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Abstract  

This research aimed to 1) study the level of service quality provided by the Samut Sakhon Area Revenue 

Office 2,  2) study the level of satisfaction of service users of the Samut Sakhon Area Revenue Office 2, and  

3) analysis of service quality factors that influence the satisfaction of users of the Samut Sakhon Area Revenue Office 

2 The sample group consisted of 400 people who used services at the Samut Sakhon Area Revenue Office 2, 

selected through convenience sampling. The research instrument was a questionnaire. The statistics used for data 

analysis included frequency distribution, percentage, mean, and standard deviation. Multiple regression analysis was 

employed to test the hypotheses. 

The research results showed that 1) the overall level of service quality was at the highest level, with the 

highest average score in the aspect of empathy toward service users. 2) The overall level of customer satisfaction 

was at the highest level, with the highest average score in the aspect of progressive services. 3) Service quality 
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factors for service users including service tangibility, service reliability, responsiveness to customer needs, and 

responsiveness to customer needs, and emotional accessibility, significantly influenced customer satisfaction at the 

Samut Sakhon Area Revenue Office 2 at the .05 level. Therefore, the quality of service should be given importance 

in terms of service tangibility, service reliability, responsiveness to the needs of service recipients, and access to the 

minds of service recipients. 
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