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Abstract

The objective of this study was to apply obtained data to create good
perception and image as well as develop quality service of PEA for meeting the incoming
ASEAN Economic Community. This study was quantitative research. Purposive sampling
was used to select the sample. The questionnaire was the research Instrument. Data
were analyzed by SPSS and calculated by descriptive statistics, frequency, percentage,
mean and standard deviation.

The sample consisted of 400 people. The results of this study showed that the
_ sample mostly were females; those aged 21-30 years; single people; those graduated
with Bachelor's degree; business owners; and those with monthly income of 10,000 -
20,000baht. Type of elect_rical consumption was residential use, The sample knows PEA
SHOP from department store. The sample used PEA SHOP services for five times or
more in 2015. The reason of using PEA SHOP service is to pay electrical bill. The sample
pays electrical bill below 1,000 baht per month. The sample uses PEA SHOP service
during 15.01-19.00 hrs. The distance from their residence to PEA SHOP is 5 kilometers or
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more. Most of them do not default payment of electrical bill. In terms of satisfaction with
PEA SHOP service affeciing PEA image, overall four aspects including Management,
. Place, Process, and Personnel were rated at high level. By considering each aspect,
Management was an aspect with highest satisfaction level. It was followed by Personnel,

Process, and Place, respectively.



