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ABSTRACT

The purposes of this research were to study the service quality as perceived by the
Government Savings Bank’s custorners in Chiang Mat Province; the relations between the corporate
image factors and the rank of service quality factors as perceived by the Government Savings Bank’s
customers; and compared the rank of service quality factors as perceived by customers among 7

branches of the GSB,

A descriptive research design was used and data were collected by using questionnaire
from the purposive sample of 370 GSBs’ customers, who were recent users in seven branches of
the GSB; Chaing Mai branch, Chang Phuak Gate branch, Chiang Mai University branch, Tae Pae
branch, Tanon Tipayanert branch, Nhong Hoi branch and Buak Krog Luang branch . The program
of SPSS for Windows was applied to analyze the data using frequency distribution, percentage, mean,
standard deviation, Pearson’s product moment correlation coefficient, and Kendall’s coefficient of

concordance W.
The research results are as follows:

1) Hypothesis 1 : The corporate image factor was positively correlated with the overall
service quality factors as perceived by the GSBs’ customers at the 0.01 level of significance.
2) Hypothesis 2 : The GSBs’ customers who had perceived different corporate image

rated the importance of service quality factors disconcordantly at level of significant 0.01.



3) Hypothesis 3 : The GSBs’ customers who were users in difference branches of GSB

rated the importance of service quality factors disconcordantly at level of significant 0.01.



