v \

=R a J = a =< d’d a LY
AUIUNY (UNA. (2550). Wq9]ﬂi53»1!!ﬁ%ﬂ?ﬁl‘wQW@)‘]"I]GU@NQﬂﬂ1TINﬂ§]fﬂi‘lji‘i"ni‘i]ﬂiﬂﬁ
=) v d‘ A = a a J @ )
lii’)‘ﬂﬂﬁmfﬂ1‘1!léllﬂ!ﬂ"l3&N@QW§$Mﬂ§ﬁiﬂQﬁﬂ1. INITUNUD UD.U. (ﬂﬁﬂﬂﬂﬁ‘ﬂ?hlﬂ)
a [ @ ~ s
Wﬁ%uﬂ'ﬁf’ﬁ@q‘ﬁm S UVINGRYIIFAYWISUATATOYTN. fJﬁ]ﬁﬁmﬂéﬂ‘kﬂ :

@ [

J a 4 ~ (=~ [
TOIAITATINITEY AT.DAUUN IUASU, A5.15% ’J‘iﬁﬁlﬂ%ﬂ

UNAALID

Y 4
v AA v

Aa o s A a 9y Aa Y A =
ﬂWﬁ’Jﬂﬁlﬂﬁ\iuiJ'Jﬁt]ﬂizﬁ\‘lﬂLWﬂ 1) ﬁﬂ‘]&ﬂWi]ﬂﬂiiﬂﬂWii%UﬁﬂWiﬂl@\iQﬂﬂ%i@ 2) ANy

2

=

Y a < 9 == Y Y ~ ~ [ a <
ITAUANNAAULUUDIGNA 3) ﬁﬂHWi%ﬂUﬂ?WNW\?W@iﬂﬂlﬂﬁQﬂf’ﬂ 4) Lﬂiﬁml‘ﬂﬁmi%ﬂﬂﬂ’ﬂhﬂﬂlﬁu

9 o [} 1 =) = (% = 9 ) (%
VBIGNA NuunmudadeaIuynng 5) L‘]JﬁEJ‘UL“I/I‘c’J‘Ui%ﬂ‘]Jﬂ’JHJWQW’f)Glﬁ]‘U’ENQﬂﬂ"I Iuunauilede

Q

daunana 6) WSeuisuszauanuiiane lvueagnA SwunaungAnssums 15usns 7) Any

[ [ 4 J @ ' @ a a
ﬂ’)ﬂJﬁ'NWM‘ﬁigﬁﬂNﬂﬁ]ﬂﬂﬁﬁuuﬂﬂaﬂUWﬂﬂﬂiiMﬂWiﬁl%ﬂﬁﬂ"lﬁéllﬂ\‘lgﬂ?sﬁ iuag 8) ﬁﬂ‘]&ﬂ

%

v o d ' @ a [~} o o 1 [
ﬂ’JTJJﬁllW“Ll‘ﬁﬁ311'31\‘]ﬁ8@‘Uﬂ'J']iJ‘ﬂﬂ!fl"iUﬂﬂﬁgﬂﬂﬂ'ﬂﬂﬁﬂv\lﬂiﬂmﬂﬂgﬂﬁﬁ Iﬂﬂquﬂﬂﬂﬂﬁfﬂﬁ‘lgﬂgﬁ

A A A A Agqu A & 9 ya Y Y Aay ' A
139NDAUNYI 384 AU Lﬂif‘]\illi’)‘ﬂblﬂf ADLUUEDUDIN G]Nllﬂﬁlﬂiqgﬁmﬂmaﬂ?ﬂﬁﬂ@i@ﬂﬁg AURNAY

G

ANOUUINATIIMU ttest, F-test, LSD., Chi-Square tagimanduiusiuuiios du

NAIUIVINUI

=1

1. woAnssumslFusmsvesgadmudidanlvg {Snanuditusmsseneufivann

[
=~ v )

adnitenuuzh  aguszasdiinldusmaiseneuiinrietnion mlduimadereuiion

Q

o Y a A ~ o s A < Y o A A
2 A4 mi%mmsua%mmm AULRIT-DINNY LAY Qﬂﬂ'lﬂﬁ‘]ﬁﬂﬁ/]ﬂ?ﬂﬂ

Y A a < ] Y Y Y Y A 1 A
2. aﬂﬂ'lllﬂ’JHJﬂﬂWqu]Q‘luigﬂﬂiﬂﬂ ATUNTIINUAU ATUNITIANITLIDNDUNYD LS

U

o a < 1 Y
auaugu daudumanuziivgele Ianuaamuegluszauiunang

Y A =2 ] (% 9 Ay a 9 ' ~
3. QﬂﬂuJﬂ'JnJW\‘]W@Eli]@QGluigﬂUﬂJ']ﬂ ATUADIUN ATUNITUINIT LAT ATUNTHUTTY

! Y = == [l o
NITAATA TIUATUIIA Mﬂ’JHJWQW’E)Gl%’E]EJGlu‘i%mJﬂWHﬂﬁN

yd‘d [ =

4. NAIMNUDIY TEAUNITANH 1N 'iWEJllﬂ mumammau Uag aouNNause

Q
< J @ ' A o [ aa [

U5LAVANUAATULANAINU E]EINIJHEJ’L’?WﬂﬂJT]N’ﬁ igﬂ‘U 0.05

=

91y FTAUMIANE 013N 1az 519 1dd Iy AnadeIRoUANNY TszaunN

=3

5. gnAIM

= 1 v A o
wanelouana1enu ed1alivie

aax

MUNNAANTEAU 0.05

g

Do

6. Qﬂﬁ?ﬁﬁﬂﬁi ﬂﬁﬂWu‘ﬂiJ‘UiﬂﬁLi@‘VI@\im&’J ?l@lfl‘]_lﬁ ﬁﬂﬂ‘l/lllﬂﬂfﬂiﬂ"lﬁ!i@“l/l@ﬁmﬂ’ll

=

9 ]
§11&’31!ﬂ%ﬂﬁi\lﬂ%‘ﬂiﬂﬁﬁﬂ‘ﬂﬂﬁmEJ’J uas '3/1!1/]MTGlGIﬁJiﬂ”IiLi@VIi’NWIEJ’J@]Nﬁu Ni%ﬁﬂﬂ??N‘WQ

aaa [

wolauana1any aéwqﬁﬁﬂﬁwﬁ’mwaammmu 0.05

Y v W

7. fhadedruyanavesgnmdanuduiussuiunganssumsldusmsveegna

o aaa

GIANT wﬂﬁ"lﬂﬂWlNﬁﬂWﬂS @u 0.05

o v W

8. szAUANAATLYeIgRAlAuFuRUS fufUsEAUALianelavesgnii ol

Had 1A mqﬁmm a1 0.01



Kanungnit Mekdee. (2007). The Behavior and Satisfaction of Customers Affecting the
Management of Tour Boats in Ko Muang Phranakhon Si Ayutthaya. Master Thesis,
M.B.A. (General Management). Phranakhon Si Ayutthaya : Phranakhon Si Ayutthaya
Rajabhat University. Advisory Committee: Associate Professor Dr. Aphinant Chantanee,

Dr. Phreecha Wararatchai

ABSTRACT

This research aimed to: 1) study the customers’ behavior of the service use of tour boats,
2) examine the opinion levels of customers, 3) examine the satisfaction levels of customers, 4) compare
the opinion levels divided by personal factors, 5) compare the satisfaction levels divided by personal
factors, 6) compare the satisfaction levels divided by customers’ behavior, 7) study the relationship
between the personal factors and the customers’ behavior of the service use, and 8) study the
relationship between the opinion levels and the satisfaction levels of customers. The sample group
consisted of 384 customers. The research tool was the questionnaire. The data were analyzed by
percentage, mean, standard deviation, t-test, F-test, LSD., Chi-Square and Pearson’s coefficient
correlation.

The findings indicated the following:

1. Most customers knew the service places from their relatives/friends. Their objective was
recreation. They used the service twice: on Saturdays and Sundays and they visited again.

2. The opinion levels of planning, managing the tour boats and controlling were at a high
level. The advice/motivation levels were at a moderate level.

3. The satisfaction levels of the places, the services, and the marketing promotion were at a
high level. The satisfaction levels of the prices were at a moderate level.

4. The customers with different ages, educational backgrounds, occupations, monthly
incomes, and marital status had different opinions at a significant level of .05.

5. The customers with different ages, educational backgrounds, occupations, and monthly
incomes had different satisfaction levels at a significant level of .05.

6. The customers with differences of location knowledge, objectives, times and dates of
the services usage had different satisfaction levels at a significant level of .05.

7. The customers’ personal factors related to the behavior of the customers’ services usage
at a significant level of .05.

8. The customers’ opinion levels related to the customers’ satisfaction levels at a

significant level of .01.



