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Abstract: Customer satisfaction is one of the best key predictors of future 
organization in informing loyalty and willingness of distributing positive 
publicity. To increase higher brand values through customers, business 
basically need an improvement of all critical activities. This paper aimed to 
assess and compare the bill payers’ satisfaction levels toward marketing mix 
factors (7Ps) in paying electricity bills at PEA and other payment service 
counters in Chonburi. Data were collected from 411 respondents who have 
been serviced by both Provincial Electricity Authority (PEA) and other 
service counters, with 822 returned surveys distributed every city in 
Chonburi. By using descriptive and frequency statistics, the findings 
presented most of the respondents perceived that they were more satisfied 
when receiving services with other service counters rather than at PEA 
counters. To advice PEA services to increase of its business opportunities, 
and improve managerial implications, PEA counters could develop the 
services to employ their optimal performance, for example, the information 
announcement which could help giving the information in terms of firm’s 
products and services and advices of a paying process. For the international 
service marketing implications, satisfaction could represent distinctive or 
competitive advantages for its services.  

 
Keywords: Marketing mix (7Ps), PEA, Satisfaction, Service marketing  
 

 
 
1. Introduction 
 
In Thailand, Provincial Electricity Authority (PEA) is considered as utilities and maintained as 
a state enterprise organization. Provincial Electricity Authority considers the well-being of the 
people is significant. However, the operation should be profitable enough to feed themselves 
and can extend the business to people who have not used electricity also. PEA restructured its 
organizational strategies and structures line with updated situations. The goals of PEA were to 
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rearrange and develop its firm as the Electric Utility of the future by applying innovation 
development. Several academic papers studied on traditional marketing mix (4Ps) for decades, 
then attempting to emerge to service marketing mix (7Ps). Marketing strategies take an 
important role for service industries in order to gain cost efficiency, risk sharing and 
competitive advantages. Although PEA is the only electricity producers for many provinces 
including Chonburi, PEA is ultimately responsible to the satisfaction of the public. To fulfill 
the responsibility, developing its services is needed to allow the public to assure itself that PEA 
exercises its services with the public’s better satisfaction. Consequently, this study would like 
to apply the concept of service marketing mix (7Ps) along with the adaptation for service 
marketing by distributing the surveys through people who were receiving payment services 
between at PEA counters and at payment service agency.  
 
2. Research Objectives 
 
(1) To compare the customers’ satisfaction level through service marketing mix (7Ps) factors 
in paying electricity bills at PEA counters and at other payment service counters, and  
(2) To suggest PEA and other service counters’ opportunities and managerial implications. The 
benefits of this study are to help PEA and other payment service counters employ their optimal 
performance. 
 
3. Literature Review 
 
3.1 Marketing Mix of Supply of Electricity Payment Services 
 
McCarthy's 4Ps mix has increasingly come under attack with the result that different marketing 
mixes have been put forward for different marketing contexts. Services marketing theorists 
have taken great pains to distinguish services marketing from product marketing. A major 
portion of this effort has focused on rethinking the marketing mix and showing how it is 
different for services. By demonstrating that the marketing of services requires different 
decisions than goods marketing requires, these thinkers present services marketing as a unique 
and distinct type of marketing. The services marketing mix differs chiefly from the 4Ps by the 
addition of three new decision responsibilities that must be integrated to form a coherent and 
effective services marketing mix. By adding people, physical assets, and process to the 
marketing mix forming the 7Ps services. 
 
Marketing theorists staked out a new field of management theory and practice separate from 
the marketing of tangible goods (Goldsmith, 1999; Lovelock, 1996). This conceptual advance 
has, in turn, caused a re-evaluation of traditional marketing management thought by obscuring 
the boundary between goods and services, forcing the realization that many products consist of 
elements of both tangible goods and intangible services (Goldsmith, 1999). It contends that the 
numerous and ad hoc conceptualizations undermine the concept of the marketing mix and 
proposes that Booms and Bitner's (1981) 7Ps mix for services be extended to other areas of 
marketing. Mohammed and Pervaiz (1995) show how the 7Ps framework can be applied to 



  
 

 

 
 

3 
 
 

The 5th TICC International Conference 2020 
in Multidisciplinary Research Towards a Sustainable Society 

November 26th – 27th, 2020, Khon Kaen, Thailand 

consumer goods and reports the results of a survey of UK and European marketing academics 
which suggest that there is a high degree of dissatisfaction with 4Ps. It also suggests that the 
7Ps framework has already achieved a high degree of acceptance as a generic 
 
According to Booms and Bitner (1981) describe that marketing management is the concept of 
the marketing mix. The marketing mix is not a theory of management that has been derived 
from scientific analysis, but a conceptual framework which highlights the principal decisions 
that marketing managers make in configuring their offerings to suit customers’ needs. Booms 
and Bitner (1981) defined 7Ps of the marketing mix as follow: Product, Price, Place, 
Promotion, People, Process, and Physical Evidence.  
 
However, the concept of 7Cs in marketing mix is better explained the decision making of 
behavior of services’ customers in the markets (Moharana, 2013), while 7Ps concept is applied 
to explain the decision making by the service providers or producers (Rafiq and Ahmed, 1995). 
Therefore, the knowledge from service recipients and users is crucial as it can shape the 
combination of 7Ps applied and used by service providers or producers.  
  
Product and Customers’ Wants/Needs  
 
Product can be tangible or intangible things that are offered to the market consumption (Kotler, 
2000), while customers’ wants and needs explain the service producers can sell what someone 
wants to buy the service (7Cs). Provincial Electricity Authority (PEA) decided what to offer 
people first, and then hope to find a market for it afterwards. The success of PEA was to find 
out what customers need or want and then develop the right product with the right level of 
quality to meet their expectations, both now and in the future. The product and services that 
PEA launched at the current time are to provide the electricity and attempt to reduce the 
mistakes, also the e-service including e-pay, another option for people (Provincial Electricity 
Authority, 2018).  
 
Price and Cost  
 
Provincial Electricity Authority (2018) claimed that a product is only worth what customers 
are prepared to pay for, while the price includes time and energy to find the right service which 
is the cost of customers (7Cs). The price needs to be competitive, but this does not mean PEA 
has to be the cheapest in your market, even PEA is the only one market player. When 
considering the price of electricity, it’s important to look at it from the customer’s perspective. 
 
Place and Convenience  
 
Hashim and Hamzah (2014) cited about the place and time of service distribution of physical 
and non-physical channels that people can connect to the organizations, whereas convenience 
is recognizing customers’ options to pay in ways of convenience to them. According to this 
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study of satisfaction levels toward how the respondents pay for the electricity through different 
sites, this factor is emphasized on the organization activities, especially for bill payments.  
 
Promotion and Communication 
 
Santouridis and Kyritsi (2014) suggested for the service industry that it could not be possible 
to success if the organization uses the conventional promotion tools because of a heavy 
promotional budget (Aaker and Jacobson, 1994) to communicate with customers to receive 
feedback and other communications (7Cs). Therefore, the promotional activities such as event 
management, corporate identity programs, or public relations should be added effectively and 
potentially.  
 
People and Competence Courtesy 
 
The performance of the service firms whether it is good can be relied on their people 
(Kushwaha and Agrawal, 2015) to influence the customers’ perceptions by customers’ 
consideration and reflecting their requirements on the service producers (7Cs). Many 
researches have been considered personal interactions which could be the main driver among 
the service dimensions of service quality items (Sheorey, Joshi and Kulkarni, 2014). Grönroos 
and Helle (2012) suggested that the employees of customer-oriented services are considered to 
how strong of customer-employee relationship, which are focused on interpersonal care, 
willingness to help, personal attention, and etc.  
 
Process and Coordination Continuity 
 
Amin, Yahya, Ismayatim, Nasharuddin and Kassim (2013) cited that processes can be 
described as an architecture of services. For a high-contact service industry, customers are an 
intimate part of the operation, then the process can become customers’ experiences (Helm and 
Gritsch, 2014). However, businesses have moved forward from offline to online through an 
electronic channel. So many of them applied their business to ‘e-’ in terms of services such as 
e-banking, e-logistics, and so on. For 7Cs in marketing mix, the coordination continuity can 
define the levels of service delivery in changing market conditions.  
 
Physical evidence and Comfortable Circumstance  
 
Physical evidence can be called as servicescape which is referred to an appearance of the 
service surrounding or style of service (Klaus and Maklan, 2012). Physical evidence should be 
well-managed by the organizations because it might affect consumers’ impressions and 
attitudes (Kranias and Bourlessa, 2013). It delivers any tangible goods facilitating the service 
performance and communication, while comfortable circumstance decision made by customers 
is essential (7Cs). 
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4. Research Methodology 
 
Based on the objectives of study in comparing people’s satisfaction levels toward their 
electricity bill payment between at Provincial Electricity Authority branches and other payment 
service counters. The samples were the people who paid electricity bills as usual at both PEA 
counters and payment service counters. The study was conducted at selected counters 
distributed in every city in Chonburi. All respondents were carefully asked to ensure that all 
for this study were who had the experiences in paying electricity bills at PEA counters and 
other service counters. A purposive sampling was adopted to select sampling unit. 
Questionnaires were used to collect data. Method of distributing questionnaires was a 
convenient population selection. The 411 samplings were selected with 822 questionnaires 
returned because each person needed to answer 2 questionnaires with different contents.  
 
The instrument used to collect data for this research is a questionnaire with questions of closed-
ended forms by divided structure of the questionnaire into 2 parts. The first part was asking the 
personal information of the respondents include gender, age, marital status, education level, 
occupation, in come per month by questions of closed-ended form. The second part was asking 
people’s satisfaction levels toward marketing mix (7Ps) of service at PEA counters. Another 
survey was similar but changing at part 2 into people’s satisfaction levels toward marketing 
mix (7Ps) of service at other service counters. In part 2, the respondents were asked to complete 
the questionnaire by rating on their satisfaction levels toward marketing mix factors (7Ps) of 
service at a 5-point scale Likert scale ranging from “Excellence” to “Improvement” where 
“Excellence” is 5 and “Improvement” is 1. 
 
5. Research Hypothesis 
 
This paper has been done by distributing satisfaction survey on 822 data points from 411 
respondents consisting of 411 paying electricity bills at PEA counters (PEA) and 411 paying 
bills at service counters (SER). The main objectives are to compare the services provided by 
PEA and other service counters and suggest the service providers to develop their offerings. 
The study was categorized in 7 categories from 7Ps in marketing mix:  
 

A = The satisfaction level toward product and service 
B = The satisfaction level toward price and service charge 
C = The satisfaction level toward place of service provided 

 D = The satisfaction level toward promotion and public relation toward services 
 E = The satisfaction level toward people (employee provider) when receiving services 
 F = The satisfaction level toward process of service while receiving services 
 G = The satisfaction level toward physical evidence of services received 
 
The aims are to find aspects that are significantly different between PEA and SER. Since the 
data was collected in terms of 5-point Likert scale, a study was tested by a non-parametric test 
that is accurate with ordinal data to validate the hypothesis by using the descriptive sign-test. 
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                             𝐻  = No difference in median of the signed differences. 
                             𝐻  = Median of the signed differences is greater than zero. 
 
6. Results 
 
Data were analyzed by using SPSS with a significant level at 0.05. Descriptive statistics of 
frequency and percent were described demographic profile. Questions on demographic aspects 
such as gender, age, marital status, educational background, occupation, income, experience in 
the Internet use, and frequency of the Internet use were asked at the first section. The 
demographic data was shown in Table 1. 
 
Table 1 Sample description (N=411) 
 
Variables  N (411) Percent 
Gender Male  187 45.50 
 Female  224 54.50 
    
Age 20 and below 29 7.10 
 21-30 145 35.30 
 31-40 130 31.60 
 41-50 79 19.20 
 51 and over 28 6.80 
    
Marital Status Married 168 40.90 
 Unmarried 243 59.10 
    
Educational Background High school 32 7.80 
 Undergraduate 256 62.30 
 Postgraduate 123 29.90 
    
Occupation Student/college student 106 25.80 
 Government/state-enterprise 

officer 
83 20.20 

 Company employee 101 24.60 
 Business owner 94 22.90 
 Others 27 6.60 
    
Income/month (Baht) Below 10,000 85 20.70 
 10,001-20,000 84 20.40 
 20,001-30,000 112 27.30 
 30,001-40,000 76 18.50 
 40,001 and over  54 13.10 
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From 411 samplings with 822 returned questionnaires, results of demographic data showed in 
Table 1 that 411 valid responses were used for empirical analysis. The respondents were 
primarily female (54.50 percent), age of between 21-30 years old was the majority (35.30 
percent), mostly unmarried (59.10 percent), undergraduate (62.30 percent), mostly student or 
college students (25.80 percent), and income between 20,001 and 30,000 Baht per month 
(27.30 percent). 
 
A survey was designed into 2 parts of (1) personal profile, (2) satisfaction level toward 
marketing mix factors when they paid electricity bills at PEA counters and at payment service 
counters. In part 2, survey was conducted a multi-item approach, by each construct measured 
by several items under that construct. The reliability of each construct was tested by applying 
Cronbach’s alpha. The result of reliability from 62 items presented in the questionnaire yielded 
a Cronbach’s alpha of 0.971 which is higher than 0.70 suggested by Hair et al. (1998).  
 
Table 2 The attributes of each construct 
 

Attribute 
 

Description 

The satisfaction level 
toward product and 
service (A) 

A1 Service process is appropriate. 
A2 Service provided is appropriate before and after getting 

service. 
A3 Speed of service is appropriate. 
A4 Facilitating the service is appropriate. 
A5 Duration of receiving service is appropriate. 
A6 Equipment / office supplies are enough. 
A7 It is easy to use service form. 
A8 Quality of product and service sold is appropriate.                    

The satisfaction level 
toward price and service 
charge (B) 

B1 Service charge is appropriate. 
B2 Rates of financial services is appropriate. 
B3 Products service have reasonable price. 

The satisfaction level of 
place of service provided 
(C) 

C1 The property is located in a place that is easy to find.                  
C2 The property is clean and tidy.                       
C3 The place of waiting for the service is enough.                       
C4 Sign or message service points are clear.               
C5 The place has facilities enough. 
C6 The place has parking lots enough.                                 

The satisfaction level 
toward promotion and 
public relation toward 
services (D) 

D1 Public relation is benefits for payers. 
D2 Brochure is useful for service.                                         
D3 Staff advise payers how to use service. 
D4 Signs for process of service is clear.                               
D5 The information of various service is provided. 
E1 Employees are welcoming people as well. 
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Attribute 
 

Description 

The satisfaction level 
toward people (employee 
provider) when receiving 
services (E) 

E2 Employees are willing to serve people. 
E3 Employees are polite.                                            

The satisfaction level 
toward process of service 
while receiving services 
(F) 

F1 Speed of service is appropriate.                                       
F2 Steps of service is appropriate. 
F3 Advice is given when people have inquiries about the 

parcel shipping. 
The satisfaction level 
toward physical evidence 
of services received (G) 

G1 Service area is clean.                               
G2 Facilities such as pens and desks are provided in a good 

condition.                                     
G3 Waiting area for the service is comfortable. 

 
Table 2 presented the attributes’ description for each construct of marketing Mix (7Ps). The 
satisfaction level of product and service was represented by A with 8 items showed by A1-A8. 
The satisfaction level of price and service charge was represented by B with 3 items showed 
by B1-B3. The satisfaction level of place of service provided was represented by C with showed 
by 6 items showed by C1-C6. The satisfaction level of promotion and public relation toward 
services was represented by D with 5 items showed by D1-D5. The satisfaction level of people 
(employee provider) when receiving services was represented by E with 3 items showed by 
E1-E3. The satisfaction level of process of service while receiving services represented by F 
with 3 items showed by F1-F3, and the satisfaction level of physical evidence of services 
received was represented by G with 3 items showed by G1-G3. Moreover, the reliability 
analysis of individual factor was summarized in Table 3. 
 
Table 3 The reliability analysis of each construct  
 

Factor Reliability value 
PEA 

counters 
Other 
service 

counters 
The satisfaction level toward product and service (A) 0.88 0.86 
The satisfaction level toward price and service charge (B) 0.79 0.76 
The satisfaction level of place of service provided (C) 0.85 0.84 
The satisfaction level toward promotion and public relation 
toward services (D) 0.86 0.81 
The satisfaction level toward people (employee provider) 
when receiving services (E) 0.86 0.76 
The satisfaction level toward process of service while 
receiving services (F) 0.78 0.71 
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Factor Reliability value 
PEA 

counters 
Other 
service 

counters 
The satisfaction level toward physical evidence of services 
received (G) 0.81 0.77 

 
Table 4 Mean and Standard Deviation values of satisfaction levels of marketing-mix items 
between PEA VS Service counter (N= 411, with 822 returned surveys)  
 

Attribute PEA counters Other service 
counters 

mean S.D. Mean S.D. 
A1 3.77 0.926 3.93 0.775 
A2 3.82 0.977 3.96 0.839 
A3 3.69 0.927 3.84 0.881 
A4 3.72 0.959 3.87 0.872 
A5 3.59 0.972 3.83 0.848 
A6 3.67 0.949 3.80 0.835 
A7 3.68 0.929 3.84 0.822 
A8 3.85 0.947 3.93 0.860 

The satisfaction level toward product and 
service 

3.72 0.95 3.88 0.84 

B1 3.62 0.954 3.76 0.813 
B2 3.66 0.945 3.75 0.839 
B3 3.58 0.978 3.75 0.859 

The satisfaction level toward price and service 
charge 

3.62 0.96 3.75 0.83 

C1 3.66 0.922 3.85 0.878 
C2 3.75 0.934 3.86 0.834 
C3 3.59 0.987 3.72 0.893 
C4 3.69 0.949 3.75 0.898 
C5 3.61 0.972 3.74 0.919 
C6 3.41 1.026 3.75 0.957 

The satisfaction level of place of service 
provided  

3.61 0.97 3.78 0.9 

D1 3.68 0.964 3.93 0.773 
D2 3.68 0.941 3.81 0.854 
D3 3.59 1.037 3.83 0.878 
D4 3.68 0.979 3.81 0.836 
D5 3.58 1.015 3.75 0.924 
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Attribute PEA counters Other service 
counters 

mean S.D. Mean S.D. 
The satisfaction level toward promotion and 
public relation toward services 

3.64 0.99 3.83 0.85 

E1 3.66 0.942 3.86 0.860 
E2 3.73 0.949 3.91 0.826 
E3 3.64 0.911 3.82 0.808 

The satisfaction level toward people 
(employee provider) when receiving services  

3.68 0.93 3.86 0.83 

F1 3.65 0.936 3.89 0.764 
F2 3.73 0.887 3.89 0.790 
F3 3.60 0.9448 3.85 0.821 

The satisfaction level toward process of 
service while receiving services  

3.66 0.92 3.88 0.79 

G1 3.86 0.878 3.92 0.820 
G2 3.79 0.923 3.95 0.850 
G3 3.80 0.909 3.91 0.840 

The satisfaction level toward physical 
evidence of services received  

3.82 0.9 3.93 0.84 

 
Table 4 illustrated means and standard deviation values of individual item under marketing mix 
(7Ps) constructs by separated into satisfactory of paying bills at PEA and service counters.    
 
Table 5 The Comparison of the satisfaction level toward each marketing mix factor in 
paying electricity bills between PEA counters and other payment service counters 
 

Attribute Sign-test p-value p_flag_1tailed 
A1 17.5 0.011292 TRUE 
A2 16 0.017339 TRUE 
A3 17 0.015382 TRUE 
A4 14.5 0.036122 TRUE 
A5 32 9.53E-06 TRUE 
A6 17 0.014669 TRUE 
A7 22.5 0.001305 TRUE 
A8 8 0.14441 FALSE 
B1 16 0.019048 TRUE 
B2 9 0.121458 FALSE 
B3 19 0.006018 TRUE 
C1 24.5 0.000695 TRUE 
C2 8 0.160259 FALSE 
C3 14 0.036129 TRUE 
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Attribute Sign-test p-value p_flag_1tailed 
C4 4 0.317765 FALSE 
C5 16.5 0.019526 TRUE 
C6 43 2.2E-08 TRUE 
D1 31.5 1.04E-05 TRUE 
D2 17.5 0.009518 TRUE 
D3 29.5 5.07E-05 TRUE 
D4 17.5 0.010688 TRUE 
D5 25.5 0.000456 TRUE 
E1 30 3.69E-05 TRUE 
E2 24 0.000597 TRUE 
E3 23.5 0.000781 TRUE 
F1 31.5 5.24E-06 TRUE 
F2 21.5 0.001338 TRUE 
F3 33 4.62E-06 TRUE 
G1 5.5 0.241429 FALSE 
G2 15 0.024633 TRUE 
G3 10 0.102082 FALSE 

 
Note: The significant level was at 0.05 (two-tailed), or 0.025 (one-tailed). 
 
The result from analysis was shown in Table 5. Items of A1 to G3 illustrated the mean- values 
difference of satisfaction level for individual attribute between paying bills at PEA and service 
counters. Most items showed that the respondents perceived significantly service counters 
provided better services than PEA counters did. However, there were 6 exceptional attributes 
out of which were ‘Quality and service sold is appropriate.’; ‘Rates of financial services is 
appropriate.’; ‘The property is clean and tidy.’; ‘Sign or message service points are clear.’; 
‘Service area is clean.’; and ‘Waiting area for the service is comfortable.’ Those 6 attributes 
explained that the respondents perceived services provided by PEA and service counters were 
not different.    
 
7. Discussion and Conclusions 
 
Regarding the results, several average values of paying bills at PEA counters were lower than 
satisfaction levels than paying bills at service counters. It clearly showed that PEA needs more 
improvements in various aspects. The improvement of duration in receiving a service should 
be shortened. Price of products and services should be more reasonable and adjusted. PEA 
counters had a problem of space while awaiting services, if compared to all aspects for a 
construct of places of services received. According to Khondaker and Mir (2011), the study 
clearly showed that the dimension of service quality was important for customers which 
included quality of personnel attributes such as staff whether they were prompt, 
knowledgeable, helpful, courteous, and understood customers’ wants.   
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PEA should improve the information announcement about its service providers in order to help 
people know the products and services belong to it. Also, PEA should train its staff’s courtesy 
in serving service to people, including providing an advice to people when they have problems. 
Staff should be well-trained and have a good manner. Lastly, PEA should provide good-
conditioned facilities during the service such as pens, counter desks, etc.    
 
For payment service counters, overall, there were high average values of satisfaction levels 
given to payment at service counters. However, some service developments are needed to serve 
better service to bill payers, for example, the information of service provided is required to 
make payers know more promotion of its service. According to 7Ps, there was one of constructs 
that had lower than other aspects. That was ‘waiting area for the customers. It might be 
suggested that many of service counters should find more space for a long queue for customers 
because counters are for a variety of bill payments, however, some service counters had limited 
spaces itself. Overall, paying bills through payment service counters can satisfy people at a 
higher level than paying at PEA counters, therefore, service counters should be continually 
improved and added other service features that make people convenient in paying bills.  
 
8. Recommendation 
 
In an international context, although service expectation and satisfaction on international 
market are difficult to predict, the impacts of marketing mix factors were on expected 
satisfaction and experienced satisfaction. Those service businesses build and maintain 
international networks to have closer customer relationships, still affect choice-selection 
behaviors and customer share. Regarding marketing mix for service marketing, first, product 
in service industry is intangible by nature. It has a similar function as product and is measured 
like product features. The precise decisions of pricing are well supporting to firm’s trade and 
policy. Place can be a physical channel and identify the right service to targets to select services. 
Promotion is considered as an aspect of communication mix that present a favorable causal 
relationship between brand and customer satisfaction (Singh, 2016). International service 
marketing can make brand different among service offering in foreign markets. Working staff 
satisfaction allows all employees to develop satisfied service, because those create strategic 
changes into well-performed organizational perspectives (Miller, Hamilton, Scupham, 
Matwiejczyk, Prichard, Farrer and Yaxley, 2018), and play an important role in human 
resources (Kotler and Armstrong, 2010). Procedures and process refer as a flow of routine tasks 
facilitating customers and supplier. Physical environment could carry nice memories to 
customers to gain favorable service experiences.  
 
Many service organizations view customer satisfaction as a fundamental concept acquired in 
modern marketing and a key driver in gaining customer loyalty and business performance. The 
concept of service quality is important and affects a service loyalty in service marketing 
organizations (Durongdumrongchai, Nitiwattana and Thongchum 2019). To understand 
customer satisfaction, it is important to understand customer’s mind construction because 
service firms usually contact directly with end customers and relate how customers perceive 
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the brand or service, rather than the reality. Lastly, customer satisfaction is one of essential 
factors driving the organizations to enhance their competitive advantages potentials in 
managing total quality, innovation, leadership, organizational culture, and employee 
engagement. Those are key variables resulting in firm’s goal achievement (Chayamongkon and 
Panyasiri, 2019).  
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