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ABSTRACT

The purposes of this research were: (1) to study M.R.T. Ratchamongkon Line
consumer behavior and (2) to compare the behavior of M.R.T. consumer with different
demographic backgrounds.

The questionnaires survey were 400 samples, conducted to the consumers
who had taken travelling by the M.R.T. Chaloem Ratchamongkon Line. Gathering
the consumers informations for 3 months, during July to September, 2005. The samples
with statistical reliability of 95% were applied to the survey. Data were statistically
analyzed by statistical programme, through frequencies, percentage, and Chi-Squares
test.

The survey results founded that (1) the most demographic percentage of
consumers were such, women, 23-30 years of age, single as marital status, bachelor’s
degree graduate, occupation as private company staff, with 5,001 — 15,000 baht
monthly income, and living in rental room, who usually preferred to travel by the
M.R.T. Train services. (2) for consumers with diffent genders, ages, single marital
status, educational levels, occupations, and monthly income between 5,001 — 15,000
baht who had their significantly different behaviors from their purposes to travel by
the M.R.T. Train, at the statical significance level of 0.05. For consumers with
different genders, educational levels, and their occupations who had their significantly
different behaviors from the frequencies to travel by the M.R.T. Train, at the
statistical significance level of 0.05. Consumers with different ages, occupations, and
their monthly incomes who had their significantly deferent behaviors from occasion
to travel by the M.R.T. Train, at the significance level of 0.05. For consumers with
different ages, and their monthly incomes, who had their significantly different
behaviors from their significantly different alternative choices to travel by the M.R.T.
Train, at the statistical significance level of 0.05. And consumers with their diffent
genders, ages and marital status, who had their different behaviors from their trust in
safety-systems of the M.R.T. Train, at the statistical significance level of 0.05.
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