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ABSTRACT

This study was conducted to investigate 1) marketing factors affecting the
decision-making to use taxi meter service of passengers at Chiang Mai International Airport and
2} passengers satisfaction with service quality of the taxi meter. A set of questionnaire was used
for data collection administered with 400 taxi meter service users at the domestic terminal of
Chiangmai International Airport . A set of questionnaires passing the reliability test on marketing
factors at 0.9381 and service quality at 0.9512 was used for data collection. Percentage, mean,
standard deviation, t-test, and One Way Anova were used for the statistical treatment. Results of
the study revealed the following:

I. Most of the respondents were female, 25-34 years old, single, a bachelor's
degree holder, and private company employees. Their average monthly income was 5,001-10,000
baht. Most of the respondents perceived that personnel was the marketing factor having an effect
on the decision making to use taxi meter services most. This was followed by physical
appearance, price, process, place, product and promotion respectively. For service quality, most
of the respondents had a highest level of satisfaction with the confidence is service assurance.
This was followed by empathy, responsiveness, reliability and tangibles respectively.

2. Regarding the hypothesis testing, the following were found:

2.1 The respondents had a high level of satisfaetion with the service quality
of taxi meter with the signifieance level at 0.05
2.2 Marketing factors had a high level of an effect on the decision making to

use taxi meter services with the significance level at (.05
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2.3 Personal factors on age and monthly income had an effect on the
decision-making to use taxi meter services with the significance level at 0.05
24 Personal factors on age, educational attainment, and monthly income
had an effeet on satisfaetion with the service quality with the significance level at 0.05
For Suggestions, the following were found: salespersons should be trained to be
ready for service provision and problem solving; taxi drivers must have a driving lieense and be
punctual; taxi drivers must follow traffic rules and regulations; and taxi drivers should have a

clear telephone number.





