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ABSTRACT
The objectives of this study were: (1) examine the demographic characteristics of users
of village water supply systems in Nasai Subdistrict, Mueang District, Nakhon Si
Thammarat Province; (2) investigate the level of satisfaction toward the service marketing
mix factors of village water supply users; and (3) analyze the factors affecting the
satisfaction level of water supply users in the study area. A questionnaire was employed
as the data collection instrument, and data were collected from a sample of 376
respondents. The data were analyzed using descriptive statistics, difference tests, and
multiple regression analysis.
The results revealed that the overall level of satisfaction toward the village water supply
system was at a high level. In terms of service quality based on the conceptual framework,
responsiveness and empathy were identified as the most influential factors affecting
consumer satisfaction. Among these, responsiveness received the highest mean score of
4.25
Hypothesis testing indicated that demographic factors—namely gender, average monthly
household income, household size, and length of residence in the area—significantly
influenced differences in satisfaction levels among water supply users. Furthermore,
causal analysis demonstrated that service quality had a statistically significant effect on
consumer satisfaction and was able to explain 51.9 percent of the variance in satisfaction.
Similarly, the service marketing mix also had a statistically significant impact and
accounted for 49.8 percent of the variance in satisfaction.
The findings suggest that agencies responsible for managing village water supply systems
should place greater emphasis on improving service quality, particularly in terms of
responsiveness and empathy toward water users, alongside effective management of
service marketing mix elements. Such efforts would contribute to enhancing satisfaction
and building long-term confidence among village water supply users in the study area in
a sustainable manner.
Keywords: consumer satisfaction, demographic factors, service quality, village water

supply, village water supply users
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