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4�,� 2 ��'�� 4#1���������!"01���1% 95% �������
!�����
���/���
4&
E �������%&
 (Coefficient of 

Correlation) !�01�������������%&
�������������������%�'	�����������
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ABSTRACT 

 

The research objectives were threefold: to explore satisfaction level of customers 

towards service quality of COTTO STUDIO Chiang Mai, to study customer perception on service 

image of COTTO STUDIO Chiang Mai, and to examine the relations of service image and 

satisfaction on service quality of COTTO STUDIO Chiang Mai. Questionnaires were used as the 

research tool and distributed to 355 target customers, as the research samplings: 249 of them were 

house owners and 106 of them were architects/interior designers. The Statistical Package for the 

Social Sciences (SPSS) was applied to process all data obtained. Then, data analysis was 

conducted in according to the descriptive statistics to find out frequency, percentage and mean, 

the inferential analysis via Independent Sample T-Test to find out differences of image among the 

two target groups, and the coefficient of correlation to evaluate the relationship between service 

quality satisfaction and image perception of those target customers towards COTTO STUDIO 

Chiang Mai. 

 The findings presented that most respondents were 21-30 years old male, earning 

monthly income over than 50,000 baht. It was found that 70.90 percent of them were house 

owners and 29.90 percent of them were interior designers. The majority hold Bachelor’s degree 

and were interested in receiving informative service, especially on product pricelist and product 

qualifications. 

 Regarding the study on service image perception of COTTO STUDIO Chiang Mai, 

the results were presented as follows. In terms of people, the image perception was ranked in 



O 

excellent level and the highest perceived values were for personality of staff, services as provided 

by staff, and knowledge and capacity of staff. In terms of place, the image perception was ranked 

at good level and the highest perceived value was for cleanliness and standard of service area. In 

terms of service process, the image perception was ranked at good level and the highest perceived 

value was for convenient and rapid service to be provided. 

Regarding the study on customer satisfaction on service quality of COTTO 

STUDIO Chiang Mai, the results indicated that in an overall view, the respondents satisfied at the 

highest level to all following factors; empathy, responsiveness, tangibles, reliability, and 

assurance, respectively.  

 Based upon Pearson’s Correlation Analysis on service image components which 

referred to the level of customer perception towards COTTO STUDIO Chiang Mai, the results 

were shown hereafter. In terms of people, the perception was positively or highly correlated to the 

satisfaction on service quality factors namely reliability, assurance and empathy; but, fairly 

correlated to the satisfaction on tangible factor, at the statistical significance at 0.05. 

 In terms of place, the perception was positively or fairly correlated to the 

satisfaction on service quality factors namely tangible and reliability; but, less correlated to the 

satisfaction on responsiveness, assurance and empathy factors at the statistical significance at 

0.05. 

 In terms of process, the perception was positively or highly correlated to the 

satisfaction on service quality factors namely reliability, responsiveness, assurance and empathy; 

but, fairly correlated to the satisfaction on tangible factor at the statistical significance at 0.05.  

 


