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ABSTRACT

This research aimed to compare the differences based on personal factors affecting the
perception of the image of credit officers at Khlong Khlung Agricultural Cooperative,
Amphoe Khlong Khlung, Kamphaeng Phet Province, and to study the service quality
affecting the image of credit officers at Khlong Khlung Agricultural Cooperative. The
sample group consisted of 300 loan customers of Khlong Khlung Agricultural Cooperative,
selected using multi-stage sampling. Data were analyzed using descriptive statistics,
including percentage, mean, and standard deviation. Hypothesis testing was conducted
using T-test, F-test (One-Way ANOVA), and inferential statistics through multiple

regression analysis.

The results revealed that personal factors such as gender, education level, and income
significantly influenced the perception of the credit officers' image at a statistical
significance level of 0.05. Regarding service quality, the aspect that most positively
affected the image of credit officers was responsiveness (Beta = 0.230), followed by
tangibility (Beta = 0.214), care and attention (Beta = 0.185), assurance (Beta = 0.156),

and reliability (Beta = 0.152), respectively.

Keywords: Service Quality, Organizational Image
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