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ABSTRACT
Perception of service is the ability to understand and notice service easily and it is as important as the
real services. In fact, campus service needs to provide a high standard of services to all customers. Service quality
is one of the most valuable factors. One stop service was designed in order for customers to visit and finish their
tasks at one location immediately with high standard quality of service. Therefore, in order to measure the level
of satisfaction in the perception of service quality, it is vital to use the famous SERVQUAL model which have
five important dimensions: reliability assurance, tangible, empathy, and responsiveness. The objectives of this
research study were to survey the level of perception from students who use one stop service at Suan Sunandha
Rajabhat University in five important dimensions as well as to offer some suggestions to improve the perception
of the standard service quality of the one stop service in campus. This research used a mix research method of
both quantitative and qualitative research. A total of 100 students and 100 non-students who came for services at
the one stop service at the second quarter of the year 2018 was interviewed with questionnaire and data collection
was conducted to gain their experiences. About five students and five non-students who often came for the service
at the one stop service was chosen to participate an in-depth interview to provide more detailed information.
Statistical analysis was performed by utilizing SPSS and Excel program. Percentage, mean, and standard deviation
were used for statistical data analysis and findings. The findings of this study revealed that the majority of students
and non-students reported that they had good perception on two dimensions of responsiveness and reliability,
while many students and non-students had best perception on tangibles, empathy and assurance. Moreover,
perception of service occurs in five stages: stimulation, organization, interpretation-evaluation, memory, and
recall. It found that both students and non-students think the stage of interpretation-evaluation was the most
important stage.
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Introduction
Perception of students is as important as the feedback of the students. Nowadays, many
higher education organizations of ASEAN Economic Community (AEC), including Thailand,
expand their services to their students significantly. The key success factors of service quality
improvement is becoming increasingly monitoring than before. Many AEC nations are ready
to push forward their ability to enhancing the growth and performance of their higher education
industry which focus on the improvement of campus service quality as well as reliable methods
of measurement, assessment, and improvement of campus service quality. This means both
accurate and reliable services are important to higher education organizations.
Perception of service refers to the ability to comprehend and notice service easily and
it is as vital as the real services. In fact, campus service of Suan Sunandha Rajabhat University
needs to provide a high standard of services to all customers. Service quality, in fact, is one of
the most valuable factors. One stop service of the university was designed in order for
customers to visit and finish their tasks at one location immediately with high standard quality
of service. Therefore, in order to measure the level of satisfaction in the perception of service
quality, it is vital to use the famous SERVQUAL model which have five important dimensions:
reliability assurance, tangible, empathy, and responsiveness. From many past researches, the
most importance known model of service quality instrument and assessment is the famous
SERVQUAL. Modern researchers highly believed that SERVQUAL model is a simple model
but useful method and can be applied in many different situations of many different types of
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business services as well as many industries, including service quality in the higher educations.
Due to the fact that modern studies of service quality were based on the studies and the method
of SERVQUAL which was designed and developed by Parasuraman, Zeithamal and Berry
(1993). However, lots of items on questionnaire of original theory and principles utilized the
Likert seven-scales to assess 22 items of service quality in five dimensions which covered five
dimensions: assurance, empathy, reliability, responsiveness, and tangibility. These five
dimensions of service are important for this research. Therefore, the researcher is interested in
investigating service quality improvement from the perceptions of students.
Methodology
The present research study of perception of quality service of one stop service for
university stakeholders actually utilized a quantitative survey research method and qualitative
mehtod which aimed to investigating Suan Sunandha Rajabhat students’ experience of using
services in campus during their studying in main campus, Bangkok, Thailand and to elicit and
collect data for their comments and opinions about their perceptions of service quality and
factor of success.
The purposes of this research study were to investigate and examine the level of
perception from students who use one stop service at Suan Sunandha Rajabhat University in
five important dimensions as well as to offer some important suggestions to improve and
enhance the perception of the standard service quality of the one stop service in campus. This
research employed a mix research method of both quantitative and qualitative research to
obtain the findings. A total of 100 students and 100 non-students who required for services at
the one stop service during the second quarter of the year 2018 was randomly interviewed with
questionnaire. Also, data collection was conducted to gain the understanding of their
experiences. In addition, the qualitative method needed about five students and five nonstudents who often came for the service at the one stop service was chosen to participate an indepth interview to gain more detailed information. For this study, statistical analysis was
performed by using SPSS and Excel program. Percentage, mean, and standard deviation were
used for statistical data analysis and to obtain findings and suggestions.
Findings
The findings of this research can be reported that the demographic information that
students or respondents were both male and female in the close proportion or with a ratio of
45:55. However, the majority respondents who often used the services were between 3-5 times
per semesters. Many of the respondents from the survey were with an undergraduate degree.
Most of the respondents were considered themselves to be middle income family with an
average family income of the respondents was between 30,001-40,000 baht per month. One
stop service in campus had been an important factor for the determinant of quality of services.
The findings of this study can be summed up that both majority of students and nonstudents reported that they had a very high perception on two dimensions of responsiveness
and reliability, while many students and non-students had lower perception on tangibles,
empathy, tangibles and assurance. Moreover, perception of service occurs in five stages:
stimulation, organization, interpretation-evaluation, memory, and recall. It found that both
students and non-students think the stage of interpretation-evaluation was the most important
stage.
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The findings from TABLE 1 showed five different students’ perception on the
important five dimensions of services of one stop services in campus. First, the respondents
rated “Responsiveness” as the most important factors in their perception of quality of service
with a mean of 4.56 and standard deviation of 0.95. Second, the respondents rated “Reliability”
as the second most important factors in their perception of quality of service with a mean of
4.41 and standard deviation of 0.81. Third, the respondents rated “Empathy” as the third most
important factors in their perception of quality of service with a mean of 4.29 and standard
deviation of 0.89. Fourth, the respondents rated “Tangible” as the fourth most important factors
in their perception of quality of service with a mean of 4.11 and standard deviation of 0.77.
Finally, the respondents rated “Assurance” as the fifth most important factors in their
perception of quality of service with a mean of 4.04 and standard deviation of 0.94.
TABLE 1
Importance of factors of success
Mean
S.D.
Factors of success
1. Responsiveness
2. Reliability
3. Empathy
4. Tangible
5. Assurance

4.56
4.41
4.29
4.11
4.04

0.95
0.81
0.89
0.77
0.94

Rank

1
2
3
4
5

Future Studies
Certainly, there are some limitations of this study. One of the limitations of this research
study came from the use of small number of sample groups and the use of the Likert five-scale
which may not have power to distinguish the importance of success factors from expectation
and from reality due to the facts that some of the respondents was first time users of one stop
services in campus. It also does not take into account of the logical reasoning behind each
factor of success.
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