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The purposes of this research were: 1) to study the level of customer satisfaction
towards advance booking service at Chiang Mai railway advance booking office; 2) to compare
the level of customer satisfaction towards advance booking service at the Chiang Mai railway
advance booking office classified by the personal factors; and 3) to study the service factors
influencing customer satisfaction towards advance booking service at the Chiang Mai railway
advance booking office. The samples of this research were 335 customers of the Chiang Mai
railway advance booking office by using the convenience sampling method. The instruments for
data collection were the questionnaires. The data analysis was carried out through SPSS PC
computer program to find the percentage, means, standard deviatién, statistic t-test and One way
ANOVA and compare each pair of means by using LSD: Least Significant Difference method
and Stépwise’s Multiple Regression Analysis. The results of the study shows that:

1. The customers were satisfied with advance booking service at the Chiang Mai
railway advance booking office at higher level

2. The customer, with differences in gender, age, marital status, occupation, revenue,
type of travel and booking/purchase time, possessed the different levels of satisfaction as a whole
with different statistical significance at .05 while the customers, with differences in education

level, possessed the different levels of satisfaction with out statistical significance.

3. The service factors were related to the levels of customer satisfaction towards
advance booking service at the Chiang Mai railway advance booking office with statistical
significance at level .05. Therefore, it was concluded that the six aspects, namely process,
physicals evidence, peop}e, service, promotion and place, influence customer satisfaction towards
advance booking service at the Chiang Mai railway advance booking office statistically and

significantly.





