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Abstract

Factors that enhance the image of the service of security personnel Suvarnabhumi
Airport from security personnel The objectives are: (1) to study the demographic
characteristics and factors that enhance the image of the service provided by the security
personnel Suvarnabhumi Airport (2) to study the factors affecting the strengthening of the
organization's emotional image (Brand Emotional) and the factors of concrete functions of

the organization (Brand Functional) of the service of the Suvarnabhumi Airport security



personnel. Out of the total number of security personnel of 1,019 people, the Taro Yamane
calculation method was used by accident or convenience (Convenience Sampling) to obtain
a sample of 400 people.

From the study, it was found that the age range and the work area under of different
security personnel affecting the factors that enhance the image of the service statistically
significant 0.05 and factors that enhance the image of the service of security guards, both
emotionally (Brand It was found that two independent variables had an effect on the factors
that enhance the image of the service, namely, the benefit of working (Brand Performance),
and the decision-making process of the organization. from customer judgment
Keywords: image enhancing factor, brand emotion, customer sentiment feeling), the

benefits of working (Brand Performance) and Customer judgment
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