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ABSTRACT

This independent study had an objective to explore the image of North-Chiang Mai 

University as perceived by high school students in Chiang Mai Province. The populations studied 

were high school students in Muang District, Chiang Mai Province and other Districts in its 

vicinity. 400 samples were selected randomly from students in 23 schools through the method of 

quota random. The instrument used for collecting data was questionnaires. The data obtained were 

then analyzed by the statistical methods including frequency, percentage, and means. 

The findings indicated that the high school students in Chiang Mai perceived the 

information of North-Chiang Mai University from the billboard advertisements the most. From the 

study of their opinions towards the perception of North-Chiang Mai University’s image, it found 

that the perception of the overall image of North-Chiang Mai University was perceived with the 

agreements in terms of personality, culture, benefits, users, and qualifications. For the value aspect, 

the opinions were expressed with moderate agreement. The perceptions of image can be classified 

into different aspects according to their highest means as follows: 

The perception of the University’s image in terms of qualifications was found at the 

agreement level. The factor with the highest means was that the University thoroughly provides 

convenient facilities for students such as minimarts, dormitory, and cafeterias. 



The perception of the University’s image in terms of benefits was found at the 

agreement level. The factor with the highest means was that the University offered modern 

curriculums meeting the needs of labor markets in both governmental sector and private sector. 

The perception of the University’s image in terms of value was found at the moderate 

agreement level. The factor with the highest means was that the University established people’s life 

quality in this region and society. 

The perception of the University’s image in terms of culture was found at the 

agreement level. The factor with the highest means was that the University was the organization of 

smiles, greetings, and courtesy, which was well-recognized by the people coming to contact the 

University. The University was also the organization utilizing the complete Information 

Technology.

The perception of the University’s image in terms of personality was found at the 

agreement level. The factor with the highest means was that the University effectively adjusted 

itself to be compatible with Thai society, culture, tradition, and customs. 

The perception of the University’s image in terms of users was found at the agreement 

level. The factor with the highest means was that the students entering in the University completed 

their education from high schools. 


