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Factors influencing customers’decisions to hire Pentagon Electric Co.,Ltd. For the
manufacturing of electrical cabinets and the installation of factory electrical systems.
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Abstract

This quantitative research aimed to (1) study the level of customer opinion on factors influencing
the hiring of electrical cabinet production and system installation , (2) study the level of customer
satisfaction , and (3) analyze the relationship between influencing factors and customer satisfaction.
The sample consisted of 400 customers of Pentagon Electric Co., Ltd. , derived from W.G.
Cochran's formula. The instrument was a questionnaire 30validated by 3 experts (IOC = 1.00) and
possessing high reliability (Cronbach's Alpha = 0.953). Data were analyzed using Mean, Standard
Deviation , and Multiple Regression Analysis.The results showed that the overall opinion level on
influencing factors was moderate ($\overline{X}=3.16$). The 'People' dimension had the highest
mean ($\overline{X}=3.31$) , while the 'Product’ dimension had the lowest mean
($\overline{X}=2.96%). The overall customer satisfaction level was also moderate
($\overline{X}=3.29%).Hypothesis testing revealed that four factors—Product, Place
(Channel/Accessibility), Process, and Physical Evidence—had a significant relationship with
customer satisfaction (p < 0.01). These factors could predict 66.00% of the variance in satisfaction

($R"2=0.6608). The 'Product' factor had the highest standardized coefficient ($\beta=0.443$)
Importance Word : customer satisfaction, electrical cabinet production
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