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Abstract

The research has objectives that are (1) to determine the level of customer satisfaction of
house project in Pluakdaeng district, Rayong province. (2) to.compare the level of customer
satisfaction by gender, age, marital status, education, occupation, and income, and (3) to examine
the influence of marketing strategy on customer satisfaction. ‘Samples were 400 customers of
single house project in Pluakdaeng district, Rayong province. Questionnaires were distributed for
data collection. Statistics for data analysis were frequency, percentage, average mean, and
standard deviation. In hypothesis.testing, t-test and one-way analysis of variance were employed
to test mean difference between independent variables. Multiple regression was used to test the
effect size between variables.

The result of this research showed that (1) the level of customer satisfaction of house project in
Pluakdaeng district, Rayong < province was high (X =3.91, SD = 0.54) (2) the level of customer
satisfaction of house project in Pluakdaeng district, Rayong province was different due to demographic
factors in terms of gender. That is, males (X =3.95, SD = 0.52 ) were more satisfied than females (X
=3.86, SD = 0.55). In terms of marital status, it was found that widows (X = 4.13, SD = 0.44 ) were
more satisfied than single respondents ( X = 3.80, SD = 0.47 ). For education, the respondents who held
bachelor’s degree (X = 4.01, SD = 0.54) were more satisfied than those who hold diploma (X = 3.76,
SD = 047) and (3) marketing mix factors that affect the overall satisfaction of house project in

Pluakdaeng district were products (ﬂ =0.33, p= 0.00), followed by process (,B =0.30 , p=0.00), and

price (ﬂ =0.23, p = 0.00), respectively.



