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ABSTRACT

This research was the study of customer’s satisfaction towards the transportation
service quality of Chaipattana Transportation Chiangmai Company Limited with existing 382
customers. The data were collected by the use of questionnaire. The statistic data analysis
methods used consisted of frequency, percentage, standard deviation and pair-sample (t-test). The
study was focused on the comparison of customer’s expectation to their perception on 5 aspects
of transportation service quality. Those are: reliability, assurance, tangibles, empathy and
responsiveness, which could be applied to improve the delivery service quality of Chaipattana
Transportation Chiangmai Company Limited and to respond to the customer’s expectation on the
service quality.

The results of the study showed that there were 2 types of customers. On the one
hand, most of them were in business sector. The goods to deliver were mostly agricultural
products with the minimum weight of 25.1 kg. per time. The frequency of service was 2-5 times
per month. The most frequent destination was Chiangrai province. On the other hand, it was the
personal type of customers who mostly were male working as employees of companies with the
average age of 20-29 years, maximum education at bachelor degree and average salary from
5,000- 10,000 Baht. Most goods to deliver were paper document with the average weight of 1.1-
5 kg. per time and the delivering frequency of 1 time per month. Chiangrai province was the most

frequent destination.



The study showed that both types of customers were satisfied with the service
quality of Chaipattana Transportation Chiangmai Company Limited in all aspects. The most
satisfied aspects perceived by the individual type of customer were the reliability, the tangibles,
the empathy, the assurance and the responsiveness respectively. As for the business type of
customer, the most satisfied aspects were the assurance, the tangibles, the reliability, the empathy

and the responsiveness respectively.



