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ABSTRACT

214564

This research aims to study the relationship between the service usage
behavior and satisfaction of the patrons of payment via post services in Mueang District,
Lop Buri Province. The 364 samples were consumers from 5 post offices. The
instruments employed were a questionnaire constructed by the researcher. A ready-
made program was used to calculate percentage, mean (i), standard deviation (S.D.)
and Pearson’s product moment correlation coefficient.

The findings indicate that:

1. the service usage behavior of patrons paying via post services: most
patrols paid‘ for public utilities. Advice from colleagues played a major part in the
decision making process to use the service. Internet websites of Thailand Post Co. Ltd.
and the internet websites of other agencies were the media that influenced their
decision making to use the services. The service usage behavior of the aforementioned
patrons was not at a moderate level.

2. the satisfaction of paying via post services: most samples were satisfied
with the service products of the government service work unit and they trusted and
were comfortable with the service charge rates, they were also satisfied with many
kinds of services that were free of charge which helped reduce some expenses. They
were satisfied with the service .Iocation—neat, clean, and serviced customers in
sequence. The service officers were eager to provide services. Regarding the marketing
promotion, the bills endorsed with the suggestion to pay at the post office continuously
satisfied them. The patrons’ satisfaction towards the services was not at a moderate

level.

3. the relationship between the service usage behavior and the patrons’
satisfaction with the services: both issues were related at a high level with statistical
significance at a level of .01. The media affecting decision making in service usage and
the satisfaction with service products related at the highest level with statistical
significance at a level of .01. The service usage and the satisfaction with the service

products related at a high level with statistical significance at a level of .01.





