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Abstract

The purpose of this research was to study the marketing mix of customer’s view and satisfaction in service
quality that influenced decision process of Nevada cinema Ubon Ratchathani province. The sample consisted of 400
customers. The sample of this research was calculated by using Taro Yamane formula where the reliability level is at
95% and error is at £5%. The research instrument was a questionnaire. The statistic were linear regression analysis
and multiple regression analysis for proving the mediation variable. The results of this research revealed that the
marketing mix of customer’s view and satisfaction in service quality have statistically and significantly influenced
decision process of Nevada cinema Ubon Ratchathani province at 0.05 level. Eventually, satisfaction in service

quality was able to be partial mediator variable.

Keywords: marketing mix, customer’s view, service quality, decision process, cinema
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