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ABSTRACT — This study aimed to: 1) compare the demographic
characteristics affecting the satisfaction of Y-novel readers, and 2)
examine the 7Ps marketing mix factors affecting the satisfaction of
Y-novel readers. The sample consisted of 412 individuals who have
read Y-novels in the Bangkok Metropolitan Region. The statistics
used for data analysis included frequency, percentage, mean,
standard deviation, Linear

One-Way ANOVA, and Multiple

Regression Analysis.
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The results revealed that the overall opinion regarding the 7Ps
marketing mix and the overall satisfaction were at the highest level,
with mean scores of 4.30 and 4.35, respectively. Hypothesis testing
demonstrated that differences in age, education level, and average
monthly income resulted in statistically significant differences in
satisfaction. Conversely, gender and occupation did not significantly
affect satisfaction. Regarding the 7Ps marketing mix factors,
physical evidence had the greatest influence on satisfaction,
followed by promotion, people, product, and price. However, place

and process did not significantly affect reader satisfaction.

Keywords — Y-Novels, 7Ps Marketing Mix, Satisfaction,

Demographics
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