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ABSTRACT

The objective of this study is to examine the impact of service quality towards
relationship between Lampang customers and Krung Thai bank brand. The samples were 400
Lampang customers. The purposive sampling was used for selecting samples. The tool for
collecting data was questionnaire aiming for personal data, SERVPERF and consumer-brand
relationships. The collected data were analyzed using Descriptive Statistics (frequency,
percentage and mean were used), and Inference Statistics (Multiple Regression Analysis was
used).

The study results revealed that most questionnaires respondents were female. They were
mostly aged between 31 to 35 year’s old, marriage, and bachelor’s degree educated. In term of
occupation, most of them were government official; they got their personal income of 10,001 —
20,000 baht. They have frequency using bank’s service about 2-5 times per month. Mostly used
service are deposit and withdrawal.

In this study, performance perception of service quality was evaluated according to the
concept of SERVPERF. The study results showed that the overall perception of service quality
toward 5 dimensions: tangibles, reliability, responsiveness, assurance and empathy were at high level.

Consumer brand relationship was evaluated according to the Susan Fournier’s concept
(Brand Relationship Quality: BRQ). The study results showed that the overall relationship

between Lampang customers and Krung Thai bank brand toward 7 dimensions: quality of the



partner, love, intimacy, connection to the self-concept, nostalgic attachment, personal
commitment and passionate attachment were at high level.

The analysis to find the prediction factors for consumer brand relationship using
Stepwise Multiple Regression Analysis revealed that the factor that had the most positive
influence was empathy (SQ,) at the level of 0.05, followed by responsiveness (SQ,), and
reliability (SQ,).



