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Abstract

The purpose of this research was to study the factor of Marketing Mix effect on satisfaction of passenger
train Mueng Chumphon, Chumphon Province. This research used quantitative methodology. The sample size
of this survey were 300 was compiled through questionnaires. The descriptive statistics for data analysis
included mean and standard deviation, whereas the inferential statistics used to test hypothesis of this
research was single regesstion.The study indicated that most respondents were female, age less than 25
years of graduate-level courses. The average income less than 10,000 baht /month. The purpose of the trip
is a personal business trip. The journey is the average of the top three.The results found that marketing mix
has a relationship with the satisfaction of passenger train Mueng Chumphon, Chumphon Province. The most
active period was products (X=3.54) and the least was process (X=3.20).The results of hypothesis the factor
of Marketing Mix effect on satisfaction were price and place have different level of passenger ftrain
satisfaction at statistical significance level of 0.05. In contrast with product, process and people.

Keywords: Satisfaction, Train, Marketing Mix
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