A 14 aouA 2 (nsnAu - suxAU 2565)
Volume 14 Number 2 (July - December 2022)

21sans ssMUSHAU
Business Review 311

Uadenagnsnisnmsnaianidnswadealnunanalalunisldusnis:
nsfiAnwanaunssuludludminvauniu
The Impact of Marketing Strategic Factors on Service Satisfaction:

A Case Study of MICE Industry at Khon Kaen Province

FUNT NANVILAYIGT WAZLIUNUT 2AITTU
ALATYZAIANT UHINYISIVOULNY
123 sivaluiies sneiiles J9winvauway 40002
Ronnakron Kitipacharadechatron and Mantana Wongwan
Faculty of Economics, Khon Kaen University
123 Nai-mueang, Mueang, Khon Kaen, 40002

Email : ronnakron.ki@kkumail.com

UNAnge
neideadaddudunisneldinguszasiifieAnuvidninavesiiadonagnsnisnisnainse
Aufisnalavesldusnislugnaivnssuludludwinveuunu IneUssgndlduuudiasslasasng
AuLUsUTIY hnafununadeyamiufiuanglduinsiedu 400 ey ddldnisduuuunim
agaanlumsdndiangudiedns nan1sfinwinuin Jadesumenmuazdadesiueains Wunagns
namsmaneisiunumadgeniianelavesliuinng daunde Jedesugomnanisdadming
waztladoinunszuiuns Mdunagnsmnsmanededunumsesasindennufianslovelduinig

[ o o v

gavneds Yadesunisdauasunmsnann Jadeaundndioe uwasdadeniusin Adunumddyesan

o w aa

reaianalaveslduing egriifudAgymeada

AdAgy : Uadenagnsnanisaain mnuiisnela assadennuwsusiu

q

Abstract

This paper was undertaken to study the impact of marketing strategic factors on consumer'
satisfaction by employing the covariance structure model. The data was collected from 400 Khon
Kaen-MICE’s customers with convenience sampling. The result reveals that the “physical factors”
and “people factor” were playing an important role in customer satisfaction. Besides, the “place

factors” and “process factors” were playing a subordinate role to customer satisfaction. In
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addition, the “promotion factors” “product factors” and “price factors” were playing a minor role

in customer service satisfaction significantly.
Keywords : Marketing Strategic Factors, Satisfaction, Covariance Structure Model
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Loading  Std. Err. t R? P, P, Alpha

Amslaseass (Overall) 0918 0.890 0.550 0.952
AuRARS e (Product) 0.703 0028 2510 0.495 0.848
AUT1A (Price) 0.428 0043 992 0.183 0.816
AULDIVINITININUNY (Place) 0.780 0.022  34.67 0.608 0.884
PUNITANESNNITIAIN (Promotion) 0.731 0028 2586 0.534 0.866
AUYAAINS (People) 0.792 0022  36.02 0627 0.881
AIUNTEUIUNTST (Process) 0.777 0023 3396 0604 0.851
AUNEAIN (Physical) 0.881 0017 5244 0.776 0.880

Product Price Place Promotion People Process Physical
75 7.1 7.1 53 75 7.4 8.1
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