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ABSTRACT

The objective of this independent study was to investigate The Perception of Customers
in Amphoe Mueang Chiang Mai Towards Brand Image of Siam Commercial Bank Public
Company Limited. Data collection for this study was conducted by using questionnaires, and
Quota Sampling was applied in sample selection. The collected data were analyzed using
Descriptive Statistics (frequency percentage mean mode and Weighted Mean were used). The
samples were 400 people who had account with The Siam Commercial Bank in Muang Chiang
Mai.

The study results revealed that most questionnaires respondents were female. They were
mostly aged between 31 to 40 year’s old, single, and bachelor’s degree educated. In terms of
occupation, most of them were company employee at average personal income of 10,001 —20,000
baht per month.

In this study, perception of image was evaluated in two levels: Familiarity scale of Siam
Commercial Bank Public Company Limited and Favorability scale of Siam Commercial Bank
Public Company Limited as follow:

The study results in familiarity scale of Siam Commercial Bank Public Company
Limited showed that respondents know of Siam Commercial Bank Public Company Limited is the

first of commercial banks in Chiang Mai. And most think of purple when referring to the Siam



Commercial Bank Public Company Limited. Respondents are familiar with SCB Refreshing Our
Brand Project 2553 for 4 of the features in "familiar" with features that include the highest mean
Siam Commercial Bank Public Company Limited had developed and creative innovative products
for best service. And respondents perceived personality of Siam Commercial Bank Public
Company Limited, it would be a reliable bank.

The study results in favorability scale of Siam Commercial Bank Public Company
Limited showed that:

The favorability of the Siam Commercial Bank Public Company Limited’s image in
term of attributes was found at “somewhat favorable”. The factor with the highest means was that
Staff uniforms were appropriate and unique.

The favorability of the Siam Commercial Bank Public Company Limited’s image in
term of benefits was found at “somewhat favorable”. The factor with the highest means was that
Siam Commercial Bank Public Company Limited had strong financial and reliability.

The favorability of the Siam Commercial Bank Public Company Limited’s image in
term of values was found at “somewhat favorable”. The factor with the highest means was that
Siam Commercial Bank Public Company Limited had offered services for Thai people for over
100 years.

The favorability of the Siam Commercial Bank Public Company Limited’s image in
term of organizational cultures was found at “somewhat favorable”. The factor with the highest
means was that Siam Commercial Bank Public Company Limited had adapted to change and
quality of service both staff administration, corporate management, including creation and

development of new products, in order to meet customer needs, transparent service and reliable.



