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ABSTRACT

The objectives of this research were to study service quality affecting the
corporate image of Go Wholesale Food Supply Center, Hat Yai Branch. Data were
collected from 400 samples, and the questionnaire's reliability was tested with 30 samples
using Cronbach's alpha coefficient, resulting in a reliability of 0.749. The statistics used
for data analysis were descriptive statistics, including percentage, mean, and standard
deviation, and inferential statistics, including t-test, One-Way ANOVA, and Multiple
Regression Analysis. The study found that 1) the service quality of Go Wholesale Food

Supply Center, Hat Yai Branch was at the highest level was 4.95 and 2) the corporate



image of Go Wholesale Food Supply Center, Hat Yai Branch was at the highest level
was 4.96
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