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ABSTRACT
176732

This independent study aimed to study the comparison of consumer attitude
towards the mass transportation provided by Bangkok Mass Transit System Public Company
(BTS) and Mass Rapid Transit Authority of Thailand (MRTA). The data wares collected by
questionnaires form 400 respondents and using quota sampling: 200 respondents at BTS stations
and 200 respondents at MRTA station. The collected data ware statistically analyzed using
frequency, percentage, mean, chi-square test and paired samples t-test.

The result showed that most respondents were male, aged between 21-30 years
old, private employees, holding bachelor degrees, monthly income between 15,001-20,000 baht.
Most of them used BTS and MRTA regularly but they preferred MRTA to BTS. The comparisons
showed that monthly income was related towards consumer attitude of BTS and MRTA.

Regarding the cognitive element, most respondents knew the information of
BTS and MRTA from television, radio, and template cutout. They knew the information
regarding route expansion, security system and timetable of BTS and MRTA.

Regarding the affective element towards the services marketing mix, most
respondents rated their opinion at undecided level of average score. How ever, the customers of
MRTA agreed with the service marketing mix at moderate level.

The comparisons of services marketing mix factors between BTS and MRTA,
the difference in product factor was found. BTS customers thought that the route expansion
would be necessary while MRTA customers thought that the security system would be important.
The differences were not found among price, place, promotion, process, people and physical
evidence. The price factor, the initial fare was adequate. The place factor, the electronic ticketing
system would be more convenient. The promotion factor, the discount for a particular fare type
would be motivated. The process factor, there would be convenient and guide service. The people
factor, the staff would be able to provide the route information. The physical evidence factor, the
route map would be informative.

Regarding the behavioral element, most respondent used BTS and MRTA in the
moming for general purpose and for working but taking terminal perpetually. The cost of each
traveling was not over‘ 1,000 baht in the future because the customer preferred one-way card,
monthly pre-paid card and diary card. In the future, the customer tended to buy the ticket from

automatic machine rather than from the ticket booth.





