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Abstract

This quantitative research primarily aimed to 1) investigate the influence of Service Marketing
Mix Factors (7Ps) on the satisfaction of Myanmar migrant workers using entrepreneur agent
(agency) services for passport and work permit issuance, 2) prioritize these factors, and 3) propose
strategic guidelines for entrepreneurs in Surat Thani province. The sample consisted of 401
Myanmar migrant workers who had previously used agency services, selected using a convenience
sampling method. The data collection instrument was a questionnaire, which underwent content
validity testing by three experts and reliability testing using Cronbach's Alpha coefficient, following
a pre-test with 30 individuals. Data analysis employed descriptive statistics (frequency,
percentage, mean, and standard deviation) and inferential statistics, specifically Multiple
Regression Analysis, to test the hypotheses.The research findings indicated that the majority of
the sample were female (50.9%), aged between 25-40 years (35.2%), with agricultural occupation
accounting for the largest share (27.2%). The average monthly income was predominantly less
than 9,000 Baht (35.9%), and the majority of respondents were married/had a family (34.9%). A
comparison of personal factors revealed that gender, age, occupation, average monthly income,
and marital status had no statistically significant effect on service satisfaction (Sig.>0.05).Regarding
overall satisfaction with the 7Ps service marketing factors, the level was high (Mean = 4.1379, S.D.
= 0.31874). The top three factors with the highest average scores were Price (Mean = 4.1429, S.D.
= 0.60514), Place (Mean = 4.1387, S.D. = 0.56239), and People (Mean = 4.1153, S.D. = 0.61169).
The Promotion factor had the lowest average score (Mean = 4.0969, S.D. = 0.58462), but still
remained at a high level. The Multiple Regression Analysis revealed that the model collectively
explained 13.0% of the variance in satisfaction (Adjusted R2=0.129677) with statistical significance
at the .000 level (F=24.152). Three factors had a statistically significant influence on satisfaction:
Price (=0.275, Sig.=.000), People (B=0.210, Sig.=.002), and Product ($=0.192, Sig.=.004).
Keywords: Service Marketing, Satisfaction, Myanmar Migrant Workers, Agency, SuratThani
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