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ABSTRACT

The purpose of this research was to 1. study the service quality level of the people
who use the service that was classified by demographic data from the personal
information of the user, 2. study service quality affecting the image of excise department
by user and 3. realize development guideline of the image of excise department affecting
to user.

The sample was people who receive service from excise department in 10
sections of department as Area Excise Office, Excise Office and Branch area of the Excise
Department. 346 respondents were collected data by questionnaire. The analytical
statistics were percentage, mean, standard deviation, t-test, One-way ANOVA and
Multiple Regression analysis

As the result, most respondents are female, aged 41 — 50 years, average monthly
income of 10,001 — 20,000 baht. There is a grocery business and the period of business
operation is 1-2 years, the frequency receiving services from Excise Department as
1 — 2 times per year. The receiving service issues are asking for permission to sell liquor,
tobacco and cards; Perception of people toward the image of excise department from
service quality at the highest opinion level. The result of the service quality opinion level
was classified by demographic data using the sample personal data, it was found that
gender, income, type of business, period of operation time. Different frequency receiving
services from Excise Department affected on the image of the excise department were
significantly different at the 0.05 level. The difference of age affected indifferent the image
of the Excise Department and service quality affected the image of the Excise
Department, statistically significant at the 0.05 level. All variables were explained or
predicted the image of the Excise Department at 99.60% and the standard error of

prediction was 0.27093.
Keywords: perception, service quality, image
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