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ABSTRACT

The purpose of the study was to examine the customers’ personal factors, behavior in
using the services and their satisfaction with the services provided. It also compared levels of
satisfaction with the services, categorized by the customers’ behavior in using the services and
compared level of satisfaction with the services, categorized by their personal factors. The sample
group included 246 customers. Statistical analysis was performed in terms of frequency,
percentage, mean, standard deviation, t-test and F-test. Statistical significance was set at .05

The research results revealed that most customers were male, between the ages of 31-40
years. They worked for companies with a monthly income between 10,000-20,000 baht. They
were married. Most customers spent about 101-200 baht for each purchase. They were
McDonald’s customers because of its quick service. Most of them went there with friends about
4-5 times a week during 10.01 am. to 2.00 pm. and spent about 31-60 minutes for each visit.

Most customer were satisfied with the services at a moderate level in terms of product,
distribution channel, and marketing promotion, while staff, service procedure, and environment
were highly satisfied.

Difference in the customers’ service uses regarding service charge, time and duration of
service uses yielded differences in levels of satisfaction with the services provided by
McDonald’s.

Differences in customers’ gender, age, occupation, and marital status yielded differences

in levels of satisfaction with the services provided by McDonald’s.



