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ABSTRACT 

 

In the modern globalization, changing is a constant phenomenon. Service quality of 

the campus need to be changed and improved. There are more and more international 

customers coming to use services from the campus of Suan Sunandha Rajaphat University. It 

is time to upgrade the service quality to achieve the international standard to meet the 

customers’ expectation. The objectives of this study were to survey and identify the level of 

satisfaction of service quality as well as to suggest a better way to make a big improvement. 

In order to obtain the answers for this research, a mixed method of both quantitative and a 

qualitative research techniques were employed. A total of 200 samples was interviewed by 

using English survey questionnaire and 20 informants was selected from a pool of regular 

international customers. These sample group must be international customers who used the 

campus services regularly. The findings from the sample group revealed that on the average, 

they were very satisfied with the service quality with the mean of 4.59 and standard deviation 

of 0.9112. The top three item of services that they were satisfied included food & beverage, 

information inquiry, and front desk services. However, the top three items of services that 

needed to be improved included the hi-speed WIFI, location and availability of restroom, and 

assistance with transportation.  
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INTRODUCTION 

 

 The concept and idea of service quality are usually defined on the basic of level of 

satisfaction theory. According to this theory, customers are the actual person who evaluate 

the service quality and rated the level of satisfaction. The basic premised of rating based on 

the different between customers’ expectation of a particular service and the service actually 

received. Basically, whenever the level of satisfaction from service actually received is higher 

than customers’ expectation, service quality meets or exceed the expectation which is a good 

sign. On the other hand, whenever the level of satisfaction from service actually received is 

lower than customers’ expectation of a particular service and the service quality is below the 

expectation which is a bad sign and need to have an improvement. However, the case of 

international customers in the campus of Suan Sunndha Rajabhat University is the 

improvement of service quality that may not come from the low level of customers’ 

satisfaction. But to avoid the situation of complacency, it is imperative for the campus hotel 

to constantly make an improvement plan annually. 

 In fact, when examining service quality, it is necessary to use the SERVQUAL model 

by Parasuraman (1985) which suggested five dimensions of services, namely, Tangibility, 

Reliability, Responsiveness, Assurance, and Empathy. From many studies, it often reported 

that reliability of service is the most important dimension whereas the empathy of service is 

the least important dimension ((Parasuraman, et. al, 1988). However, different forms of 
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services, or different types of customers profile, and different level of focus in services may 

have resulted different importance in the service dimension. In other words, the concept of 

service quality is multidimensional and it is possible that importance of particular service 

dimension varies across different service types and customer groups.  

 

METHODOLOGY 

 

There are five important steps of conducting this study: define current research 

problems, set up research objectives or aims, using a mixed of qualitative and quantitative 

method, obtain results and discussion, and finally sharing suggestions. In order to obtain the 

findings and answers to this research objectives, a mixed of qualitative and quantitative 

research study was chosen for the purposes. The aims of this study were to conduct a survey 

and to identify the level of satisfaction of service quality as well as to summed up suggestions 

for a better way to make a big improvement. In order to obtain the answers for this research, a 

mixed method of both quantitative and a qualitative research techniques were effectively 

employed. About a total of 200 samples was interviewed by using English survey 

questionnaire and as much as 20 informants was selected from a pool of regular international 

customers. These sample group must be international customers who used the campus 

services regularly and willing to take times for an in-depth interview. 

 

 
 

FINDINGS  
 

By analyzing the data collection from the method of in-depth interview and surveying 

interview, the findings of this study can be reported that overall international customers 

increasingly use the campus services for conferences, visiting, and research presentation. 

Therefore, their level of satisfactions are directly and indirectly affected the success of 

service quality of campus business as well as affected the improvement of key success of 

campus business which, in turn, affected the productivity, performance, and profitability in 

the ling run. The findings from the quantitative research by using about 200 sample group 

revealed that on the average, they were very satisfied with the service quality with the mean 

of 4.59 and standard deviation of 0.9112. The top three item of services that they were 
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satisfied included food & beverage, information inquiry, and front desk services. However, 

the top three items of services that needed to be improved included the hi-speed WIFI, 

location and availability of restroom, and assistance with transportation.  

From the focus group discussion of international customers in campus, it can be 

reported from their insight experiences of the focus group that there are some features of 

services that affected their level of satisfaction. 

1. Variety of Thai foods and beverage 

2. Friendly information center 

3. Helpful front desk services 

4. Appropriate greeting everyday 

5. Communicate with positive and helpful tones 

6. Smiles and positive welcoming 

7. Giving advising for safety 

8. Beautiful surrounding and environment 

9. Staff wearing Thai palace Thai uniform 

10. Attention to individual service 

 

SUGGESTIONS 

 

The suggestions from this study to improve service quality of the campus business 

included be calm and realize that service quality must be offered with positive attention, build 

good relationship with customers who may be short stay or long stay, treat a customer with 

respect at all times, focus on high standard of service quality, and be positive and create 

positive environment to welcome international customers at home. 
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