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ABSTRACT

The objectives of this research were to 1. explore the images of the wedding business in
Khonkaen provinee, 2, to assess the service quality of the wedding business, 3. to compare the
service quality of the wedding business in Khonkaen tegarding gender, age, occupation and
monthly income and too find some nseful suggestions for improving the service quality and the
images of the wedding business. The target population was three hundred and seventy nine
customers of the wedding business in Khonkaen province. The statistics used were mean,
standard deviation, F-test, One Way NOVA. The research findings were as follows:

1. The findings showed that the average level of the opinions of the customers
towards the images of the wedding business was high (X = 3.62). Four high rated areas of the
images were location (X =3.77), personnel (X = 3.62), relationships with the farget customers
(X =3.56), and administration policies (X = 3.51) respectively.

2. The findings showed that the average level of the opinions of the customers
towards the service quality of the wedding business management was high (X =3.79). Four high
rated areas of the service quality were cooperation (X = 3.85), personality (X = 3.84),
convenience (X = 3.75), and progressive service (X =371 respectively.

3. The findings indicated that the opinions of the customers towards the setvice
quality of the wedding business management regarding their occupations and monthly incomes
were different at the .05 level of statistical significance, However, the opinions of the customers
towards the service quality of the wedding business management regarding their genders and ages

were different at the .05 level of statistical significance,




4. In conclusion, the study shows that the highest level of the frequency of the
suggestion for improving the images and the service quality is building the relationship with the
target customers, and the convenience respectively. Whereas, the lowest level of the frequency of
the suggestion for improving the images and the service quality is location, and personality of the

service officers respectively



