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Corporate image effects on customer perceptions of service quality of

Krung Thai Bank in Sam Chuk branch, Suphanburi province
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Abstract

The purpose of this paper was to study the corporate image effects on customer perceptions of service
quality of Krung Thai bank in Sam Chuk branch, Suphanburi province. Data were collected from 400 questionnaires
and analyzed using frequency, percentage, mean, and standard deviation. The hypothesis was test using multiple
regression analysis. It was found from the survey that most respondents had a bachelor's degree. Their career was
civil servant/state enterprise employee and their monthly salary was less than 10,000 baht per month. The opinions
on the corporate image factor and the service quality perception factor were at the highest level. The results of the
hypothesis testing showed that the corporate image in five aspects: relation driven, social driven, recommendation,

customer contacts, and position in the market affected to customer perceptions of service quality of KrungThai bank
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in Sam Chuk branch, Suphanburi province. The results also predicted that the perception factor of service quality

was 63.30 percent.

Keywords: corporate images, customer perceptions, quality of service
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Figure 1 Conceptual framework.

LAFRINAN LT U153
=2 :; d’l v o d} A v A
AnsAnmn luasall lHunAsestann i Ae
wngaund lneAnmlfdpiuuugaeuniuunann
NMIAATIENANT NY 1Y) A9T WUIAA UAZNNT
A A o o Y
nunauIUNifgafes wartdinidseyne iy
AN TasuugaunNwlalu 4 491 lHwn 1)

fayaaruyAnadMTLEMILLLLADUNIN ANBILY

°

ANDINWUL check list 2) tTaqa@nuninansnl

89AN7 3)  AdHAIUANNINLTNITLBITUIATT
WAz 4) wuugauninkuulananile
TABULRAUDINAIUN 2 wazdaud 3

Whiudiaaanuuuudnunnmaulszannsmn tneld

a

INUAUILNURNNRTIARLASY (rating  scale)

a -

(yeyla Fatimdusnns, 2553) uiiuilu 5 526y Aa

Wiudaeae1eie (5) Wiuaae (4) Tuwula (3)

Tdiudae (2) wazluivfaaasnega (1) Wadl

uuLgaunNiANANATIANNLTEen TaaRanTun

o

NATRAINADAARDITLNINTBAIDIN WAL

2

o

quﬂim\‘lﬁ(item objective congruence index :

)}

v 1 1

10C) Wud1 daAninyndatA1NInngn 0.50 wag

1 '
o

LLUU@@UquﬁV’]QWNL%@Nu Imﬂﬁ@ﬂimqﬂﬁﬂ

AduUse@nsueanin (alpha-coefficient) MNAT

ABNATAULNA Wudqﬁqﬂqqﬂlﬁ]ﬂﬁuﬂﬂqLLUU@@‘UﬂqN
i

yaatiues® 0.889 TINAININNGN 0.70 (Fas

anfaehiyan, 2550) asaztaliduuugaaunis

=

a , a4 ° Py =
HAITHUN Lm@m@Lmeﬂﬂ?auﬂﬂiﬂumiﬂﬂ‘]ﬂ
P = ] A o
1@@?]7\‘][,‘1/11]'73@1] 1ATILAZLREAATAINHN TR

YBILFAAZAU A9 (Table 1)

nmsiiudaya

1. fayailgundl (primary data) 1#a1nnns

a 49

' o

ﬂWLLHU@‘ﬂUDWNLL@ﬂﬂ@‘N 19819 A11U 400 AU
LATUILUUAAUNINNIATIAEaUANNATUHIN

wath lUAnwdinssiifiayasialil



168 LUNIA. (NYBEAVANTUASAIANAIANT) 3(2) : 164-176 (2561)

2. dayanRuni (secondary data) 1HAnmA

Q

o

o A a a A o ' A o
LANANT UUNAD 91U9 ENEITBIAINT PNBUINA

dszgndfldlunisadaunuaauniuiinalinian

ATALIARHUATANANIN sz aeAnan1a3iSe

Table 1 Reliability value expressed by the alpha coefficients of each aspect.
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Table 2 Frequency and percentage of customer’s demographic characteristic.
demographic characteristic frequency percentage
education level
lower than bachelor's degree 151 37.80
bachelor's degree 221 55.30
higher than bachelor's degree 28 7.00
total 400 100.00
occupation
employees 103 25.80
government/state enterprise 144 36.00
student 87 21.80
maid/butler 11 2.80
business/trade 51 12.80
others 4 1.00
total 400 100.00
average income per month
less than 10,000 baht 154 38.50
10,001 - 20,000 baht 141 35.50
20,001 - 30,000 baht 60 15.00
30,001 - 40,000 baht 19 4.50
40,001 - 50,000 baht 16 4.00
more than 50,000 baht 10 2.50
total 400 100.00
Table 3 The average and standard deviation of the corporate image factor.
corporate image factors X S.D. results order
1. relation driven 4.91 0.23 highest 1
2. social driven 4.82 0.36 highest 3
3. recommendation 4.78 0.39 highest 5
4. customer contacts 4.88 0.32 highest 2
5. position in the market 4.79 0.40 highest 4
total 4.85 0.27 highest
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Table 4 The average and standard deviation of customer perceptions of service quality factors.

customer perception of service quality factors X S.D. results order

1. environment 4.90 0.22 highest 3

2. response from service 4.93 0.21 highest 1

3. trust 4.92 0.25 highest 2
total 4.92 0.21 highest
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Table 5 The tolerance value and VIF of independent variable.

variables tolerance VIF

1. relation driven 0.599 1.669
2. social driven 0.500 1.998
3. recommendation 0.417 2.396
4. customer contacts 0.476 2.102
5. position in the market 0.601 1.664
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Table 6 The correlation coefficient between opinions on the corporate image influence to customer

perceptions of service quality factors of Krung Thai Bank, Sam Chuk branch, Suphanburi province.

relation social

customer position in

customer perceptions

variables recommendation of service quality
driven driven contacts the market
factors
- relation driven - 0.607 0.504 " 0.385 0.253" 0.304"
- social driven - - 0.610" 0.485 0.369 0.503"
- recommendation - - - 0.660 0.544" 0.714"
- customer contacts - - - - 0.596 0.611"
- position in the market - - - - - 0.667"

quality service - -

perception factors

©<0.05, p<0.01
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Table 7 The results of multiple regression analysis of independent variables which used to forecast

the service quality perception of customer.

corporate image factors b s.e.b. '[)’ t p
1. relation driven (x,) 0.235 0.025 0.444 9.442" 0.000
2. social driven (x,) 0.230 0.025 0.354 9.041" 0.000
3. recommendation (x,) 0.077 0.025 0.134 3.128" 0.002
4. customer contacts (x,) -0.112 0.035 -0.126 3.209" 0.001
5. position in the market (x,) 0.046 0.022 0.090 2.053 0.041
constant 2.633 0.150 17.555 0.000
r=0.798 F=0.637 se. est. = 0.633

'p<0.05 p<0.01
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