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This research studied employee engagement at Chiang Mai Municipality. The study
focused on 3 aspects: self-efficacy, customer orientation, and service climate. Likert scale was
used to determine attitudes.

The population of this study was 240 operational staff of Chiang Mai Municipality. A
questionnaire was used to collect data and the data was analyzed using frequency, percentage,
mean, T-test, analysis of Variance : ANOVA, and Linear Regression.

The study tried to determine the relationship between the 3 aspects namely self —efficacy,
customer orientation, and service climate, and employee engagement.

The results of the study showed that self-efficacy and customer orientation were ranked
at the “agree” level, while service climate was at the “quite agree” level. Personal factors namely
sex, age, educational background, work period, position, and salary, affected employee
engagement.

From the study of the 3 aspects of employee engagement namely enthusiasm, dedication,
and willingness, it was found that they are ranked at the high level. When considering personal
factors namely sex, age, educational background, work period, position, and salary, it was found
that position affected enthusiasm and willingness.

The factors that affected dedication and willingness were in the following order: first
customer orientation, second self- efficacy and third service climate. The factors that affected
enthusiasm were in the following order: customer orientation, service climate and self-efficacy,

respectively.





