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53602311 : MAJOR : ENTREPRENEURSHIP 
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SAVINGS BANK 
 KHEMMAKORN KHEMNOI : MAGE AND THE QUALITY OF SERVICE 
IMPACTING THE LOYALTY OF CUSTOMERS OF THE GOVERNMENT SAVINGS BANK 
SAMUT SAKHON ZONE. THESIS ADVISOR :  THANINRAT RATTANAPONGPINYO, Ph.D.  
148 pp.

 This research had the purpose for studying the relationship between the images of 
the organization impacting the loyalty of customers of the government savings bank Samut 
Sakorn zone and studying the quality of service impacting the loyalty of customers of the 
government savings bank Samut Sakorn zone. The sampling group used in this research was 
the customers of the government saving bank, only for 9 branches of the government saving 
bank-Samut Sakorn zone, around 900 people. Statistics used for analyzing were mean, 
standard deviation and Pearson coefficient correlation. 
 The result found that customers of the government savings bank, Samut Sakorn 
zone, mostly were female; their age was between 26-35 years old; they were single; their 
educational level was the bachelor degree; they were employees; their average salary was 
more than 20,000 baht. The quality of the service of the government savings bank, Samut 
Sakorn zone, generally was the high level. It found that customers of the government saving 
bank, Samut Sakorn zone, highlighted the most on the reliability; the secondary was 
assurance the; the least  was the responsiveness. The image of the government saving bank, 
Samut Sakorn zone, in general was the high level. It found that customers of the government 
saving bank, Samut Sakorn zone, highlighted the most on the cognitive component and the 
cognitive component; the secondary was the affective component; the least was the 
perceptual component. The loyalty of customers of the government savings bank, Samut 
Sakorn zone, in general was the high level. It found that customers of the government savings 
bank, Samut Sakorn zone highlighted the most on the company characteristics, the 
secondary was the consumer-brand characteristics; the least was the trust in brand. The 
relationship between the quality of the service and the loyalty of customers of the government 
savings bank in general found that there was the positive relation at the medium level. The 
relationship between the quality of service and the customers’ loyalty impacting to the 
government saving bank in general found that there was the positive relation at the medium 
level.
 The suggestion from the research found that the government saving bank should  
be improved about the responsiveness to customers. For example, staffs should be more 
punctual for the appointment; staffs should be more enthusiastic for giving service, the public 
relations should be reached customers to be informed about projects and activities of the 
bank; the quality and the brand should be improved for being better known so that customers 
had more trust in the brand. 
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   (Liking)  

(Respect)  (Friendship)   (Trust) 

     4.   (Commitment)  

   

   

  (Trust)  

(Commitment)   

Jacoby and Chestnut, (1978 : 659-660,   , 2551 : 23)  (Trust) 

 

   

 

  

2   (Trust in Partner’s Honesty) 

  

 (Trust in Partner’s 

Benevolence)  
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 (Service Provider’s Actions Affect Customers) 

Kotler, (1993 : 1-22,   , 2551 : 41) 

  (Affective Commitment) 

 

  

 

 

 

  (Like Being Associated with)  (Enjoy Having 

Relationship with)  Jacoby and Chestnut, (1978 : 659-660,   , 2551 : 42) 

  4  

 5  (  , 2544)   

      1  

  

      2  

 

 

      3    

   

 

      4   

   

 

 

 

     5 

 



53 

 

   

 

   (Brand Relationship Quality) 

  

 

  5  Kotler, 1993 : 1-22,   

, 2551 : 43 )  

     1.   (Love-Passion) 

     2.    (Self 

Connection) 

     3.    

 (Commitment) 

     4.    (Interdependence) 

   

    

    5.   (Intimacy 

and Brand Partner Quality) 

3.    (Composite 

Measurements) 

 

 (Internal Disposition)   

 Kotler (1993 : 1-22,   , 2551 : 43 ) 
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(  , 2544 : 10) 

  

  

   

   

 Kotler (1993 : 1-22,   , 2551 : 

43 )  

   

 Kotler 

(1993 : 1-22,   , 2551 : 44 ) 

  

    

 Griffin  (1995 : 31,   , 2551 : 44)  

    1.   (Makes Regular Repeat Purchases)

 

   

 

     

  

  Reichheld (2554) 

 

 

    

 (  , 2554) 
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 (RFM Formula)     

       (Kotler 2550 : 216 – 217,  

 , 2551 : 44) 

       Harley –

Davidson  Harley – Davidson  5   

1991  Electra Glide   Sportster  Softail  

Ultra Classic   Nostagia  Harley – Davidson 

 

  Harley –Davidson 

  4,000  Softail  Griffin (1995 : 

32,   , 2551 : 45) 

    2.   (Purchases Across 

Product and Service Lines)  (Cross – Selling)   

   

    

   

  

(Up – Selling)    

   

     

 

    

    

  (Kotler, 2550 : 217,   , 2551 

: 45)   (Cross-Selling)  /

   

 

   (Up-Selling)  
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  2-3  

      Harley – Davidson  

Harley – Davidson   Harley – Davidson  

        

5000   12  Griffin ( 1995 : 33-34,   , 

2551 : 45) 

 3.   (Refers Others) 

   

 50   

  

 

    

  (Word of mouth  WOM) 

  (Buzz)   The Buzz on Buzz  

Harvard Business Review   Kelle (1993 

: 1-22,   , 2551 : 46) 

     1. 

   

     2.  

 

     3.   

 

 

     4.   

 

 

      5.   
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  4  

  

 

 Emanuel Rosen (   , 2551)  The 

Anatomy of Buzz  

 

  

 

 Federal Express   

  Federal 

Express    

 

 Malcolm Gladwell  (   , 2551) 

The Tipping Point 

   

 

   

  

 

 WOM  Buzz  Elihu Katz  Paul Lazarfeld 50 
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   Personal Influence 

  (Two-Step Flow) 

 (Influentials)  

  

  

 Katz, Herbert Menzel and James S. Coleman 

 

  

  

 (Kotler, 1993 : 1-22,   , 2551) 

  Harley – Davidson 

  Harley - Davidson  

Havley - Davidson   

Havley - Davidson   Griffin, (1997 : 

33,   , 2551 : 48) 

 4.   (Demonstrates an Immunity to 

the Pull of the Competition) 

       

   (Kotler, 2550 : 

201,   , 2551 : 48)    

  (   

 , 2549 : 55-56) 

     1.   (Customer Service)  

(Reactive)   (Proactive) 

 

  

     2.  /  (Frequency/Loyalty 

Programs) 
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     3.   (Community Programs) 

    

 Adobe  

  

 

     4.   (Structural Ties) 

  

      

 EDI (Electronic Data Interchange)  

  

     5.   (Customization) 

 

    

  

 Customization 

 Harley – Davidson 

  Harley –

Davidson  

   Harley – Davidson  Classic  Harley – Davidson 

  

 Griffin (1995 : 33,   , 2551 : 49) 
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5.   

 5.1   

  . .2456 

  6 

  

  

 . .2456 

 

 . . 2472 

   

  

  

  2 

 

  

 . . 2489 

  

  

  1  . .2490  

   

 

5.2   

 . . 2456 

 . . 2489 
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 1.  

 

 2.   

 

 

 3.   

 4.    

  

 5.   

  

 

   

    

   

 

 5.3      

  

 

5.4    4   1) 

 2)  3)  4) 

 

 5.5      

  4   

  1 :  

  2 :   

 

  3 :  

  4 :  
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5.6   

  

  

   7  

  

  

 1.     

    

   

  

 

 2.   1   

    1  2 

 3  

 3.   2   

    4  5 

 6  7  

 4.   3   

    8  9 

 10  11  

 5.   4   

    12  13 

 14  

 6.      

   

      

  

 7.      
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 8.      

  

   

  

 9.      

     

     

  1   1 

 2  

10.      

      

     

 2  1  2  3 

 

11.      

   

    

    

 

12.       

   

    

   

13.     
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14.      

    

15.      

   

    

16.     

 

   

5.7   

 

    

 

 1.   

 1.1  

 1.2   

 1.3   3  

 1.4   6  

 1.5   12  

 1.6   24  

 1.7   

 1.8   

2.   

 2.1   

 2.2   

 2.3   

 2.4   

 2.5   

 2.6   
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 2.7   

 2.8   

 2.9   200 

 2.10   

3.   

 3.1   

 3.2   

 3.3     

 3.4     

 3.5     

 3.6     

 3.7    

 3.8   

 3.9   

4.    

 4.1     

 4.2   

 4.3   

 4.4   

 4.5   

 4.6   

 4.7   SMEs 

 4.8   

 4.9   

  4.10    

  4.11   

  4.12   

  4.13   

  4.14   
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5.8   

     927/56  1   

   2    

   9  (   4  2554)  

        

     110     

     

  ( )   ( )  

( )   ( )   ( )    

  

 

   

1.   

 

2.   

 

3.      

 

4.

   

5.   

6.  

7.  

8.

 

9.  

          10.    

 

 11.     

  12.  
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6.   

      (2550)   

 1111 ( )   

    

 1111 ( )   

 1111 ( )     

 1111 ( )   

    

       

 

   (2549) 

 

   

(Loyalty)  

 

  

 

   (2554)  

     31-40 

  /  

 5,001-15,000    

  

 5  
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   (2549)  

    

 35-45    

/  

  

   3   

 

 3    

  

  

 

   (2548)  

  

   1) 

  

 2)  

   3) 

 4) 

  

  

   

  0.01 

 

   (2547) 

  1. 
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 2. 

  3. 

 

  

   (2548)   

      

    

   

   

     

    

 

   (2546)  

    

  20-29  /  

/   10,000-5,001  

   

 

   (2546)  

  1) 

 2) 

 3) 

  4) 

  

   (2544)    
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  0.05 

 

    (2544) 

 . . .    . .  

   

 

 

      .  

 ( )   

 

 

 

   

   (2543)  

   

   

     

  

 

   

   

   

    

   

,  
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   (2542) 

  

 

 

   

 

 

  

  

 

   

(Loyalty)  

 

  

  

  

    

 

  

   



 72 

72 

 

 

 3 

 

 

 

   

   

    

  
 

1.   

1.1        

  255,870  (     2554) 

 9        

        

1.2       Taro Yamane 

1973 (   2553 : 41)   9   

 255,870    400   

  (Proportional  Stratified  Sampling)  

 (Strata)  

   1 

  9   Yamane (1973) 

  95  5   

 

                                                         N 

  n          =      

                                             1 + Ne2 

 

 



 73 

  n   

             N  

  9  

 e          (+ 5 % ) 

  

                                255,870 

n          =  

                                     1 + 255,870 (0.05) 2 

 n    =       399.37 

 n           =      400  

   400  

   2   9 

  , , , , , 

,   

  

 

 2  

 

   

1.  36,481 

2.  21,403 

3.  16,513 

4.  23,654 

5.  68,176 

6.  46,849 

7.  28,503 

8.  12,963 

9.  1,328 

 255,870 



 74 

   3 

  

    (  , 2546 :15) 

     

ni         =                        n 

 

   ni    

Ni    

N    

n    

   3 

 

 3 

 

 

   

1.  36,481 57 

2.  21,403 33 

3.  16,513 26 

4.  23,654 37 

5.  68,176 107 

6.  46,849 73 

7.  28,503 45 

8.  12,963 20 

9.  1,328 2 

 255,870 400 

 

 

N 
Ni 
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  4  

  9   (Accidental Sampling) 

  3 

 

2.     

   (Questionnaire) 

  

  4   

  1  

      

 

 6   (Multiple Choices 

Questions)  (Best Answer) 

 

  2 

  5   , , 

,    20   

 Likert ( )   

 (Interval Scale)  5  

    5 

    4 

   3 

    2 

   1 

  (Mean)   (SD)    

      

 

    =  5 ( ) - 1 ( ) 

              5 ( ) 

    =  0.80 



 76 

 

 (Class interval)      

   4.21 – 5.00   

   3.41 – 4.20   

   2.61 – 3.40   

   1.81 – 2.60   

   1.00 – 1.80   

  3   4   , 

,    15  

 Likert ( )  

 (Interval Scale)  5  

  4   4   

, ,  

  12  

 Likert ( )   (Interval 

Scale)  5  

  

3.  

  

 3.1       

    

 

 3.2    

    (2553) 

  , 

,   

 3.3       
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 3.4    

 (Try-Out)    

 30    (Reliability) 

 (Coefficient)  (Cronbach) 

 0.98 

 0.96 

 0.95 

 0.89 

3.5    

 

 

4.   

 

  2   

4.1   (Primary Data) 

  400    

(Questionnaires)  4  

  1  

  2  

  3  

  4  

 4.2   (Secondary Data)   

     

 

  9  

   

  400  

  2555   2555 

 3 

 



 78 

 4  

 

                  2554                                           2555 
 

.   .  .  . . . . . . .  .  

                 

                 

                 

                 

                 

 

5.   

  

  

 5.1      

 5.2    (Code Book) 

 5.3     

 5.4     SPSS for Windows (Statistical  Package  for  

the Social  Science)      0.50  

  (Percentage  of  Frequency)   

  (Mean)   (Standard  Deviation)   

  

 5.5    

(Descriptive statistics)  (Frequency)  (Percent) 

 5.6    

  (Mean)  (Standard Deviation) 

 5.7     (Mean) 

 (Standard Deviation) 

 5.8    

(Mean)  (Standard Deviation) 
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 5.9   

  

(  , 2553 : 472)  

  |r|  0.80  

  0.5 < |r| < 0.80  

     |r|  0.50  

       0.05  

 5.10      

 

 



80 

80 

 

 

 4 

 

 

 

  

  9    

400     5 

  

 1.   

 2.   

 3.   

 4.   

5.   

 

1.  

  

 400        

     5 
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 5   

                     (n = 400) 

   

1      

    164 41.00 

    236 59.00 

2      

    16  8 2.00 

   16-25  86 21.50 

   26-35  122 30.50 

   36-45  118 29.50 

   46-55  59 14.75 

    56  7 1.75 

3      

    215 53.75 

    165 41.25 

   / /  20 5.00 

4      

   /  20 5.00 

    23 5.75 

   /  27 6.75 

   ./  35 8.75 

    225 56.25 

     70 17.50 
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 5  ( ) 

                     (n = 400) 

   

5      

    74 18.50 

   /  115 28.75 

    127 31.75 

   /  17 4.25 

   /  33 8.25 

    3 0.75 

    31 7.75 

6      

   /  5,000  24 6.00 

   5,001-10,000  50 12.50 

   10,001-15,000  105 26.25 

   15,001-20,000  60 15.00 

     20,000  161 40.25 

 

  5 

  400         

   

       

 400    236   59.00  

 164   41.00 

   

 400   26-35   122   30.50  

 36-45    118   29.50   16-25   86  

 21.50  46-55   59   14.75  16   8 
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  2.00   56   7  

 1.75 

  

  400    215   53.75 

   165   41.25 

 / /   20   5.00 

  

  400    225  

 56.25   70   17.50 ./

 35   8.75 /   27   

6.75   23   5.75  

/   20   5.00 

     

 400    127   31.75 

/   115   28.75 

  74   18.50 /   33  

 8.25    31   7.75 /   

17   4.25   3  

 0.75 

  

  400    20,000   161 

  40.25  10,001-15,000   105  

 26.25  15,001-20,000   60   

15.00  5,001-10,000   50   12.50 

/  5,000   24   6.00 
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2.   

 

        

  6 

 

 6 

  

(n = 400) 

 Mean S.D.  

1  3.79 0.77  

2  4.14 0.62  

3  3.78 0.74  

4  4.06 0.62  

5  3.89 0.67  

 3.93 0.58  

 

 6   

  ( X  = 3.93)   

  5  

 ( X  = 4.14)  ( X  = 

4.06)  ( X  = 3.78)  
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 7   

  

(n = 400) 

 ( ) 

 

 

 

 

 

 

Mean S.D. 
 

92 148 76 14 1 4.01 0.84  1 

 

(27.8) (44.7) (23.0) (4.2) (0.3) 

      

51 155 110 12 3 3.78 0.80  2 

 

(15.4) (46.8) (33.2) (3.6) (0.9) 

      

73 155 95 6 2 3.93 0.79  3 

 (22.1) (46.8) (28.7) (1.8) (0.6)       

66 120 117 24 4 3.73 0.92  4 

 (19.9) (36.3) (35.3) (7.3) (1.2)       

64 84 115 48 20 3.49 1.14  5 

 

(19.3) (25.4) (34.7) (14.5) (6.0) 

      

 3.79 0.77  

 

  7   

  ( X  = 3.79)   

 5  

 ( X  = 4.01) 

 ( X  = 3.93) 

 ( X  = 3.49) 
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 8   

  

                                                                                                                       (n = 400) 

 ( ) 

 

 

 

 

 

 

Mean S.D. 
 

79 185 59 7 1 4.04 0.73  1 

 

(23.9) (55.9) (17.8) (2.1) (0.3) 

      

80 187 59 5 0 4.06 0.70  2 

 

(24.2) (56.5) (17.8) (1.5) (0.0) 

      

88 161 73 7 2 4.01 0.81  3 

 

(26.6) (48.6) (22.1) (2.1) (0.6) 

      

132 163 33 3 0 4.29 0.68 4 

 (39.9) (49.2) 1(0.0) (0.9) (0.0)      

140 152 37 1 1 4.31 0.70 5 

 (42.3) (45.9) (11.2) (0.3) (0.3)      

 4.14 0.62  

 

  8   

  ( X  = 4.14)   

 2   3 

  ( X  = 4.31) 

 ( X  = 4.29) 

 ( X  = 4.01)  

 

 



87 

 9   

  

                                                                                                                   (n = 400) 

 ( ) 

 

 

 

 

 

 

Mean S.D. 
 

76 158 87 9 1 3.94 0.79  1 

 

(23.0) (47.7) (26.3) (2.7) (0.3) 

      

62 191 75 3 0 3.98 0.67  2 

 

(18.7) (57.7) (22.7) (0.9) (0.0) 

      

59 135 107 24 6 3.71 0.93  3 

 

(17.8) (40.8) (32.3) (7.3) (1.8) 

      

56 126 104 36 9 3.62 0.98  4 

 

(16.9) (38.1) (31.4) (10.9) (2.7) 

      

60 127 110 25 9 3.68 0.97  5 

 

(18.1) (38.4) (33.2) (7.6) (2.7) 

      

 3.78 0.74  

 

  9   

  ( X  = 3.78)   

 5  

 ( X  = 3.98) 

 ( X  = 3.94) 

 ( X  = 4.01)  
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 ( X  = 3.62)  

 

 10   

  

                                                                                                                   (n = 400) 

 ( ) 

 

 

 

 

 

 

Mean S.D. 
 

74 194 60 3 0 4.05 0.67  1  

 

(22.4) (58.6) (18.1) (0.9) (0.0) 

      

68 186 73 4 0 3.99 0.70  2 

/

 

(20.5) (56.2) (22.1) (1.2) (0.0) 

      

90 167 70 4 0 4.07 0.75  3 

 

(27.2) (50.5) (21.1) (1.2) (0.0)  

    

101 173 52 4 1 4.12 0.75  4 

 

(30.5) (52.3) (15.7) (1.2) (0.3) 

      

 4.06 0.62  

 

  10   

  ( X  = 4.06)   

 4  

 ( X  = 4.12) 

 ( X  



89 

= 4.07) /

 ( X  = 3.99)  

 

 11   

  

                                                                                                                   (n = 400) 

 ( ) 

  

 

 

 

 

 

Mean S.D. 
 

52 145 124 8 2 3.75 0.78  1 

 (15.7) (43.8) (37.5) (2.4) (0.6)       

62 189 69 10 1 3.93 0.73  2 

 

(18.7) (57.1) (20.8) (3.0) (0.3) 

      

68 161 90 12 0 3.88 0.79  3 

  

(20.5) (48.6) (27.2) (3.6) (0.0) 

      

74 173 74 9 1 3.95 0.77  4 

 

(22.4) (52.3) (22.4) (2.7) (0.3) 

      

77 164 76 14 0 3.94 0.80  5 

 

(23.3) (49.5) (23.0) (4.2) (0.0) 

      

 3.89 0.67  

 

  11   

  ( X  = 3.89)   

 5  



90 

 ( X  = 3.95) 

 ( X  = 

3.94)  ( X  = 3.75) 

 

 

3.   

 

      

12 

 

 12   

(n = 400) 

 Mean S.D.  

1  3.64 0.83  

2  4.15 0.65  

3  4.08 0.65  

4  4.15 0.66  

 4.00 0.59  

 

 12  

   ( X  = 4.00)   

  4  

 ( X  = 4.15) 

 ( X  = 4.08)  ( X  = 

3.64)  
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 13    

 

   (n = 400) 

 ( ) 

  

 

 

 

 

 

Mean S.D. 
 

111 159 52 8 1 4.15 0.77  1 

 

(33.5) (48.0) (15.7) (2.4) (0.3) 

      

43 147 108 21 12 3.62 0.91  2 

 SMEs 

 

 

(13.0) (44.4) (32.6) (6.3) (3.6)       

53 134 103 27 14 3.63 0.98  3 

 

 

(16.0) (40.5) (31.1) (8.2) (4.2)       

76 89 72 58 36 3.44 1.29  4 

 

-

 

(23.0) (26.9) (21.8) (17.5) (10.9) 
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 13    

 ( ) 

   (n = 400) 

 ( ) 

  

 

 

 

 

 

Mean S.D. 
 

63 87 97 47 37 3.39 1.25  5 

 

SMS 
(19.0) (26.3) (29.3) (14.2) (11.2) 

      

 3.64 0.83  

 

   13     

( X  = 3.64)   

 5  

 ( X  = 4.15) 

 

 ( X  = 3.63) 

 SMS  ( X  = 3.39)  

 

 14     

 

    (n = 400) 

 ( ) 

 

 

 

 

 

 

Mean S.D. 
 

190 110 26 3 2 4.47 0.72 1 

 (57.4) (33.2) (7.9) (0.9) (0.6)      
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 14     

 ( ) 

    (n = 400) 

 ( ) 

 

 

 

 

 

 

Mean S.D. 
 

145 137 36 7 6 4.27 0.83 2 

 

(43.8) (41.4) (10.9) (2.1) (1.8)      

117 123 71 14 6 4.05 0.94  3 

 ATM 

  

 

 

  

(35.3) (37.2) (21.5) (4.2) (1.8)       

86 108 84 36 17 3.74 1.12  4 

 

(26.0) (32.6) (25.4) (10.9) (5.1)       
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 14     

 ( ) 

    (n = 400) 

 ( ) 

 

 

 

 

 

 

Mean S.D. 
 

126 160 39 5 1 4.22 0.70 5 

 

  

(38.1) (48.3) (11.8) (1.5) (0.3)      

 4.15 0.65  

 

   14      

( X  = 4.15)   

 3   2  

 ( X  = 4.47) 

 ( X  = 4.27) 

 ( X  = 3.74)  
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 15     

 

    (n = 400) 

 ( ) 

 

 

 

 

 

 

Mean S.D. 
 

132 163 33 3 0 4.27 0.69 1 

 

(39.9) (49.2) 1(0.0) (0.9) (0.0) 

    

 

 

136 137 47 8 3 4.20 0.83  2 

 

(41.1) (41.4) (14.2) (2.4) (0.9) 

      

87 122 103 17 2 3.88 0.90  3 

 

(26.3) (36.9) (31.1) (5.1) (0.6) 

      

90 155 76 8 2 4.00 0.82  4 

 

(27.2) (46.8) (23.0) (2.4) (0.6)       

95 152 71 11 2 4.02 0.84  5 

 

(28.7) (45.9) (21.5) (3.3) (0.6) 

      

 4.08 0.65  

 

   15    

  ( X  = 4.08)   

 4  
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 ( X  = 4.27) 

 ( X  = 4.20) 

 ( X  = 3.88)  

 

 16    

 

    (n = 400) 

 ( ) 

  

 

 

 

 

 

Mean S.D. 
 

130 154 41 4 2 4.25 0.76 1 

 

(39.3) (46.5) (12.4) (1.2) (0.6) 

    

 

  

93 161 66 8 3 4.05 0.82  2 

 (28.1) (48.6) (19.9) (2.4) (0.9)       

105 159 62 5 0 4.14 0.76  3 

 

(31.7) (48.0) (18.7) (1.5) (0.0) 

      

100 150 68 11 2 4.07 0.84  4 

 (30.2) (45.3) (20.5) (3.3) (0.6)       

126 150 50 4 1 4.23 0.75 5 

 

(38.1) (45.3) (15.1) (1.2) (0.3) 

    

 

  

 4.15 0.66  

 

   16    

  ( X  = 4.15)   

 2   3  

 ( X  = 4.25) 
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 ( X  = 4.23) 

 ( X  = 4.05)  

 

4.   

 

   

  17 

 

 17 

 

(n = 400) 

 Mean S.D.  

1  4.07 0.64  

2  4.40 0.61  

3  4.22 0.70  

4  3.83 0.61  

 4.13 0.51  

 

 17  

   ( X  = 4.13)   

  2   2  

 ( X  = 4.40)  

 ( X  = 4.22) 

 ( X  = 3.83)  
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 18   

   

    (n = 400) 

 ( ) 

  

 

 

 

 

 

Mean S.D. 
 

79 171 72 7 2 3.98 0.75  1 

 

(23.9) (51.7) (21.8) (2.1) (0.6) 

      

97 161 68 5 0 4.08 0.74  2 

 (29.3) (48.6) (20.5) (1.5) (0.0)       

119 142 66 3 1 4.16 0.77  3 

 

(36.0) (42.9) (19.9) (0.9) (0.3) 

      

 4.07 0.64  

 

   18  

    ( X  = 4.07) 

   3  

 ( X  = 4.16) 

 ( X  = 4.08) 

 ( X  = 3.98)  

 

 

 

 

 

 

 



99 

 19   

  

    (n = 400) 

 ( ) 

  

 

 

 

 

 

Mean S.D. 
 

147 144 37 2 1 4.32 0.72 1 

 (44.4) (43.5) (11.2) (0.6) (0.3)       

176 131 23 1 0 4.45 0.64 2 

 (53.2) (39.6) 6.95 (0.3) (0.0)       

170 127 33 1 0 4.42 0.67 3 

 (51.4) (38.4) 9.97 (0.3) (0.0)      

 4.40 0.61 

 

 

   19  

    ( X  = 4.40) 

  

 3   ( X  = 4.45) 

 ( X  = 4.42) 

 ( X  = 4.32)  
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 20   

  

    (n = 400) 

 ( ) 

  
 

 

 

 

 

Mean S.D. 
 

137 146 45 3 0 4.29 0.72 1 

 

(41.4) (44.1) (13.6) (0.9) (0.0) 

    

 

  

123 156 43 7 2 4.21 0.77 2 

 

(37.2) (47.1) (13.0) (2.1) (0.6) 

    

 

  

116 153 56 3 3 4.17 0.78 3 

 

 

(35.0) (46.2) (16.9) (0.9) (0.9) 

    

 

  

 4.22 0.70 

 

 

   20  

    ( X  = 4.22) 

  

 3  

 ( X  = 4.29) 

 ( X  = 4.21) 

  ( X  = 4.17)  
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 21   

  

    (n = 400) 

 ( ) 
 

  
 

 

 

 

 

Mean S.D.  

119 171 36 2 3 4.20 0.71  1 

 

(36.0) (51.7) (10.9) (0.6) (0.9) 

      

45 101 94 49 42 3.25 1.20  2 

 

(13.6) (30.5) (28.4) (14.8) (12.7) 

      

106 142 73 7 3 4.05 0.83  3 

 

(32.0) (42.9) (22.1) (2.1) (0.9) 

      

 3.83 0.61  

 

   21  

    ( X  = 3.83) 

  

 3  

 ( X  = 4.20) 

 ( X  = 4.05) 

 ( X  = 3.25)  
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4.   

  1   

   

  5  

  1.1 

  

  (H0): 

  (H1): 

  22 

 

 
 

 ( r ) 
p-value  

1.  0.53** 0.00  

2.  0.63** 0.00  

3.  0.64** 0.00  

4.  0.66** 0.00  

 0.72** 0.00  

 ** p = 0.01 

 

  22  

 

 0.01 (r = 0.72) 
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 0.01 (r = 0.53, r = 0.63, r = 0.64  r = 0.66 )  

  1.2 

   

  (H0): 

 

  (H1): 

 

  23 

 

 
 

 ( r ) 
p-value  

1.  0.46** 0.00  

2.  0.56** 0.00  

3.  0.51** 0.00  

4.  0.53** 0.00  

 0.61** 0.00  

 ** p = 0.01 

 

  23  

  

 0.01 (r = 0.61) 

   

  

   

0.01 (r = 0.46)    
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 0.01 (r = 0.56, r = 0.51  r = 0.53 )  

  1.3 

   

  (H0): 

 

  (H1): 

 

  24 

 

 
 

 ( r ) 
p-value  

1.  0.32** 0.00  

2.  0.48** 0.00  

3.  0.51** 0.00  

4.  0.56** 0.00  

 0.55** 0.00  

 ** p = 0.01 

 

  24  

 

 0.01 (r = 0.55) 

   

  

  

 0.01 (r = 0.32  r = 0.48)   
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 0.01 (r = 0.51  r = 0.56 )  

  1.4 

   

  (H0): 

 

  (H1): 

 

  25 

 

 
 

 ( r ) 
p-value  

1.  0.47** 0.00  

2.  0.53** 0.00  

3.  0.57** 0.00  

4.  0.58** 0.00  

 0.63** 0.00  

** p = 0.01 

 

  25  

 

 0.01 (r = 0.63) 

   

  

  

 0.01 (r = 0.47)    
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  0.01 (r = 0.53, r = 0.57  r = 0.58)  

  1.5 

   

  (H0): 

 

  (H1): 

 

  26 

 

 
 

 ( r ) 
p-value  

1.  0.43** 0.00  

2.  0.45** 0.00  

3.  0.47** 0.00  

4.  0.46** 0.00  

 0.53** 0.00  

** p = 0.01 

 

  26  

 

 0.01 (r = 0.53) 

   

    

 

 0.01 (r = 0.43, r = 0.45, r = 0.47  r = 0.46) 
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  2    

   

 5  

  2.1 

  

  (H0): 

  (H1): 

  27 

 

 
 

 ( r ) 
p-value  

1.  0.44** 0.00  

2.  0.45** 0.00  

3.  0.44** 0.00  

4.  0.44** 0.00  

5.  0.44** 0.00  

 0.52** 0.00  

 ** p = 0.01 

 

  27  

 

 0.01 (r = 0.52) 
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 0.01 (r = 0.44, r = 0.45, r = 0.44, r = 0.44  r = 0.44 )  

  2.2 

   

  (H0) : 

 

  (H1) : 

 

  28  

 
 

 ( r ) 
p-value  

1.  0.37** 0.00  

2.  0.32** 0.00  

3.  0.32** 0.00  

4.  0.35** 0.00  

5.  0.34** 0.00  

 0.41** 0.00  

 ** p = 0.01 

 

  28  

  

 0.01 (r = 0.41) 

    

     

  

 0.01 (r = 0.37, r = 0.32, r = 0.32, r = 0.35  r = 0.34 )  
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  2.3 

   

  (H0) : 

 

  (H1) : 

 

  29  

 

 
 

 ( r ) 
p-value  

1.  0.30** 0.00  

2.  0.37** 0.00  

3.  0.28** 0.00  

4.  0.34** 0.00  

5.  0.31** 0.00  

 0.38** 0.00  

** p = 0.01 

 

  29  

  

 0.01 (r = 0.38) 

    

     

  

 0.01 (r = 0.30, r = 0.37, r = 0.28, r = 0.34  r = 0.31 )  
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  2.4 

   

  (H0): 

 

  (H1): 

 

  30  

 
 

 ( r ) 
p-value  

1.  0.37** 0.00  

2.  0.40** 0.00  

3.  0.43** 0.00  

4.  0.41** 0.00  

5.  0.43** 0.00  

 0.48** 0.00  

** p = 0.01 

 

  30  

 

 0.01 (r = 0.48) 

    

     

  

 0.01 (r = 0.37, r = 0.40, r = 0.43, r = 0.41  r = 0.43 

)  
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  2.5 

   

  (H0): 

 

  (H1): 

 

  31  

 
 

 ( r ) 
p-value  

1.  0.37** 0.00  

2.  0.36** 0.00  

3.  0.37** 0.00  

4.  0.32** 0.00  

5.  0.312** 0.00  

 0.41** 0.00  

** p = 0.01 

 

  31  

 

 0.01 (r = 0.41) 

    

     

  

 0.01 (r = 0.37, r = 0.36, r = 0.37, r = 0.32  r = 0.31 )  
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112 

 

 

 5 

   

 

 

 

   

  400   

  4   

  

  

(SPSS)      

  (One-way ANOVA)  

 (Pearson Product Moment Coefficient)  

 

1.  

 1.1    

 59.00  26-35   30.50   53.75 

  56.25   

31.75   20,000   40.25  

 1.2    

 ( X  = 3.93)   

  5  

 ( X  = 4.14)  ( X  = 4.06) 

 ( X  = 3.78)  
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 1.2.1    ( X  = 3.79) 

  

 5      

( X  = 4.01)  

( X  = 3.93)    

( X  = 3.49) 

 1.2.2    ( X  = 4.14) 

   

2   3        

( X  = 4.31)  

( X  = 4.29)        

( X  = 4.01)  

 1.2.3    ( X  = 3.78) 

   5 

  ( X  = 3.98) 

              

( X  = 3.94)             

( X  = 3.62) 

 1.2.4    ( X  = 4.06) 

   4  

 

( X  = 4.12) 

 ( X  = 4.07) /

 ( X  = 3.99) 

 1.2.5    ( X  = 3.89) 

  

 5         

( X  = 3.95) 

 ( X  = 3.94) 

 ( X  = 3.75) 
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 1.3    

 ( X  = 4.00)   

  4  

 ( X  = 4.15)  ( X  = 4.08) 

 ( X  = 3.64)  

 1.3.1    ( X  = 3.64) 

   5  

 

( X  = 4.15)  

 ( X  = 3.63) 

 SMS  ( X  = 3.39) 

 1.3.2     ( X  = 4.15) 

   3  

 2   ( X  = 

4.47) 

 ( X  = 4.27) 

 ( X  = 3.74)

 1.3.3     ( X  = 4.08) 

   4  

 ( X  = 4.27) 

 ( X  = 4.20) 

 ( X  = 3.88) 

 1.3.4     ( X  = 4.15) 

   2 

  3  

 ( X  = 4.25) 

 ( X  = 4.23) 

 ( X  = 4.05) 
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 1.4    

 ( X  = 4.13)   

  2   2  

 ( X  = 4.40)  

 ( X  = 4.22)     

( X  = 3.83)  

 1.4.1     ( X  = 4.07) 

  

 3   

( X  = 4.16)  

( X  = 4.08)        

( X  = 3.98)  

 1.4.2     ( X  = 4.40) 

  

 3  

 ( X  = 4.45)       

( X  = 4.42)  ( X  = 4.32)

 1.4.3                

( X  = 4.22)   

 3  

 ( X  = 4.29) 

 ( X  = 4.21) 

  ( X  = 4.17) 

 1.4.4     ( X  = 3.83) 

  

 3  

 ( X  = 4.20) 

 ( X  = 4.05) 

 ( X  = 3.25) 
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 1.5  

     

  

 1.5.1  

   

 

 

  0.01 

  

    

    

     

  0.01

 1.5.2  

  

  

 

 

 0.01 

  

   

    

  

 

  0.01 
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  0.01 

 1.5.3  

   

  

  

  

 0.01 

  

   

    

  

 

   0.01 

  

   

     

   

 

   0.01 

 1.5.4  

   

  

  

 

  0.01  
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  0.01 

  

    

    

   

  

 

  0.01 

 1.5.5  

   

  

  

 

  0.01  

  

   

     

    

  

 

 0.01 

 1.6    

    

 

 1.6.1  

    

 

  0.01  
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 0.01  

 1.6.2  

     

 

   

 

  0.01  

  

   

    

     

   

 

   

0.01  

 1.6.3  

     

 

   

 

  0.01  
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0.01  

 1.6.4  

    

  

  

 

   0.01  

   

   

    

     

   

 

  

 0.01 

 1.6.5  

    

  

  

 

   0.01  
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 0.01 

 

2.   

 

    

 9    400  

 

2.1    

  26-35    

     (2553) 
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     (2549) 
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     (2553) 

   

     

 (2549)     ( )  

    ( ) 

     (2542)  

  ( )  

   

2.4    

    

  

  

   

  

  

2.5  
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    (2544)   

   

 

 

3.   

 3.1   
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   SMS  SMEs 
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 1  

1.  

1.      2.  

2.  

 1.  16     2. 16-25  

 3. 26-35     4. 36-45  

 5. 46-55     6.  56  

3.  

 1.      2.  

 3. / /    

4.  

 1. /   2.  

 3. / .  4. ./  

 5.     6.  

5.  

 1.     2. /  

 3.    4. /  

 5. /    6.  

 7.  ( )…………… 

6.  

 1. /  5,000   2. 5,001-10,000  

 3. 10,001-15,000    4. 15,001-20,000  

 5.  20,000  
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R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A) 

Item-total Statistics 

               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

               if Item          if Item       Total             if Item 

              Deleted        Deleted    Correlation        Deleted 

 

Q7            97.2667       149.4437        .6260           .9630 

Q8            97.3333       148.1609        .7199           .9619 

Q9            97.2000       150.6483        .7519           .9616 

Q10           97.4000       147.2138        .6935           .9624 

Q11           97.4000       145.3517        .6918           .9628 

Q12           97.1000       151.6793        .7012           .9621 

Q13           97.1000       153.6793        .6306           .9627 

Q14           97.1333       150.2575        .7442           .9617 

Q15           96.9667       153.7575        .6578           .9625 

Q16           97.0000       149.1724        .8328           .9609 

Q17           97.0333       149.8264        .7989           .9612 

Q18           97.2000       154.9931        .5256           .9635 

Q19           97.2667       145.9954        .7992           .9611 

Q20           97.4000       148.9379        .6771           .9624 

Q21           97.3333       148.5057        .7020           .9621 

Q22           97.0333       152.3782        .7768           .9617 

Q23           97.3333       152.7816        .6425           .9626 

Q24           97.0333       151.8264        .7356           .9618 

Q25           97.0000       152.2069        .7791           .9616 

Q26           97.2667       148.3402        .8139           .9610 

Q27           97.0333       152.1713        .7120           .9620 
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               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

              if Item        if Item           Total           if Item 

              Deleted        Deleted    Correlation        Deleted 

 

Q28           97.2333       146.6678        .7916           .9612 

Q29           97.1000       151.4724        .7146           .9620 

Q30           97.0333       150.7920        .8066           .9613 

 

Reliability Coefficients 

N of Cases =     30.0                    N of Items = 24 

Alpha =    .9635 

 

 

 

R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A) 

Item-total Statistics 

               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

              if Item          if Item          Total             if Item 

              Deleted        Deleted    Correlation        Deleted 

 

Q31           79.3000       153.4586        .4547           .9519 

Q32           79.6333       147.7575        .6744           .9492 

Q33           79.4667       143.7747        .8182           .9470 

Q34           79.8667       139.1540        .6204           .9525 

Q35           79.5667       140.0471        .7817           .9476 

Q36           79.0333       145.4126        .8301           .9472 

Q37           79.1667       144.8333        .8261           .9471 

Q38           79.4000       144.5241        .6372           .9500 
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               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

              if Item        if Item          Total               if Item 

              Deleted        Deleted    Correlation        Deleted 

 

Q39           79.5000       138.7414        .7648           .9481 

Q40           79.0667       149.5816        .6912           .9492 

Q41           79.0333       151.6885        .6113           .9502 

Q42           79.2000       152.5103        .4869           .9515 

Q43           79.4667       144.3954        .7499           .9480 

Q44           79.4333       145.0816        .8189           .9472 

Q45           79.2667       152.6161        .5975           .9505 

Q46           79.1667       147.3851        .7835           .9480 

Q47           79.4667       147.2230        .6450           .9496 

Q48           79.2000       148.0966        .8103           .9480 

Q49           79.5000       143.4310        .7773           .9476 

Q50           79.4000       144.0414        .6824           .9492 

 

Reliability Coefficients 

N of Cases =     30.0                    N of Items = 20 

Alpha =    .9514 
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R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A) 

Item-total Statistics 

               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

              if Item        if Item           Total              if Item 

              Deleted        Deleted    Correlation        Deleted 

 

Q51           46.0000        29.5862        .6433           .8812 

Q52           45.8000        28.9931        .7916           .8736 

Q53           45.8000        29.6138        .7667           .8758 

Q54           45.7667        30.5989        .6715           .8810 

Q55           45.7333        30.3402        .7018           .8795 

Q56           45.6333        29.8264        .8524           .8738 

Q57           45.7667        28.8747        .7971           .8731 

Q58           45.8333        29.5230        .7970           .8745 

Q59           45.8333        30.0747        .7110           .8787 

Q60           45.7333        28.6851        .7570           .8747 

Q61           47.3000        35.8724       -.1254           .9429 

Q62           45.9000        29.1966        .6468           .8810 

 

Reliability Coefficients 

N of Cases =     30.0                    N of Items = 12 

Alpha =    .8922 
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R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A) 

Item-total Statistics 

               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

              if Item        if Item           Total           if Item 

              Deleted        Deleted    Correlation        Deleted 

 

Q7           230.9000       862.6448        .7265           .9786 

Q8           230.9667       862.2402        .7648           .9786 

Q9           230.8333       869.1782        .7782           .9786 

Q10          231.0333       862.7920        .6826           .9787 

Q11          231.0333       859.5506        .6626           .9788 

Q12          230.7333       873.7885        .6724           .9788 

Q13          230.7333       879.7195        .5665           .9790 

Q14          230.7667       872.2540        .6701           .9788 

Q15          230.6000       876.6621        .6869           .9788 

Q16          230.6333       868.7920        .7758           .9786 

Q17          230.6667       868.7816        .7832           .9786 

Q18          230.8333       881.0402        .5159           .9790 

Q19          230.9000       863.1966        .7154           .9787 

Q20          231.0333       865.6885        .6901           .9787 

Q21          230.9667       866.7230        .6709           .9788 

Q22          230.6667       875.1264        .7498           .9787 

Q23          230.9667       876.3092        .6174           .9789 

Q24          230.6667       873.4023        .7242           .9787 

Q25          230.6333       874.3092        .7648           .9787 

Q26          230.9000       866.0241        .7804           .9786 

Q27          230.6667       874.6437        .6895           .9788 
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               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

              if Item          if Item        Total             if Item 

              Deleted        Deleted    Correlation        Deleted 

 

Q28          230.8667       864.8092        .7054           .9787 

Q29          230.7333       873.4437        .6815           .9788 

Q30          230.6667       871.2644        .7839           .9786 

Q31          230.8000       879.1310        .5095           .9791 

Q32          231.1333       867.2920        .6801           .9787 

Q33          230.9667       856.9989        .8330           .9784 

Q34          231.3667       843.9644        .6671           .9792 

Q35          231.0667       849.3747        .7737           .9786 

Q36          230.5333       863.6368        .7855           .9785 

Q37          230.6667       862.2989        .7822           .9785 

Q38          230.9000       860.9897        .6221           .9790 

Q39          231.0000       847.2414        .7436           .9787 

Q40          230.5667       874.1851        .6316           .9788 

Q41          230.5333       877.0851        .6065           .9789 

Q42          230.7000       877.3207        .5288           .9790 

Q43          230.9667       860.6540        .7257           .9786 

Q44          230.9333       860.9609        .8169           .9784 

Q45          230.7667       877.3575        .6484           .9788 

Q46          230.6667       866.1609        .7905           .9785 

Q47          230.9667       865.2747        .6670           .9788 

Q48          230.7000       868.5621        .7984           .9786 

Q49          231.0000       855.6552        .8029           .9785 

Q50          230.9000       857.6793        .7013           .9787 

Q51          230.9333       873.2368        .5862           .9789 

Q52          230.7333       866.6161        .7980           .9785 
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               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

              if Item          if Item        Total             if Item 

              Deleted        Deleted    Correlation        Deleted 

 

Q53          230.7333       870.4782        .7598           .9786 

Q54          230.7000       874.8379        .6940           .9788 

Q55          230.6667       871.2644        .7839           .9786 

Q56          230.5667       872.5299        .8072           .9786 

Q57          230.7000       867.2517        .7722           .9786 

Q58          230.7667       870.7368        .7670           .9786 

Q59          230.7667       876.5989        .6097           .9789 

Q60          230.6667       867.6782        .7066           .9787 

Q61          232.2333       909.1506       -.1489           .9813 

Q62          230.8333       865.4540        .7177           .9787 

 

Reliability Coefficients 

N of Cases =     30.0                    N of Items = 56 

Alpha =    .9791 
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