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The purposes of this research were 1) to study the levels of customer satisfaction
on land office services, and 2) to test the hypotheses on the differences in family
demographic, economic and social statuses and objectives in giving services affecting the
differences in levels of customers’ satisfaction. The empirical data had been collected through
150 samples by survey questionnaires. In statistic analysis , frequency, percentage, and
means were used for describing the sample characters and level of customers
satisfaction .The hypotheses were tested by one — way ANOVA.

The results of this study were 1) the level of customers’ satisfaction as a whole
falling in “moderate”. But in the details, satisfaction on personnel was falling in “high” (X =
3.54) , expensed in “moderate” (§= 3.47), channel in communication in “moderate” (§=
3.46), human relation in “moderate” (i = 3.44), servicing in “moderate” (i = 3.43)

facilitating in “moderate” (i = 3.38) and process servicing in “moderate” (i =3.35)and 2) in
testing hypotheses, there was no significantly different at a=0.05 in any hypothesis.
However, in the detail, there were significant differences a=0.05 in sex and age affecting the

difference of satisfaction on personnel.

Program of Public and Private Management  Graduate School, Silpakorn University =~ Academic Year 2009

Student's signature ........cccccceeeiiiiiicciiiiieeee.

Independent Study Advisor's signature ...........cccooceeeiiiiiieee e,





