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Abstract

The purpose of this study is to understand how much Influence of Service Quality,
Perceived Value and Brand Image towards Willing to Pay More through Customer Satisfaction of
Government Savings Bank in the Western Area of Thailand. A sample was selected from customers
who have experience in services and products provide by Government Savings Bank (Western
region). Chosen from the customers, 460 customers took survey by doing questionnaires. The
majority of samples are 41-50 years old graduated married women. Most of them also live in
Kanchanaburi and work in offices with their 25,001-35,000-baht salary. The analysis shows service
quality has a positive influence on the Customer’s perception and brand image. Customer’s
perception has a positive influence on customer satisfaction. In addition, customer satisfaction
has a positive influence on the willingness of customers to pay. While the brand image has a

positive influence on customer satisfaction without statistically significant

Keywords : Service Quality, Tangibility, Reliability, Responsiveness, Assurance, Empathy, Perceived

value, Brand Image, Customer Satisfaction and Willingness to pay
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