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Department of Management, Faculty of Business Administration, Ramkhamhaeng
University, Songkhla Regional Campus in Honour of His Majesty the King.
Email: 6724104437@rumail.ru.ac.th

ABSTRACT

This research aimed to: (1) examine the service usage behavior of customers of small salon businesses in Hat Yai
Municipality, Songkhla Province; (2) study the service quality of small salon businesses in Hat Yai Municipality,
Songkhla Province, as perceived by customers; (3) investigate customer relationship management (CRM) of small
salon businesses in Hat Yai Municipality, Songkhla Province, based on customers’ opinions; (4) examine customer
satisfaction with small salon businesses in Hat Yai Municipality, Songkhla Province; and (5) analyze the effects of
service quality and customer relationship management on customer satisfaction with small salon businesses in Hat Yai
Municipality, Songkhla Province. The sample consisted of 400 customers of small salon businesses in Songkhla
Province. A questionnaire was used as the data collection instrument. The data were analyzed using descriptive
statistics, including percentage, mean, and standard deviation, as well as inferential statistics through multiple
regression analysis. The research findings revealed that: (1) The overall perceived level of service quality of small
salon businesses in Hat Yai Municipality, Songkhla Province was high, with a mean of 4.11 and a standard deviation
of 0.859. (2) The overall perceived level of customer relationship management and service of small salon businesses
in Hat Yai Municipality, Songkhla Province was high, with a mean of 4.13 and a standard deviation of 0.847. (3) The
overall level of customer decision to use small salon services in Hat Yai Municipality, Songkhla Province was high,
with a mean of 4.10 and a standard deviation of 0.857. (4) The inferential analysis indicated that service quality
significantly influenced customer satisfaction in all aspects, and customer relationship management also significantly
influenced customer satisfaction with small salon businesses in Hat Yai Municipality, Songkhla Province at the 0.05
level of significance. (5) The hypothesis testing results showed that both service quality and customer relationship
management were statistically significant (sig. < 0.05; hypothesis accepted). Customer relationship management (R?

= 86.9%) had a slightly greater influence on customer satisfaction than service quality (R? = 81.1%).

Keywords : Service Quality; Customer Relationship Management; Service Satisfaction; Small Salon Businesses in

Hat Yai Municipality
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This research aimed to: (1) examine the service usage behavior of customers of small salon businesses in Hat Yai
Municipality, Songkhla Province; (2) study the service quality of small salon businesses in Hat Yai Municipality,
Songkhla Province, as perceived by customers; (3) investigate customer relationship management (CRM) of small
salon businesses in Hat Yai Municipality, Songkhla Province, based on customers’ opinions; (4) examine customer
satisfaction with small salon businesses in Hat Yai Municipality, Songkhla Province; and (5) analyze the effects of
service quality and customer relationship management on customer satisfaction with small salon businesses in Hat Yai
Municipality, Songkhla Province. The sample consisted of 400 customers of small salon businesses in Songkhla
Province. A questionnaire was used as the data collection instrument. The data were analyzed using descriptive
statistics, including percentage, mean, and standard deviation, as well as inferential statistics through multiple
regression analysis. The research findings revealed that: (1) The overall perceived level of service quality of small
salon businesses in Hat Yai Municipality, Songkhla Province was high, with a mean of 4.11 and a standard deviation
0f 0.859. (2) The overall perceived level of customer relationship management and service of small salon businesses
in Hat Yai Municipality, Songkhla Province was high, with a mean of 4.13 and a standard deviation of 0.847. (3) The
overall level of customer decision to use small salon services in Hat Yai Municipality, Songkhla Province was high,
with a mean of 4.10 and a standard deviation of 0.857. (4) The inferential analysis indicated that service quality
significantly influenced customer satisfaction in all aspects, and customer relationship management also significantly
influenced customer satisfaction with small salon businesses in Hat Yai Municipality, Songkhla Province at the 0.05
level of significance. (5) The hypothesis testing results showed that both service quality and customer relationship
management were statistically significant (sig. < 0.05; hypothesis accepted). Customer relationship management

(R?=86.9%) had a slightly greater influence on customer satisfaction than service quality (R? = 81.1%).

Keywords : Service Quality; Customer Relationship Management; Service Satisfaction; Small Salon Businesses in

Hat Yai Municipality



