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ABSTRACT

This research aims to 1) study the behavior of the customers using the services of the
entertaining places, 2) study the levels of their satisfaction, 3) compare the customers’ behavior
classified according to their personal factors, 4) compare the levels of the customers’ satisfaction
classified by their behaviors, and 5) study the correlation between the customers’ personal factors
and their behavior. The 385 population was sampled randomly from customers using services in the
entertaining places in Phranakhon Si Ayutthaya District, Phranakhon Si Ayutthaya province.
The research tool was a questionnaire The data were analyzed using percentage, mean, standard
deviation, t-test, F-test, LSD and Pearson Chi-Square (Xz).

The findings indicate that:

1. the customers’ behavior, most customers used the services 1-2 times per month, on
Saturdays, during 20.01-22.00, for 1-2 hours. Alcoholic drinks were preferable, average expenses
about 500-1,000 bath, and they listened to songs and sang.

2. the levels of customers’ satisfaction, they satisfied with the services, prices, places, and
marketing promotion at a high level.

3. the results of the comparison of the satisfaction levels classified by their personal
factors revealed that customers with different educational levels satisfied differently with the
prices, places and marketing promotion. The customers with various jobs satisfied with the prices
and marketing promotion at a significantly different 0.05.

4. the analyzed results to compare the satisfaction levels of customers using the
services in the entertaining places classified by their behaviors showed that they used the
services on different days and the average expenses were also different. They satisfied with the
services, prices and marketing promotion at a significantly different 0.05

5. the analysis of the relationship between the personal factors and the customers’
behaviors showed that their sexes, ages, monthly incomes and marital status related to the

behavior of using the services in the entertaining places.
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