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Abstract - The objective of this study is to study the concept
and the theory of customer satisfaction, and to uncover the
issues of customer satisfaction for service improvement of
Tesco-Lotus, Banpheaw Branch, Samutsakhon in order to
provide the best service to the customers. Moreover,
strengths and weaknesses of this big retail store gained from
this study can benefit further development of traditional
small retail store to improve competitive advantages to be
able to survive in the aera of free market retailer.

Qualitative research was conducted by collecting the
information from in-depth interview of 15 customers who
went shopping at Tesco-Lotus by purposive sampling. The
result found that the customer satisfied to the location of
Tesco-lotus which is located at nearby community and it is
convenient for shopping because it is close to their living
places. Moreover, price is perceived as a standard that is
mostly cheaper than some other traditional retailers.
Promotional activity and sale promotion is considered key
factor to keep customers continue shopping at Tesco-Lotus
because cheaper products can meet customer expectations.

Furthermore, service speed is
satisfaction of this Tesco-Lotus.

a part of customer

Keywords - theory of customer satisfaction.
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