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ABSTRACT 

 

 The objective of this independent study was to study the image as perceived by 

customers of International Trade Service Center, Chiang Mai, Siam Commercial Bank Company 

Limited. Data were collected by questionnaires from customers in 2009. A total of 193 samples 

were taken. 164 samples of the total of 193 consisted of 128 juristic person customers and 36 

individual customers. The results were as follows: 

 The study showed that customer opinions toward image of International Trade Service 

Center identified six important image factors; product, price, service channels, promotion, 

service, and organization. Overall, it was found that the opinion was at a high level. The most 

important image factor was the image of the service. The customer perceived that the staff 

members were polite and modest in the service they provide; committed and enthusiastic with 

willing to provide the service; personality is trustful; reliable knowledge and information can be 

communicated easily; have ability to solve problems and provide advice with useful skills to 

function precisely and effectively; good coordination with other departments and provide 

customer with overall service convenience. Regarding the second most important image factors, 

these included (in order of importance): service channels, organization, product, price, and 

promotion, respectively. 



   

 Image factors as perceived by individual customers, it was found that the opinion was at 

a high level. Customers perceived that the best image factor was the image of the service, 

followed by service channels, organization, product, price and promotion. For juristic person 

customer, it was found that the opinion was at a high level. They perceived that the best image 

factor was the image of the service, followed by service channels, organization, product, price 

and promotion, respectively. 

 Image factors as perceived by the customer who utilized a service for a period of 0-5 

years, it was found that the opinion was at a high level. They perceived that the best image factor 

was the image of the service, followed by service channels, organization, product, price and 

promotion. For customers who utilized a service for a period of more than 5 years, it was found 

that the opinion was at a high level. Customers perceived that the best image factor was the 

image of the service, followed by service channels, organization, product, price and promotion, 

respectively. 

 


