent on the mail-order 

channel 

Ho2.8.4: The overall satisfaction for the staff service is independent on the mail-order 

channel 

Ha2.8.4: The overall satisfaction for the staff service is dependent o n the mail-order 

channel 

Ho2.8.5: The overall satisfaction for the purchase environment is independent on the 

mail-order channel 

Ha2.8.5: The overall satisfaction for the purchase environment is dependent on the 

mail-order channel 

Ho2.8.6: The overall satisfaction for the promotion activity is independent on the 
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mail-order channel 

Ha2.8.6: The overall satisfaction for the promotion activity is dependent on the 

mail-order channel 

 

Ho2.9.1: The overall satisfaction for the product location is independent on the 

telephone channel 

Ha2.9.1: The overall satisfaction for the product location is dependent on the 

telephone channel 

Ho2.9.2: The overall satisfaction for the product quality is independent on the 

telephone channel 

Ha2.9.2: The overall satisfaction for the product quality is dependent on the telephone 

channel 

Ho2.9.3: The overall satisfaction for the product price is independent on the telephone 

channel 

Ha2.9.3: The overall satisfaction for the product price is dependent on the telephone 

channel 

Ho2.9.4: The overall satisfaction for the staff service is independent on the telephone 

channel 

Ha2.9.4: The overall satisfaction for the staff service is dependent on the telephone 

channel 

Ho2.9.5: The overall satisfaction for the purchase environment is independent on the 

telephone channel 

Ha2.9.5: The overall satisfaction for the purchase environment is dependent on the 

telephone channel 

Ho2.9.6: The overall satisfaction for the promotion activity is independent on the 

telephone channel 

Ha2.9.6: The overall satisfaction for the promotion activity is dependent on the 

telephone channel 
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Promotion (advertisement / image promotion / gift / reduced price)  

 

Ho2.10.1: The overall satisfaction for the product location is independent on the 

advertisement promotion       

Ha2.10.1: The overall satisfaction for the product location is dependent on the 

advertisement promotion 

Ho2.10.2: The overall satisfaction for the product quality is independent on the 

advertisement promotion 

Ha2.10.2: The overall satisfaction for the product quality is dependent on the 

advertisement promotion 

Ho2.10.3: The overall satisfaction for the product price is independent on the 

advertisement promotion 

Ha2.10.3: The overall satisfaction for the product price is dependent on the 

advertisement promotion 

Ho2.10.4: The overall satisfaction for the staff service is independent on the 

advertisement promotion 

Ha2.10.4: The overall satisfaction for the staff service is dependent on the 

advertisement promotion 

Ho2.10.5: The overall satisfaction for the purchase environment is independent on the 

advertisement promotion 

Ha2.10.5: The overall satisfaction for the purchase environment is dependent on the       

advertisement promotion 

Ho2.10.6: The overall satisfaction for the promotion activity is independent on the 

advertisement promotion 

Ha2.10.6: The overall satisfaction for the promotion activity is dependent on the       

advertisement promotion 

 

Ho2.11.1: The overall satisfaction for the product location is independent on the 
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image promotion 

Ha2.11.1: The overall satisfaction for the product location is dependent on the image 

promotion 

Ho2.11.2: The overall satisfaction for the product quality is independent on the image 

promotion 

Ha2.11.2: The overall satisfaction for the product quality is dependent on the image 

promotion 

Ho2.11.3: The overall satisfaction for the product price is independent on the image 

promotion 

Ha2.11.3: The overall satisfaction for the product price is dependent on the image 

promotion 

Ho2.11.4: The overall satisfaction for the staff service is independent on the image 

promotion 

Ha2.11.4: The overall satisfaction for the staff service is dependent on the image 

promotion 

Ho2.11.5: The overall satisfaction for the purchase environment is independent on the 

image promotion 

Ha2.11.5: The overall satisfaction for the purchase environment is dependent on the 

image promotion 

Ho2.11.6: The overall satisfaction for the promotion activity is independent on the 

image promotion 

Ha2.11.6: The overall satisfaction for the promotion activity is dependent o n the 

image promotion 

 

Ho2.12.1: The overall satisfaction for the product location is independent on the gift 

promotion 

Ha2.12.1: The overall satisfaction for the product location is dependent on the gift 

promotion 

Ho2.12.2: The overall satisfaction for the product quality is independent on the gift 

promotion 
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Ha2.12.2: The overall satisfaction for the product quality is dependent on the gift 

promotion 

Ho2.12.3: The overall satisfaction for the product price is independent on the gift 

promotion 

Ha2.12.3: The overall satisfaction for the product price is dependent on the gift 

promotion 

Ho2.12.4: The overall satisfaction for the staff service is independent on the gift 

promotion 

Ha2.12.4: The overall satisfaction for the staff service is dependent on the gift 

promotion 

Ho2.12.5: The overall satisfaction for the purchase environment is independent on the 

gift promotion 

Ha2.12.5: The overall satisfaction for the purchase environment is dependent on the 

gift Promotion 

Ho2.12.6: The overall satisfaction for the promotion activity is independent on the gift 

promotion 

Ha2.12.6: The overall satisfaction for the promotion activity is dependent on the gift 

promotion 

 

Ho2.13.1: The overall satisfaction for the product location is independent on the 

reduced price Promotion 

Ha2.13.1: The overall satisfaction for the product location is dependent on the 

reduced price Promotion 

Ho2.13.2: The overall satisfaction for the product quality is independent on the 

reduced price promotion 

Ha2.13.2: The overall satisfaction for the product quality is dependent on the reduced 

price promotion 

Ho2.13.3: The overall satisfaction for the product price is independent on the reduced 

price promotion 

Ha2.13.3: The overall satisfaction for the product price is dependent on the reduced 
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price promotion 

Ho2.13.4: The overall satisfaction for the staff service is independent on the reduced 

price promotion 

Ha2.13.4: The overall satisfaction for the staff service is dependent on the reduced 

price promotion 

Ho2.13.5: The overall satisfaction for the purchase environment is independent on the 

reduced price promotion 

Ha2.13.5: The overall satisfaction for the purchase environment is dependent on the 

reduced price promotion 

Ho2.13.6: The overall satisfaction for the promotion activity is independent on the 

reduced price promotion 

Ha2.13.6: The overall satisfaction for the promotion activity is dependent on the 

reduced price promotion 

 

People (staff attitude / reliability of staff / responsible staff / communication 

between customer and staff) 

 

Ho2.14.1: The overall satisfaction for the product location is independent on the staff 

attitude 

Ha2.14.1: The overall satisfaction for the product location is dependent on the staff 

attitude 

Ho2.14.2: The overall satisfaction for the product quality is independent on the staff 

attitude 

Ha2.14.2: The overall satisfaction for the product quality is dependent on the staff 

attitude 

Ho2.14.3: The overall satisfaction for the product price is independent on the staff 

attitude 

Ha2.14.3: The overall satisfaction for the product price is dependent on the staff 

attitude 

Ho2.14.4: The overall satisfaction for the staff service is independent on the staff 
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attitude 

Ha2.14.4: The overall satisfaction for the staff service is dependent on the staff 

attitude 

Ho2.14.5: The overall satisfaction for the purchase environment is independent on the 

staff attitude 

Ha2.14.5: The overall satisfaction for the purchase environment is dependent on the 

staff attitude 

Ho2.14.6: The overall satisfaction for the promotion activity is independent on the 

staff attitude 

Ha2.14.6: The overall satisfaction for the promotion activity is dependent on the staff 

attitude 

 

Ho2.15.1: The overall satisfaction for the product location is independent on the 

reliability of staff  

Ha2.15.1: The overall satisfaction for the product location is dependent on the 

reliability of staff  

Ho2.15.2: The overall satisfaction for the product quality is independent on the 

reliability of staff  

Ha2.15.2: The overall satisfaction for the product quality is dependent on the 

reliability of staff  

Ho2.15.3: The overall satisfaction for the product price is independent on the 

reliability of staff  

Ha2.15.3: The overall satisfaction for the product price is dependent on the reliability 

of staff  

Ho2.15.4: The overall satisfaction for the staff service is independent on the reliability 

of staff 

Ha2.15.4: The overall satisfaction for the staff service is dependent on the reliability 

of staff  

Ho2.15.5: The overall satisfaction for the purchase environment is independent on the 

reliability staff  
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Ha2.15.5: The overall satisfaction for the purchase environment is dependent on the 

reliability of staff  

Ho2.15.6: The overall satisfaction for the promotion activity is independent on the 

reliability of staff  

Ha2.15.6: The overall satisfaction for the promotion activity is dependent on the 

reliability of staff  

 

Ho2.16.1: The overall satisfaction for the product location is independent on the 

responsible staff  

Ha2.16.1: The overall satisfaction for the product location is dependent on the 

responsible staff  

Ho2.16.2: The overall satisfaction for the product quality is independent on the 

responsible staff  

Ha2.16.2: The overall satisfaction for the product quality is dependent on the 

responsible staff  

Ho2.16.3: The overall satisfaction for the product price is independent on the 

responsible staff  

Ha2.16.3: The overall satisfaction for the product price is dependent on the 

responsible staff  

Ho2.16.4: The overall satisfaction for the staff service is independent on the 

responsible staff  

Ha2.16.4: The overall satisfaction for the staff service is dependent on the responsible 

staff  

Ho2.16.5: The overall satisfaction for the purchase environment is independent on the 

responsible staff 

Ha2.16.5: The overall satisfaction for the purchase environment is dependent on the 

responsible staff 

Ho2.16.6: The overall satisfaction for the promotion activity is independent on the 

responsible staff  

Ha2.16.6: The overall satisfaction for the promotion activity is dependent on the 
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responsible staff 

 

Ho2.17.1: The overall satisfaction for the product location is independent on the 

communication between customer and staff 

Ha2.17.1: The overall satisfaction for the product location is dependent on the 

communication between customer and staff 

Ho2.17.2 The overall satisfaction for the product quality is independent on the 

communication between customer and staff 

Ha2.17.2: The overall satisfaction for the product quality is dependent on the 

communication between customer and staff 

Ho2.17.3: The overall satisfaction for the product price is independent on the 

communication between customer and staff 

Ha2.17.3: The overall satisfaction for the product price is dependent on the 

communication between customer and staff 

Ho2.17.4: The overall satisfaction for the staff service is independent on the 

communication between customer and staff 

Ha2.17.4: The overall satisfaction for the staff service is dependent on the 

communication between customer and staff 

Ho2.17.5: The overall satisfaction for the purchase environment is independent on the     

communication between customer and staff 

Ha2.17.5: The overall satisfaction for the purchase environment is dependent on the 

communication between customer and staff 

Ho2.17.6: The overall satisfaction for the promotion activity is independent on the 

communication between customer and staff 

Ha2.17.6: The overall satisfaction for the promotion activity is dependent on the 

communication between customer and staff 

 

Process (purchase process / professional service) 

 

Ho2.18.1: The overall satisfaction for the product location is independent on the 
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process of purchase of the Smartphone (buy and pay) 

Ha2.18.1: The overall satisfaction for the product location is dependent on the process 

of purchase of the Smartphone (buy and pay) 

Ho2.18.2: The overall satisfaction for the product quality is independent on the 

process of purchase of the Smartphone (buy and pay) 

Ha2.18.2: The overall satisfaction for the product quality is dependent on the process 

of purchase of the Smartphone (buy and pay) 

Ho2.18.3: The overall satisfaction for the product price is independent on the process 

of purchase of the Smartphone (buy and pay) 

Ha2.18.3: The overall satisfaction for the product price is dependent on the process of   

purchase of the Smartphone (buy and pay) 

Ho2.18.4: The overall satisfaction for the staff service is independent on the process 

of purchase of the Smartphone (buy and pay) 

Ha2.18.4: The overall satisfaction for the staff service is dependent on the process of   

purchase of the Smartphone (buy and pay) 

Ho2.18.5: The overall satisfaction for the purchase environment is independent on the 

process of purchase Smartphone (buy and pay) 

Ha2.18.5: The overall satisfaction for the purchase environment is dependent on the 

process of purchase of the Smartphone (buy and pay) 

Ho2.18.6: The overall satisfaction for the promotion activity is independent on the 

process of purchase of the Smartphone (buy and pay) 

Ha2.18.6: The overall satisfaction for the promotion activity is dependent on the 

process of purchase of the Smartphone (buy and pay) 

 

Ho2.19.1: The overall satisfaction for the product location is independent on the 

professional service to customer 

Ha2.19.1: The overall satisfaction for the product location is dependent on the 

professional service to customer 

Ho2.19.2: The overall satisfaction for the product quality is independent on the 

professional service to customer 



 136 

Ha2.19.2: The overall satisfaction for the product quality is dependent on the 

professional service to customer 

Ho2.19.3: The overall satisfaction for the product price is independent on the 

professional service to customer 

Ha2.19.3: The overall satisfaction for the product price is dependent on the 

professional service to customer 

Ho2.19.4: The overall satisfaction for the staff service is independent on the  

professional service to customer 

Ha2.19.4: The overall satisfaction for the staff service is dependent on the 

professional service to customer 

Ho2.19.5: The overall satisfaction for the purchase environment is independent on the 

professional service to customer 

Ha2.19.5: The overall satisfaction for the purchase environment is dependent on the 

professional service to customer 

Ho2.19.6: The overall satisfaction for the promotion activity is independent on the 

professional service to customer 

Ha2.19.6: The overall satisfaction for the promotion activity is dependent on the 

professional service to customer 

 

Physical evidence (Facilities of stores / stores environment) 

 

Ho2.20.1: The overall satisfaction for the product location is independent on the 

facilities of stores 

Ha2.20.1: The overall satisfaction for the product location is dependent on the 

facilities of store. 

Ho2.20.2: The overall satisfaction for the product quality is independent on the 

facilities of stores 

Ha2.20.2: The overall satisfaction for the product quality is dependent on the facilities 

of stores 

Ho2.20.3: The overall satisfaction for the product price is independent on the facilities 
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of stores 

Ha2.20.3: The overall satisfaction for the product price is dependent on the facilities 

of stores 

Ho2.20.4: The overall satisfaction for the staff service is independent on the facilities 

of stores 

Ha2.20.4: The overall satisfaction for the staff service is dependent on the facilities of 

stores 

Ho2.20.5: The overall satisfaction for the purchase environment is independent on the 

facilities of stores 

Ha2.20.5: The overall satisfaction for the purchase environment is dependent on the 

facilities of stores 

Ho2.20.6: The overall satisfaction for the promotion activity is independent on the 

facilities of stores 

Ha2.20.6: The overall satisfaction for the promotion activity is dependent on the 

facilities of stores 

 

Ho2.21.1: The overall satisfaction for the product location is independent on the 

stores environment 

Ha2.21.1: The overall satisfaction for the product location is dependent on the stores 

environment 

Ho2.21.2: The overall satisfaction for the product quality is independent on the stores 

environment 

Ha2.21.2: The overall satisfaction for the product quality is dependent on the stores 

environment 

Ho2.21.3: The overall satisfaction for the product price is independent on the stores 

environment 

Ha2.21.3: The overall satisfaction for the product price is dependent on the stores 

environment 

Ho2.21.4: The overall satisfaction for the staff service is independent on the stores 

environment 
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Ha2.21.4: The overall satisfaction for the staff service is dependent on the stores 

environment 

Ho2.21.5: The overall satisfaction for the purchase environment is independent on the 

stores environment 

Ha2.21.5: The overall satisfaction for the purchase environment is dependent on the 

stores environment 

Ho2.21.6: The overall satisfaction for the promotion activity is independent on the 

stores environment 

Ha2.21.6: The overall satisfaction for the promotion activity is dependent on the 

stores environment 

 

Tangibles (Entity shop’s elegant environment / Staff clean attire) 

 

Ho3.1.1: The overall satisfaction for the product location is independent on the Entity 

shops elegant environment 

Ha3.1.1: The overall satisfaction for the product location is dependent on the Entity 

shops elegant environment 

Ho3.1.2: The overall satisfaction for the product quality is independent on the Entity 

shops elegant environment 

Ha3.1.2: The overall satisfaction for the product quality is dependent on the Entity 

shops elegant environment 

Ho3.1.3: The overall satisfaction for the product price is independent on the Entity 

shops elegant environment 

Ha3.1.3: The overall satisfaction for the product price is dependent on the Entity 

shops elegant environment 

Ho3.1.4: The overall satisfaction for the staff service is independent on the Entity 

shops elegant environment 

Ha3.1.4: The overall satisfaction for the staff service is dependent on the Entity shops 

elegant environment 

Ho3.1.5: The overall satisfaction for the purchase environment is independent on the 
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Entity shops elegant environment 

Ha3.1.5: The overall satisfaction for the purchase environment is dependent on the 

Entity shops elegant environment 

Ho3.1.6: The overall satisfaction for the promotion activity is independent on the 

Entity shops elegant environment 

Ha3.1.6: The overall satisfaction for the promotion activity is dependent on the Entity 

shops elegant environment 

 

Ho3.2.1: The overall satisfaction for the product location is independent on the staff 

clean attire 

Ha3.2.1: The overall satisfaction for the product location is dependent on the staff 

clean attire 

Ho3.2.2: The overall satisfaction for the product quality is independent on the staff 

clean attire 

Ha3.2.2: The overall satisfaction for the product quality is dependent on the staff 

clean attire 

Ho3.2.3: The overall satisfaction for the product price is independent on the staff 

clean attire 

Ha3.2.3: The overall satisfaction for the product price is dependent on the staff clean 

attire 

Ho3.2.4: The overall satisfaction for the staff service is independent on the staff clean 

attire 

Ha3.2.4: The overall satisfaction for the staff service is dependent on the staff clean 

attire 

Ho3.2.5: The overall satisfaction for the purchase environment is independent on the 

staff clean attire 

Ha3.2.5: The overall satisfaction for the purchase environment is dependent on the 

staff clean attire 

Ho3.2.6: The overall satisfaction for the promotion activity is independent on the staff 

clean attire 
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Ha3.2.6: The overall satisfaction for the promotion activity is dependent on the staff 

clean attire 

Reliability (Ensure the product quality / Zero interest purchase / Overall 

satisfaction with the service quality) 

 

Ho3.3.1: The overall satisfaction for the product location is independent on the ensure 

the product quality 

Ha3.3.1: The overall satisfaction for the product location is dependent on the ensure 

the product quality 

Ho3.3.2: The overall satisfaction for the product quality is independent on the ensure 

the product quality 

Ha3.3.2: The overall satisfaction for the product quality is dependent on the ensure 

the product quality 

Ho3.3.3: The overall satisfaction for the product price is independent on the ensure 

the product quality 

Ha3.3.3: The overall satisfaction for the product price is dependent on the ensure the    

product quality 

Ho3.3.4: The overall satisfaction for the staff service is independent on the ensure the 

product quality 

Ha3.3.4: The overall satisfaction for the staff service is dependent on the ensure the    

product quality 

Ho3.3.5: The overall satisfaction for the purchase environment is independent on the 

ensure the product quality 

Ha3.3.5: The overall satisfaction for the purchase environment is dependent on the 

ensure the product quality 

Ho3.3.6: The overall satisfaction for the promotion activity is independent on the 

ensure the product quality 

Ha3.3.6: The overall satisfaction for the promotion activity is dependent on the ensure 

the product quality 
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Ho3.4.1: The overall satisfaction for the product location is independent on the Zero 

interest purchase  

Ha3.4.1: The overall satisfaction for the product location is dependent on the Zero 

interest purchase  

Ho3.4.2: The overall satisfaction for the product quality is independent on the Zero 

interest purchase  

Ha3.4.2: The overall satisfaction for the product quality is dependent on the Zero 

interest purchase  

Ho3.4.3: The overall satisfaction for the product price is independent on the Zero 

interest purchase  

Ha3.4.3: The overall satisfaction for the product price is dependent on the Zero 

interest purchase  

Ho3.4.4: The overall satisfaction for the staff service is independent on the Zero 

interest purchase  

Ha3.4.4: The overall satisfaction for the staff service is dependent on the Zero interest 

purchase  

Ho3.4.5: The overall satisfaction for the purchase environment is independent on the 

Zero interest purchase  

Ha3.4.5: The overall satisfaction for the purchase environment is dependent on the  

Zero interest purchase  

Ho3.4.6: The overall satisfaction for the promotion activity is independent on the Zero 

interest purchase  

Ha3.4.6: The overall satisfaction for the promotion activity is dependent on the Zero 

interest purchase  

 

Ho3.5.1: The overall satisfaction for the product location is independent on the 

Overall satisfaction with the service quality 

Ha3.5.1: The overall satisfaction for the product location is dependent on the Overall 

satisfaction with the service quality 

Ho3.5.2: The overall satisfaction for the product quality is independent on the Overall 
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satisfaction with the service quality 

Ha3.5.2: The overall satisfaction for the product quality is dependent on the Overall 

satisfaction with the service quality 

Ho3.5.3: The overall satisfaction for the product price is independent on the Overall 

satisfaction with the service quality 

Ha3.5.3: The overall satisfaction for the product price is dependent on the Overall 

satisfaction with the service quality 

Ho3.5.4: The overall satisfaction for the staff service is independent on the Overall 

satisfaction with the service quality 

Ha3.5.4: The overall satisfaction for the staff service is dependent on the Overall 

satisfaction with the service quality 

Ho3.5.5: The overall satisfaction for the purchase environment is independent on the 

Overall satisfaction with the service quality 

Ha3.5.5: The overall satisfaction for the purchase environment is dependent on the  

Overall satisfaction with the service quality  

Ho3.5.6: The overall satisfaction for the promotion activity is independent on the 

Overall satisfaction with the service quality 

Ha3.5.6: The overall satisfaction for the promotion activity is dependent on the 

Overall satisfaction with the service quality  

 

Responsiveness (Staff is willing to provide service / Staff good service attitude) 

 

Ho3.6.1: The overall satisfaction for the product location is independent on the staff is 

willing to provide service 

Ha3.6.1: The overall satisfaction for the product location is dependent on the staff is 

willing to provide service 

Ho3.6.2: The overall satisfaction for the product quality is independent on the staff is 

willing to provide service 

Ha3.6.2: The overall satisfaction for the product quality is dependent on the staff is 

willing to provide service 



 143 

Ho3.6.3: The overall satisfaction for the product price is independent on the sta ff is 

willing to provide service 

Ha3.6.3: The overall satisfaction for the product price is dependent on the staff is 

willing to provide service 

Ho3.6.4: The overall satisfaction for the staff service is independent on the staff is 

willing to provide service 

Ha3.6.4: The overall satisfaction for the staff service is dependent on the staff is 

willing to provide service 

Ho3.6.5: The overall satisfaction for the purchase environment is independent on the 

staff is willing to provide service 

Ha3.6.5: The overall satisfaction for the purchase environment is dependent on the 

staff is willing to provide service 

Ho3.6.6: The overall satisfaction for the promotion activity is independent on the staff 

is willing to provide service 

Ha3.6.6: The overall satisfaction for the promotion activity is dependent on the staff is 

willing to provide service 

 

Ho3.7.1: The overall satisfaction for the product location is independent on the staff 

good service attitude 

Ha3.7.1: The overall satisfaction for the product location is dependent on the staff 

good service attitude 

Ho3.7.2: The overall satisfaction for the product quality is independent on the staff 

good service attitude 

Ha3.7.2: The overall satisfaction for the product quality is dependent on the staff good 

service attitude 

Ho3.7.3: The overall satisfaction for the product price is independent on the staff good 

service attitude 

Ha3.7.3: The overall satisfaction for the product price is dependent on the staff good 

service attitude 

Ho3.7.4: The overall satisfaction for the staff service is independent on the staff good 
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service attitude 

Ha3.7.4: The overall satisfaction for the staff service is dependent on the staff good 

service attitude 

Ho3.7.5: The overall satisfaction for the purchase environment is independent on the 

staff good service attitude 

Ha3.7.5: The overall satisfaction for the purchase environment is dependent on the 

staff good service attitude 

Ho3.7.6: The overall satisfaction for the promotion activity is independent on the staff 

good service attitude 

Ha3.7.6: The overall satisfaction for the promotion activity is dependent on the staff 

good service attitude 

 

Assurance (Staff check correct and efficient) 

 

Ho3.8.1: The overall satisfaction for the product location is independent on the staff 

check correct and efficient 

Ha3.8.1: The overall satisfaction for the product location is dependent on the staff 

check correct and efficient 

Ho3.8.2: The overall satisfaction for the product quality is independent on the staff 

check correct and efficient 

Ha3.8.2: The overall satisfaction for the product quality is dependent on the staff 

check correct and efficient 

Ho3.8.3: The overall satisfaction for the product price is independent on the staff 

check correct and efficient 

Ha3.8.3: The overall satisfaction for the product price is dependent on the staff check 

correct and efficient 

Ho3.8.4: The overall satisfaction for the staff service is independent on the staff check 

correct and efficient 

Ha3.8.4: The overall satisfaction for the staff service is dependent on the staff check 

correct and efficient 



 145 

Ho3.8.5: The overall satisfaction for the purchase environment is independent on the 

staff check correct and efficient 

Ha3.8.5: The overall satisfaction for the purchase environment is dependent on the 

staff check correct and efficient 

Ho3.8.6: The overall satisfaction for the promotion activity is independent on the staff 

check correct and efficient 

Ha3.8.6: The overall satisfaction for the promotion activity is dependent on the staff 

check correct and efficient 

 

Empathy (Personalized service / Reasonable arrangement / Concerned about the 

customer and provide convenient service) 

 

Ho3.9.1: The overall satisfaction for the product location is independent on the 

personalized service 

Ha3.9.1: The overall satisfaction for the product location is dependent on the 

personalized service 

Ho3.9.2: The overall satisfaction for the product quality is independent on the 

personalized service 

Ha3.9.2: The overall satisfaction for the product quality is dependent on the 

personalized service 

Ho3.9.3: The overall satisfaction for the product price is independent on the 

personalized service 

Ha3.9.3: The overall satisfaction for the product price is dependent on the 

personalized service 

Ho3.9.4: The overall satisfaction for the staff service is independent on the 

personalized service 

Ha3.9.4: The overall satisfaction for the staff service is dependent on the personalized       

service 

Ho3.9.5: The overall satisfaction for the purchase environment is independent on the 

personalized service 
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Ha3.9.5: The overall satisfaction for the purchase environment is dependent on the 

personalized service 

Ho3.9.6: The overall satisfaction for the promotion activity is independent on the   

personalized service 

Ha3.9.6: The overall satisfaction for the promotion activity is dependent on the 

personalized service 

Ho3.10.1: The customer satisfaction is independent on the Reasonable arrangement  

Ha3.10.1: The customer satisfaction is dependent on the Reasonable arrangement  

 

Ho3.11.1: The customer satisfaction is independent on the Concerned about the 

customer and provides convenient service 

Ha3.11.1: The customer satisfaction is dependent on the Concerned about the 

customer and provides convenient service 

 

Ho4.1.1: Customer loyalty is independent on the overall satisfaction for the product 

location 

Ha4.1.1: Customer loyalty is independent on the overall satisfaction for the product 

location 

Ho4.1.2: Customer loyalty is independent on the overall satisfaction for the product 

quality 

Ha4.1.2: Customer loyalty is independent on the overall satisfaction for the product 

quality 

Ho4.1.3: Customer loyalty is independent on the overall satisfaction for the product 

price 

Ha4.1.3: Customer loyalty is independent on the overall satisfaction for the product 

price 

Ho4.1.4: Customer loyalty is independent on the overall satisfaction for the staff 

service 

Ha4.1.4: Customer loyalty is independent on the overall satisfaction for the staff 

service 
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Ho4.1.5 Customer loyalty is independent on the overall satisfaction for the purchase 

environment 

Ha4.1.5: Customer loyalty is independent on the overall satisfaction for the purchase    

environment 

Ho4.1.6: Customer loyalty is independent on the overall satisfaction for the promotion 

activity 

Ha4.1.6: Customer loyalty is independent on the overall satisfaction for the promotion 

activity 
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APPENDICES B: Hypothesis Summary Table 

 

Item Description Result 

1.1.1 Ho: The overall satisfaction for the product location is independent on the 

gender of customer 
Accept H0 

1.1.2 

H0: The overall satisfaction for the product quality is independent on the 

gender of customer 

Reject Ho  

1.1.3 

H0:The overall satisfaction for the product price is independent on the 

gender of customer 

Accept Ho 

1.1.4 

H0:The overall satisfaction for the staff service is independent on the gender 

of customer 

Accept Ho 

1.1.5 

H0:The overall satisfaction for the purchase environment is independent on 

the gender of customer 

Accept Ho 

1.1.6 

H0:The overall satisfaction for the promot ion activity is independent on the 

gender of customer 

Accept Ho 

1.2.1 

H0:The overall satisfaction for the product location is independent on the 

age of customer 

Accept Ho 

1.2.2 H0:The overall satisfaction for the product quality is independent on the age 

of customer 

Accept Ho 

1.2.3 

H0:The overall satisfaction for the product price is independent on the age 

of customer 

Accept Ho 

1.2.4 

H0: The overall satisfaction for the staff service is independent on the age of 

customer 

Accept Ho 

1.2.5 

H0: The overall satisfaction for the purchase environment is independent on 

the age of customer 

Accept Ho 

1.2.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

age of customer 

Accept Ho 

1.3.1 

Ho: The overall satisfaction for the product location is independent on 

the nationality of customer 
Reject Ho  

1.3.2 

Ho: The overall satisfaction for the product quality is independent on the 

nationality of customer 
Reject Ho  
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1.3.3 

Ho: The overall satisfaction for the product price is independent on the 

nationality of customer 
Accept Ho 

1.3.4 

Ho: The overall satisfaction for the staff service is independent on the 

nationality of customer 
Reject Ho  

1.3.5 
Ho: The overall satisfaction for the purchase environment is independent on 

the nationality of customer 
Accept Ho 

1.3.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

nationality of customer 
Accept Ho 

1.4.1 
Ho: The overall satisfaction for the product location is independent on the 

education level of customer 
Accept Ho 

1.4.2 
Ho: The overall satisfaction for the product quality is independent on the 

education level of customer 
Accept Ho 

1.4.3 
Ho: The overall satisfaction for the product price is independent on the 

education level of customer 
Accept Ho 

1.4.4 
Ho: The overall satisfaction for the staff service is independent on the 

education level of customer  
Accept Ho 

1.4.5 
Ho: The overall satisfaction for the purchase environment is independent on 

the education level of customer  
Accept Ho 

1.4.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

education level of customer  

Accept Ho 

1.5.1 

Ho: The overall satisfaction for the product location is independent on the 

occupation type of customer 

Reject Ho  

1.5.2 
Ho: The overall satisfaction for the product quality is independent on the 

occupation type of customer 

Accept Ho 

1.5.3 

Ho: The overall satisfaction for the product price is independent on the 

occupation type of customer  

Accept Ho 

1.5.4 

Ho: The overall satisfaction for the staff service is independent on the 

occupation type of customer  

Reject Ho  

1.5.5 
Ho: The overall satisfaction for the purchase environment is independent on 

the occupation type of customer  

Reject Ho  

1.5.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

occupation type of customer  

Reject Ho  

1.6.1 

Ho: The overall satisfaction for the product location is independent on the 

monthly income of customer  

Accept Ho 
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1.6.2 

Ho: The overall satisfaction for the product quality is independent on the 

monthly income of customer 

Accept Ho 

1.6.3 

Ho: The overall satisfaction for the product price is independent on the 

monthly income of customer 

Accept Ho 

1.6.4 

Ho: The overall satisfaction for the staff service is independent on the 

monthly income of customer 

Accept Ho 

1.6.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the monthly income of customer 

Accept Ho 

1.6.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

monthly income of customer 

Accept Ho 

2.1.1 

Ho: The overall satisfaction for the product location is independent on the 

Smartphone design 

Reject Ho  

2.1.2 

Ho: The overall satisfaction for the product quality is independent on the 

Smartphone design 
Reject Ho  

2.1.3 

Ho: The overall satisfaction for the product price is independent on the 

Smartphone design 
Reject Ho  

2.1.4 

Ho: The overall satisfaction for the staff service is independent on the 

Smartphone design 

Reject Ho  

2.1.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the Smartphone design 
Reject Ho  

2.1.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

Smartphone design 
Reject Ho  

2.2.1 

Ho: The overall satisfaction for the product location is independent on the 

Smartphone quality 

Reject Ho  

2.2.2 

Ho: The overall satisfaction for the product quality is independent on the 

Smartphone quality 
Reject Ho  

2.2.3 

Ho: The overall satisfaction for the product price is independent on the 

Smartphone quality 
Reject Ho  

2.2.4 

Ho: The overall satisfaction for the staff service is independent on the 

Smartphone quality 
Reject Ho  

2.2.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the Smartphone quality 
Reject Ho  

2.2.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

Smartphone quality 
Reject Ho  
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2.3.1 

Ho: The overall satisfaction for the product location is independent on the 

Smartphone brand 

Reject Ho  

2.3.2 

Ho: The overall satisfaction for the product quality is independent on the 

Smartphone brand 
Reject Ho  

2.3.3 

Ho: The overall satisfaction for the product price is independent on the 

Smartphone brand 
Reject Ho  

2.3.4 

Ho: The overall satisfaction for the staff service is independent on the 

Smartphone brand 
Reject Ho  

2.3.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the Smartphone Brand 

Reject Ho  

2.3.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

Smartphone Brand 
Reject Ho  

2.4.1 

Ho: The overall satisfaction for the product location is independent on the 

Smartphone reasonable price  
Reject Ho  

2.4.2 

Ho: The overall satisfaction for the product quality is independent on the 

Smartphone reasonable price  
Reject Ho  

2.4.3 

Ho: The overall satisfaction for the product price is independent on the 

Smartphone reasonable price  

Reject Ho  

2.4.4 
Ho: The overall satisfaction for the staff service is independent on the 

Smartphone reasonable price  

Reject Ho  

2.4.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the Smartphone reasonable price 

Reject Ho  

2.4.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

Smartphone reasonable price  
Reject Ho  

2.5.1 
Ho: The overall satisfaction for the product location is independent on the 

value of the Smartphone 

Reject Ho  

2.5.2 

Ho: The overall satisfaction for the product quality is independent on the 

value of the Smartphone 

Reject Ho  

2.5.3 

Ho: The overall satisfaction for the product price is independent on the 

value of the Smartphone 

Reject Ho  

2.5.4 
Ho: The overall satisfaction for the staff service is independent on the value 

of the Smartphone 

Reject Ho  
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2.5.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the value of the Smartphone 
Reject Ho  

2.5.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

value of the Smartphone 
Reject Ho  

2.6.1 

Ho: The overall satisfaction for the product location is independent on the 

on-line channel 
Reject Ho  

2.6.2 

Ho: The overall satisfaction for the product quality is independent on the 

on-line channel 
Reject Ho  

2.6.3 

Ho: The overall satisfaction for the product price is independent on the 

on-line channel 
Reject Ho  

2.6.4 

Ho: The overall satisfaction for the staff service is independent on the 

on-line channel 
Reject Ho  

2.6.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the on-line channel 
Reject Ho  

2.6.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

on-line channel 
Reject Ho  

2.7.1 

Ho: The overall satisfaction for the product location is independent on the 

off-line channel 
Reject Ho  

2.7.2 

Ho: The overall satisfaction for the product quality is independent on the 

off-line channel 
Reject Ho  

2.7.3 

Ho: The overall satisfaction for the product price is independent on the 

off-line channel 
Reject Ho  

2.7.4 

Ho: The overall satisfaction for the staff service is independent on the 

off-line channel 
Reject Ho  

2.7.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the off-line channel 
Reject Ho  

2.7.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

off-line channel 
Reject Ho  

2.8.1 

Ho: The overall satisfaction for the product location is independent on the 

mail-order channel 
Reject Ho  

2.8.2 

H0:The overall satisfaction for the product quality is independent on the 

mail-order channel 
Reject Ho  

2.8.3 

Ho: The overall satisfaction for the product price is independent on the 

mail-order channel 
Reject Ho  

2.8.4 

Ho: The overall satisfaction for the staff service is independent on the 

mail-order channel 
Reject Ho  

2.8.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the mail-order channel 
Reject Ho  
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2.8.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

mail-order channel 
Reject Ho  

2.9.1 

Ho: The overall satisfaction for the product location is independent on the 

telephone channel 
Reject Ho  

2.9.2 

Ho: The overall satisfaction for the product quality is independent on the 

telephone channel 
Reject Ho  

2.9.3 

Ho: The overall satisfaction for the product price is independent on the 

telephone channel 
Reject Ho  

2.9.4 

Ho: The overall satisfaction for the staff service is independent on the 

telephone channel 
Reject Ho  

2.9.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the telephone channel 
Reject Ho  

2.9.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

telephone channel 
Reject Ho  

2.10.1 

Ho: The overall satisfaction for the product location is independent on the 

advertisement promotion   
Reject Ho  

2.10.2 

Ho: The overall satisfaction for the product quality is independent on the 

advertisement promotion  
Reject Ho  

2.10.3 

Ho: The overall satisfaction for the product price is independent on the 

advertisement promotion  
Reject Ho  

2.10.4 

Ho: The overall satisfaction for the staff service is independent on the 

advertisement promotion  
Reject Ho  

2.10.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the advertisement promotion 
Reject Ho  

2.10.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

advertisement promotion  
Reject Ho  

2.11.1 

Ho: The overall satisfaction for the product location is independent on the 

image promotion  
Reject Ho  

2.11.2 

Ho: The overall satisfaction for the product quality is independent  on the 

image promotion  
Reject Ho  

2.11.3 

Ho: The overall satisfaction for the product price is independent on the 

image promotion  
Reject Ho  

2.11.4 

Ho: The overall satisfaction for the staff service is independent on the 

image promotion  
Reject Ho  

2.11.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the image promotion 
Reject Ho  

2.11.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

image promotion  
Reject Ho  
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2.12.1 

Ho: The overall satisfaction for the product location is independent on the 

gift promotion 
Reject Ho  

2.12.2 

Ho: The overall satisfaction for the product quality is independent on the 

gift promotion 
Reject Ho  

2.12.3 

Ho: The overall satisfaction for the product price is independent on the gift 

promotion  
Reject Ho  

2.12.4 

Ho: The overall satisfaction for the staff service is independent on the gift  

promotion  
Reject Ho  

2.12.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the gift promotion 
Reject Ho  

2.12.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

gift promotion 
Reject Ho  

2.13.1 

Ho: The overall satisfaction for the product location is independent on the 

reduced price Promot ion 
Reject Ho  

2.13.2 

Ho: The overall satisfaction for the product quality is independent on the 

reduced price promotion 
Reject Ho  

2.13.3 

Ho: The overall satisfaction for the product price is independent on the 

reduced price promotion 
Reject Ho  

2.13.4 

Ho: The overall satisfaction for the staff service is independent on the 

reduced price promotion 
Reject Ho  

2.13.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the reduced price promotion  
Reject Ho  

2.13.6 

Ho: The overall satisfaction for the promotion activ ity is independent  on the 

reduced price promotion 
Reject Ho  

2.14.1 

Ho: The overall satisfaction for the product location is independent on the 

staff attitude 
Reject Ho  

2.14.2 

Ho: The overall satisfaction for the product quality is independent on the 

staff attitude 
Reject Ho  

2.14.3 

Ho: The overall satisfaction for the product price is independent on the staff 

attitude 
Reject Ho  

2.14.4 

Ho: The overall satisfaction for the staff service is independent on the staff 

attitude 
Reject Ho  

2.14.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the staff attitude 
Reject Ho  

2.14.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

staff attitude 
Reject Ho  

2.15.1 

Ho: The overall satisfaction for the product location is independent on the 

reliability of staff  
Reject Ho  



 155 

2.15.2 

Ho: The overall satisfaction for the product quality is independent on the 

reliability of staff 
Reject Ho  

2.15.3 

Ho: The overall satisfaction for the product price is independent on the 

reliability of staff  
Reject Ho  

2.15.4 

Ho: The overall satisfaction for the staff service is independent on the 

reliability of staff 
Reject Ho  

2.15.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the reliab ility of staff  
Reject Ho  

2.15.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

reliability of staff  
Reject Ho  

2.16.1 

Ho: The overall satisfaction for the product location is independent on the 

responsible staff  
Reject Ho  

2.16.2 

Ho: The overall satisfaction for the product quality is independent on the 

responsible staff  
Reject Ho  

2.16.3 

Ho: The overall satisfaction for the product price is independent on the 

responsible staff  
Reject Ho  

2.16.4 

Ho: The overall satisfaction for the staff service is independent on the 

responsible staff  
Reject Ho  

2.16.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the responsible staff 
Reject Ho  

2.16.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

responsible staff  
Reject Ho  

2.17.1 

Ho: The overall satisfaction for the product location is independent on the 

communicat ion between customer and staff 
Reject Ho  

2.17.2 

Ho: The overall satisfaction for the product quality is independent on the 

communicat ion between customer and staff 
Reject Ho  

2.17.3 

Ho: The overall satisfaction for the product price is independent on the 

communicat ion between customer and staff 
Reject Ho  

2.17.4 

Ho: The overall satisfaction for the staff service is independent on the 

communicat ion between customer and staff 
Reject Ho  

2.17.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the communication between customer and staff 
Reject Ho  

2.17.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

communicat ion between customer and staff 
Reject Ho  

2.18.1 

Ho: The overall satisfaction for the product location is independent on the 

process of purchase Smartphone (buy and pay) 
Reject Ho  

2.18.2 

Ho: The overall satisfaction for the product quality is independent on the 

process of purchase smartphone (buy and pay) 
Reject Ho  



 156 

2.18.3 

Ho: The overall satisfaction for the product price is independent on the 

process of purchase smartphone (buy and pay) 
Reject Ho  

2.18.4 

Ho: The overall satisfaction for the staff service is independent on the 

process of   purchase smartphone (buy and pay) 
Reject Ho  

2.18.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the process of purchase Smartphone (buy and pay) 
Reject Ho  

2.18.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

process of purchase Smartphone (buy and pay) 
Reject Ho  

2.19.1 

Ho: The overall satisfaction for the product location is independent on the 

professional service to customer 
Reject Ho  

2.19.2 

Ho: The overall satisfaction for the product quality is independent on the 

professional service to customer 
Reject Ho  

2.19.3 

Ho: The overall satisfaction for the product price is independent on the 

professional service to customer 
Reject Ho  

2.19.4 

Ho: The overall satisfaction for the staff service is independent on the 

professional service to customer 
Reject Ho  

2.19.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the professional service to customer  
Reject Ho  

2.19.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

professional service to customer 
Reject Ho  

2.20.1 

Ho: The overall satisfaction for the product location is independent on the 

facilit ies of stores 
Reject Ho  

2.20.2 

Ho: The overall satisfaction for the product quality is independent on the 

facilit ies of stores 
Reject Ho  

2.20.3 

Ho: The overall satisfaction for the product price is independent on the 

facilit ies of stores 
Reject Ho  

2.20.4 

Ho: The overall satisfaction for the staff service is independent on the 

facilit ies of stores 
Reject Ho  

2.20.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the facilities of stores 
Reject Ho  

2.20.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

facilit ies of stores 
Reject Ho  

2.21.1 

Ho: The overall satisfaction for the product location is independent on the 

stores environment 
Reject Ho  

2.21.2 

Ho: The overall satisfaction for the product quality is independent on the 

stores environment 
Reject Ho  

2.21.3 

Ho: The overall satisfaction for the product price is independent on the 

stores environment 
Reject Ho  
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2.21.4 

Ho: The overall satisfaction for the staff service is independent on the stores 

environment 
Reject Ho  

2.21.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the stores environment  
Reject Ho  

2.21.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

stores environment 
Reject Ho  

3.1.1 

Ho: The overall satisfaction for the product location is independent on the 

Entity shops elegant environment 
Reject Ho  

3.1.2 

Ho: The overall satisfaction for the product quality is independent on the 

Entity shops elegant environment 
Reject Ho  

3.1.3 

Ho: The overall satisfaction for the product price is independent on the 

Entity shops elegant environment 
Reject Ho  

31.4 

Ho: The overall satisfaction for the staff service is independent on the 

Entity shops elegant environment 
Reject Ho  

3.1.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the entity shops elegant environment 
Reject Ho  

3.1.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

entity shops elegant environment 
Reject Ho  

3.2.1 

Ho: The overall satisfaction for the product location is independent on the 

staff clean attire  
Reject Ho  

3.2.2 

Ho: The overall satisfaction for the product quality is independent on the 

staff clean attire  
Reject Ho  

3.2.3 

Ho: The overall satisfaction for the product price is independent on the staff 

clean attire  
Reject Ho  

3.2.4 

Ho: The overall satisfaction for the staff service is independent on the staff 

clean attire  
Reject Ho  

3.2.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the staff clean attire  
Reject Ho  

3.2.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

staff clean attire  
Reject Ho  

3.3.1 

Ho: The overall satisfaction for the product location is independent on the 

ensure the product quality 
Reject Ho  

3.3.2 

Ho: The overall satisfaction for the product quality is independent on the 

ensure the product quality 
Reject Ho  

3.3.3 

Ho: The overall satisfaction for the product price is independent on the 

ensure the product quality 
Reject Ho  

3.3.4 

Ho: The overall satisfaction for the staff service is independent on the 

ensure the product quality 
Reject Ho  
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3.3.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the ensure the product quality 
Reject Ho  

3.3.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

ensure the product quality 
Reject Ho  

3.4.1 

Ho: The overall satisfaction for the product location is independent on the 

zero interest purchase 
Reject Ho  

3.4.2 

Ho: The overall satisfaction for the product quality is independent on the 

zero interest purchase 
Reject Ho  

3.4.3 

Ho: The overall satisfaction for the product price is independent on the zero 

interest purchase 
Reject Ho  

3.4.4 

Ho: The overall satisfaction for the staff service is independent on the zero  

interest purchase 
Reject Ho  

3.4.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the zero interest purchase 
Reject Ho  

3.4.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

zero interest purchase 
Reject Ho  

3.5.1 

Ho: The overall satisfaction for the product location is independent on the 

overall satisfaction with the service quality  
Reject Ho  

3.5.2 

Ho: The overall satisfaction for the product quality is independent on the 

overall satisfaction with the service quality  
Reject Ho  

3.5.3 

Ho: The overall satisfaction for the product price is independent on the 

overall satisfaction with the service quality  
Reject Ho  

3.5.4 

Ho: The overall satisfaction for the staff service is independent on the 

overall satisfaction with the service quality  
Reject Ho  

3.5.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the overall satisfaction with the service quality  
Reject Ho  

3.5.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

overall satisfaction with the service quality 
Reject Ho  

3.6.1 

Ho: The overall satisfaction for the product location is independent on the 

staff is willing to provide service  
Reduce Ho  

3.6.2 

Ho: The overall satisfaction for the product quality is independent on the 

staff is willing to provide service  
Reject Ho  

3.6.3 

Ho: The overall satisfaction for the product price is independent on the staff 

is willing to provide service 
Reject Ho  

3.6.4 

Ho: The overall satisfaction for the staff service is independent on the staff 

is willing to provide service 
Reject Ho  

3.6.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the staff is willing to provide service 
Reject Ho  
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3.6.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

staff is willing to provide service  
Reduce Ho  

3.7.1 

Ho: The overall satisfaction for the product location is independent on the 

staff good service attitude 
Reduce Ho  

3.7.2 

Ho: The overall satisfaction for the product quality is independent on the 

staff good service attitude 
Reduce Ho  

3.7.3 

Ho: The overall satisfaction for the product price is independent on the staff 

good service attitude 
Reduce Ho  

3.7.4 

Ho: The overall satisfaction for the staff service is independent on the staff 

good service attitude 
Reduce Ho  

3.7.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the staff good service attitude 
Reduce Ho  

3.7.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

staff good service attitude 
Reject Ho  

3.8.1 

Ho: The overall satisfaction for the product location is independent on the 

staff check correct and efficient 
Reject Ho  

3.8.2 

Ho: The overall satisfaction for the product quality is independent on the 

staff check correct and efficient 
Reject Ho  

3.8.3 

Ho: The overall satisfaction for the product price is independent on the staff 

check correct and efficient  
Reject Ho  

3.8.4 

Ho: The overall satisfaction for the staff service is independent on the staff 

check correct and efficient  
Reject Ho  

3.8.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the staff check correct and efficient 
Reject Ho  

3.8.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

staff check correct and efficient 
Reject Ho  

3.9.1 

Ho: The overall satisfaction for the product location is independent on the 

personalized service  
Reject Ho  

3.9.2 

Ho: The overall satisfaction for the product quality is independent on the 

personalized service  
Reject Ho  

3.9.3 

Ho: The overall satisfaction for the product price is independent on the 

personalized service  
Reject Ho  

3.9.4 

Ho: The overall satisfaction for the staff service is independent on the 

personalized service  
Reject Ho  

3.9.5 

Ho: The overall satisfaction for the purchase environment is independent on 

the personalized service  
Reject Ho  

3.9.6 

Ho: The overall satisfaction for the promotion activ ity is independent on the 

personalized service  
Reject Ho  
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3.10.1 Ho: Customer satisfaction is independent on the reasonable business hours Reject Ho  

3.11.1 

Ho: Customer satisfaction is independent on the concerned about customer 

and provides convenient service 
Reject Ho  

4.1.1 

Ho: Customer loyalty is independent on the overall satisfaction for the 

product location 
Reject Ho  

4.1.2 

Ho: Customer loyalty is  independent on the overall satisfaction for the 

product quality 
Reject Ho  

4.1.3 

Ho: Customer loyalty is independent on the overall satisfaction for the 

product price 
Reject Ho  

4.1.4 

Ho: Customer loyalty is independent on the overall satisfaction for the staff 

service 
Reject Ho  

4.1.5 

Ho: Customer loyalty is independent on the overall satisfaction for the 

purchase environment 
Reject Ho  

4.1.6 

Ho: Customer loyalty is independent on the overall satisfaction for the 

promotion activ ity 
Reject Ho  
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APPENDICES C: QUESTIONNAIRE (English Version) 

This is the questionnaire for thesis. Title is” Study the relationship between marketing 

mix, service quality, customer satisfaction and customer loyalty in Smart phone 

market”, which is submitted to a graduate school in partial fulfillment of the 

requirements for the degree of master in International Business Management from 

The University of the Thai Chamber of Commerce( UTCC).  

This questionnaire aims to find out the customer’s attitude for Smart phone, especially 

from marketing mix, service quality, customer satisfaction and customer loyalty. The 

results from this questionnaire will be a guideline to help Smart phone enterprise 

attract more loyal customers and Improve the Smart phone service for customers. 

Please feel free to answer the questions below.  

I personally express my sincere thanks to your assistance and kind cooperation.  

 

The Smart phone brand that you are using now 

 

 □Samsung         □Apple     □Huawei     □LG  
 □Lenovo        □Others  
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Part 1: General Information  
Please check (√) by filling in the blank of each items of questionnaire below 

1. Gender   

□ Male             □ Female  

  

2. Age   

□ Less than 20-years-old       □ 21-30     

□ 31-40                        □ Over 41  

  

3. Nationality  

□ Thai                 □ others (Please specify) ___________  

 

4. Highest level of education  

□ High School    □ Bachelor     □ Master     □ Doctor  

 

5. Please indicate one category that best description of your occupation.  

    □ Student              □ Owner of business   
 □ Employee in private company     □ Government’s employee  

     □ Unemployed or Retired       □ others (Please specify) ___________ 

 

6. Income/month (Baht)   

□ Less than 10,000       □ 10,001-20,000    

□ 20,001-30,000             □ 30,001-40,000 

□ More than 40,001  
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Part 2: Marketing Mix 

7. How important of marketing mix factors of your smartphone? Please follow 

your real feeling to fill the blank by (√) 

 

 Very 

unimportant 

 

Unimportant 

 

Neutral 

 

Important 

 

Very 

important 

 

□ Product  

Smart phone Design      

Smart phone Quality      

Smart phone Brand       

□ Price 

The smart phone price is 

reasonable 

     

Value of the smartphone 

(good price with good 

quality) 

     

□ Place  

On-line       

Off-line      

Mail-order      

Telephone      

□ Promotion 

Advertisement      

Image promotion      

Gift      

Reduce price       

□ People  

Staff Attitude      

Staff is reliability      

Staff is responsible      

Communicat ion between 

customer and staff 

     

□ Process 

Process of purchase 

smart phone( buy and 

pay) 
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Professional service to 

customer 

     

□ Physical Evidence  

Facilit ies of stores      

Stores Environment      

 

Part 3: Service quality     

8. How satisfied of service quality of your smartphone? Please use the (√) to fill 

the blank  

 

                    Very dissatisfied   Dissatisfied   Acceptable   Sat isfied   Very satisfied  

 

 

Tangibles 

 

Entity shop’s elegant 

environment 

     

Staff clean attire  
     

 

 

Reliab ility 

 

 

Ensure the product quality 
     

Zero interest purchase 
     

Overall satisfaction with the 

service quality 

     

Overall satisfaction with the 

service quality 

     

 

Responsiveness 

 

Staff is willing  to provide 

service 

     

Staff’s good service attitude 
     

 

Assurance 

 

Staff check correct and 

efficient 
     

 

 

 

Empathy 

 

Staff service different 

customers with personalized 

service 

     

Reasonable arrangement on 

business hours 

     

Concerned about the 

customer and provide 

convenient service 

     



 165 

Part 4: Customer satisfaction 

9. How satisfied of your own satisfaction about your smartphone? Please accord 

to your real feeling to select the level of your own satisfaction in (√ )  

 

                     Very dissatisfied   Dissatisfied   Acceptable   Satisfied   Very satisfied  

The overall satisfaction for the product 

location 

     

The overall satisfaction for 

the product quality 

     

The overall satisfaction for the product 

price 

     

The overall satisfaction for the staff 

service 

     

The overall satisfaction for the purchase 

environment 

     

The overall satisfaction for the promotion 

activity 

     

 

Part 5: Customer loyalty  

10. How important of customer loyalty factors in your smartphone? Please use (√) 

to select your real feeling 

 

                       Very unimportant  Unimportant  Neutral  Important  Very Important  

The corporate image of the products is 

the reason why I chose to shopping 

again 

     

The corporate has a great relat ionship 

with its customer 

     

A good corporate product 

performance 

     

The corporate performs a great service 
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Part 6: Additional Information from the respondents 

11. Please describe or explain (in detail) your satisfaction, dissatisfaction, 

suggestion and/or comment on quality of any service: 

_____________________________________________________________________

_____________________________________________________________________ 
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QUESTIONNAIRE (Thai Version) 

น่ีคือแบบสอบถามวิทยานิพนธ์ในหัวข้อ การศึกษาความสมัพนัธ์ระหวา่งสว่นประสม

ทางการตลาด คณุภาพการบริการ ความพึงพอใจของลูกค้า และตอ่ความซ่ือสตัยท่ี์ใน

ตลาดสมาร์ทโฟน ซ่ึงเป็นไปตามการส าเร็จการศึกษาเป็นสว่นหน่ึงเพ่ือให้บรรลุเป้าหมาย

ตามความประสงคข์องระดับปริญญาโท สาขาการจดัการธุรกจิระหวา่งประเทศ  

มหาวิทยาลัยหอการค้าไทย 

แบบสอบถามน้ีมีเป้าหมายเพ่ือค้นควา้ทัศนคติของลูกค้าตอ่สมาร์ทโฟน โดยเฉพาะ

สว่นประสมทางการตลาด คณุภาพการบริการความพึงพอใจของลูกค้าท่ีสง่ผลกระทบ

ตอ่ความซ่ือสตัยใ์นตลาดสมาร์ทโฟน ผลของการค้นควา้น้ีจะน าไปสูก่ารชว่ยเหลือ

องค์กรท่ีเกี่ยวข้องกบัสมาร์ทโฟนให้ดูนา่สนใจมากกวา่เดิม เพ่ิมความซ่ือสตัยข์องลูกค้า

สมาร์ทโฟนมากกวา่เดิม และการพฒันาการบริการของสมาร์โฟนตอ่ลูกคา้ 

กรุณาตอบค าถามแบบสอบถามดา้นลา่ง 

ข้าพเจ้าขอขอบคณุอยา่งสุดซ้ึงส าหรับความรว่มมือของทา่น 

 

คุณก ำลังใช้สมำร์ทโฟนรุ่นใดอยู่ในขณะนี ้  

□ซัมซุง   □แอปเป้ิล     □ฮว๋ำเหวย    □แอลจี     □เลนโนโว   

□ อ่ืนๆ (กรุณำระบุ) _________ 
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Part 1:  ข้อมูลทัว่ไป 

กรุณาใสเ่คร่ืองหมาย (√)  ตามแบบสอบถามดา้นลา่ง  

1. เพศ 

□ เพศชาย              □ เพศหญิง 

 

2. อายุ 

□ น้อยกวา่ 20 ปี     □ 21-30 ปี    □  31-40  ปี     

□ มากกวา่ 41 ปี 

 

3. สัญชาติ 

□ ไทย          □ อ่ืนๆ  (กรุณาระบุ) ___________ 

 

4. ระดบัการศึกษาสูงสุด 

□ มธัยม    □ ปริญญาตรี     □ ปริญญาโท     □ ปริญญาเอก 

 

5.  กรุณาระบุประเภทอาชีพของคุณ  

□ นักเรียนนักศึกษา       □ เจา้ของธุรกิจ   □ พนักงานบริษทัเอกชน 

□ พนักงานของรัฐ          □ ผูท่ี้วา่งงานหรือเกษียนอายุแลว้    

□ อ่ืนๆ (กรุณาระบุ) _________ 

 

6. รายไดต้อ่เดือน （บาท） 

□ น้อยกวา่  10, 000             □ 10,001-20,000    

□ 20,001-30,000  □ 30,001-40,000     □ มากกวา่  40, 001 
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Part 2: ส่วนประสมทำงกำรตลำด 

7. ปัจจยัส่วนประสมทางการตลาดส าคญัแคไ่หนตอ่สมาร์ทโฟนของคณุ กรุณาใสเ่คร่ืองหมาย 

(√) ลงในชอ่งวา่งตามความรู้สึกท่ีเ ป็นจริงของคุณ     

  

 ไม่ส าคญัเลย ไม่ส าคญั เฉย  ๆ ส าคญั  ส าคญัมาก 

□ สินค้ำ 

สกัษณะสมาร์ทโฟน      

คณุภาพ      

ยี่ห้อของสมาร์ทโฟน      

□ รำคำ 

เหตผุลทางดา้นราคาของสมาร์ทโฟน      

ความคุม้คา่กบัคณุภาพทีดี่      

□ ช่องทำงจัดจ ำหน่ำย  

ตลาดออนไลน์      

หาซือ้โดยตรง       

สัง่ซือ้ทางอีเมล์      

การโทรศพัท์      

□ โปรโมช่ัน 

การโฆษณา      

การโปรโมช ัน่       

ของแถม      

การลดราคา      
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□ บคุลำกร 

ทา่ทางของพนักงานขาย      

ความน่าเชือ่ถือของพนักงานขาย      

ความรบัผิดชอบของพนักงานขาย      

การส่ือสารระหวา่งลูกคา้กบัผูข้าย      

 

□ ลักษณะทำงกำยภำพ 

ส่ิงอ านวยความในรา้นคา้      

สภาพแวดล้อมภายในรา้น      

 

Part 3: คุณภำพของกำรบริกำร 

8. พึงพอใจแคไ่หนกบัคุณภาพการให้บริการตอ่สมาร์ทโฟนของคณุ กรุณาใสเ่คร่ืองหมาย 

(√) ลงในชอ่งวา่งตามความรู้สึกท่ีเ ป็นจริงของคุณ  

□ กระบวนกำร 

กระบวนการซื้อมีความสะดวก 

มีความชดัเจนในการจ่ายช  าระเงิน 

     

ความป็นมืออาชพีในการบริการลูกคา้       
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  ไม่

พอใจ

มาก  

ไม่พอใจ  ยอมรบั

ได ้   

พอใจ  พอใจ

มาก     

 

การตอบรบั  

ตอบสนอง  

พนักงานมีความยินดีทีจ่ะ

ให้บริการ 

         

พนักงานมีทา่ททีีดี่ตอ่การ

ให้บริการ  

        

  ไม่พอใจ

มาก  

ไม่

พอใจ  

ยอมรบั

ได ้   

พอใจ  พอใจ

มาก     

 

 

ทางกายภาพ 

สภาพแวดล้อมเอกลกัษณ์ที่

สวยงามของรา้นคา้  

        

การแตง่กายของพนักงานสะอาด

เรียบรอ้ย 

         

 

 

ความน่าเชือ่ถือ 

มีความมัน่ใจในคณุภาพของ

สินคา้ 

     

ผอ่น 0%      

ความพึงพอใจ  โดยรวมใน

คณุภาพของการให้บริการ 
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การประกนั

รบัรอง 

พนักงานตรวจเชค็สินคา้อย่าง

ถูกตอ้งและมีประสิทธิภาพ 

     

 

การเอาใจใส่ 

พนักงานให้การบริการเหมาะสม

ตามลกัษณะส่วนบุคคล 

     

ชว่งเวลาเปิดในการบริการมีความ

เหมาะสม 

     

ความกระตือรือรน้ในการบริการ

อ านวยความสะดวกให้กบัลูกคา้ 

     

 

Part 4: ควำมพงึพอใจของลูกค้ำ 

9. ตวัคณุเองมคีวามพึงพอใจแคไ่หนตอ่สมาร์ทโฟนของคณุ กรุณาใสเ่คร่ืองหมาย (√) ลงใน

ชอ่งวา่งตามความรู้สึกท่ีเป็นจริงของคุณ  

 

 ไม่พอใจมาก ไม่พอใจ ยอมรบัได ้  พอใจ พอใจมาก    

ความพึงพอใจโดยรวมส าหรบั

แหล่งจ าหน่ายสินคา้ 

     

ความพึงพอใจโดยรวมของคณุภาพ

สินคา้ 

     

ความพึงพอใจโดยรวมของราคา

สินคา้ 
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ความพึงพอใจโดยรวมของการ

ให้บริการของพนักงาน 

     

ความพึงพอใจโดยรวมของ

สภาพแวดล้อมในการจัดซื้อสินคา้ 

     

ความพึงพอใจโดยรวมของกจิกรรม

ส่งเสริมการขาย 

     

 

Part 5: ลูกค้ำประจ ำ  

10. ปัจจยัดา้นความซ่ือสัตย์ของลูกคา้มคีวามส าคญัแคไ่หนตอ่สมาร์ทโฟนของคณุ กรุณาใส่

เคร่ืองหมาย (√) ลงในชอ่งวา่งตามความรู้สึกท่ีเป็นจริงของคุณ  

 

 ไม่ส าคญั

เลย 

ไม่

ส าคญั  

เฉย  ๆ ส าคญั  ส าคญัมาก 

ภาพลกัษณ์ที่ดีของสินคา้ที ่ จึงท  าให้ฉนัเลือก

กลบัมาใชบ้ริการอีกครั้ง  

     

บริษทัให้ความร่วมมือและความสมัพนัธ์ทีดี่กบั

ลูกคา้  

     

ประสิทธิภาพสินคา้ของบริษัทดีเยี่ยม      

บริษทัให้บริการที่ดีเยี่ยม       

 

Part 6: ข้อมูลเพิม่เติมจำกผู้ตอบแบบสอบถำม  

 โปรดอธิบายความพึงพอใจของคณุความไมพ่อใจค าแนะน า หรือขอ้คิดเห็นเพิ่มเติมในคุณภาพของ
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การให้บริการ : 

______________________________________________________________________________

______________________________________________________________________________

______________________________________________________________________________  


