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Abstract

This researcher aims to (1) study level of customers perceptions in brand name and
services quality of insurance companies pertaining to automobile insurance in Nongkhai
Province.; (2) to compare the average value of general information and the customers
perceptions in brand name of insurance companies pertaining to automobile insurance in
Nongkhai Province.; (3) ) to compare the average value of general information and the
customers perceptions in services quality of insurance companies pertaining to automobile
insurance in Nongkhai Province.; and (4) explore problems,obstacles and suggestions of the
customers in Nongkhai Provice concerning with perceptions in brand name and service
quality of insurance companies pertaining to automobile insurance in Nongkhai Provice.
With the accidental sampling method,400 samples were sclected from owners of all kinds of
cars registered at Nongkhai Land Transportation Office at the statistical significant level was
95%. The research tool was the questionnaire with the confident level of .839. After that, all
data were analyzed by a program to estimate percentage, mean, and standard deviation to
compare the average value of general information and the customers perceptions in brand
name and services quality of insurance companies pertaining to automobile insurance in
Nongkhai Province. Morcover, i-test was used to test difference of two groups of independent
parameters which was genders. F-test (One-Way ANOVA) was also applied to test difference of

more than two groups of independent parameters.



It was found from the research that most respondents were male, secondary/ vocational
certificate education, agriculturists, and had and monthly income less than 10,000 baht. Most
samples had motorcycles, made insurance premiums with and used insurance services of Road
Accident Victims Protection Co., Ltd. Their brand perceptions was at the moderate level (X =2,71),
ranked in a descendent order i.e. quality impression (X =33 1), brand royalty( X =2.89), brand
reIationship(} =2.72), and brand perceptions(—X— =1.93). Their service-quality perceptions was
at the moderate k:vel(} =3.14), ranked in a descendent order i.e. trust( X =3.29), customer
conﬂdence(} =327}, customer response(f 3.18), solid service(f =3.05) and customer
care( X =2.94),

From the assumption testing on brand perceptions , it was found that, overall and in
each aspect, customers of different genders, educational levels, occupations, average incomes
per month, car types, automobile insurance compantes, and service types had indifferent
perceptions in brand name of insurance companies pertaining to automobile insurance in
Nongkhai Province at the statistical significant level of .05, showed that customers of different
genders, educational levels, occupations, average incomes per month, car types, automoebile
insurance companies, and service types with the brand perceptions of insurance companies
pertaining to automobile insurance in Nongkhai Province Overall no difference, except
automobile insirance companies with quality impression at the statistical significant level of .05.

From the assumption testing on service-quality perceptions, it was found that, overall
and in each aspect, customers of different genders , educational levels, occupations, average
incomes per month, car types, automobile insurance companies, and service types had indifferent
perceptions services quality of insurance companies pertaining to automobile insurance in
Nongkhai Province. af the statistical significant level of .05, showed that customers of different
genders, educational levels, occupations, average incomes per month, car types, automobile
insurance companies, and service types that have different perceptions of service quality of
insurance companies pertaining to automobile insurance in Nongkhai Provinee Overall no
difference, except customers of different occupations had service-quality perceptions automobile

insurance in Nongkhai Province at the statistical significant level of .05,



From the research results, the researcher obtains recommendations on brand perceptions,
which cover company’s symbol, branch establishment in Nongkhai Province, IT use of
antomobile insurance companies, services of automobile insurance companies; and
recommendations on service quality (reception area), clear recommendations and answers of

company staff, customer response, staff education, and staff intention on customer inquiry.



