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Abstract

This study aimed to test the effects of corporate image management on customer satisfaction
of agricultural products in exporting businesses in Thailand. Questionnaires were used as a
research tools for collecting data from 76 executives of agricultural products exporting businessesin
Thailand. The research findings revealed the following: 1) The corporate image management in
aspects of customer relationships had positive relationships with and effects on customer satisfaction
as a whole. 2) The corporate image management overview technology and production methods
had positive relationships with and effects on customer satisfaction as a whole. The results of
this study could well be used as a guideline for develop relationships with customers and adopt
modern technology in operations. In addition, the development of products and services should

be performed continuously in order to satisfy customer needs and achieve organizational success.

Keywords: Corporate Image Management, Customer Satisfaction, Agricultural Product Exporting
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3. ANANLTANWLAZANMNLNLINTI
;ﬁ%’ﬂvlﬁmaaumwm%aﬁu (Reliability)
WAZANNLNBIATS (Validity) laannsmiendiuna
dwunifluneda (Discriminant Power) lagld

wafla Item-total Correlation HINITUSHITAN

HAaNSN13IVLUazN1INUIUNA

fnwatasdns laddrwadiuun () agszwing
0.451 - 0.927 uazanufanalazasgndn ladn
811990 (r) BLiTEnIg 0.623 - 0.832 Uaz
' A O A oA L
NIAIAIANUL TN WY DILAIAINE (Reliability)
v o - _
lasldadudsz@nduaani (Alpha Coefficient)
an y -
ANNATVBIATOULIA (Cronbach) TINIILINT
v 6 & A s a Py Il
nwaneolavanslaFulscEndueaniag
321319 0.778 - 0.938 uazauRInwalavas
v oA e a £ o
gﬂmﬁmauﬂimﬂmmaWWg‘i:‘mw 0.789 -
0.867
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Fodpwduauns b
®4UN17 Customer Satisfaction = [30 +B1 IEB+
B2 1sp + B3 IEM + 4 ITP + + P5IPS +
B5ICR+B7IPL + P8ISR +€

@139 1 MYlATeRsnaNRRTTaIMILIRIINMINEnEatasanInuanuiinalavasgnd lasiw
vaspIiadsaanfudnsaslulzinalng
s TCS EB ISP IEM TP IPS  ICR  IPL ISR VIF
X [ 357 | 364 | 419 | 402 | 402 | 418 | 418 | 446 | 355
sD. | 057 | 072 | 053 | 056 | 063 | 054 | 064 | 059 | 082
TCS - | 04227 | 0.307* | 0.467* | 0.506* | 0.387* | 0.505* | 0.401* | 0.421*
IEB - | 0621 | 0.629* | 0.632* | 0.622* | 0.534* | 0.587* | 0.449* 2.334
ISP - | 0567* | 0642 | 0.511* | 0.482* | 0.530" | 0.336* 2.031
IEM - [ o715 | 0.683* | 0.602* | 0.637* | 0.516* 3.056
TP - | 0589* | 0.484* | 0.576* | 0.426* 2.602
IPS - | 0533* | 0.638* | 0.445* 2.326
ICR - | 0596 | 0.455* 1.892
IPL - | 0.44s 2.240
ISR ] 1.476
* fiuidneadaniszdu 0.05
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3219719 0.307 - 0.595 Ap&AYNIIRHETN

326U 0.05 luddudain ;ﬁ%’mﬁaﬁwm'smaau

Multicollinearity 13103161 VIF agyzning
1.476 - 3.056 URAIINANVTFNANUTVDIAIULT
saazlaifladunielfifnilymn Multicollinearity
(Black. 2006 : 585)
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nifasseandudinsasludinealng

anafisnalazasgnalagsia
NSUSHITNINANBAlRIANT Sudszany | anmaaraiadon t p-value

nsannag N1AITIN
faefi (a) 1.252 0.502 2.493 0.015*
ﬁﬂumsﬁﬂqmﬂiﬂmﬁmaﬁmmmgﬁa (IEB) 0.042 0.110 0.386 0.701
ﬁmmwﬂ"umu,azl,ﬁtyﬁwmﬁw (ISP) -0.189 0.139 -1.365 0.177
ML IZENTNIWNILIRITURZNNIIANNT (IEM) -0.033 0.161 -0.207 0.837
dunaluladuazitnsuda (ITP) 0.337 0.133 2.529 0.014*
AUFUAAZMTUINNT (IPS) -0.035 0.146 -0.243 0.809
duanuFNAUTAUARLgNAT (ICR) 0.428 0.111 3.865 0.000*
duwmsUfianmelangnanevasdeaw (IPL) -0.055 0.131 -0.418 0.677
MUANNITLAATEUROFIAN (ISR) 0.095 0.77 1.241 0.219

F=6.829 p=0.000 AdjR? =0.383
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