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ABSTRACT

	This study examined customer satisfaction levels among tabo vendors in the public market of Cateel, Davao Oriental, with a particular focus on how demographic factors influenced perceptions of service quality. Employing a descriptive research design, data were collected through a survey questionnaire adapted from Phusist Khumnuakthong (2015) and administered to 200 respondents selected via quota sampling. The questionnaire assessed customer satisfaction based on the 7Ps of marketing: Product, Price, Place, Promotion, People, Process, and Physical Evidence. Findings revealed that respondents reported high satisfaction levels, particularly regarding product quality, pricing, and staff interactions, while promotion was identified as the weakest aspect. A correlational analysis was conducted to examine the strength and direction of relationships between the elements of the 7Ps and overall customer satisfaction, revealing positive and significant correlations, especially for product, price, and people. The study concluded that while vendors generally met customer needs, there was a need to enhance promotional efforts and maintain focus on core satisfaction drivers. Recommendations included investing in cost-effective promotional activities, sustaining product quality and customer relations, and conducting regular assessments of customer satisfaction to adapt to evolving expectations.
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1. INTRODUCTION

Customer satisfaction is the backbone of any business, especially in the public sector, as most top vendors will be very dominant (Kotler & Keller, 2016). Public markets contribute to the country not only in terms of cheaper goods but also to the economic development of the regions. Kotler and Keller (2015) have noted that customer satisfaction leads to repurchase, thereby sustaining the business of vendors and further strengthening long-term relationships between buyers and sellers. Public markets, especially in rural settings, serve as the primary point of entry for fresh products; therefore, customer satisfaction is crucial for sustaining economic activity at the venue, benefiting both operators and the broader community (Wilson et al., 2020). 
Knowledge of customer satisfaction in these markets is crucial to their existence and success (Oliver, 2014). Despite the importance, public markets worldwide face extreme difficulties in maintaining a high level of customer satisfaction. According to global research, vendors in developing countries have failed to meet expectations due to poor market conditions and subpar product quality. For instance, Grönroos (2015) noted that inadequacies in market infrastructure and hygiene are among the reasons leading to a decline in customer satisfaction rates in many African and Southeast Asian countries. Research in advanced countries, such as the United States, has already shown that customer satisfaction has decreased by 20% in public markets due to customer service problems and a lack of diversified products (Parasuraman et al., 1988). Without solutions, public markets are facing a survival crisis in the face of competition from new supermarkets and e-commerce (Kotler & Keller, 2015).
This is also true for the Philippines (Department of Trade and Industry [DTI], 2020). The Department of Trade and Industry has noted that one of the issues it has identified, which has led to a significant decline in customer satisfaction, is the presence of public markets with inadequate infrastructure, limited product offerings, and unhygienic environments. This is a particular concern in rural areas, such as Cateel, Davao Oriental, where Tabo vendors report experiencing more difficulties. Flores & Olivarez (2019) conducted a study that found customers in rural public markets in the Philippines are susceptible to the quality of products, cleanliness, and vendor behavior. A decline in satisfaction directly impacts sales and market participation.  
Several factors contribute to customer satisfaction in public markets, especially among Tabo vendors (Lovelock & Wirtz, 2004). Among the main drivers of customer satisfaction are product quality and price, while customer service also plays a significant role. Tabo vendors offering fresh, diverse products and competitive prices are more likely to attract and retain clients (Baker & Crompton, 2000). Cleanliness and market infrastructure are also crucial in shaping customers' market experiences (Bromley & Mackie, 2016). Friendliness, responsiveness to customer inquiries, and vendor behavior can significantly improve satisfaction (Parasuraman et al., 1988). All these factors together either enhance or detract from customer satisfaction, depending on how well they are managed by the vendors (Wilson et al., 2020).  
While several studies have examined customer satisfaction in formal retailing and supermarkets, very little research has explored public markets and the specific challenges of rural Tabo vending (Flores & Olivarez, 2019). In the existing literature, the influence of product quality and customer service on customer satisfaction is the most pertinent aspect in urban markets (Lovelock & Wirtz, 2004). However, an extensive account is not provided for the dynamics of the rural public market, where market dynamics are significantly different, as well as customer expectations (Baker & Crompton, 2000). The literature is still lacking specific information on how certain market conditions, such as infrastructure and hygiene, affect the satisfaction of Tabo vendors in the Philippines (Flores & Olivarez, 2019). This study examines the current state of customer satisfaction in public markets in rural areas, such as Cateel. 
Improving customer satisfaction in public markets, particularly for Tabo vendors, is not only economically significant but also socially relevant, as public markets play a crucial role in supplying low-cost goods to low-income communities (Bromley & Mackie, 2016). Therefore, improving customer satisfaction in these markets is relevant to the sustainability of public market services (Wilson et al., 2020). Satisfied customers are more likely to return and even recommend these markets to others, thus contributing to the economic stability of the vendors and generally strengthening the local economy (Oliver, 2014). This study aims to provide valuable insights for local government units, market managers, and vendors into strategies that may improve market conditions and customer satisfaction, with the potential to positively impact the lives of vendors and the community (Flores & Olivarez, 2019).

2. methodologY

2.1 Research Design

This study employed a quantitative-descriptive research design to evaluate customer satisfaction among tabo vendors and customers in the public market of Cateel, Davao Oriental. According to Creswell & Poth (2016), quantitative research employs structured methods, such as surveys, to collect data through predetermined instruments, which can then be statistically analyzed to yield objective results. This approach was suitable for the study, as it provided measurable insights into the factors influencing customer satisfaction within the market. 
As noted by Sirisilla (2023), descriptive research aims to provide a comprehensive overview of the characteristics and behaviors of a specific population or phenomenon. In this case, the study aimed to describe the levels of satisfaction experienced by both vendors and customers, as well as the factors that influenced them. Descriptive research enabled the identification of patterns and trends within the market, including the relationship between customer expectations, service quality, and overall satisfaction. By offering a detailed account of these variables, the research provided a deeper understanding of the dynamics at play in the local market.

2.2 Research Instrument

The research instrument used in this study was an adapted survey questionnaire from Phusist Khumnualthong (2015), designed to measure customer satisfaction (the dependent variable) and the 7Ps of marketing—product, price, place, promotion, people, process, and physical evidence (the independent variables). Each item was rated on a 5-point Likert scale (1 – Strongly Dissatisfied to 5 – Strongly Satisfied). The questionnaire included 5 items for product, 2 items for price, 4 items for place, 3 items for promotion, 5 items for people, 4 items for process, 3 items for physical evidence, and 4 items for overall customer satisfaction.

2.3 Respondents of the Study

The respondents for this study were customers from the Tabo Market in Cateel, Davao Oriental, who actively purchase agricultural products during Tabo Market activities. Only those customers with direct engagement in the market were included, as they were the most likely to provide relevant insights into their satisfaction with tabo vendors. A quota sampling technique was used to select 200 respondents. This approach was particularly effective in ensuring the representation of key subgroups within the population without relying on random sampling methods (Etikan & Bala, 2017). 
Quota sampling allowed for greater control over the sample composition by ensuring that specific characteristics, such as age, gender, and frequency of market visits, were proportionally represented. This method was essential for achieving a balanced representation of different customer segments within the Tabo Market, thereby enhancing the study's validity by incorporating diverse demographic perspectives (Acharya et al., 2013). Given the limitations of time and resources, quota sampling ensured that the selected sample reflected the diverse customer base of the Tabo Market. By doing so, the study provided a more comprehensive understanding of how various demographic groups perceived their satisfaction with tabo vendors' services, offering insights that accurately represented the broader customer population in the market (Patton, 2002).

3. results and discussion

3.1 Profile of the Respondents

Table 1 presents the demographic profile of customers in the public market among tabo vendors, including age, gender, income, and frequency of market visits. The high representation of respondents aged 36 to 45 suggests that this age group may be the most active or engaged in local market activities, potentially due to their roles as household decision-makers or income earners. 
This has important implications for customer satisfaction and marketing strategies. Vendors and local officials should consider tailoring products, pricing, and communication efforts to this age group, as their preferences may significantly influence market demand (Katawetawaraks & Wang, 2015). On the other hand, the low representation of the 46 and above age group may indicate barriers such as mobility issues, health concerns, or a preference for more traditional or familiar vendors and products. This suggests a potential market segment that is currently underserved. Addressing their needs through improved accessibility or more senior-friendly services could enhance inclusivity and expand customer reach (Nguyen et al., 2018).
Table 1.	Profile of the respondents in terms of age
	Age 
	Frequency 
	Percent 

	15 to 25 years old 
	39 
	19.50 

	26 to 35 years old 
	59 
	29.50 

	36 to 45 years old 
	72 
	36.00 

	46 years old and above 
	30 
	15.00 

	Total 
	200 
	100.00 



Table 2 shows a high average of female respondents (65%), indicating that women play a dominant role in public market participation. This supports the findings of De Simone (2026), who noted that women are often responsible for household food purchasing and are more likely to visit local markets.
Their strong presence in the study highlights their critical role in shaping customer satisfaction and service expectations. On the other hand, the low average of male respondents (35%) still reflects a significant portion of the customer base. Although fewer in number, their inclusion suggests that men are also engaged in local trade activities. As Ladhari (2009) emphasized, understanding gender dynamics is essential in developing inclusive marketing and service strategies that cater to the needs of all market participants.
Table 2.	Profile of the respondents in terms of gender
	Gender 
	Frequency 
	Percent 

	Female 
	130 
	65.00 

	Male 
	70 
	35.00 

	Total 
	200 
	100.00 



The high average in Table 3 indicates that 66.5% of respondents earn Php 20,000 or less, suggesting that the majority of public market patrons belong to low-income households. This underscores the importance of affordability in purchasing decisions. As Schiffman and Wisenblit (2019) note, low-income consumers are typically more price-sensitive and prioritize products that offer greater value for their money, making competitive pricing a critical factor in achieving customer satisfaction.
In contrast, the low average is represented by the 4.5% of respondents earning Php 40,001 and above. This minimal proportion suggests that higher-income groups are less likely to rely on public markets for their regular shopping needs. According to Rajput et al. (2012), understanding the economic profile of customers is essential for vendors to align their pricing and product quality with consumer expectations, especially when price-conscious buyers dominate the market.
Table 3.	Profile of the respondents in terms of income
	Income 
	Frequency  
	Percent 

	Php 20,000 and below 
	133 
	66.50 

	Php 20,001 to Php 30,000 
	41 
	20.50 

	Php 30,001 to Php 40,000 
	17 
	8.50 

	Php 40,001 and above 
	9 
	4.50 

	Total 
	200 
	100.00 



The high average in Table 4 shows that 78.5% of respondents visit the market weekly, highlighting a strong habitual behavior among consumers. This frequent visitation suggests a high level of trust and satisfaction with the market's offerings. According to Nadeem et al. (2025), consistent customer visits often indicate perceived reliability and a solid customer–vendor relationship, reinforcing the importance of maintaining quality and service consistency.
On the other hand, the low averages are the 8.5% who visit twice a week and the 13% who shop occasionally. These smaller groups suggest that a portion of the market still caters to less frequent shoppers. As noted by Najib & Sosianika (2019), recognizing and responding to varied shopping frequencies can help vendors tailor their strategies to encourage repeat visits through inventory consistency, promotions, or personalized service.
Table 4.	Profile of the respondents in terms of frequency of market visits
	Frequency of visits 
	Frequency 
	Percent 

	Twice a week 
	17 
	8.50 

	Weekly 
	157 
	78.50 

	Occasionally 
	26 
	13.00 

	Total 
	200 
	100.00 



3.2 Level of Customer Satisfaction

The overall mean of 4.59 in Table 5 reflects a very high level of customer satisfaction with the product, indicating that customers are strongly satisfied with the offerings of tabo vendors in public markets.
This high rating suggests that the vendors consistently meet or exceed customer expectations in terms of product quality, variety, freshness, and trustworthiness. According to Kotler and Keller (2015), product quality is a fundamental driver of customer satisfaction and plays a crucial role in fostering customer loyalty. When customers perceive that they are receiving high-quality products, their likelihood of repeat purchases increases. Similarly, Utale et al. (2022) emphasizes that high product satisfaction not only enhances customer experience but also strengthens the intention to return, which is essential in maintaining long-term relationships with market patrons. The very high average supported by a low standard deviation further indicates consistent satisfaction across the sample, reinforcing the reliability and acceptability of tabo vendors' product offerings.

Table 5.	Level of customer satisfaction in terms of the product
	No.
	Statement
	Mean
	Std. Deviation
	Interpretation

	1  
	The agricultural products from tabo vendors are of good quality. 
	4.60
	0.67
	Very High

	2 
	The agricultural products from tabo vendors offer unique items that are only available at the market. 
	4.55
	0.74
	Very High

	3 
	The agricultural products from tabo vendors offer a wide variety of goods 
	4.62
	0.68
	Very High

	4 
	The vendors ensure the agricultural products are fresh and well-maintained. 
	4.59
	0.71
	Very High

	5 
	The agricultural products from tabo vendors are trusted for their brand/product quality. 
	4.60
	0.63
	Very High

	
	Average 
	4.59
	0.48
	Very High



The overall mean of 4.54 in Table 6 indicates a very high level of customer satisfaction with the pricing strategies of tabo vendors, signifying that respondents are strongly satisfied with the pricing strategies employed by these vendors. This suggests that the agricultural products offered are perceived as affordable and offer good value, which is especially important considering that the majority of customers belong to low-income groups.

Pricing plays a crucial role in customer satisfaction, particularly in price-sensitive environments such as public markets. According to Rajput et al. (2012), customers in these settings are highly responsive to fair and value-driven pricing, which directly influences their purchasing decisions. 

Additionally, Jahanzeb et al. (2011) highlight that competitive pricing not only fosters customer trust but also enhances loyalty and repeat patronage. The very high average, paired with a relatively low standard deviation, demonstrates consistent satisfaction across respondents, reinforcing that vendors are effectively meeting customer expectations in terms of price fairness and value.

Table 6.	Level of customer satisfaction in terms of price
	No. 
	Statement 
	Mean 
	Std. Deviation 
	Interpretation 

	1 
	The price of agricultural products offers good value for money, considering both quality and quantity. 
	4.54
	0.71
	Very High

	2 
	The price of agricultural products offers good value for money in terms of quantity. 
	4.55
	0.68
	Very High

	
	Average 
	4.54
	0.59
	Very High



The overall mean of 4.34 in Table 7 indicates a very high level of customer satisfaction regarding the place, signifying that respondents are strongly satisfied with the physical location and convenience of market access.
This score reflects a positive perception of the market’s accessibility, vendor variety, and overall environment. Although this mean is slightly lower compared to other components of the marketing mix, it still shows that the market is largely meeting customer expectations. As Wilson et al. (2020) point out, the physical environment and ease of access significantly influence customer satisfaction, particularly in traditional retail settings such as public markets. Likewise, Gajic & Boolaky (2015) emphasize that a convenient and secure location enhances the shopping experience and encourages customer loyalty. Thus, the very high average confirms that while the current infrastructure is effective, continuous improvements in layout, cleanliness, and accessibility could further strengthen customer satisfaction.
Table 7.	Level of customer satisfaction in terms of place
	No. 
	Statement 
	Mean 
	Std. Deviation 
	Interpretation 

	1 
	The public market is convenient 
	4.48
	0.71
	Very High

	2 
	The public market has a wide variety of vendors 
	4.35
	0.79
	Very High

	3 
	Shopping at this market is secure because of its location and environment 
	4.26
	0.81
	Very High

	4 
	The market provides parking or is easily accessible 
	4.30
	0.76
	Very High

	
	Average 
	4.34
	0.63
	Very High



In Table 8, the highest average is seen in the item "The agricultural products from vendors offer redeemable vouchers or discounts," which received a mean score of 4.30. This reflects a very high level of customer satisfaction, indicating that respondents are strongly satisfied with the availability of discounts and redeemable offers.
According to Pereira et al. (2025), such promotional tactics enhance perceived value and encourage repeat purchases, making them an effective tool for increasing customer loyalty. On the other hand, the low average is observed in the item "The agricultural products from vendors offer membership cards or loyalty benefits," with a mean of 3.94, which falls under the high level of satisfaction. This suggests that while customers are generally satisfied, there is room for improvement in long-term promotional engagement strategies. As noted by Berman et al. (2017), loyalty programs and personalized promotions are crucial in fostering lasting customer relationships, and their limited presence may diminish the effectiveness of promotional efforts in the public market.
Table 8.	Level of customer satisfaction in terms of promotion
	No. 
	Statement 
	Mean 
	Std. Deviation 
	Interpretation 

	1 
	The agricultural products from vendors offer redeemable vouchers or discounts. 
	4.30
	0.83

	Very High

	2 
	Agricultural products from vendors are advertised through posters and announcements. 
	4.05
	0.96
	High

	3 
	Agricultural products from vendors often offer membership cards or loyalty benefits. 
	3.94
	1.00
	High

	
	Average 
	4.09
	0.73
	High



In Table 9, the high average is found in the item "The vendors can solve any agricultural product-related issues effectively," which earned a mean score of 4.48. This reflects a very high level of customer satisfaction, meaning that customers are strongly satisfied with vendors' problem-solving abilities. This aligns with Parasuraman et al. (1988), who emphasize that effective issue resolution is a key factor in building trust and loyalty in service interactions. Conversely, the low average appears in the item “The vendors provide fast service,” with a mean of 4.13, falling under the high satisfaction level.
This indicates that while customers are generally satisfied, there is some inconsistency in the speed of service delivery. Addressing this through training in responsiveness and time management could further enhance the overall service experience (Parasuraman et al., 1988).
Table 9.	Level of customer satisfaction in terms of people
	No. 
	  Statement
	Mean 
	Std. Deviation 
	Interpretation 

	1 
	The vendors and staff are friendly and have a neat appearance. 
	4.17
	1.08
	High

	2 
	The vendors greet and acknowledge promptly. 
	4.25
	1.01
	Very High

	3 
	The vendors provide fast service. 
	4.13
	1.22
	High

	4 
	The vendors clearly explain the details of the agricultural products and are happy to answer questions. 
	4.34
	0.95
	Very High

	5 
	The vendors are able to resolve any issues related to agricultural products effectively. 
	4.48
	0.69
	Very High

	
	Average 
	4.27
	0.79
	Very High



The overall mean of 4.51 in Table 10 reflects a very high level of customer satisfaction with the process, indicating that customers are strongly satisfied with how tabo vendors conduct services and transactions. This high rating indicates that market processes, including payment convenience, adherence to procedures, and operational flexibility, are efficiently managed and meet customer expectations. As noted by Najib & Sosianika (2019), process efficiency is a crucial factor in enhancing customer satisfaction, particularly in fast-paced environments such as public markets, where smooth transactions and minimal delays are highly valued.
Additionally, Utale et al. (2022) emphasizes that streamlined service delivery fosters positive customer experiences and encourages repeat patronage. The low standard deviation further reinforces that this high satisfaction level is consistently experienced across respondents, underlining the effectiveness of current operational practices.
Table 10.	Level of customer satisfaction in terms of the process
	No. 
	Statement 
	Mean 
	Std. Deviation 
	Interpretation 

	1 
	The payment process is fast and convenient 
	4.43 
	0.69 
	Very High

	2 
	The service provided by the vendors follows standard procedure. 
	4.51 
	0.62 
	Very High

	3 
	The vendors provide flexible operating hours 
	4.58 
	0.57 
	Very High

	4 
	There is no long wait when making purchases at the market 
	4.50 
	0.72 
	Very High

	Average
	4.51
	0.55
	Very High



The overall mean of 4.42 in Table 11 signifies a very high level of customer satisfaction with regard to physical evidence, indicating that customers are strongly satisfied with the tangible and visual aspects of the public market. This includes cleanliness, layout, signage, and the presentation of agricultural products. A well-maintained physical environment reinforces the perception of professionalism and reliability among vendors. According to Bitner (1992), physical surroundings play a crucial role in shaping customer impressions, as they can either enhance or detract from the service experience. When customers perceive a clean, organized, and visually appealing environment, they are more likely to feel comfortable and confident in their purchasing decisions. Similarly, Wilson et al. (2020) argue that physical evidence serves as a key cue in assessing service quality, particularly in traditional retail settings such as public markets. The relatively low standard deviation (0.60) reflects consistent satisfaction across respondents, suggesting that most customers experience a reliably positive environment.
Table 11.	Level of customer satisfaction in terms of physical evidence
	No. 
	Statement 
	Mean 
	Std. Deviation 
	Interpretation 

	1 
	The market is clean and well-maintained. 
	4.46
	0.75
	Very High

	2 
	The agricultural products are well-displayed and organized 
	4.39
	0.70
	Very High

	3 
	The market's strategic location makes it convenient to access. 
	4.31
	0.93
	Very High

	4 
	The market has proper signage and a kiosk to identify vendors. 
	4.54
	0.72
	Very High

	
	Average 
	4.42
	0.60
	Very High



3.3 Overall Level of Customer Satisfaction in the Public Market among Tabo Vendors

The overall average mean of 4.54 in Table 12 reflects a very high level of customer satisfaction, indicating that customers are strongly satisfied with their experiences in public markets among tabo vendors. This high rating encompasses key factors such as service quality, product freshness, value for money, and overall market cleanliness, demonstrating that vendors are effectively meeting the expectations of their customer base.
This finding aligns well with the Expectation-Disconfirmation Theory (EDT), which posits that satisfaction is achieved when actual experiences meet or exceed customer expectations (Oliver, 2014). In this study, the high average mean score, coupled with a low standard deviation of 0.39, suggests a strong positive disconfirmation, meaning customer experiences have surpassed expectations, leading to heightened satisfaction. The consistency in responses further supports this, indicating that the satisfaction is not isolated but broadly shared across the respondent group. 
As Wilson et al. (2020) emphasized, overall satisfaction results from the cumulative evaluation of multiple service interactions. The ability of tabo vendors to consistently deliver quality service across various touchpoints reinforces EDT's assertion that exceeding expectations builds loyalty and sustained patronage. Moreover, according to Gajic & Boolaky (2015), such consistent performance in traditional retail settings, such as public markets, is vital for retaining customers and enhancing market viability over time.
Table 12.	Overall level of customer satisfaction in the public market among tabo vendors
	No. 
	Statement 
	Mean 
	Std. Deviation 
	Interpretations 

	1 
	The service provided by the vendors at this public market is satisfactory 
	4.40 
	Very High
	Very High

	2 
	The quality and freshness of the agricultural products here are satisfactory. 
	4.52 
	Very High
	Very High

	3 
	The pricing and value for money at this market are satisfactory 
	4.69 
	Very High
	Very High

	4 
	The market's overall organization and 
cleanliness are satisfactory 
	4.56 
	Very High
	Very High

	Average
	4.54
	0.39
	Very High



3.4 Significant Relationship on the Level of Customer Satisfaction

Table 13 presents the correlation between the 7Ps of marketing and overall customer satisfaction among tabo vendors. The results show that physical evidence has the strongest relationship with customer satisfaction (r = 0.628), followed by people (r = 0.588) and process (r = 0.485), all indicating moderate but significant correlations. These findings suggest that the physical environment, human interaction, and service delivery processes are key factors influencing customer satisfaction in public markets. Meanwhile, price (r = 0.413) and product (r = 0.334) also show significant positive correlations, though the strength of the relationships is relatively weaker. Place (r = 0.386) and Promotion (r = 0.278) exhibited the weakest correlations; however, both remain statistically significant. These results highlight that while all the 7Ps contribute to customer satisfaction, their impact varies, with some elements being more influential than others.

Overall, the findings align with marketing literature that emphasizes a multidimensional approach to enhancing customer satisfaction (Kotler & Keller, 2015; Parasuraman et al., 1988). The average correlation value of 0.618 confirms a moderate and statistically significant relationship between the marketing mix and overall customer satisfaction. This implies that tabo vendors can benefit most by improving aspects related to physical evidence, people, and processes to elevate customer satisfaction levels in public markets. The correlation findings between the 7Ps of marketing and overall customer satisfaction among tabo vendors offer valuable insights when viewed through the lens of Expectation-Disconfirmation Theory (EDT). EDT posits that satisfaction results from the comparison between pre-purchase expectations and post-purchase experiences (Oliver, 2014). The strong correlations of physical evidence (r = 0.628), people (r = 0.588), and process (r = 0.485) with customer satisfaction indicate that these elements play a critical role in positively confirming customer expectations. Specifically, the cleanliness, layout, and physical appeal of the market environment (physical evidence), the behavior and competence of vendors (people), and the efficiency of service delivery (process) significantly enhance the overall customer experience. 
As noted by Pérez and del Bosque (2017), when service attributes perform better than expected, they contribute to positive disconfirmation, which is central to achieving customer satisfaction. These results emphasize that traditional market vendors must consistently deliver above-expectation experiences across key service areas to strengthen satisfaction and foster customer loyalty.

Table 13.	Significant relationship on the level of customer satisfaction
	Independent Variables 
	Overall 
Customer 
Satisfaction 
	Interpretation 

	Product 
	Pearson 
Correlation 
	0.334 
	Weak relationship but significant 

	
	Sig. (2-tailed) 
	0.000 
	

	Price 
	Pearson 
Correlation 
	0.413 
	Moderate relationship but significant 

	
	Sig. (2-tailed) 
	0.000 
	

	Place 
	Pearson 
Correlation 
	0.386 
	Weak relationship but significant 

	
	Sig. (2-tailed) 
	0.000 
	

	People 
	Pearson 
Correlation 
	0.588 
	 Moderate relationship but significant 

	
	Sig. (2-tailed) 
	0.000 
	

	Promotion 
	Pearson 
Correlation 
	0.278 
	Weak relationship but significant 

	
	Sig. (2-tailed) 
	0.000 
	

	Process 
	Pearson 
Correlation 
	0.485 
	Moderate relationship but significant 

	
	Sig. (2-tailed) 
	0.000 
	

	Physical Evidence 
	Pearson 
Correlation 
	0.628 
	Moderate relationship but significant 

	
	Sig. (2-tailed) 
	0.000 
	

	Average 
	Pearson 
Correlation 
	0.618 
	Moderate relationship but significant 

	
	Sig. (2-tailed) 
	0.000 
	



4. CONCLUSIONS AND RECOMMENDATIONS

4.1 Conclusions

The researchers reached the following conclusions:  
The findings revealed that the majority of customers in the public market are female, aged 36 to 45 years, with a monthly income of PHP 20,000 or less, who visit the market on a weekly basis. This suggests that middle-aged, low-income women are the primary patrons of tab vendors and play a significant role in household purchasing decisions.  
Customers expressed a high level of satisfaction with the products, pricing, and services provided by tabo vendors. Overall, responses ranged from "Satisfied" to "Strongly Satisfied," although the promotional efforts and location received relatively lower ratings. This suggests there are opportunities for improvement in marketing strategies and accessibility.  
The results demonstrated that overall customer satisfaction is notably high, with respondents valuing the quality, affordability, and efficiency of the services provided by tabo vendors. The consistently positive ratings across various aspects reflect the reliability and value that these vendors deliver in meeting customer needs.  
A significant relationship was found between elements of the marketing mix and customer satisfaction. The factors of physical evidence, people, and processes showed the strongest correlations, highlighting the importance of a clean environment, professional vendor behavior, and smooth transactions in influencing positive customer experiences and loyalty. These findings underscore the critical role of service quality and the environment in shaping customer perceptions.  
4.2 Recommendations

Based on the study's findings, several recommendations aim to enhance customer satisfaction and improve marketing strategies for tabo vendors:
Empower Tabo Vendors Through Customer-Driven Training Programs: Regular training focused on customer service, product presentation, hygiene, and responsiveness can help vendors understand and meet customer expectations more effectively. This initiative may lead to improved satisfaction and increased sales.
Develop Customer Feedback Mechanisms: Implementing simple feedback systems, such as suggestion boxes or digital surveys, encourages customer participation in market development. This enables vendors to tailor services to real-time preferences and continually improve the shopping experience.
Support Further Academic and Market Research: Encouraging academic institutions and researchers to build upon this study can provide deeper insights into traditional market practices, customer behavior, and vendor sustainability. This contributes to the broader literature on local commerce and microenterprise development.
Improve Promotional Strategies: Considering cost-effective marketing approaches like posters, community bulletins, or basic social media use can help tabo vendors better inform and attract customers, addressing the area of promotion where scores were lower.
Tailor Services Based on Age: Exploring age-targeted strategies can ensure product offerings and service approaches resonate with the preferences of different age groups, thereby enhancing satisfaction.
Maintain Strengths in Product, Price, and Customer Service: High ratings in these areas indicate their importance to customers. Continuing to uphold and enhance these strengths can reinforce vendor appeal.
Vendor Training: Conducting regular training on customer engagement, hygiene practices, and basic marketing supports ongoing improvement in service delivery.
Strengthen Partnerships with Local Authorities: Collaborating with local government units (LGUs) can provide access to support services, infrastructure improvements, and marketing assistance, benefiting both vendors and customers.
Conduct Regular Satisfaction Assessments: Periodic surveys can help monitor changes in customer expectations and satisfaction levels, guiding future improvements effectively.
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