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Abstract

Ever since the emergence of digital technology, consumer behaviour has been shifted toward paperless
society. The trend puts tremendous pressure on photocopying businesses around the world including Thailand.
Thus, it is important for firm like Fujifilm to investigate current consumer behaviour to sustain its profitability and
market share. The objectives of this study are 1) to determine customer satisfaction on Fujifilm copier service, 2) to
investigate the influences of factors in the service marketing mix (7Ps) on purchase decision of Fujifilm copier
service, and 3) to recommend suitable marketing plan for Fujifilm Business Innovation (Thailand) Co., Ltd. This study
adopted a quantitative research approach featuring an online questionnaire as data collection tool. Purposive
sampling was utilized to obtain information from existing customers of Fujifilm including those from public sector,
private sector, and small business operators in Bangkok and metropolis areas (n=400). There were five inclusion
criteria to this study namely 1) Being a customer of Fujifilm Business Innovation (Thailand) Co., Ltd., 2) has been
operating in the industry for over a year, 3) number of employees, 4) has the power to authorize purchase or lease
decision within the organization, and 5) Currently under the service contract with Fuijifilm of at least 1 year. The
study adopted both descriptive statistics including frequency, mean, and standard deviation were used for data
analysis. Hypotheses testing were performed via t-test, one-way ANOVA, and multiple regression. The findings reveal
that there was insignificance difference between the decision of service contract made by decision makers of

different positions/roles. The most influential element of service marketing mix (7Ps) that have significant impact on
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purchase and lease renewal decision was people followed by promotion, price, product, physical evidence, and

process, respectively.
Keywords: purchase decision, satisfaction, service marketing mix, printer
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(% 4.0%) U 2019: 102,259 (Anau 1.3%) U 2020: 84,625 (Anau 17.2%)

Double digit drop in offline spending
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From DAAT report, Total internet spending for 2020 first half is 9,498m, and expected to reach 19,610m

until the end of the year which it continue to grow at (+0.3%).

SOURCE: Nielsen Media Research mmm;'
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Unstandardized Coefficients standardized Coefficients )
fuds B Std. Error Beta t 8.
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R = 0.792, R Square= 0.628, Adjusted R Square = 0.621 F= 94.420 (Sig=0.000)
*Significant level at 0.05
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