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ABSTRACT

210852

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 opiﬁion 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 £he 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 controiling 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 ét a

significant level of .01.





