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Abstract

This research aimed to 1) study personal data, 2) study usage behavior, 3) analyze and classify
service quality factors, and 4) classify user behavior according to service quality factors that affect the

decision to use fiber optic internet. The sample group was 385 fiber optic internet users in Nakhon
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Ratchasima Province. A questionnaire was used to collect data, analyze data using descriptive statistics,
factor analysis, and compare user groups using cross-tabulation. The results of the research found that most
of them were female, aged 41-50 years, had a bachelor's degree, had an income between 15,001-25,000
baht, were civil servants/government employees/ state enterprise employees and were single. In terms of
usage behavior, most users used the service to watch TV shows/watch movies/ listen to music/ play
games/watch online news, used it from 7:00 p.m. to 12:00 a.m., used it for 1-3 hours per time, and used it
at home/residence via smartphones/mobile phones. and made the decision to use True Corporation Public
Company Limited by themselves. In terms of component analysis, there were 4 factors: Factor 1) service
staff 2) service center 3) service price 4) signal quality, and the results of grouping users into 2 groups: Group
1) focuses on service quality and Group 2) focuses on signal quality. The results of this research are useful
for service providers in determining marketing strategies to compete with different and diverse user groups.
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